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INTRODUCTION

Along with the pace of change, environmental problems or issues are
increasingly attracting the attention of the global community. Excessive energy
exploitation, especially from non- renewable resources such as fossil fuels,
minerals and metals, not only accelerates the energy crisis, but also contributes
to an increase in greenhouse gas (GHG) emissions. The accumulation of these
emissions has a significant impact on the phenomenon of global warming and
climate change, which increasingly threatens the balance of ecosystems and
environmental sustainability in the future (Pangestu & Ayuningsasi, 2024).
According to a report from the Kompas website (2025), climate change is
currently taking place at a very high speed, where the average temperature of the
earth's air surface has now reached 1.59°C compared to the temperature level in
the pre-industrial era, signaling an alarming escalation in the era of global
warming (Kompas, 2025).

Rising global temperatures trigger extreme heat waves, changes in sea
surface temperatures, and serious impacts on ecosystems and human life.
Climate change occurs due to natural factors and human activities, such as
burning fossil fuels, deforestation, and greenhouse gas emissions from industry
and waste. As a tropical country with the largest archipelago in the world,
Indonesia is highly vulnerable to climate change where climate change
contributes to an increase in the frequency of natural disasters such as floods,
landslides, and heat waves (Faturohman et al., 2024). Reporting from (Katadata,
2023), the issue of climate change is a major concern of the community, especially
the younger generation in Indonesia, with 27% of the younger generation feeling
anxious about climate change, followed by plastic waste pollution and air
pollution. The three problems are interrelated, where plastic waste and air
pollution contribute to greenhouse gas (GHG) emissions and environmental
degradation.

Various negative impacts of environmental problems have slowly increased
public awareness of the importance of protecting the environment. This is
reflected in the KedaiKOPI survey released by (Katadata, 2021), which shows
that the majority of people, especially generation Z and millennials, are starting

to show more attention to environmental issues.
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This is also supported by a poll survey (JakPat) released on the GoodStats
website, which shows that the younger generation, especially Gen Z, is
increasingly concerned about the environment by implementing the Zero Waste
Movement lifestyle. This movement aims to reduce waste by choosing and using
environmentally friendly products. Based on the survey, the habit of "bringing
your own water bottle" is the most popular activity in Gen Z's daily life, followed
by using reusable totebags when shopping as the second highest activity
(GoodStats, 2024).

Zero Waste Movement Favorit Gen Z, Tahun 2024
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Figure 2. Zero waste movement action

The increasing consumer preference for environmentally friendly products
opens opportunities for companies to adjust marketing strategies and create
competitive products that contribute to environmental sustainability (Hartono &
Umam, 2024). In recent years, various industries have also increasingly paid
attention to environmental issues, not only as a response to increasingly stringent
government regulations, but also as a form of social responsibility. This is in line
with Law No. 32 of 2009 concerning Protection and Management, which requires
every business entity to carry out activities with due regard to environmental
aspects (Feronika et al., 2020).

IKEA, one of the largest furniture companies in the world, is committed to
sustainability by adopting environmentally friendly principles in its operations.
In addition to providing quality furniture products, IKEA applies green concepts
in its supply chain, from the selection of sustainable raw materials, production
processes that reduce emissions, to sustainability-based marketing strategies.
IKEA uses 60% materials from renewable resources and 10% from recycled
materials. Its innovative products, such as Kungsbacka cabinet doors from
recycled plastic bottles, Odger swivel chairs from renewable wood and recycled
plastic, and Alseda and Tating cushions from banana fibers, demonstrate its
commitment to eco-friendly materials (Kompas, 2021).

725



Mulyanie, Widodo, Rubiyanti

IKEA's commitment and initiatives in social responsibility and sustainable
products contribute to its long-term business strategy. The company continues to
invest in environmentally friendly practices, such as the use of recycled materials,
energy efficiency, and reduction of carbon emissions. IKEA strategically lowers
prices across all its 63 markets, including Indonesia, to improve the affordability
of its products globally. This policy not only impacts annual revenue, but also
affects the company's net profit. In the previous year, IKEA recorded a net profit
of 1.5 billion euros, reflecting a stable financial condition. As a result of the price
adjustment, net profit dropped dramatically to 800 million euros as of August 31,
2024 (Reuters, 2024). Despite the decline in revenue, IKEA recorded an increase
in the number of customers in its physical stores of more than 4.5%. addition,
visits to IKEA's official website (ikea.com) also jumped by more than 21%
compared to the previous period (Statista, 2024)

The increase in visits to IKEA retail stores and websites reflects the high
consumer interest in its products, as well as signaling the effectiveness of
marketing strategies. This is an opportunity for IKEA to introduce
environmentally friendly products and encourage interest in purchasing green
products. According to Sandi et al., (2021), green purchase intention refers to the
desire of consumers to buy environmentally friendly products based on
ecological considerations and environmental impacts. Indriani et al., (2019) state
that green purchase intention is influenced by environmental knowledge,
environmental concerns, and environmental attitudes. Environmental
knowledge is defined as an individual's understanding of environmental issues
and the impact of environmental activities on environmental education (Emekci,
2019). Andriana & Arifin (2024) also stated that environmental knowledge
includes general knowledge of environmental facts and concepts. According to
Jaiswal & Kant (2018), environmental knowledge refers to an understanding of
the environment and its sustainability, including aspects such as air quality,
water, and soil pollution. In addition, this knowledge includes energy use and
efficiency, waste management, and its impact on society and the environment as
a whole. Forming factors include concern for the environment, awareness of
ecological issues, and involvement in environmental activities (Kaur et al., 2022).

Environmental concern also plays an important role in predicting green
product purchase intentions (Alamsyah & Artanti, 2023). Liere & Dunlap (1980)
define it as an attitude that considers environmental problems a serious issue and
supports conservation efforts. Lou & Li (2021) add that this concern is driven by
an awareness of the impact on global health and well-being. Consumers who
have a high level of concern tend to choose products with minimal
environmental impact (Roseira et al., 2022). In line with this, IKEA implements a
sustainability strategy by presenting green products. Where the green product
created by IKEA is a product that is produced using environmentally friendly
materials and renewable energy and recycled materials as a form of concern for
the environment. Yuliana & Pantawis (2022) define that green products or
environmentally friendly products are products that are safe for humans and the
environment without consuming excessive resources, green products are
designed and produced to reduce the impact of environmental pollution, by
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paying attention to aspects, both production, distribution and consumption.
Consuming green products can help reduce the negative environmental and
social impacts caused by the production and consumption process.

Consumers now increasingly understand that the habit of their
consumption has long-term consequences on various aspects of life (Vilaningrum,
2024). By selling environmentally friendly oriented products IKEA shows its
commitment as a company that cares about the environment, where people who
have knowledge related to environmental sustainability will tend to have a high
interest in friendly products. Consumers who care about the environment tend
to choose products that have environmentally friendly elements (Umam &
Widodo, 2022). This habit is reflected in consumers' knowledge about the
environment, where environmental knowledge reflects their understanding,
information, and awareness of environmental issues. When companies like IKEA
offer green products, they not only sell more sustainable products, but also
increase environmental knowledge and environmental concern among their
consumers.

LITERATURE REVIEW
Marketing Theory
Kotler and Armstrong (2019) define marketing as a social and managerial

process that enables individuals or groups to obtain their needs and wants
through the creation and exchange of products or services of value. According to
Tjiptono & Diana (2020), marketing involves the process of distribution,
promotion, and pricing of goods, services, or ideas to create mutually beneficial
relationships with customers and maintain positive relationships with
stakeholders in a dynamic environment. Thus, marketing can be understood as
a managerial process that allows individuals or organizations to meet their needs
by offering and exchanging products of value to other parties. Kotler and Keller
(2016) added that marketing focuses on recognizing and meeting people's needs,
which basically aims to provide benefits or profits. In addition, marketing
management plays a role in selecting target markets, retaining and increasing the
number of customers through the creation, communication, and delivery of
superior value.
Environmental Concern

Environmental Concern reflects a person's emotional level and
commitment to environmental issues. This concept includes perceptions,
attitudes, values, and individual emotional involvement in environmental issues
(Rehman & Dost, 2013). Environmental concern emphasizes the ethical
responsibility of humans in maintaining ecological balance and wise use of
natural resources (Poornananda, 2022). Moser (2016) states that environmental
concern reflects a person's attention and support for nature conservation.
Environmental concern plays a role in predicting green product purchasing
behavior, where individuals who care about the environment are more likely to
choose sustainable products (McCarty & Shrum, 2001).
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Farooq et al., (2021) revealed that government policies in supporting
environmentally oriented companies, such as subsidies for sustainable
production, can encourage industrial investment while preserving the
environment. Meanwhile, research by Hartmann and Apaolaza-Ibafiez, (2012)
shows that environmental concern has a direct and indirect impact on attitudes
and purchase intentions for green products. Dimensions or factors that influence
environmental concern according to Gkargkavouzi et al., (2018) can be measured
through several values, including egoistic values, actruistic values and biosphere
values.

Green Product

Green products are products that are safe for humans and the environment,
do not consume excessive resources in the production process, produce minimal
amounts of waste, and reduce negative impacts on nature (Lathifah &
Widyastuti, 2018). According to Khoiruman & Purba (2020) green products are
products that are safe for humans and the environment, produce minimal
amounts of waste, and do not involve animal testing. Meanwhile, according to
Islam (2018), green products are innovative products designed to reduce
production waste, have higher quality by meeting modern environmental
standards, are free from contamination so they are more durable, and are made
from natural ingredients and packaged simply.

According to Hendra et al, (2023), green products have three main
dimensions, namely:

1. Ingredients Composition
Products are made from materials that do not harm the environment,
maintain their quality, and are free from harmful chemical contamination.
2. Packaging
The packaging design includes specific information on eco-friendly
elements and demonstrates a commitment to sustainability.
3. Consumer Perseption
Consumers believe that these eco-friendly products are safe for their
health and do not have a negative impact on the environment.
Environmental Knowledge

Environmental Knowledge is comprehensive and accurate information on
environmental issues that can increase public awareness, this includes an
understanding of environmental problems and how solutions can be applied by
the community so as to produce effective strategies in overcoming environmental
challenges (Ali, 2021). Jaiswal & Kant (2018) revealed that environmental
knowledge includes an understanding of ecosystem sustainability, including
aspects such as air and water quality, and waste management. Meanwhile
Fahlepi and Widodo (2022) explain that the broader the knowledge of consumers
regarding environmental issues, the higher their awareness in choosing and
buying environmentally friendly products.
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The indicators of environmental knowledge according to Joshi & Rahman
(2015) in Ali (2021) are as follows:
1. Eco-friendly products offer superior quality compared to conventional

products with the same characteristics.
2. Have a broader understanding of the waste recycling process than most
people.
3. Able to identify products with lower pollution levels.
4. Know the various eco-friendly symbols on product packaging.
5. Have a deeper insight into environmental and social issues.
Green Purchase Intention

Green purchase intention refers to the desire or tendency of consumers to
buy environmentally friendly products (Belycia & Soelasih, 2024). Zhuang et al.,,
(2021) define green purchase intention as a situation that encourages and directs
consumers to actually make purchases of available products and services.
Meanwhile Annisa & Jadmiko (2023) definited green purchase intention is the
desire to buy environmentally friendly products or sustainable products. Along
with increasing public awareness of environmental issues, there are changes in
lifestyle and personal values that increasingly support the consumption of green
products. According to Kotler, as cited in Parinussa et al., (2024), indicators of
green purchase intention can be identified through the following aspects:

1. Transactional interest, describes the tendency of individuals to make
purchases a product.

2. Reference interest, shows a person's tendency to recommend the product
to others.

3. Preferential interest, refers to the behavior of individuals who have a
primary interest in a product, where this preference will only change if
something happens that affects their preferred product.

4. Exploratory interest

5. Reflects a person's habit of actively seeking more information about the
product.

Environmental Concern and Green Purchase Intention

Environmental Concern relates to the extent to which individuals are aware
of environmental issues and their drive to find solutions to these problems.
Consumers with a high level of environmental awareness tend to participate
more in buying environmentally friendly products (Ikhsan et al., 2023).
According to Hutchins & Greenhalgh, (1997), concern for the environment is
often considered a major factor influencing consumer purchasing decisions.
Research conducted by Vania & Ruslim (2023) states that there is a positive
influence between environmental corncern or environmental concern on green
purchase intention.

H1: Environmental concern has a positive effect on green purchase intention
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Green Product and Green Purchase Intention

Consumers with a high level of environmental awareness will tend to be
more interested in buying environmentally friendly products, because they are
more aware of the environmental impact of every purchase decision they make.
Research conducted by Faruk & Fikri (2024) revealed that environmentally
friendly products or green products have a positive and significant influence on
green purchase intention, which means that the higher consumers' awareness of
the environmental benefits of a product, the more likely they are to buy it.
addition, research conducted by Kaur et al., (2022) also shows significant
influence between green products and green purchase intention, which indicates
that sustainability and environmentally friendly factors in a product can be one
of the main considerations for consumers in making purchasing decisions,
especially for those who have high environmental awareness.
H2: Green Product has a positive effect on green purchase intention
Envrionmental Concern, Environmental Knowledge and Green Purchase
Intention

Research conducted by Diash & Syarifah (2021) found that environmental
concern and environmental knowledge have a significant influence on green
purchase intention, especially for the millennial generation, who tend to be more
aware of environmental issues and consider more sustainability factors in their
purchasing decisions. This finding indicates that the higher a person's level of
concern for the environment and the broader their knowledge of environmental
issues, the more likely they are to choose environmentally friendly products.
Meanwhile, research conducted by Qomariah & Prabawani (2020) showed
different results, where no significant relationship was found between
environmental concern and environmental knowledge on purchase intention, which
indicates that there are other factors that may be more dominant in influencing
consumer purchase intention.
H3: Environmental Concern has a positive effect on green purchase intention
strengthened by environmental knowledge.
Green Product, Environmental Knowledge and Green Purchase Intention

This suggests that the higher a person's awareness and understanding of
the environmental benefits and impacts of a product, the more likely they are to
trust the sustainability claims made by the manufacturer, thereby increasing their
tendency to buy green products. This shows that the higher a person's awareness
and understanding of the environmental benefits and impacts of a product, the
more likely they are to believe the sustainability claims submitted by the
manufacturer, thus increasing their tendency to buy green products. However,
the results of research conducted by Fadhilah (2025) show different findings,
where the presence of environmental knowledge actually weakens the
relationship between green products and green purchase intention. This
indicates that even though consumers have a high level of environmental
knowledge, they may become more critical of a product's sustainability claims,
especially if they find discrepancies between the information conveyed by the
manufacturer and the actual facts. Thus, this study provides a new perspective
that environmental knowledge does not always strengthen green purchase intention,
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but can lead to skepticism that has the potential to hinder green product purchase
decisions.

H4: Green Product has a positive effect on green purchase intention strengthened
by environmental Knowledge.

ENVIRONMENTAL
CONCERN

GREEN PURCHASE
INTENTION

[ GREEN PRODUCT

Figure 3. Conceptual Framework

METHODOLOGY

This research is a quantitative study that aims to analyze the relationship
between the independent variable and the dependent variable directly, with
moderating variables that serve to strengthen or weaken the influence of each
variable. In this study, the independent variables used include environmental
concern as X1 and green marketing (green product) as X2, while the dependent
variable used is Green Purchase Intention (Y) by including the moderating variable
environmental knowledge (Z) as a control of purchasing behavior. This research
method uses a questionnaire as a means of collecting data from respondents,
focusing on measuring environmental concern and green products on green purchase
intention which is moderated by environmental knowledge in IKEA Indonesia
consumers. The research was conducted at several IKEA stores in Indonesia,
namely Alam Sutera, Sentul, Bali, Jakarta Garden City, Kota Baru Parahyangan,
Taman Anggrek Mall, and Surabaya.

The research sample was selected using the Non-probability Sampling
method, because the total research population was not known with certainty.
Respondent participation is expected to provide the necessary insight to test the
hypothesis that has been proposed. Data analysis will be carried out using SEM
PLS software. The measurement scale used in this study is a Likert scale of 1-5,
with categories: 1 = strongly disagree, 2 = disagree, 3 = moderately, 4 = agree,
and 5 = strongly agree. After the data is collected, the calculation results will be
interpreted using descriptive analysis techniques to provide an understanding of
the numbers in the study. Based on the theoretical framework used, data analysis
in this study applies a quantitative approach using the Structural Equation
Modeling (SEM) model through the AMOS 4 program. SEM is a series of statistical
techniques that allow testing complex relationships between variables
simultaneously.
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RESULT

Highlighting existing environmental issues regarding global warming,
climate change, and various kinds of natural disasters caused by human
pollution. Is a polemic issue that must be addressed immediately. Efforts to
increase public awareness of environmental concerns continue to be voiced. Not
just news, the government and companies that implement sustainability
strategies such as IKEA work together to build a sustainable living environment
and socialize the various impacts of environmental pollution to the local
community. Government and company initiatives in pro-environmental
activities invite people to use various products that promote environmental
friendliness by increasing their interest in the use of environmentally friendly
products. Interest in purchasing environmentally friendly products (green
purchase intention) is basically present because of concern for the surrounding
environment (environmental concern). the findings of research conducted by
Vannia et al., (2022) show that environmental concern has a significant positive
effect on green purchase intention. Where, consumers who care about the
environment tend to have greater intentions towards environmentally friendly
products. In line with this, one of the green marketing elements is product, price
also significantly affects a person's green product purchase intention (Pramisti et
al., 2022).

Indriani et al., (2019) state that environmental knowledge is also related to
green product purchases (green purchase intention), someone with high
environmental knowledge will basically be more responsive to green marketing
strategies thereby increasing green product purchase intentions. Thus, based on
existing problems, these variables or factors can be a stimulus to a person's
purchasing interest by taking into account the sustainability aspects therein. This
makes it possible to analyze IKEA Indonesia consumers, where IKEA Indonesia
sells a variety of sustainable products in its operations. In line with the issue of
natural disasters and environmental pollution in Indonesia which is increasingly
showing its complexity, the use of environmentally friendly products needs to be
declared for future sustainability.

DISCUSSION

The findings of this study reinforce the importance of environmental
concern as a key driver of green purchase intention, consistent with the research
of Vannia et al. (2022), who found that individuals with high concern for
environmental issues are more likely to intend to purchase eco-friendly products.
This suggests that when consumers are emotionally and cognitively engaged
with environmental issues, such as climate change, pollution, and natural
disasters they are more inclined to align their consumption behavior with
sustainable values. Moreover, the study supports the green marketing
framework in which product and price elements significantly influence green
purchase intention, in line with the findings of Pramisti et al. (2022). This
indicates that beyond environmental concern, practical elements such as
affordability and perceived value of green products play a role in consumer
decision-making. The moderating role of environmental knowledge is also
confirmed in this study, aligning with the conclusions of Indriani et al. (2019).
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Consumers with higher levels of environmental knowledge tend to be more
receptive to green marketing initiatives and show stronger intentions to buy
environmentally friendly products. This reinforces the importance of educating
consumers about the environmental impact of their consumption choices.

In the context of IKEA Indonesia, these findings are particularly relevant.
As a company that integrates sustainability into its core business operations,
IKEA benefits from targeting environmentally aware consumers and enhancing
public knowledge about green products. Government and corporate initiatives
aimed at raising environmental awareness can amplify these effects by fostering
a cultural shift towards sustainable living. Overall, the study underlines that
environmental concern, product perception, and consumer knowledge are
significant factors that influence green purchasing behavior. By leveraging these
variables, companies like IKEA can more effectively promote their sustainable
products and contribute to long-term environmental preservation.

CONCLUSIONS AND RECOMMENDATIONS

This study aims to highlight and analyze the relationship between
variables environmental concern and green product on green purchase intention
with environmental knowledge as a moderating variable or as a control that
strengthens or weakens a relationship. Based on the various theoretical studies
that have been presented and the findings of previous research, it can be
concluded that environmental concern has a positive influence on green
purchase intention, indicating that consumers who have high environmental
awareness tend to consider sustainability more in their purchasing decisions. On
the other hand, IKEA's strategy in selling green products has an important role
in shaping consumer purchasing intentions. In this case, IKEA Indonesia, which
is the largest furniture company and sells sustainable green products, has the
potential to reach consumer segments that have a high level of concern for the
environment, considering that Indonesia is a tropical country affected by global
warming, IKEA can take part in voicing information about environmental
concerns that can trigger buying interest. The information in question relates to
the spread of knowledge about the environment (environmental knowledge).
Where environmental knowledge plays a role in moderating purchasing
behavior which allows it to strengthen the purchasing behavior of the two
independent variables (environmental concern & green product).

733



Mulyanie, Widodo, Rubiyanti

REFERENCES
Alamsyah, A. & Artanti, Y. (2023). Pengaruh environmental concern dan

perceived environmental knowledge terhadap niat beli hijau melalui
environmental attitude sebagai variabel mediasi. Jurnal Ilmu Manajemen,
11(4), 858-870. https:/ /journal.unesa.ac.id/index.php/jim%0APengaruh

Ali, M. (2021). A social practice theory perspective on green marketing initiatives
and green purchase behavior. Cross Cultural and Strategic Management, 28(4),
815-838. https:/ /doi.org/10.1108 / CCSM-12-2020-0241

Andriana, N. L., & Arifin, S. (2024). Pengaruh Green Culture , Green Loyalty dan
Green Environment terhadap Green Consumer Behavior di Café Palmere
Jepara. Jurnal Manajemen Dan Sains, 9(2).
https:/ /doi.org/10.33087/jmas.v9i2.2059

Annisa, S. M., & Jadmiko, P. (2023). Analisis Faktor-Faktor yang Mempengaruhi
Green Purchase Intention. Istithmar : Jurnal Studi Ekonomi Syaria, 7(1), 1-10.
https:/ /doi.org/http:/ /doi.org/10.30762/istithmar.v6i1.33

Belycia, C., & Soelasih, Y. (2024). Faktor pembentuk green purchase intention
pada pakaian ramah lingkungan Antecedent factors of green purchase
intention on environmentally friendly clothing. Jurnal Manajemen Maranatha,
24(1), 15-30. https:/ /journal. maranatha.edu/index.php/jmm %0AFaktor

Diash, A. F., & Syarifah, D. (2021). Pengaruh Environmental Knowledge dan
Environmental Concern terhadap Green Purchase Intention pada Generasi
Milenial. Buletin Riset Psikologi Dan Kesehatan Mental (BRPKM), 1(1), 551-559.
https:/ /doi.org/10.20473 / brpkm.v1il.26747

Emekci, S. (2019). Green consumption behaviours of consumers within the scope
of TPB. Journal of Consumer  Marketing, 36(3), 410-417.
https:/ /doi.org/10.1108 /JCM-05-2018-2694

Fadhilah, C. (2025). The Effect of Green Marketing on Green Purchase Intention
of The body Shop Products Moderated By Environmental Attitude and
Environmental Knowledge. Syntax Literate: Jurnal Ilmiah Indonesia, 10(2), 1-
23.

Fahlepi, M. R., & Widodo, T. (2022). Pengaruh Green Marketing Terhadap Green
Buying Behavior Pada Produk Innisfree Dengan Environmental Knowledge
Dan Green Consumption Sebagai Variabel .... EProceedings ..., 9(5), 2874~
2882.

Farooq, U., Ahmed, J., Tabash, M. L., Anagreh, S., & Subhani, B. H. (2021). Nexus
between government green environmental concerns and corporate real
investment: Empirical evidence from selected Asian economies. Journal of
Cleaner Production, 314(March), 128089.
https:/ /doi.org/10.1016/j.jclepro.2021.128089

734



International Journal of Scientific Multidisciplinary Research (IJSMR)
Vol.3, No.5, 2025: 723-738

Faruk, M., & Fikri, M. W. 1. (2024). PENGARUH GREEN PRODUCT TERHADAP
GREEN PURCHASE INTENTION ( Studi pada Produk Sirup Markisa di
Kabupaten Ciamis ) Fakultas Ekonomi Universitas Galuh Fakultas Pertanian
Universitas Galuh Jurnal Ilmiah Mahasiswa AGROINFO GALUH Saat ini,
kesadaran mengenai i. Jurnal Bisnis, Manajemen, Dan Keuangan, 1243-1249.

Faturohman Faturohman, Lucki Hidayanto, & Muhamad Fahruroji. (2024).
Analisis Dampak Perubahan Iklim Terhadap Hak Pada Manusia. Terang :
Jurnal ~ Kajian  Ilmu  Sosial,  Politik Dan  Hukum, 1(3), 01-08.
https:/ /doi.org/10.62383 / terang.v1i3.346

Feronika, E. S, Silva, K. R., Raharjo, S. T., Csr, P. S, Sosial, K., & Masyarakat, P.
(2020). Tanggung jawab sosi al perusahaan bi dang li ngkungan. Prosiding
Penelitian & Pengambdian Kepada Masyarakat, 1(1), 1-11.

Gkargkavouzi, A., Halkos, G., & Matsiori, S. (2018). A multi-dimensional
measure of environmental behavior: Exploring the predictive power of
connectedness to nature , ecological worldview and environmental concern
Exploring the predictive power of connectedness to nature ,. Munich Personal
RePEc Archive, 84631.

GoodStats. (2024). Zero Waste Movement Jadi Lifestyle Favorit Gen Z. Goodstats.Id.
https:/ /data.goodstats.id / statistic/ zero-waste-movement-jadi-lifestyle-
favorit-gen-z-uaLRs

Hartmann, P., & Apaolaza-Ibanez, V. (2012). Consumer attitude and purchase
intention toward green energy brands: The roles of psychological benefits
and environmental concern. Journal of Business Research, 65(9), 1254-1263.
https:/ /doi.org/10.1016/j.jbusres.2011.11.001

Hartono, N., & Umam, K. (2024). Pengarh Strategi Pemasaran Hijau Terhadap
Konsumen Muslim dengan Metode Structural Equetion Modeling.
Syirkatuna, 12(1), 1-13.

Hendra, Yanti, R., Nuvriasari, A., Harto, B., Puspitasari, A., Setiaean, Z., Susanto,
D., Harsoyo, T., & Syarif, R. (2023). Green Marketing For Business (Issue June).

Hutchins, R. K., & Greenhalgh, L. A. (1997). Organic confusion: Sustaining
competitive advantage. British  Food  Journal, 99(9), 336-338.
https:/ /doi.org/10.1108/00070709710193998

Ikhsan, M., Salim, M., & Hayu, R. S. (2023). Niat Membeli Green Product Pada
Generasi Millenial Di Indonesia. Creative Research Management Journal, 6(2),
139-156. https:/ /doi.org/10.32663 /hvgdcd94

Indriani, I. A. D., Rahayu, M., & Hadiwidjojo, D. (2019). The Influence of
Environmental Knowledge on Green Purchase Intention the Role of Attitude
as Mediating Variable. International Journal of Multicultural and Multireligious
Understanding, 6(2), 627. https:/ /doi.org/10.18415/ijmmu.v6i2.706

735



Mulyanie, Widodo, Rubiyanti

Islam, D. (2018). Tinjauan Penerapan Konsep Green Marketing dalam Pelestarian
Lingkungan. Jurnal Pamator, 11(1), 10-18.
http:/ /journal.trunojoyo.ac.id / pamator

Jaiswal, D., & Kant, R. (2018). Green purchasing behaviour: A conceptual
framework and empirical investigation of Indian consumers. Journal of
Retailing and Consumer Services, 41(January), 60-69.
https:/ /doi.org/10.1016/j.jretconser.2017.11.008

Katadata. (2021). Survei: Mayoritas Anak Muda Indonesia Peduli Isu Lingkungan
Hidup. Katadata Media Network.
https:/ /databoks.katadata.co.id /demografi/ statistik /8fdea381e11742d /su
rvei-mayoritas-anak-muda-indonesia-peduli-isu-lingkungan-hidup

Katadata. (2023). Ini Isu Lingkungan yang Paling Meresahkan Anak Muda Indonesia.
Katadata Media Network.
https:/ /databoks.katadata.co.id/ demografi/ statistik / 0d5c7abc90824c3 / ini
-isu-lingkungan-yang-paling-meresahkan-anak-muda-indonesia

Kaur, B., Gangwar, V. P, & Dash, G. (2022). Green Marketing Strategies,
Environmental Attitude, and Green Buying Intention: A Multi-Group
Analysis in an Emerging Economy Context. Sustainability (Switzerland),
14(10). https:/ /doi.org/10.3390/su14106107

Khoiruman, M., & Purba, S. D. A. (2020). Pengaruh Green Product, Green Price,
dan Green Advertising Terhadap Keputusan Pembelian Produk Essential
Oail Di Rumah Atsiri Indonesia. Journal Of Business And Management, 7(1),
46-54. https:/ /e-journal.stie-aub.ac.id /index.php/kelola/article/view /645

Kompas. (2021). Peduli Lingkungan, IKEA Buktikan Kontribusi Lewat.
Kompas.Com.
https:/ /www kompas.com/homey/read/2021/04/24 /143000876 / peduli-
lingkungan-ikea-buktikan-kontribusi-lewat-produk-dan-pelayanan

Kompas. (2025). Makin Panas, Suhu Februari 2025 Naik 1,59 Derajat Celsius.
Kompas.Com.
https:/ /lestari.kompas.com/read/2025/03 /07 /190000086 / makin-panas-
suhu-februari-2025-naik-1-59-derajat-celsius

Kotler, P., & Armstrong, G. (2019). Prinsip-Prinsip Pemasaran (12 Jilid.1). Erlangga.

Kotler, P., & Keller, K. lane. (2016). Manajemen Pemasaran (15th ed.). Pearson
Education.

Lathifah, A. R., & Widyastuti, D. (2018). PENGARUH GREEN PRODUCT
TERHADAP MINAT PEMBELIAN ULANG (Studi pada Produk Lampu
LED Merek PHILIPS). Journal of Entrepreunership, Management, and Industry
(JEMI), 1(01), 16-28.

736



International Journal of Scientific Multidisciplinary Research (IJSMR)
Vol.3, No.5, 2025: 723-738

Liere, K. D. V., & Dunlap, R. E. (1980). The social bases of environmental concern:
A review of hypotheses, explanations and empirical evidence. Public Opinion
Quarterly, 44(2), 181-197. https:/ /doi.org/10.1086 /268583

Lou, X, & Li, L. M. W. (2021). The relationship between identity and
environmental concern: A meta-analysis. Journal of Environmental Psychology,
76(July), 101653. https:/ /doi.org/10.1016/j.jenvp.2021.101653

McCarty, J. A., & Shrum, L. J. (2001). The influence of individualism, collectivism,
and locus of control on environmental beliefs and behavior. Journal of Public
Policy and Marketing, 20(1), 93-104.
https:/ /doi.org/10.1509/jppm.20.1.93.17291

Moser, A. K. (2016). Consumers’ purchasing decisions regarding
environmentally friendly products: An empirical analysis of German
consumers. Journal of Retailing and Consumer Services, 31, 389-397.
https:/ /doi.org/10.1016/j.jretconser.2016.05.006

Pangestu, R. C. K., & Ayuningsasi, A. A. K. (2024). Pengaruh Konsumsi Energi
Sektor Industri, Rumah Tangga, dan Transportasi terhadap Emisi Karbon di
Indonesia. Inisiatif: Jurnal Ekonomi, Akuntansi Dan Manajemen, 3(4), 297-311.

Parinussa, R., Salhuteru, A. C., & Pattipeilohy, V. R. (2024). Pengaruh Harga
Terhadap Minat Beli Minyak Goreng Camar Pada Minimarket Indomaret
Cabang Diponegoro Kota Ambon. Jurnal Administrasi Terapan, 3(1), 27-35.

Poornananda, D. S. (2022). Environmental Journalism. SAGE Publications India Pvt
Ltd.

Pramisti, Z. A., Kristiyana, N., & Widhianingrum, W. (2022). Pengaruh Green
Marketing Mix Terhadap Purchase Intention Pada Konsumen Kfc Lawu
Plaza Madiun. Jurnal Ilmiah Bidang Sosial, Ekonomi, Budaya, Teknologi, Dan
Pendidikan, 1(9), 1807-1814. https:/ /doi.org/10.54443 / sibatik.v1i9.238

Qomariah, A., & Prabawani, B. (2020). The Effects of Environmental Knowledge,
Environmental Concern, and Green Brand Image on Green Purchase
Intention with Perceived Product Price and Quality as the Moderating
Variable. IOP Conference Series: Earth and Environmental Science, 448(1).
https:/ /doi.org/10.1088/1755-1315/448/1/012115

Rehman, Z. U., & Dost, M. K. (2013). Conceptualizing green purchase intention
in Emerging markets: An empirical analysis on Pakistan. The 2013 WEI
International Academic Conference Proceedings, 99-120.
http:/ /www.westeastinstitute.com/wp-content/uploads/2013/07/ Zia-ur-
Rehman.pdf

Reuters. (2024). Biggest IKEA retailer takes profit hit as price cuts dent sales.
Reuters.Com. https:/ /www.reuters.com/business/retail-
consumer/biggest-ikea-retailer-takes-profit-hit-price-cuts-dent-sales-2024-
11-27/

737



Mulyanie, Widodo, Rubiyanti

Roseira, C., Teixeira, S., Barbosa, B., & Macedo, R. (2022). How Collectivism
Affects Organic Food Purchase Intention and Behavior: A Study with
Norwegian and Portuguese Young Consumers. Sustainability (Switzerland),
14(12). https:/ /doi.org/10.3390/su14127361

Sandi, A., Sabarno, H., Aulia, N. T., & ... (2021). Toward Green Purchase Intention
in Eco-Friendly Product: The Role of Green Advertising Effectiveness, Green
Perceived Value and Green Trust. Review of ....

Statista. (2024). Number of visits to IKEA.com worldwide from 2010 to 2024.
Statista.Com. https:/ /www statista.com/statistics /241832 /number-of-
visits-to-ikeacom-worldwide/

Tjiptono, F., & Diana, A. (2020). Pemasaran. Andi Offset.

Umam, G. C,, & Widodo, A. (2022). How Green Marketing and Product Quality
Influence Buying Interest Using Green Brand Image. Jurnal Manajemen
Bisnis, 9(1), 01-11. https:/ /doi.org/10.33096 /jmb.v9i1.995

Vania, C., & Ruslim, T. S. (2023). The Effect of Environmental Concern, Attitude,
Green Brand Knowledge, Green Perceived Value on Green Purchase
Behavior with Green Purchase Intention As A Mediating Variable on Green
Beauty Products. Jurnal Ilmiah Manajemen Dan Bisnis, 9(3), 325.
https:/ /doi.org/10.22441/jimb.v9i3.18126

Vannia, D., Muhammad Sadat, A., & Pratama Sari, D. A. (2022). Pengaruh Green
marketing, Environmental concern, dan Attitude toward behavior terhadap
Purchase intention: Studi Pada Laki-kaki Pengguna Skincare Lokal di DKI
Jakarta. Jurnal Bisnis, Manajemen, Dan Keuangan, 3(3), 852-863.
https:/ /doi.org/10.21009/jbmk.0303.18

Vilaningrum, M. A. D. (2024). Niat Beli Produk Hijau Dan Faktor-Faktor Yang
Mempengaruhinya Di Indonesia. Modus, 36(1), 94-113.

Yuliana, R., & Pantawis, S. (2022). Analisis Green Produk, Green Marketing dan
Green Knowledge di Kota Semarang. Edunomika, 06(01), 465-474.

Zhuang, W., Luo, X., & Riaz, M. U. (2021). On the Factors Influencing Green
Purchase Intention: A Meta-Analysis Approach. Frontiers in Psychology,
12(April), 1-15. https:/ /doi.org/10.3389/tpsyg.2021.644020

738



