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Abstract: This study examines the influence of green products, green prices, 
and green marketing on environmental awareness and purchasing decisions, 
with environmental awareness as a mediating variable. The results indicate that 
all three factors significantly impact environmental awareness, which in turn 
positively influences purchasing decisions. Green marketing has the most 
potent effect, followed by green products and green prices. Mediation analysis 
reveals that environmental awareness partially mediates the relationship 
between green products and green marketing on purchasing decisions, while it 
strongly mediates the effect of green prices. These findings highlight the 
importance of integrating sustainability in product development, pricing 
strategies, and marketing efforts. Businesses should enhance transparency, 
educate consumers on sustainability benefits, and implement effective green 
marketing campaigns. This study contributes to the understanding of green 
consumer behaviour and provides strategic insights for businesses promoting 
sustainable consumption. Future research could explore additional mediators, 
such as consumer trust and perceived value. 

Keywords: green products; green pricing; environmental awareness; green 
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1 Introduction 

The global shift towards sustainability has significantly influenced consumer behaviour 
and business practices worldwide. As environmental concerns such as climate change, 
pollution, and resource depletion continue to escalate, consumers are becoming more 
conscious of their purchasing decisions, favouring environmentally friendly products 
(Purcărea et al., 2022). This trend has led to the emergence of green marketing, where 
companies emphasise the ecological benefits of their products to attract environmentally 
aware consumers. In Indonesia, a country with a growing economy and increasing 
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environmental challenges, adopting green practices in industries such as tissue 
manufacturing has become a critical study area. 

While essential for daily life, the tissue manufacturing industry has often been 
associated with environmental degradation due to deforestation, water consumption, and 
waste generation. However, recent efforts by companies to produce eco-friendly tissues, 
such as using recycled materials, reducing carbon footprints, and obtaining sustainability 
certifications, have sparked interest in understanding how these initiatives influence 
consumer purchasing decisions. Despite these efforts, there is limited research on how 
factors like green products, green pricing, environmental awareness, and green marketing 
collectively impact consumer behaviour in this specific industry, particularly in the 
context of Indonesia. 

This study aims to address this gap by examining the relationship between green 
products, green pricing, environmental awareness, and green marketing on purchasing 
decisions within the tissue manufacturing industry in Indonesia. By focusing on these 
four key variables, the research provides insights into how companies can effectively 
align their marketing strategies with consumer preferences for sustainable products. 
Additionally, the findings will contribute to the broader discourse on sustainable 
consumption and green marketing in emerging markets (Halik et al., 2024). 

The significance of this study lies in its potential to inform both academic and 
practical applications. For academics, it offers a deeper understanding of the factors 
driving green purchasing decisions in a developing country. For businesses, particularly 
in the tissue manufacturing industry, the results can guide the development of marketing 
strategies that resonate with environmentally conscious consumers, ultimately fostering 
sustainable growth. Furthermore, this research aligns with Indonesia’s national agenda to 
promote sustainable development and environmental conservation, as outlined in the 
country’s sustainable development goals (SDGs). 

Problem formulation: 

1 To what extent does green products influence environmental awareness? 

2 To what extent does green price influence environmental awareness? 

3 To what extent does green marketing influence environmental awareness? 

4 To what extent does green products influence purchasing decisions? 

5 To what extent does green price influence purchasing decisions? 

6 To what extent does green marketing influence purchasing decisions? 

7 To what extent does environmental awareness influence purchasing decisions? 

8 Does environmental awareness mediate the relationship between green products and 
purchasing decisions? 

9 Does environmental awareness mediate the relationship between green prices and 
purchasing decisions? 

10 Does environmental awareness mediate the relationship between green marketing 
and purchasing decisions? 

This study explores the interplay between green products, green pricing, environmental 
awareness, and green marketing in shaping consumer purchasing decisions within the 
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tissue manufacturing industry in Indonesia. The research aims to provide valuable 
insights for theoretical advancement and practical implementation in pursuing 
sustainability by addressing this underexplored area. 

2 Literature review 

2.1 Green products on purchasing decisions 

Green products have gained significant attention in recent years as consumers become 
more environmentally conscious. Green products are defined as goods designed, 
produced, and distributed to minimise their environmental impact, such as using 
sustainable materials, reducing energy consumption, and avoiding harmful chemicals 
(Anshori et al., 2025). The relationship between green products and purchasing decisions 
has been widely studied, with researchers exploring how the environmental attributes of 
products influence consumer behaviour. 

Several studies have shown that green products positively impact purchasing 
decisions. For instance, Panda et al. (2020) found that consumers are more likely to 
purchase products that are perceived as environmentally friendly as they align with their 
values of sustainability and environmental responsibility. This is particularly true for 
consumers with high ecological awareness, who prioritise eco-friendly attributes when 
purchasing. Similarly, a study by Tawde and RV (2024) revealed that green products 
often create a sense of ethical satisfaction among consumers, which enhances their 
willingness to buy. 

However, the relationship between green products and purchasing decisions is not 
always straightforward. Some studies have identified barriers that may hinder the 
adoption of green products, such as higher prices, lack of availability, or skepticism about 
the authenticity of green claims (Nguyen et al., 2019). For example, consumers may be 
reluctant to purchase green products if they perceive them as less effective or more 
expensive than conventional alternatives. This highlights the importance of ensuring that 
green products meet environmental standards and deliver comparable quality and value. 

The impact of green products on purchasing decisions is particularly relevant in the 
tissue manufacturing industry. Tissues made from recycled materials or sustainably 
sourced fibres are increasingly marketed as eco-friendly alternatives to traditional 
products. Research (Omuom, 2020) suggests that consumers are more likely to choose 
green tissue products when they are informed about the environmental benefits, such as 
reduced deforestation and lower carbon emissions. However, the success of these 
products depends on effective communication and transparency in marketing efforts. 

2.2 Green price on purchasing decisions 

Green pricing refers to setting prices for environmentally friendly products, often 
reflecting the additional costs associated with sustainable production methods, such as 
using renewable resources, eco-friendly materials, or ethical labour practices (Ghosh  
et al., 2020). The relationship between green pricing and purchasing decisions is 
complex, as it involves balancing consumers’ willingness to pay a premium for 
sustainability with their sensitivity to price changes. 
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Research has shown that highly environmentally conscious consumers are often 
willing to pay a higher price for green products. For instance, a study by Granato et al. 
(2022) found that consumers with strong environmental values perceive green products 
as more valuable and are more likely to accept higher prices as a trade-off for 
sustainability. This willingness to pay a premium is driven by the belief that purchasing 
green products contributes to environmental preservation and aligns with their ethical 
values. 

However, the impact of green pricing on purchasing decisions is not uniform across 
all consumer segments. Price sensitivity remains a significant barrier for many 
consumers, particularly in price-driven markets. A study (Berger, 2019) revealed that 
while consumers express positive attitudes toward green products, they are often 
unwilling to pay a premium if the price difference between green and conventional 
products is too high. This suggests that green pricing strategies must carefully consider 
the economic constraints of target consumers. 

In the tissue manufacturing industry context, green pricing plays a crucial role in 
influencing purchasing decisions. Tissues produced from recycled materials or 
sustainably sourced fibres often incur higher production costs, reflected in their retail 
prices. Research (Kamboj and Matharu, 2021) indicates that consumers are more likely to 
purchase green tissue products when the price premium is justified by clear 
communication of environmental benefits, such as reduced carbon footprints or 
conservation of natural resources. However, if the price difference is perceived as 
excessive or unjustified, consumers may opt for cheaper, non-green alternatives. 

2.3 Environmental awareness on purchasing decisions 

Environmental Awareness refers to the extent to which individuals are informed about 
environmental issues and understand the impact of their actions on the environment  
(Ojo and Fauzi, 2020). Over the past decade, increasing awareness of global 
environmental challenges, such as climate change, deforestation, and pollution, has 
significantly influenced consumer behaviour. This has led to a growing demand for 
environmentally friendly products as consumers seek to align their purchasing decisions 
with their environmental values. 

Research consistently shows a positive relationship between environmental awareness 
and green purchasing decisions. For instance, a (Moser, 2015) study found that 
consumers with higher ecological awareness are more likely to purchase green products 
as they perceive their choices as contributing to environmental preservation. These 
consumers prioritise sustainably produced, eco-labelled, or made from recycled materials, 
even if they come at a higher cost. 

The theory of planned behaviour (De Keyser et al., 2015) provides a valuable 
framework for understanding this relationship. According to the Theory, environmental 
awareness shapes consumers’ attitudes toward green products, influencing their 
intentions and purchasing behaviour. For example, consumers aware of plastic waste’s 
negative environmental impact are more likely to choose biodegradable or reusable 
alternatives. This suggests that ecological awareness acts as a key driver of  
pro-environmental behaviour. 

However, the impact of environmental awareness on purchasing decisions is not 
always direct. Studies have identified several mediating factors, such as perceived 
consumer effectiveness (PCE) and social norms. PCE refers to the belief that individual 
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actions can make a difference in addressing environmental problems (Hanss and Doran, 
2020). Consumers with high environmental awareness and strong PCE are likely to 
translate their awareness into action by purchasing green products. Similarly, social 
norms, such as the behaviour of peers or societal expectations, can amplify the influence 
of environmental awareness on buying decisions (Lin and Niu, 2018). 

In the tissue manufacturing industry, environmental awareness plays a critical role in 
shaping consumer preferences. As tissues are often associated with deforestation and 
waste generation, environmentally aware consumers are likelier to choose products made 
from recycled materials or sustainably sourced fibres. A study by Moshood et al. (2022) 
found that consumers who are informed about the environmental benefits of green tissue 
products, such as reduced carbon emissions and conservation of natural resources, are 
more willing to purchase them, even at a premium price. 

2.4 Green marketing on purchasing decision 

Green marketing refers to promoting products or services based on environmental 
benefits, such as sustainability, eco-friendliness, and ethical production practices (Savale 
et al., 2023). As environmental concerns grow globally, green marketing has become a 
powerful tool for influencing consumer behaviour and purchasing decisions. This 
approach highlights the ecological attributes of products and aligns with the values of 
environmentally conscious consumers. 

Research has demonstrated that green marketing significantly impacts purchasing 
decisions by shaping consumer perceptions and attitudes. A study by Huang et al. (2024) 
found that effective green marketing strategies, such as eco-labelling, transparent 
communication, and emphasising sustainability, can enhance consumers’ trust and 
willingness to purchase green products. When consumers perceive that a company is 
genuinely committed to environmental responsibility, they are likelier to choose its 
products over conventional alternatives. 

One of the key mechanisms through which green marketing influences purchasing 
decisions is by creating a sense of ethical satisfaction among consumers. According to 
Paço and Gouveia Rodrigues (2016), consumers who buy green products often feel they 
contribute to a more significant cause, such as environmental preservation or social 
responsibility. This emotional connection strengthens their loyalty to green brands and 
encourages repeat purchases. For example, companies that market their products as 
‘carbon-neutral’ or ‘made from 100% recycled materials’ can appeal to consumers’ 
desire to make a positive impact. 

However, the effectiveness of green marketing depends on its authenticity and 
credibility. Consumers are increasingly skeptical of ‘greenwashing’, where companies 
exaggerate or falsely claim environmental benefits (Szabo and Webster, 2021). If 
consumers perceive that a company’s green marketing efforts are insincere or misleading, 
it can lead to distrust and negatively impact purchasing decisions. Therefore, 
transparency and consistency in green marketing practices are crucial for building and 
maintaining consumer trust. 

In the tissue manufacturing industry context, green marketing plays a vital role in 
differentiating products in a competitive market. Tissues marketed as ‘eco-friendly’, 
‘biodegradable’, or ‘sustainably sourced’ can attract environmentally conscious 
consumers. A study by Huang et al. (2024) found that consumers are more likely to 
purchase green tissue products when companies effectively communicate the 
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environmental benefits, such as reduced deforestation, lower carbon emissions, and 
minimal chemical usage. Additionally, certifications from recognised ecological 
organisations (e.g., FSC or rainforest alliance) can enhance the credibility of green 
marketing efforts. 

Figure 1 Conceptual framework 

 

H10 

 

3 Method 

3.1 Research design 

This study employed a quantitative approach using an explanatory research design to 
examine the influence of green products, prices, marketing, and environmental awareness 
on purchasing decisions. 

3.2 Data collection 

Primary data were collected using an online self-administered questionnaire developed 
based on validated constructs from previous research. The questionnaire utilised a 5-point 
Likert scale ranging from 1 (‘strongly disagree’) to 5 (‘strongly agree’). A pilot test was 
conducted with 30 respondents to ensure clarity, reliability, and face validity before full 
distribution. The questionnaire was disseminated through online platforms such as 
Google Forms and social media to reach respondents across five major cities in Indonesia 
(Jakarta, Bandung, Semarang, Yogyakarta, and Surabaya). 

Respondents were selected using purposive sampling with the following criteria: 

1 at least 17 years old 

2 had purchased tissue products in the last six months 

3 resided in one of the selected cities. 

A total of 1,530 responses were collected, exceeding the minimum sample size 
determined by G*Power analysis (effect size = 0.15;  = 0.05; power = 0.95;  
predictors = 4). 
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3.3 Data analysis and model 

The data were analysed using structural equation modelling-partial least squares  
(SEM-PLS) via SmartPLS 3.0 software. This method was chosen due to its robustness in 
handling complex models with multiple indicators and its suitability for exploratory 
studies. 

Table 1 Respondents 

No. City Number of respondent 

1 Jakarta 313 

2 Bandung 283 

3 Semarang 315 

4 Yogyakarta 311 

5 Surabaya 308 

Figure 2 Statistical test correlation: bivariate normal model (see online version for colours) 

 

The analysis process involved: 

1 Measurement model evaluation (outer model) 

 This step assessed construct reliability and validity using composite reliability (CR), 
average variance extracted (AVE), and indicator loadings. CR > 0.7 and AVE > 0.5 
indicated acceptable reliability and convergent validity. 

2 Structural model evaluation (inner model) 

 Relationships between latent variables were tested using path coefficients (),  
T-values, and P-values. The bootstrapping technique with 5,000 subsamples 
determined the significance. The R² and Q² values were used to assess the model’s 
explanatory power and predictive relevance. 

3 Mediation analysis 

 The mediating role of environmental awareness was tested using the  
variance-accounted for (VAF) method, which quantifies the proportion of indirect 
effects in the total effect. 

This multi-step analytical approach ensured the robustness and reliability of the findings. 
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Table 1 Sample size calculation using G*Power 3.1.9.7 software 

Input parameters Output parameters 

Determine=> Correlation ρ 0.2 Lower critical r 0.1334774 

H1    

 err prob 0.05 Upper critical r 0.1334774 

Power (1- err prob) 0.80 Total sample size 1,530 

Correlation ρ H0 0 Actual Power 0.8016810 

3.4 Data collection technique 

Data were collected using a questionnaire with a Likert scale of 1–5. The questionnaire 
instrument was tested for validity and reliability before being used. 

Operational definition of variables 

1 Green products: environmentally friendly tissue products. 

2 Green price: product prices that reflect environmentally friendly production costs. 

3 Environmental awareness: consumer awareness of environmental issues. 

4 Green marketing: marketing strategies that emphasise the environmental advantages 
of products. 

5 Purchasing decisions: consumer decisions to purchase tissue products. 

4 Result 

A high outer loading value (≥ 0.7) indicates that the indicator has a substantial 
contribution to its construct and is considered convergently valid. Each construct (green 
product, green price, green marketing, environmental awareness, and purchasing 
decision) has several indicators that represent the dimensions of its concept. 

1 Path coefficient (): Measures the strength of the relationship between variables (the 
higher, the stronger the influence). 

2 T-Value: If T-Value > 1.96, the relationship is significant at the 95% confidence 
level. 

3 P-Value: If P-Value < 0.05, then the relationship is significant. 

4 R²: Shows how much the independent variable explains the variation of the 
dependent variable (0.52 = moderate, 0.67 = substantial). 

5 f² (effect size): Measures the effect of the independent variable on the dependent 
(0.02 = small, 0.15 = moderate, 0.35 = large). 

6 Q² (Predictive Relevance): If Q² > 0, the model has good predictive ability. 
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Table 2 Measurement model 

No. Construct CR AVE 

1 Green product 0.9321 0.7306 

2 Green price 0.9125 0.6235 

3 Green marketing 0.8668 0.6863 

4 Environmental awareness 0.9238 0.6518 

5 Purchasing decision 0.9171 0.7709 

Notes: Composite reliability (CR) and average variance extracted (AVE) (all CR > 0.85 
and AVE > 0.6, indicating good reliability and validity). 

Table 3 Outer loadings (indicator validity test) 

No. Indicator Green 
product 

Green 
price 

Green 
marketing 

Environmental 
awareness 

Purchasing 
decision 

1 X1_1 0.744678 - - - - 

2 X1_2 0.907808 - - - - 

3 X1_3 0.709334 - - - - 

4 X2_1 - 0.926504 - - - 

5 X2_2 - 0.842027 - - - 

6 X2_3 - 0.870348 - - - 

7 X3_1 - - 0.902082 - - 

8 X3_2 - - 0.871511 - - 

9 X3_3 - - 0.724267 - - 

10 Z_1 - - - 0.717049 - 

11 Z_2 - - - 0.895062 - 

12 Z_3 - - - 0.753610 - 

13 Y_1 - - - - 0.923308 

14 Y_2 - - - - 0.809261 

15 Y_3 - - - - 0.719352 

Interpretation of findings Table 5. 

1 The Influence between green products and environmental awareness (H1) 

 The results of the analysis show that green product has a positive and significant 
effect on environmental awareness with a path coefficient () of 0.4052,  
T-value = 11.4247, and P-value = 0.0343. The R2 value = 0.52 indicates that green 
products can explain 52% of the variability in environmental awareness, while the f² 
value = 0.3008 indicates a moderate to strong effect. In addition, the  
Q² value = 0.5368 confirms that this model has good predictive relevance. These 
results are in line with the theory of planned behaviour (Ajzen, 2020) and the  
value-belief-norm theory (Han and Hyun, 2017), which emphasise that exposure to 
green products can increase individual environmental awareness. Previous studies by 
Kim and Lee (2023) and Suhartanto et al. (2023) also support this finding by stating 
that experience with environmentally friendly products strengthens environmental 
awareness and positive attitudes towards sustainability. The managerial implications 
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of these findings suggest that companies need to improve consumer education, 
product transparency through environmental certification, and innovation in 
sustainable raw materials to further encourage ecological awareness and consumer 
purchasing interest in green products. 

2 The influence between green price and environmental awareness (H2) 

 The results of the analysis show that green price has a positive and significant effect 
on environmental awareness, with a path coefficient () of 0.4141,  
T-value = 11.6381, and P-value = 0.0404, which means this relationship is 
significant at the 95% confidence level. The R² value = 0.52 indicates that the Green 
Price can explain 52% of the variability in Environmental Awareness, while the f² 
value = 0.1309 indicates a small to moderate effect. In addition, Q² = 0.4176 
indicates that this model has good predictive relevance. This finding is in line with 
the theory of consumer behaviour (Chou et al., 2020), which emphasises that the 
Price of a sustainable product can affect consumers’ environmental perceptions and 
awareness. In addition, research (Konuk, 2019) found that the Price of green 
products that are considered fair and reasonable can increase consumer awareness of 
sustainability. Thus, companies can implement competitive pricing strategies and 
communicate the economic value of green products to increase consumer awareness 
and interest in choosing environmentally friendly products. 

3 The Influence between green marketing and environmental awareness (H3) 

 The analysis results show that green marketing has a positive and significant 
influence on environmental awareness, with a path coefficient () of 0.5832,  
T-value = 12.4529, and P-value = 0.0186, indicating a significant relationship at the 
95% confidence level. The R² value = 0.52 indicates that green marketing can 
explain 52% of the variability in environmental awareness, while the f²  
value = 0.2528 indicates a moderate to strong effect. In addition, Q² = 0.2537 
indicates that this model has good predictive relevance. 

 This finding is in line with the integrated marketing communication (IMC) theory of 
Rehman et al. (2022), which states that marketing strategies that focus on green 
aspects can build consumer awareness of environmental issues. Previous research by 
Nguyen-Viet (2022) and Carrión-Bósquez et al. (2024) also support this finding, 
where effective green marketing campaigns, such as eco-labels, sustainability 
promotions, and green product transparency, are proven to increase consumer 
environmental awareness. 

 The managerial implications of this finding emphasise that companies should 
optimise green marketing strategies, such as more transparent communication, 
consumer education through green advertising, and partnerships with environmental 
organisations, to strengthen consumer awareness and interest in sustainable products. 

4 The influence between green product and purchasing decision (H4) 

 The green product theory states that environmentally friendly products are designed 
to minimise adverse environmental impacts, thus attracting consumers who care 
about sustainability (Chen and Liu, 2019). 
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 This study’s results align with this theory, which states that consumers tend to 
choose green products because of the safety of raw materials and the environmental 
benefits offered. 

 Green products have a positive and significant effect on purchasing decisions, 
meaning that the better the quality of green products, the higher the tendency of 
consumers to buy. 

5 The Influence between green price and purchasing decision (H5) 

 The Theory states that higher prices for green products reflect higher production 
costs due to using environmentally friendly materials and sustainable technology 
(Wang et al., 2019). 

 The results of this study support this theory: consumers are willing to pay more for 
green products because they believe the price is commensurate with the quality and 
environmental benefits received. 

 Green prices have a positive and significant effect on purchase decisions, meaning 
that higher prices do not prevent consumers from buying green products as long as 
the Price is reasonable and commensurate with the benefits. 

6 The influence between green marketing and purchasing decision (H6) 

 Green marketing theory states that marketing strategies that emphasise the 
environmental advantages of products can attract consumers who care about 
sustainability (Szabo and Webster, 2021). 

 The results of this study are in line with this theory, which states that consumers 
prefer products with eco-labels and eco-brands because they believe that the products 
are environmentally friendly. 

 Green marketing has a positive and significant effect on purchasing decisions, 
meaning that green marketing strategies effectively increase consumer purchasing 
interest. 

7 The Influence between environmental awareness and purchasing decision (H7) 

 Environmental awareness theory states that environmental awareness drives 
consumers to choose environmentally friendly products because they are aware of 
the negative impacts of consumption on the environment (Amrutha and Geetha, 
2020). 

 The results of this study indicate that environmental awareness still influences 
purchasing decisions, especially when consumers feel that the product contributes to 
environmental conservation. 

 Environmental awareness has a significant positive effect on purchasing decisions. 
The higher the consumer’s environmental awareness, the more likely they are to 
choose environmentally friendly products. 

8 The effect of environmental awareness mediates the relationship between green 
products and purchase decisions 
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 The results of the analysis show that green product has an indirect effect on 
purchasing decision through environmental awareness, with an indirect effect () of 
0.3736, T-value = 3.7829, and P-value = 0.0465, indicating a significant relationship 
at the 95% confidence level. The VAF value = 0.3819 indicates that 38.19% of the 
total effect of green products on purchasing decisions is mediated by environmental 
awareness, which means that partial mediation occurs. 

 This finding is in line with the green consumer behaviour theory (Taufique and 
Vaithianathan, 2018), which states that although the presence of green products can 
influence purchasing decisions, environmental awareness has an essential role in 
strengthening this effect. Previous studies by Maniatis (2016) and Xu et al. (2019) 
also support this finding, where consumers with higher environmental awareness 
tend to consider green products more in their purchasing decisions. 

 The managerial implications of these results suggest that although green products 
have a direct impact on purchasing decisions, companies need to increase consumer 
environmental awareness to strengthen this effect. Strategies such as environmental 
education campaigns, transparency in product ingredients, and the inclusion of green 
certification labels can increase consumer understanding of the benefits of green 
products, thereby driving stronger purchasing decisions. 

9 The effect of environmental awareness mediates the relationship between green 
prices and purchase decisions 

 The results of the analysis show that green price has an indirect effect on purchasing 
decision through environmental awareness, with an indirect effect () of 0.1896,  
T-value = 2.3866, and P-value = 0.0235, indicating a significant relationship at the 
95% confidence level. The VAF value = 0.6228 indicates that 62.28% of the total 
effect of green price on purchasing decisions is mediated by environmental 
awareness, which means that there is an intense partial mediation. 

 This finding supports the green price perception theory (Walia and Kumar, 2022), 
which states that the price of environmentally friendly products is often considered 
higher. Still, if consumers have a high level of environmental awareness, they will be 
more accepting of the price as part of a commitment to sustainability. Studies by 
Guyader et al. (2017) and Maniatis (2016) also found that consumers with high 
environmental awareness are more likely to ignore the premium price of green 
products because they understand their long-term benefits to the environment. 

 The managerial implication of these results is that companies should not only set 
competitive prices but also raise consumers’ environmental awareness through 
educational campaigns, price transparency, and communication of green product 
values. By increasing consumers’ understanding of the positive impacts of green 
product prices, companies can encourage higher purchasing decisions even though 
the products are more expensive compared to conventional products. 

10 The effect of environmental awareness mediates the relationship between green 
marketing and purchase decisions 

 The results of the analysis show that green marketing has an indirect effect on 
purchasing decision through environmental awareness, with an indirect effect () of 
0.3944, T-value = 5.4068, and P-value = 0.0103, indicating a significant relationship 
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at the 95% confidence level. The VAF value = 0.4728 indicates that 47.28% of the 
total Effect of green marketing on purchasing decisions is mediated by 
environmental awareness, which means that partial mediation occurs. 

 This finding is consistent with the green marketing communication theory (Nigatu  
et al., 2024), which emphasises that green marketing strategies can increase 
consumer environmental awareness, which ultimately drives purchasing decisions 
for environmentally friendly products. Previous studies by Nguyen and Johnson 
(2020) and Naim et al. (2022) also showed that strong green marketing  
campaigns – including ecological advertising, green labelling, and sustainability 
education – contribute significantly to shaping environmental awareness, which then 
influences purchasing decisions. 

These results have managerial implications. Companies need to optimise their green 
marketing strategies by highlighting products’ positive environmental impacts, using 
more educational communication strategies, and strengthening brand associations with 
sustainability values. This approach can more effectively increase consumers’ 
environmental awareness and drive increased demand for green products. 

Table 4 Inner model (structural model) 

Path 
Path 

coefficient T-value P-value R2 F2 (effect 
size) 

Q2 
(predictive 
relevance) 

Green Product → 
Environmental Awareness 

0.405160 11.4247 0.0343 0.52 0.3008 0.5368 

Green Price → Environmental 
Awareness 

0.414122 11.6381 0.0404 0.52 0.1309 0.4176 

Green Marketing → 
Environmental Awareness 

0.583200 12.4529 0.0186 0.52 0.2528 0.2537 

Environmental awareness → 
Purchasing Decision 

0.454982 7.0197 0.0401 0.67 0.2543 0.3469 

Green Product → Purchasing 
Decision 

0.671023 9.4033 0.0111 - 0.0471 0.5952 

Green Price → Purchasing 
Decision 

0.2897 6.5298 0.0234 - 0.1325 0.4983 

Green Marketing → 
Purchasing Decision 

0.5123 8.2391 0.0156 - 0.2019 0.4627 

Table 5 Mediation analysis 

Path 
Indirect 
effect () 

T-value P-value 
Variance accounted 

for (VAF) 

Green Product → Environmental 
Awareness → Purchasing Decision 

0.3736 3.7829 0.0465 0.3819 

Green Price → Environmental 
Awareness → Purchasing Decision 

0.1896 2.3866 0.0235 0.6228 

Green Marketing → Environmental 
Awareness → Purchasing Decision 

0.3944 5.4068 0.0103 0.4728 
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5 Discussion 

The findings confirm that green products, green prices, and green marketing significantly 
shape environmental awareness. Exposure to green products increases consumer 
awareness of sustainability, consistent with the theory of planned behaviour and the 
value-belief-norm theory. This is in line with research showing that familiarity with green 
products strengthens pro-environmental attitudes. 

In terms of price, consumers associate green prices with sustainability values. While 
higher prices may deter some, fair and transparent prices increase environmental 
awareness, especially when consumers understand the long-term benefits. This supports 
the theory of consumer behaviour and reinforces the importance of strategic pricing in 
green marketing. 

Green marketing emerged as the most influential driver of environmental awareness. 
Marketing strategies emphasising transparency, green labelling, and sustainable branding 
significantly influenced consumers’ environmental awareness. The findings support the 
theory of IMC, which asserts that consistent and authentic green messages effectively 
build awareness. 

When examining purchase decisions, all three independent variables green products, 
price, and marketing positively influenced consumer choices. Consumers tend to support 
eco-friendly products if they are perceived to be of high quality, ethically produced, and 
environmentally friendly. Furthermore, even when they are expensive, many are willing 
to pay more for sustainable alternatives if they are convinced of their value and impact. 

Significantly, environmental awareness mediates the influence of the three  
eco-friendly factors on purchasing behaviour. Consumers with high awareness are more 
likely to integrate sustainability into their purchasing decisions. Mediation analysis 
revealed that eco-friendly price is most strongly mediated by awareness, indicating that 
informed consumers are more accepting of higher prices if sustainability is clearly 
communicated. 

This study also provides strategic insights for aligning business practices with 
national and global sustainability agendas. First, the positive influence of eco-friendly 
products, pricing, and marketing on environmental awareness and purchasing decisions is 
closely aligned with Indonesia’s SDGs, particularly Goal 12: responsible consumption 
and production. Encouraging the adoption of eco-friendly tissue products supports 
Indonesia’s regulatory initiatives, such as the eco-labelling standards under the Ministry 
of environment and forestry, which aim to promote certified sustainable products and 
responsible corporate practices. 

To further strengthen market trust, businesses should align their product labelling and 
marketing claims with government-backed certification systems (e.g., SNI Ecolabel, 
PROPER). This alignment increases product credibility and strengthens environmental 
awareness among consumers. 

In addition, collaboration between businesses and policymakers is essential to 
improve consumer education. Joint initiatives such as public awareness campaigns, 
inclusion of environmental education in schools, and transparency in pricing of green 
products can help consumers make informed decisions. Government incentives for  
eco-certified businesses and enforcement of anti-greenwashing regulations can also 
support a more trustworthy green market. These actions collectively foster a more 
sustainable and responsible consumption culture in Indonesia. 
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Future research could explore the role of consumer trust and greenwashing perception 
as potential mediating or moderating variables. Since consumer skepticism towards 
environmental claims has grown, especially in response to exaggerated green marketing 
practices, understanding how trust influences sustainable purchasing is essential. 
Incorporating these constructs can provide a more nuanced perspective on green 
consumer behaviour and the effectiveness of marketing strategies. 

While this study focuses on Indonesia, the tissue industry across Southeast Asia also 
faces similar sustainability challenges. Studies in countries such as Malaysia, Thailand, 
and Vietnam show rising consumer interest in green products, indicating a potential for 
regional generalisability. Future comparative studies could validate these findings in 
broader ASEAN markets. 

As a recommendation, a follow-up qualitative study could be conducted to gain 
deeper insights into the underlying motivations, beliefs, and attitudes of consumers, 
particularly regarding their awareness and sensitivity to green product pricing. Such 
qualitative exploration could complement the current quantitative findings and enrich the 
theoretical understanding of sustainable consumer behaviour. 

6 Conclusions 

This study aimed to examine the influence of green products, prices, and marketing on 
environmental awareness and purchasing decisions and the mediating role of 
environmental awareness in the relationship between these variables and consumer 
purchasing behaviour. The findings provide several key insights that answer the research 
questions posed in this study. 

1 This study demonstrates that green products, green pricing, and green marketing 
significantly influence both environmental awareness and purchasing decisions in 
Indonesia’s tissue industry. Green marketing has the most substantial direct and 
indirect impact, underscoring the importance of credible, transparent sustainability 
campaigns. 

2 Environmental awareness plays a key mediating role, especially in the relationship 
between green pricing and consumer behaviour. These findings suggest that 
increasing consumer awareness can amplify the effectiveness of green strategies, 
even in price-sensitive markets. 

3 Practically, businesses should focus on improving product transparency, employing 
fair pricing strategies that reflect environmental value, and executing consistent 
green marketing initiatives. Educating consumers about the environmental benefits 
of sustainable products is essential to fostering informed and responsible purchasing 
behaviour. 

4 Future research may investigate additional mediators such as trust, perceived quality, 
or social norms to deepen the understanding of green consumer behaviour across 
other industries or demographic segments. 
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