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ABSTRACT 
Mineral water is a fundamental need for every individual. Therefore, when selecting what to consume, one must make a 
well-considered choice. The consumption of mineral water should consider both its health benefits and its 
environmental impact. This study uses the Theory of Reasoned Action (TRA) to investigate how eco-labels affect 
customer’intention to purchase green gallon mineral water. This study seeks to investigate the youth market, particularly 
Generation Z, defined as those between the ages of 12 and 29, who are a generation with easy access to information. 
Thus, the aims of this study is to investigate the impact of eco-label on customer purchase intention in green gallon 
mineral water at Le Mineral. The research method employed is quantitative, using a sampling technique known as 
purposive sampling, involving the distribution of questionnaires to Generation Z respondents in Indonesia with a total of 
210 participants. This study's data analysis makes use of PLS Version 4 and structural equation modelling - partial least 
squares (SEM-PLS). The results indicate that eco-labels positively influence attitudes toward the product, subjective 
norms, and green purchase intentions. Additionally, subjective norms have a beneficial effect on green purchase 
intentions. In the other hand, attitudes toward the product has a negative impact on green purchase intention. Product 
knowledge acts as a moderating variable that influences the relationship between attitudes toward the product, 
subjective norms, and the intention to make green purchases. Customers who are familiar with green products neither 
showed evidence having a greater association between their attitudes towards the product and green purchase intention, 
nor subjective norms and green purchase intention.  

Keywords: eco-label, attitude toward the product, subjective norm, purchase intention, the theory of reasoned action, 
eco-friendly product. 

 
INTRODUCTION 
The demand for drinking water is on the rise. Rachmat Hidayat, the Chairman of the Indonesia Bottled Drinking Water 
Companies Association (Aspadin), stated that the national bottled water industry has continued to exhibit strong growth 
following the end of the COVID-19 outbreak. This growth is demonstrated by the heightened demand for bottled water, 
which correlates with an increase in outdoor activities among the population [1]. Currently, gallon-sized containers 
account for the largest portion of packaged drinking water, representing 70 percent of the market, while the remaining 
share is divided among bottled and glass-packaged water products [2]. 

When consuming drinking water, aside from focusing on its content of mineral, it is also necessary to consider its 
packaging. The need for drinking water at home would be more effective and economical using gallon packaging. There 
are various brands of gallon containers produced by packaged drinking water companies in Indonesia, including Aqua, 
Cleo, Cheers, Le Mineral, and others. Customers must pay attention to the packaging of the goods and health gallon. 
There are two tips should be considered in choosing the packaging, first, should choose a BPA-free gallon, which has 



Lailatul Sya’diyah, Nur Sebariani Ismi Ningsih, Tanti Handriana 
 

Library Progress International| Vol.44 No.3| Jul-Dec 2024 3942 

material free from polycarbonate that is harmful to the body [3]. Generally, these gallon packages are transparent. 
Second, check carefully the plastic gallon code. It is PET, which stands for Polyethylene Terephthalate products. This 
material is the most easily recyclable plastic material. 

The National Packaged Drinking Water Manufacturers Association (Asparminas) has shown it through the sale of BPA-
free packaged drinking water gallon that continues to grow at a rate of 5% per year. This public awareness indicates 
their interest in consuming environmentally friendly products [4]. Generation Z is known as the most environmentally 
conscious group in recent decades. They grew up with easy access to information about climate change and other 
environmental damage [5]. 

A gallon with the Le-Mineral brand is a mineral water gallon that has an eco-label on its packaging because it contains 
PET label code information and specifies free-BPA packaging information, which makes it easier for us to recycle. The 
attitudes of Generation Z towards social and environmental issues have been previously studied, one of which was 
conducted in China. The young adult consumer group, commonly referred to as Generation Z, is known to have a higher 
tendency to engage socially and economically in society: They show a greater interest in actively participating in social 
issues, particularly compared to the Y generation [6][7]. Eco-labels can identify products or services that are certified 
environmentally friendly by impartial third parties [8].  The increasing awareness and interest in sustainable 
consumption are expected to influence consumers' decisions to purchase environmentally friendly products [9] [10]. 

Previous research has explored the connections between eco-labels and green purchase intentions, employing the Theory 
of Reasoned Action (TRA) framework [11]. Studies have also examined how attitudes can directly affect green purchase 
intentions [12], and how green marketing influences behavioral intentions through the Theory of Planned Behavior [13]. 
This study aims to fill the research gap regarding Generation Z's interest in purchasing environmentally friendly 
products. By applying the Theory of Reasoned Action (TRA), it seeks to analyze how eco-labels impact consumer 
intentions to purchase eco-friendly gallon-packaged mineral water. Additionally, the study will investigate how product 
knowledge moderates the relationship between attitude, subjective norms, and green purchase intentions. 

This study will be expanded to include product knowledge as a moderator in the relationship between attitudes and 
subjective norms regarding green purchase intentions. This method is validated by Sharma and Kushwaha [14] who 
discovered that consumers encounter difficulties in buying eco-friendly products, particularly due to a lack of adequate 
information.. Additionally, research on environmentally labeled products has predominantly focused on the food sector 
[15]. Other studies have shown significant variations in consumer awareness, adoption, and implementation of eco-
labels across different markets [16]. This research aims to contribute to academic knowledge by theoretically examining 
the impact of eco-labels on green purchase intentions, utilizing the Theory of Reasoned Action to explore how eco-
labels influence attitudes and subjective norms. Product knowledge will be assessed as a moderating factor in the 
relationship between attitudes, subjective norms, and green purchase intentions. Practically, the findings are intended to 
guide marketers in enhancing competition for eco-friendly products and potentially increasing Generation Z's interest in 
purchasing environmentally friendly mineral water. 

LITERATURE REVIEW 

Green marketing and Theory of Reasoned Action (TRA) 
In 1975, the American Marketing Association (AMA) defined "green marketing" as the promotion of products that are 
assumed to be safe and environmentally friendly [17]. This term, also known as environmental marketing, sustainable 
marketing, or eco-friendly marketing, represents a significant trend in contemporary business, targeting consumers who 
prefer environmentally conscious products and services [18]. According to [19], green marketing activities encompass 
the enhancement of production processes and distribution methods for eco-friendly products, marketing communications 
related to these products, eco-labeling, and product branding. 

Fishbein and Ajzen's Theory of Reasoned Action (TRA) posits that an individual's actions are largely determined by 
their intention to engage in that behavior [20]. Research indicates that this intention is the most significant factor in 
determining behavior, surpassing all other variables [21]. In the context of research, attitude reflects whether a person 
views bottled mineral water positively or negatively. The subjective norm involves the perceived social pressure to 
engage in the behavior and the motivation to adhere to that pressure. TRA has been extensively utilized in studies to 
understand intentions related to consumption and food choices [22] [23] [24]. 

The Relationship between Eco-Labels and Green Purchase Intention 
The functions of eco-label as a means of informing consumers that a product or service meets established environmental 
criteria, and it also motivates businesses to improve their environmental performance [25]. An eco-label serves as a tool 
to inform consumers that a product or service complies with environmental standards, while simultaneously encouraging 
companies to enhance their environmental practices [26]. Eco-labels provide essential information to consumers, aiding 
their decisions to buy eco-friendly products and brands [27]. Marketers use eco-labels to promote these green products 
[28]. In the business realm, eco-labels act as a communication tool, setting environmental standards and facilitating 
knowledge exchange and business networks, which helps broaden market access. As consumers increasingly aim to 
adopt eco-friendly behaviors, they are more likely to purchase green products. Many scientific studies have 
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demonstrated that eco-labels have a substantial impact on consumer purchase intentions in different countries [29] [30]. 
Based on the description above, the hypothesis is proposed: 

H1: Eco-labels positively impact green purchase intention. 

The Relationship between Eco-Labels, Attitude Toward Product, and Subjective Norms 
Eco-labels act as a marketing strategy designed to inform consumers about products, aiming to bridge the information 
gaps prevalent in today's business and communication environment [31]. Companies are required to provide detailed 
and reliable information so that consumers can clearly identify environmentally friendly attributes. This is crucial 
because consumer attitudes towards green products depend on having complete and trustworthy information to 
differentiate between eco-friendly and non-eco-friendly products [32]. Research investigating the role of Eco-labels as 
credible sources of environmental information across different green product categories presents strong evidence of their 
positive impact on consumer attitudes and future purchasing decisions [12]. Eco-labels help reduce information gaps, 
thereby encouraging product purchasing behavior [33]. Research has consistently shown that eco-labels significantly 
enhance positive attitudes towards products [11] [32] [33]. Developing products based on consumer assessments of 
various green label attributes is a key marketing strategy that effectively minimizes information asymmetry related to 
green products [34]. 

In contemporary consumer societies, choosing eco-friendly products is progressively recognized as a symbol of social 
prestige [35]. This trend establishes a positive link between eco-labeling and subjective norms. For instance, a study by 
Tran & Paparoidamis [36] where ecological relationships are culturally significant, found that consumers prefer 
products with eco-labels over those without. Multiple studies have demonstrated that eco-labels significantly influence 
subjective norms [29], and these norms, in turn, can mediate the impact of eco-labels on purchase intentions [30]. 
Therefore, the following hypotheses are proposed: 

H2: Eco-labels positively impact on attitude toward product 

H3: Eco-labels positively impact on subjective norms. 

Attitude Toward Product, Subjective Norms, and Green Purchase Intention 
According to Fu & Elliott [37], Fishbein and Ajzen state that an individual's attitude is shaped by their intentions. They 
identified two primary factors influencing intentions: personal factors (such as attitude toward the behavior) and social 
factors (such as subjective norms).  These factors are believed to positively impact behavioral intentions, but their 
influence operates through different mechanisms. Environmentally conscious consumers are more likely to purchase 
green products [29]. A study conducted by Sreen [38] Indian consumers to evaluate their intention to buy green products 
found that attitudes toward green products significantly influence the intention to buy these products. The Theory of 
Reasoned Action (TRA) posits that intentions fully mediate the effects of attitudes and subjective norms on actual 
behavior [20]. Therefore, it can be concluded that attitude positively affects purchase intention [37] [29][39] [30][38]. 
Organizations are more inclined to adopt and implement environmentally sustainable initiatives when a significant 
number of individuals advocate for such practices, driven by the influence of social pressure [40]. 

Harun et al., (2022) describe subjective norms as external social forces from family, coworkers, friends, celebrities, or 
notable figures that influence an individual's behavior. Social acceptance encourages individuals to conform to societal 
norms [29]. In the context of household products, subjective norms directly positively influence purchase intention [41]. 
This research seeks to examine how the opinions and influences of close associates impact the intention to buy Le 
Minerale gallon products. Prior studies have demonstrated a strong correlation between perceived social pressures and 
the intention to make environmentally friendly purchases [42] [43] [29][38]. However, some studies have disputed the 
positive relationship between subjective norms and purchase intention [37] [30]. Therefore, the hypothesis formed is: 

H4: Attitude towards the product positively impact on green purchase intention 

H5: Subjective norms positively impact on green purchase intention. 

The moderating role of product knowledge 
Product knowledge refers to an individual's understanding of information related to a product. This information includes 
various aspects such as news, intelligence, data, and details about the product's features and attributes [44]. Consumers 
often base their purchase decisions on their level of product knowledge. Such knowledge helps in the cognitive process 
by allowing consumers to comprehend information and assess new product features [37]. Knowledge of green products 
specifically influences consumers' attitudes toward these products [45]. Consumers who are knowledgeable about green 
products tend to view them as more advantageous and are more inclined to purchase them. Additionally, consumers with 
varying levels of product knowledge, whether high or low, demonstrate different reactions to products, as well as 
differences in their attitudes and purchase intentions [46]. According to Cheng and Wu [47], consumers with higher 
environmental knowledge tend to have a greater responsibility for protecting the natural environment. Knowledge is a 
key factor in understanding how to achieve goals [48]. 

Research by Sun and Wang [49] indicates that product knowledge positively influences both attitudes and purchase 
intentions. Chen and Deng [50] found that the impact of attitudes on green purchase intentions is stronger when 
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consumers lack adequate product knowledge. However, Wang et al [51] observed that despite being knowledgeable 
about green products and their attributes, consumers do not always purchase them. On the other hand, Nekmahmud et al 
[39] found that when green product knowledge acts as a moderator between attitudes and green purchase intentions, it 
has a positive effect, especially when green products are well-known and available in stores. With increased product 
knowledge, consumers gain a deeper understanding of green product characteristics and are more likely to make 
purchase decisions based on rational considerations rather than emotions. In general, a deeper understanding of products 
tends to increase the intention to purchase environmentally friendly items by leading to better assessments of their 
functional features and the value they offer for the price. As a result, the impact of personal attitudes on the decision to 
buy green products diminishes, as choices are more influenced by product knowledge than by emotional 
considerations[50]. 

This idea suggests that consumers with more knowledge are more likely to base their decisions on their attitudes, 
whereas those with less knowledge tend to rely on social norms [37]. Consequently, this study will explore the 
relationship between subjective norms and behavioral intentions toward Le Mineral gallon products. It will also examine 
the connection between attitudes and purchase intentions for gallon-packaged mineral water. In this research, product 
knowledge is a moderating factor. Therefore, we propose the following hypotheses: 

H6a: The impact of consumer attitude on purchase intention will be stronger when consumers have high product 
knowledge compared to when they have low product knowledge. 

H6b: The impact of consumer subjective norms on purchase intention will be stronger when consumers have low 
product knowledge compared to when they have high product knowledge. 

As a result, Figure 1 illustrates the proposed conceptual framework for this study, integrating the hypotheses covered in 
the previous subsections. 

 
Figure 1 Research Framework 

Source: [11][52][53] 

METHODOLOGY 

Sampling and Data Collection Techniques 
Quantitative approach is employed for this research, involving numerical data and applies statistical analysis to test 
hypotheses. It is categorized as causal or explanatory research, with the objective of exploring the causal relationships 
between variables and examining potential cause-and-effect connections [54]. The term population refers to the 
complete set of characteristics of the group being studied [55]. The study focuses on Generation Z individuals, aged 12 
to 29 years. In this research, the initial sample criteria include Generation Z individuals who are at least 18 years old, 
capable of logical thinking and experience. Additionally, the sample size for the Structural Equation Modeling (SEM) 
analysis is determined based on the number of indicators in the research model. According to SEM guidelines, the 
sample size should be 5-10 times the number of indicators, with a minimum of 100-200 samples [56]. This study uses a 
total of 21 indicators, thus the recommended minimum sample size is 105 – 210 samples, aligning with the requirement 
of being five to ten times the number of indicators in the model. 

The questionnaire survey was conducted from December 2023 to January 2024 through online surveys (WhatsApp, 
Facebook, Instagram, and Telegram) in Indonesia. This research was conducted on Generation Z (aged 12-29 years) 
who are aware of the Le Mineral brand of gallon mineral water but have never made a purchase. Respondents were 
asked to fill out a survey created by researchers based on an instrument designed to measure eco-labels, subjective 
norms, attitude toward the product, green purchase intention, and product knowledge adapted from [52][11]. 

The questionnaire items were adapted from prior research for used in this study. These items were assessed using a five-
point Likert scale, which is ordinal in nature, with response options ranging from 1 (strongly disagree) to 5 (strongly 
agree). Meanwhile, to assess the relationships among the tested variables, the researcher employs Partial Least Squares 
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Structural Equation Modeling (PLS-SEM) using Smart PLS V.4 software, which is a non-parametric method 
minimizing the unexplained variance by utilizing a weighted composite of indicator variables to facilitate measurement 
error accountability [57]. 

RESULTS AND DISCUSSION 

Respondent Characteristics 
In this research, questionnaires were sent to participants who met the specified criteria. The analysis was then carried 
out using Structural Equation Modeling-Partial Least Squares (SEM-PLS) with Smart PLS Version 4.0 software to 
assess both the measurement and structural models. Table 1 presents the data, revealing that 210 respondents were 
selected through the questionnaire screening, categorized based on their demographic information. In this study, online 
questionnaires were distributed to respondents who have the criteria. Subsequently, Structural Equation Modeling-
Partial Least Square (SEM - PLS) with Smart PLS Version 4.0 to assess both the measurement and structural models. 
Table 1 presents the data, revealing that 210 respondents were selected through the questionnaire screening, categorized 
based on the gender, age, last education, occupation, and outcome per month. 

Table 1. Demographic Data of Respondent 
Index Frequency Percentage (%) 

Gender   
Male 39 18.6 

Female 171 81.4 
Age (year)   

18 – 23 169 80.5 
24 – 29 41 19.5 

Background Education   
High School 104 49.5 

Diploma 10 4.8 
Bachelor degree 92 43.8 
Master Degree 4 1.9 
Occupation   

Students 161 76.7 
Freelancer 2 1.0 

Privat Employee 27 12.9 
State-owned enterprise employee 4 1.9 

Army/ Police 6 2.9 
Enterpreneur 2 1.0 

Others 6 2.9 
Outcome per month (Rupiah)   

< 200.000 28 13.3 
200.000 – 1.000.000 109 51.9 

1.000.001 – 5.000.000 67 31.9 
5.000.001 – 10.000.000 2 1.0 

> 10.000.001 4 1.9 
Source: Author Analysis 

Measurement Model Assessment 
There are two phase used the measurement model in this study. First phase is outer model test which is used the test of 
convergent validity, discriminant validity, and composite reliability. The test analysis for evaluating scores of loading 
factor.  The second phase is inner model test by using bootstrapping test [56]. 

In Figure 2, the results of processing the loading factor values are shown. This figure displays the results of the outer 
model data, indicating the relationships between constructs and their indicators. At this stage, an analysis will be 
conducted on three measurements: convergent validity, discriminant validity, and composite reliability. 
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Figure 2: Factor Loading Value Construct 

Source: Author Analysis 

Table 2 shows indicator reliability assessed by comparing factor loadings, composite reliability, Cronbach's alpha, and 
Average Variance Extracted (AVE). The measurement reveals factor loading values ranging from 0.569 - 0.911. A 
factor loading value greater than 0.6 is considered valid. In this measurement, one construct (GPI 3) has a value of 
0.569, which is still acceptable as it is within the rounding of 0.6. So, in this Convergent validity test called valid. For 
internal consistency reliability, Cronbach's alpha and Composite Reliability values above 0.7 indicate that this construct 
effectively explains each measurement item Furthermore, convergent validity assessment is conducted by comparing the 
AVE values, which are found to be greater than 0.5, indicating good convergent validity. These four assessments 
demonstrate the effectiveness of each construct in explaining the variance of each measurement item. [56]. So, in this 
composite reliability test called reliable. 

Table 2. Result of Model Measurement 
Construct/ items Loading 

Factor 
AVE Cronbach

’s alpha 
Composite 
Reliability 

Eco-labels (E)  0.584 0.819 0.874 
Encourage individuals to purchase eco-friendly products. 0.806    

Provide information on brands with eco-friendly attributes. 0.813    
The eco-label serves as a critical resource for identifying 

green products. 
0.864    

Always verify eco-label on environmentally friendly 
products prior to purchase. 

0.669    

Acquire comprehensive details about the brands and types 
of green products before making a purchase. 

0.644    

Attitude toward products (AT)  0.707 0.797 0.879 
Le-Mineral Gallon is wise and interesting eco-friendly 

product. 
0.815    

Le-Mineral Gallon is a good eco-friendly product. 0.875    
Le-Mineral Gallon is beneficial eco-friendly product. 0.832    

Subjective norm (SN)  0.672 0.839 0.891 
Describing people as an environmentally responsible 

consumer. 
0.765    

Helping people to be more eco-friendly acceptable. 0.863    
Creating a positive impression on others. 0.853    

enhancing their orientation towards eco-friendly practices. 0.793    
Green purchase intention (GPI)  0.534 0.785 0.849 

Considering to buy green products because they are less 
polluting in coming times 

0.652    

Considering to purchase green brands for ecological 
reasons 

0.884    

Prefer green product over non-green product 0.569    
Planning to buy green products in the future because of 

their positive environmental contribution 
0.794    

Continue buying green products for household use 0.713    
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Product knowledge (PK)  0.770 0.903 0.904 
To what extent knowledgeable a person about green 

product 
0.894    

Rating knowledge of green products compared to the 
average consumer 

0.890    

To what extent familiar with green product 0.911    
Rating knowledge of green products compared to other 

products 
0.811    

Source: Author Analysis 

In Table 3, discriminant validity is evaluated based on the correlation ratio of heterotrait-monotrait (HTMT). According 
to [56] if the HTMT value is less than 0.85, it indicates good discriminant validity. The table indicates that each 
construct is known to have an HTMT value < 0.85, where this figure indicates good discriminant validity. 

Table 3. Result of Discriminant Validity (HTMT) 

 ATP E GPI PK SN 
PK x 
ATP 

PK 
x 

SN 
ATP        

E 0.63       
GPI 0.623 0.498      
PK 0.67 0.423 0.772     
SN 0.599 0.402 0.644 0.615    

PK x ATP 0.529 0.231 0.198 0.214 0.16   
PK x SN 0.177 0.189 0.158 0.18 0.104 0.551  

Source: Author Analysis 

Structural Model Assessment 
In the second phase the evaluating of inner model test is done by bootstrapping test. Tables 4 and 5 present the results of 
estimating the structural model PLS-SEM using SmartPLS Version 4.0. The evaluation of the structural model can be 
assessed by evaluating the values of the coefficient of determination (R square) and the path coefficients of each 
research hypothesis [56]. Table 4 shows that the R square of the variable attitude toward the product is 0.282, indicating 
low predictive power. The variable subjective norm has an R square of 0.117, also indicating low predictive power. 
Meanwhile, the variable green purchase intention has an R square of 0.602, indicating moderate predictive power. 

Table 4. Value of R Square 

 R2 R2 adjusted 

Attitude toward product 0.282 0.279 

Green Purchase Intention 0.602 0.59 

Subjective Norm 0.117 0.113 
Source: Author Analysis 

Table 5. Hypothesis Testing 
Hypothesis Path 

Coefficient 
P values T 

statistics 
f-square Result 

H1 E-> GPI 0.127 0.038 1.830 0.028 Supported 
H2 E-> ATP 0.531 0.000 7.183 0.393 Supported 
H3 E -> SN 0.342 0.000 3.809 0.133 Supported 
H4 ATP -> GPI 0.049 0.554 0.516 0.002 Not 

Supported 
H5 SN -> GPI 0.208 0.000 3.700 0.071 Supported 
H6a PK x ATP 0.046 0.335 1.003 0.005 Not 

Supported 
H6b PK x SN -0.07 0.151 1.433 0.01 Supported 

Source: Author Analysis 

Table 5 displays the findings from the tests of direct influence hypotheses. This study investigates how eco-labels affect 
consumers' intentions to purchase Le Mineral gallon mineral water. It employs the Theory of Reasoned Action (TRA), 
incorporating attitude and subjective norm variables, and considers product knowledge as a moderating factor in the 
TRA framework. The subsequent discussion will provide a detailed analysis of the research results: 

1. Hypothesis 1 (H1): The analysis reveals that eco-labels have a positive and statistically significant effect on green 
purchase intentions (β = 127, P= 0.038). This finding is in line with prior studies [58][11]. 
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2. Hypothesis 2 (H2): The results show that eco-labels significantly impact attitudes toward the product (β = 0.531, P 
= 0.000). This outcome aligns with previous research [11] [12]. 

3. Hypothesis 3 (H3): The analysis confirms a significant relationship between eco-labels and subjective norms (β = 
0.342, P = 0.000). This finding is consistent with earlier studies [11][8]. 

4. Hypothesis 4 (H4): The data indicate that attitude toward the product does not have a significant effect on green 
purchase intentions (β = 0.049, P = 0,554), leading to the rejection of this hypothesis. These results are corroborated 
by previous research. The results of this study are supported by previous research [59]. 

5. Hypothesis 5 (H5): The results demonstrate that subjective norms positively influence green purchase intentions (β 
= 0,208, P = 0.000), supporting this hypothesis. This is consistent with earlier research [59] [60]. 

6. Hypothesis 6a (H6a): The hypothesis that product knowledge moderates the relationship between attitude toward 
the product and green purchase intentions was not supported (β = -0,046, P = 0.335). This finding is in agreement 
with previous research[59] [52]. 

7. Hypothesis 6b (H6b): The hypothesis that product knowledge moderates the relationship between subjective norms 
and green purchase intentions was supported (β = -0,07, P = 0.151). This result is consistent with prior studies [61], 
[62], [63]. 

DISCUSSION 
This study demonstrate how eco-labels are associated with the TRA factor in determining consumers' purchasing 
intentions for ‘Le Mineral’ gallon mineral water with eco-labels in Indonesia. Several previous studies support the 
current findings that positive relationship exists between eco-labels and the intention to buy environmentally friendly 
products. This research in line with the previous research by Khoiruman & Fatonah [64] that individuals with a solid 
understanding of eco-labels are more likely to consider the information these labels provide, which can enhance their 
intent to purchase environmentally friendly products. From marketing perspective, positioning environmental 
friendliness as the key feature of an eco-label enhances consumer perceptions of the product's eco-friendliness, which in 
turn increases green purchase intention [11]. It suggests a favorable association between eco-labels and the intention to 
purchase environmentally friendly products. 

The positive relation between environmentally-friendly labels and TRA (Theory of Reasoned Action) explains that eco-
labels on environmentally friendly mineral water products can provide information for both buyers and sellers, 
indicating the pro-environment message of the product. This can enhance consumer trust in the product's environmental 
claims, positively impacting their perceived subjective norms. 

The study also highlights the critical role of eco-labels in shaping consumer attitudes. These labels act as key 
informational sources, helping consumers make more informed purchasing decisions and fostering positive attitudes 
towards environmentally friendly products. It suggests that environmental information conveyed through eco-labels on 
products promotes favorable attitudes among consumers. The research shows that when consumers have control over 
their consumption choices, it not only affects their intention to buy eco-friendly products but also influences the social 
pressures they feel related to the environmental impact. Consistent with Nguyen & Le [12] the study suggests that eco-
labels should include features that reflect high value or societal trends (e.g., carbon footprint, recycling, plastic-free, 
etc.) to be more effective.  This also demonstrates that intention to buy eco-friendly products is influenced by the 
attitudes of individual consumers. In the context of consumer attitudes towards purchasing Le Mineral mineral water. 

Previous research [11] [65] [66] has shown that good attitudes are a strong predictor of individual behavior . This study 
found that consumer attitudes towards green products did not show high purchasing intent for green gallon mineral 
water, because they are aware that gallon with this eco-label has a negative side due to the single-use packaging. So, 
consumers are interested in this product because it has an eco-label, but their attitudes towards the environment make 
them hesitant to purchase this product. These findings align with prior research [59] which indicated that low purchase 
intentions are often due to a lack of trust in the product's reliability and authenticity. Therefore, the study recommends 
transparency in product traceability information. 

This research also found that the accepted subjective norm regarding the importance of eco-labeled products encourages 
consumers to behave according to social norms. Therefore, based on this subjective norm, it can increase interest in 
purchasing green-gallon mineral water products. This finding is consistent with previous studies on the purchase of 
energy-saving appliances [11] [67] [68]. 

This study also examined consumer product knowledge levels, investigating whether such knowledge could strengthen 
consumer attitudes toward purchasing green products and whether product knowledge could weaken subjective norms 
regarding green product purchase intention. The results obtained through SEM-PLS statistical testing revealed that 
product knowledge significantly moderates the relationship between subjective norms and green purchase intention. 
However, product knowledge did not significantly moderate the relationship between attitudes and green purchase 
intention. This finding may be attributed to Generation Z, who, due to their high ambitions, tend to consider other risks 
before taking action. 
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The influence of product knowledge as a moderating factor becomes more evident in situations of low product 
knowledge, where subjective norms can have a more substantial effect on the intention to purchase eco-friendly 
products. Product knowledge plays a more substantial moderating role in the relationship between subjective norms and 
green purchase intention for everyday goods. This is partly due to the increasing popularity of individual values among 
younger consumers, which is associated with greater self-confidence and a tendency to make independent purchasing 
decisions for everyday necessities [69]. 

Previous research by Wang et al [70] indicates that expanding consumer knowledge about organic foods can help 
establish the intention to purchase organic foods as a social norm. Furthermore, individuals are often influenced by the 
perceptions and opinions of others in their purchasing decisions. Similarly, Pacho (2020) found that product knowledge 
can moderate the relationship between subjective norms and purchase intention. Various methods for acquiring detailed 
information about mineral water, such as through social media platforms like WhatsApp, Facebook, Instagram, and 
TikTok, can rapidly and accurately disseminate information to all users. This capability enhances the value of subjective 
norms, which acts as a predictor of purchase intention. 

CONCLUSION AND SUGGESTION 
This study rigorously examines how eco-labels affect the green products purchase intention, particularly those that are 
essential. It identifies attitude and subjective norms as critical factors influencing the purchase interest in green products. 
To enhance the robustness of the research, the study presents product knowledge as a moderating factor. to assess its 
impact on attitudes and subjective norms concerning green purchase intentions. By examining the function of eco-labels 
as the primary source of information for both consumers and sellers, the study highlights how these labels can shape 
attitudes and subjective norms related to environmental sustainability. Subjective norms greatly impact the desire to buy 
green products. In contrast, consumers' attitudes towards these products don't influence their green purchase intentions. 
This is due to Generation Z's high aspirations and thorough evaluation of the products they consider buying. 

Other factors, such as product knowledge, play a crucial role in either reinforcing or weakening the impact of attitude 
toward the product and subjective norms on green purchase intention. In this study, high product knowledge did not 
enhance the influence of attitude on green purchase intention, likely because Generation Z considers many factors when 
determining their purchase interests. In a similar vein, limited product knowledge did not enhance the correlation 
between subjective norms and the intention to make environmentally friendly purchases, as other factors, like the side 
effects of using disposable gallons, also influence Gen Z's purchase decisions. 

This study is far from perfect and will need significant improvements in the future. Further research should focus on 
developing and enhancing the aspects studied, particularly regarding respondents and consumer behaviors that 
positively impact green awareness. The research suggests a deeper examination of both internal and external consumer 
factors that can enhance positive impacts on green awareness. Additionally, factors such as culture, geographical 
location, and customs significantly influence consumer behavior towards environmentally friendly products. Therefore, 
more collaborative research across different cultures and countries is needed to assess green consumer behaviors. This 
research also faces limitations in its constructs, with many not showing significant results. Future studies should 
carefully select constructs that are most appropriate for the research context. 

IMPLICATION 

Theoretical Implication 
This study contributes by examining green purchase intention among Generation Z in Indonesia. The findings indicate 
that measurement instruments such as eco-label, TRA construction, green purchase intention, and product knowledge 
(as a moderating factor between product attitude and subjective norms toward purchase intention) are useful for future 
research. The study also highlights the importance of empirical validation. 

These findings provide insights into what influences consumer interest in eco-labeled products, addressing a relatively 
unexplored area. It contributes to the growing research by demonstrating that generational differences impact purchasing 
decisions. Additionally, it reveals the necessity for consumers to have good product knowledge before buying. Testing 
eco-labels on green purchase intentions using the TRA approach is crucial for understanding attitudes and subjective 
norms, supporting green consumerism and environmental conservation efforts. 

Practical Implication 
This research provides valuable insights for companies producing gallon-packaged mineral water in general and 
specifically for Le Mineral. The findings unveil a broader study on the side effects of a green product. It is entirely 
reasonable for companies to implement green marketing for their green products, but consideration must also be given 
to the side effects of this business strategy as a whole. Every product created will inevitably generate potential new 
waste. Therefore, it is necessary to simultaneously provide solutions for waste management. 

Acknowledgment 
We thank Lailatul Sya’diyah, Nur Sebariani Ismi Ningsih, and Tanti Handriana for their contribution to this work. 
Special thanks to Department of Faculty Economic and Business Airlangga University for financial support. 



Lailatul Sya’diyah, Nur Sebariani Ismi Ningsih, Tanti Handriana 
 

Library Progress International| Vol.44 No.3| Jul-Dec 2024 3950 

REFERENCES 
[1] D. Andi, “The demand for bottled drinking water products is expected to grow positively until the end of 2023.,” 

https://industri.kontan.co.id/news/permintaan-produk-amdk-diperkirakan-tumbuh-positif-hingga-akhir-tahun-
2023. 

[2] R. Lestari, “The bottled water industry is projected to grow by 5 percent in 2022,” 
https://ekonomi.bisnis.com/read/20220112/257/1488270/industri-air-minum-kemasan-diproyeksi-tumbuh-5-
persen-tahun-2022. 

[3] D. Adhitiawarman, “*2 Key Factors for Choosing BPA-Free Drinking Water Jugs**,” 
https://health.detik.com/berita-detikhealth/d-6978743/2-kunci-utama-pilih-galon-air-minum-bebas-bpa. 

[4] R. J. Akbar, “Consumers are becoming increasingly aware of choosing BPA-free bottled drinking water 
(AMDK). Here’s the evidence.,” https://www.viva.co.id/berita/bisnis/1659861-konsumen-makin-sadar-pilih-
amdk-bebas-bpa-ini-buktinya. 

[5] Sumiyati, “‘Awesome! Gen Z is recognized as the most environmentally conscious generation.,’” 
https://www.viva.co.id/gaya-hidup/inspirasi-unik/1688977-keren-gen-z-disebut-sebagai-generasi-paling-sadar-
lingkungan. 

[6] Xinhua, “China’s Generation Z outshines global peers in boosting consumption: report,” 
http://www.xinhuanet.com/english/2019-01/30/c_137787306.htm. 

[7] Y. Song, Z. Qin, and Q. Yuan, “The impact of eco-label on the young Chinese generation: The mediation role of 
environmental awareness and product attributes in green purchase,” Sustainability (Switzerland), vol. 11, no. 4, 
Feb. 2019, doi: 10.3390/su11040973. 

[8] Y. Song, Z. Qin, and Z. Qin, “Green Marketing to Gen Z Consumers in China: Examining the Mediating Factors 
of an Eco-Label–Informed Purchase,” Sage Open, vol. 10, no. 4, 2020, doi: 10.1177/2158244020963573. 

[9] A. P. de Moura, L. M. Cunha, M. Castro-Cunha, and R. C. Lima, “A comparative evaluation of women’s 
perceptions and importance of sustainability in fish consumption: An exploratory study among light consumers 
with different education levels,” Management of Environmental Quality: An International Journal, vol. 23, no. 4, 
pp. 451–461, 2012, doi: 10.1108/14777831211232263. 

[10] J. Paul, A. Modi, and J. Patel, “Predicting green product consumption using theory of planned behavior and 
reasoned action,” Journal of Retailing and Consumer Services, vol. 29, pp. 123–134, Mar. 2016, doi: 
10.1016/j.jretconser.2015.11.006. 

[11] A. Kumar and R. Basu, “Do eco-labels trigger green product purchase intention among emerging market 
consumers?,” Journal of Indian Business Research, vol. 15, no. 3, pp. 466–492, Jul. 2023, doi: 10.1108/JIBR-09-
2022-0248. 

[12] H. T. Nguyen and H. T. Le, “The effect of agricultural product eco-labelling on green purchase intention,” 
Management Science Letters, vol. 10, no. 12, pp. 2813–2820, 2020, doi: 10.5267/j.msl.2020.4.028. 

[13] A. K. Patwary, M. Mohamed, M. K. Rabiul, W. Mehmood, M. U. Ashraf, and A. A. Adamu, “Green purchasing 
behaviour of international tourists in Malaysia using green marketing tools: theory of planned behaviour 
perspective,” Nankai Business Review International, vol. 13, no. 2, pp. 246–265, May 2022, doi: 10.1108/NBRI-
06-2021-0044. 

[14] N. K. Sharma and G. S. Kushwaha, “Eco-labels: A tool for green marketing or just a blind mirror for 
consumers,” Electronic Green Journal, vol. 1, no. 42, Jan. 2019, doi: 10.5070/g314233710. 

[15] A. Galati, L. Miret-Pastor, D. Siggia, M. Crescimanno, and M. Fiore, “Determinants affecting consumers’ 
attention to fish eco-labels in purchase decisions: a cross-country study,” British Food Journal, vol. 124, no. 10, 
pp. 2993–3013, Aug. 2022, doi: 10.1108/BFJ-05-2021-0498. 

[16] N. Darnall and J. A. Aragón-Correa, “Can Ecolabels Influence Firms’ Sustainability Strategy and Stakeholder 
Behavior?,” Organ Environ, vol. 27, no. 4, pp. 319–327, Dec. 2014, doi: 10.1177/1086026614562963. 

[17] M. Fekete-farkas, “Why Not Green Marketing ? Determinates of Consumers ’ Intention to Green Purchase 
Decision in a New Developing Nation,” 2020. 

[18] L. Hengboriboon, A. Inthirak, K. H. Yeoh, and T. Pattanakitdamrong, “The Effects of Green Knowledge 
Awareness Toward Consumer Purchase Intention on the Bio-Waste Product in Thailand,” 2020 6th IEEE 
International Conference on Information Management, ICIM 2020, pp. 95–100, 2020, doi: 
10.1109/ICIM49319.2020.244677. 



Lailatul Sya’diyah, Nur Sebariani Ismi Ningsih, Tanti Handriana 
 

Library Progress International| Vol.44 No.3| Jul-Dec 2024 3951 

[19] T. T. H. Nguyen, Z. Yang, N. Nguyen, L. W. Johnson, and T. K. Cao, “Greenwash and green purchase intention: 
The mediating role of green skepticism,” Sustainability (Switzerland), vol. 11, no. 9, pp. 1–16, 2019, doi: 
10.3390/su11092653. 

[20] M. Fishbein and I. Ajzen, Belief, attitude, intention, and behavior: an introduction to theory and research. 
Addison-Wesley, 1975. 

[21] R. R. C. McEachan, M. Conner, N. J. Taylor, and R. J. Lawton, “Prospective prediction of health-related 
behaviours with the theory of planned behaviour: A meta-analysis,” Health Psychol Rev, vol. 5, no. 2, pp. 97–
144, 2011, doi: 10.1080/17437199.2010.521684. 

[22] M. B. Basha and D. Lal, “Indian consumers’ attitudes towards purchasing organically produced foods: An 
empirical study,” J Clean Prod, vol. 215, pp. 99–111, 2019, doi: 10.1016/j.jclepro.2018.12.098. 

[23] A. Tandon, A. Dhir, P. Kaur, S. Kushwah, and J. Salo, “Behavioral reasoning perspectives on organic food 
purchase,” Appetite, vol. 154, no. June, p. 104786, 2020, doi: 10.1016/j.appet.2020.104786. 

[24] Y. Zhu, X. Wen, M. Chu, and S. Sun, “Consumers’ intention to participate in food safety risk communication: A 
model integrating protection motivation theory and the theory of reasoned action,” Food Control, vol. 138, no. 
October 2021, p. 108993, 2022, doi: 10.1016/j.foodcont.2022.108993. 

[25] K. F. Lee, “Sustainable tourism destinations: The importance of cleaner production,” J Clean Prod, vol. 9, no. 4, 
pp. 313–323, 2001, doi: 10.1016/S0959-6526(00)00071-8. 

[26] K. F. Lee, “Sustainable tourism destinations: The importance of cleaner production,” J Clean Prod, vol. 9, no. 4, 
pp. 313–323, 2001, doi: 10.1016/S0959-6526(00)00071-8. 

[27] D. M. Minoli, M. M. H. Goode, and M. T. Smith, “Are eco labels profitably employed in sustainable tourism? A 
case study on Audubon Certified Golf Resorts,” Tour Manag Perspect, vol. 16, pp. 207–216, 2015, doi: 
10.1016/j.tmp.2015.07.011. 

[28] N. T. K. Chi, “Understanding the effects of eco-label, eco-brand, and social media on green consumption 
intention in ecotourism destinations,” J Clean Prod, vol. 321, no. July, p. 128995, 2021, doi: 
10.1016/j.jclepro.2021.128995. 

[29] A. Kumar and R. Basu, “Do eco-labels trigger green product purchase intention among emerging market 
consumers?,” Journal of Indian Business Research, vol. 15, no. 3, pp. 466–492, 2023, doi: 10.1108/JIBR-09-
2022-0248. 

[30] R. Shah, A. Modi, A. Muduli, and J. D. Patel, “Purchase intention for energy-efficient equipment appliances: 
extending TPB with eco-labels, green trust, and environmental concern,” Energy Effic, vol. 16, no. 4, 2023, doi: 
10.1007/s12053-023-10111-x. 

[31] M. Ahmad, G. Jabeen, M. Irfan, C. Işık, and A. Rehman, “Do inward foreign direct investment and economic 
development improve local environmental quality: aggregation bias puzzle,” Environmental Science and 
Pollution Research, vol. 28, no. 26, pp. 34676–34696, 2021, doi: 10.1007/s11356-021-12734-y. 

[32] K. Riskos, P. Dekoulou, N. Mylonas, and G. Tsourvakas, “Ecolabels and the attitude–behavior relationship 
towards green product purchase: A multiple mediation model,” Sustainability (Switzerland), vol. 13, no. 12, Jun. 
2021, doi: 10.3390/su13126867. 

[33] K. M. R. Taufique, A. Vocino, and M. J. Polonsky, “The influence of eco-label knowledge and trust on pro-
environmental consumer behaviour in an emerging market,” Journal of Strategic Marketing, vol. 25, no. 7, pp. 
511–529, Nov. 2017, doi: 10.1080/0965254X.2016.1240219. 

[34] R. Shah, A. Modi, A. Muduli, and J. D. Patel, “Purchase intention for energy-efficient equipment appliances: 
extending TPB with eco-labels, green trust, and environmental concern,” Energy Effic, vol. 16, no. 4, 2023, doi: 
10.1007/s12053-023-10111-x. 

[35] E. H. Kennedy and C. Horne, “Do Green Behaviors Earn Social Status?,” Socius, vol. 5, 2019, doi: 
10.1177/2378023119836330. 

[36] T. T. H. Tran and N. G. Paparoidamis, “Eco-Innovations in Global Markets: The Effect of Ecological 
(In)Congruence on Consumers’ Adoption Intentions,” Journal of International Marketing, vol. 28, no. 3, pp. 64–
83, 2020, doi: 10.1177/1069031X20920869. 

[37] F. Fu and M. Elliott, “The moderating effect of perceived product innovativeness and product knowledge on new 
product adoption: An integrated model,” Journal of Marketing Theory and Practice, vol. 21, no. 3, pp. 257–272, 
2013, doi: 10.2753/MTP1069-6679210302. 



Lailatul Sya’diyah, Nur Sebariani Ismi Ningsih, Tanti Handriana 
 

Library Progress International| Vol.44 No.3| Jul-Dec 2024 3952 

[38] N. Sreen, S. Purbey, and P. Sadarangani, “Impact of culture, behavior and gender on green purchase intention,” 
Journal of Retailing and Consumer Services, vol. 41, no. July 2017, pp. 177–189, 2018, doi: 
10.1016/j.jretconser.2017.12.002. 

[39] M. Nekmahmud, H. Ramkissoon, and M. Fekete-Farkas, “Green purchase and sustainable consumption: A 
comparative study between European and non-European tourists,” Tour Manag Perspect, vol. 43, no. November 
2021, p. 100980, 2022, doi: 10.1016/j.tmp.2022.100980. 

[40] G. Singh, S. Sharma, R. Sharma, and Y. K. Dwivedi, “Investigating environmental sustainability in small family-
owned businesses: Integration of religiosity, ethical judgment, and theory of planned behavior,” Technol Forecast 
Soc Change, vol. 173, no. July, p. 121094, 2021, doi: 10.1016/j.techfore.2021.121094. 

[41] D. Arli, L. P. Tan, F. Tjiptono, and L. Yang, “Exploring consumers’ purchase intention towards green products 
in an emerging market: The role of consumers’ perceived readiness,” Int J Consum Stud, vol. 42, no. 4, pp. 389–
401, 2018, doi: 10.1111/ijcs.12432. 

[42] S. A. Harun, M. A. Fauzi, and N. S. Sulaiman, “Examining consumer’s purchasing behavior of energy-efficient 
appliance through the lenses of theory of planned behavior and environmental factors,” Management of 
Environmental Quality: An International Journal, vol. 33, no. 5, pp. 1207–1225, 2022, doi: 10.1108/MEQ-12-
2021-0271. 

[43] L. Hua and S. Wang, “Antecedents of consumers’ intention to purchase energy-efficient appliances: An empirical 
study based on the technology acceptance model and theory of planned behavior,” Sustainability (Switzerland), 
vol. 11, no. 10, 2019, doi: 10.3390/su11102994. 

[44] Y. Sun, K. Leng, and H. Xiong, “Journal of Retailing and Consumer Services Research on the influencing factors 
of consumers ’ green purchase behavior in the post-pandemic era,” Journal of Retailing and Consumer Services, 
vol. 69, no. June, p. 103118, 2022, doi: 10.1016/j.jretconser.2022.103118. 

[45] P. Tsai, G. Lin, Y. Zheng, Y. Chen, P. Chen, and Z. Su, “Journal of Retailing and Consumer Services Exploring 
the effect of Starbucks ’ green marketing on consumers ’ purchase decisions from consumers ’ perspective,” 
Journal of Retailing and Consumer Services, vol. 56, no. May, p. 102162, 2020, doi: 
10.1016/j.jretconser.2020.102162. 

[46] C. Chang, “THE INTERPLAY OF PRODUCT CLASS KNOWLEDGE,” J Advert, vol. 3367, 2005, doi: 
10.1080/00913367.2004.10639156. 

[47] T. M. Cheng and H. C. Wu, “How do environmental knowledge, environmental sensitivity, and place attachment 
affect environmentally responsible behavior? An integrated approach for sustainable island tourism,” Journal of 
Sustainable Tourism, vol. 23, no. 4, pp. 557–576, 2015, doi: 10.1080/09669582.2014.965177. 

[48] M. Farrukh, N. Ansari, A. Raza, Y. Wu, and H. Wang, “Fostering employee’s pro-environmental behavior 
through green transformational leadership, green human resource management and environmental knowledge,” 
Technol Forecast Soc Change, vol. 179, no. January, p. 121643, 2022, doi: 10.1016/j.techfore.2022.121643. 

[49] Y. Sun and S. Wang, “Understanding consumers’ intentions to purchase green products in the social media 
marketing context,” Asia Pacific Journal of Marketing and Logistics, vol. 32, no. 4, pp. 860–878, 2020, doi: 
10.1108/APJML-03-2019-0178. 

[50] K. Chen and T. Deng, “Research on the green purchase intentions from the perspective of Product knowledge,” 
Sustainability (Switzerland), vol. 8, no. 9, 2016, doi: 10.3390/su8090943. 

[51] Y. Wang, V. Wiegerinck, H. Krikke, and H. Zhang, “Understanding the purchase intention towards 
remanufactured product in closed-loop supply chains: An empirical study in China,” International Journal of 
Physical Distribution and Logistics Management, vol. 43, no. 10, pp. 866–888, 2013, doi: 10.1108/IJPDLM-01-
2013-0011. 

[52] F. Fu and M. Elliott, “The moderating effect of perceived product innovativeness and product knowledge on new 
product adoption: An integrated model,” Journal of Marketing Theory and Practice, vol. 21, no. 3, pp. 257–272, 
Jul. 2013, doi: 10.2753/MTP1069-6679210302. 

[53] B. Nguyen-Viet, “Understanding the Influence of Eco-label, and Green Advertising on Green Purchase Intention: 
The Mediating Role of Green Brand Equity,” Journal of Food Products Marketing, vol. 28, no. 2, pp. 87–103, 
2022, doi: 10.1080/10454446.2022.2043212. 

[54] N. Malhotra, Marketing Research An Applied Orientation, Seventh Edition. United Kingdom: Pearson Education 
Limited, 2020. 

[55] A. C. Burns and R. F. Bush, Marketing Research , Seventh. England: Pearson Education Limited, 2014. 



Lailatul Sya’diyah, Nur Sebariani Ismi Ningsih, Tanti Handriana 
 

Library Progress International| Vol.44 No.3| Jul-Dec 2024 3953 

[56] J. F. Hair, J. J. Risher, M. Sarstedt, and C. M. Ringle, “When to use and how to report the results of PLS-SEM,” 
Jan. 14, 2019, Emerald Group Publishing Ltd. doi: 10.1108/EBR-11-2018-0203. 

[57] J. F. , Hair, W. C. , Black, B. J. , Babin, and R. E. , Anderson, Multivariate Data Analysis Seventh Edition. . 
USA: Pearson, 2014. 

[58] I. Waris, M. Dad, and I. Hameed, “Promoting environmental sustainability: the influence of knowledge of eco-
labels and altruism in the purchase of energy-efficient appliances,” Management of Environmental Quality: An 
International Journal, vol. 32, no. 5, pp. 989–1006, 2021, doi: 10.1108/MEQ-11-2020-0272. 

[59] H. J. Cavite, P. Mankeb, and S. Suwanmaneepong, “Community enterprise consumers’ intention to purchase 
organic rice in Thailand: the moderating role of product traceability knowledge,” British Food Journal, vol. 124, 
no. 4, pp. 1124–1148, Feb. 2022, doi: 10.1108/BFJ-02-2021-0148. 

[60] M. Nekmahmud, F. Naz, H. Ramkissoon, and M. Fekete-Farkas, “Transforming consumers’ intention to 
purchase green products: Role of social media,” Technol Forecast Soc Change, vol. 185, Dec. 2022, doi: 
10.1016/j.techfore.2022.122067. 

[61] K. Chen and T. Deng, “Research on the green purchase intentions from the perspective of Product knowledge,” 
Sustainability (Switzerland), vol. 8, no. 9, 2016, doi: 10.3390/su8090943. 

[62] X. Wang, F. Pacho, J. Liu, and R. Kajungiro, “Factors influencing organic food purchase intention in Tanzania 
and Kenya and the moderating role of knowledge,” Sustainability (Switzerland), vol. 11, no. 1, 2019, doi: 
10.3390/su11010209. 

[63] F. Pacho, “What influences consumers to purchase organic food in developing countries?,” British Food Journal, 
vol. 122, no. 12, pp. 3695–3709, 2020, doi: 10.1108/BFJ-01-2020-0075. 

[64] M. Khoiruman and S. Fatonah, “Eco-Labeling Analysis of Eco-Friendly Electronic Products in Surakarta, 
Indonesia,” 2021. 

[65] Y. Joshi and Z. Rahman, “Factors affecting green purchase behaviour and future research directions,” 
International Strategic  Management Review, vol. 3, no. 1–2, pp. 128–143, 2015. 

[66] S. Alagarsamy, S. Mehrolia, and S. Mathew, “How Green Consumption Value Affects Green Consumer 
Behaviour: The Mediating Role of Consumer Attitudes Towards Sustainable Food Logistics Practices,” Vision, 
vol. 25, no. 1, pp. 65–76, Mar. 2021, doi: 10.1177/0972262920977986. 

[67] M. Y. Bhutto, X. Liu, Y. A. Soomro, M. Ertz, and Y. Baeshen, “Adoption of energy‐efficient home appliances: 
Extending the theory of planned behavior,” Sustainability (Switzerland), vol. 13, no. 1, pp. 1–23, Jan. 2021, doi: 
10.3390/su13010250. 

[68] W. Aslam, K. Farhat, and I. Arif, “Regular to sustainable products: an account of environmentally concerned 
consumers in a developing economy,” Int J Green Energy, vol. 18, no. 3, pp. 243–257, 2021, doi: 
10.1080/15435075.2020.1854266. 

[69] K. Chen and T. Deng, “Research on the green purchase intentions from the perspective of Product knowledge,” 
Sustainability (Switzerland), vol. 8, no. 9, Sep. 2016, doi: 10.3390/su8090943. 

[70] X. Wang, F. Pacho, J. Liu, and R. Kajungiro, “Factors influencing organic food purchase intention in Tanzania 
and Kenya and the moderating role of knowledge,” Sustainability (Switzerland), vol. 11, no. 1, Jan. 2019, doi: 
10.3390/su11010209. 

 
 


