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This study extends the theory of planned behavior (TPB) framework by introducing three
further variables (i.e., learning experience, contextual factors, and green marketing) to
explain how behavioral intention and actual behavior are induced by situational factors
as well as green advertising from the company. Then, this study has four objectives. First,
this study will assess the direct effect of personal factors (i.e., demographic factors) and
contextual factors on learning experience and the direct effect of personal factors (i.e.,
demographic factors) on subjective norms. Second, this study will assess the direct
effect of learning experience on social cognitive factors for a specific green product.
Third, this study will assess the direct effect of social cognitive factors on intention
purchasing behavior. Finally, this study will assess the role of green marketing as a
moderating variable for the relationship between intention and purchasing behavior.
Data used in this study were primary data, which were collected through closed
questionnaires with a five-point Likert scale. This study succeeded in obtaining 602
valid data from the results of filling out questionnaires by participants. This study uses
the partial least square (PLS) method with SmartPLS 3.0 for data processing. The result
of data processing indicated that outcome expectation, self-efficacy, and subjective
norms had significant positive effects on purchase intention for green personal care
products. This study also found that the learning experience influenced both outcome
expectation and self-efficacy. Although weak, the learning experience was influenced
by demographic factors and contextual factors. The demographic factors that affect
learning experience were gender and level of education. The contextual factor has a
more substantial influence on learning experience in developing consumption-related
attitudes to green personal care products than the demographic factor. Finally, this study
also found the direct effect of intention on actual purchase behavior and the positive role
of green marketing as the moderating variable.

Keywords: learning experiences, cognitive factors, green personal care product, purchase intention, purchase
behavior
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INTRODUCTION

Marketers havelbeen talking aboutigreendonsumptioniince theX
1960s (Rahman et al.2017). In the recent decade, thekonceptX
andhpplicationtdfigreenlonsumptionthsivelFsknvironmentalX
responsibilityXbehaviorhaveXbecomeXanXessentialXissueXinXtheX
literaturebbfMnarketing (Leonidoulethl., 2013; Pelozalethl. x013;X
Hawskethal. ,X0014) ashelenvironmentalXonsciousnesskindXheX
attitude offtustomersMoward thelnvironment¥ndicate abpositivel
trend¥see thelresult®bf thefpreviouskstudy®romXCEAP (2007),K
Eurobarometer (2011),KandXNielsen (2014)] BHowever,flthoughX
thelenvironmentalXconsciousness¥andXattitudeMofllcustomersX
towardXtheKenvironmentXindicateMaXpositiveRtrend,KempiricalX
evidencefindicates thatMttitudenfrequentlyMranslates into actualX
purchaselbehavior XItmeansKthereMisKaXdiscrepancylorX“gap”®
betweenXconsumersXarticulatedXfavorableXattitudesKandXactualX
purchasing®practicesXe.g. XV ermeirlhndiXVerbeke,X2008; ZabkarX
and®osta, 2012; Gleimi@til., 2013).X
ThelevidencelforKtheXinconsistencyXhasXbeenXrecordedXiniX
differentXcountries (NguyenXetXal. }2019),Kmaking the scholars¥
frequentlyitalled®oriurtheriesearch®oilose®helnconsistency.X
If¥veRcanKietermineltheMhntecedent®variableshrough®igorousX
study,XvaluableXstepskand¥strategies¥lcanXbeXtakenXtoXreduceX
thelinconsistencydandXencourageltonsumersitokpurchaseigreen
products. Then,Mnany®onceptual theories havefbeen developedX
to explain the reason forl§reen purchasing behavior, which startsX
withXtheMgreenXintentionXfirst,XsuchXasktheXtheoryXofXreasonedX
actionX(TRA) (AjzenKandXFishbein,X1980),KandKitsXextension,X
the theoryXofXplannedXbehavior (Ajzen,X1991)Xgeneral theoryX
ofimarketingXethics (HuntXand Vitell,X1986),XnormMactivationX
modelXandXvalue-belief-normXtheoryX(Stern,X1999),MconstrualX
levelXtheory (TropelandXLiberman,X2003),XandXsocialkpracticeX
approachXand¥sociallcognitive theory (Bandura,X2008; Shovel
andXWalker,X2010). XKAmongkhllktheseftheories,XheXmostMwidelyX
usedXwasKtheXTRAKandXitsXextension,XtheXTPB (CegliaKetial.,X
2015; Hansskethhl. )2016) M owever,Malthough®videlyKised XI'PBX
hasXsomeXlimitationsXthatXcauseMtheXresearchersXtolproposeX
variouskextended®ormskbfXI'PB.XForlexample XChenkandXHungK
(2016) extended TPB by including®nvironmental®onsciousness,X
sociallimpression,KandXenvironmentalXethicsXandXbeliefsXintoX
itsMframework MSreeniXetiXal. (2018)XextendedXI'PBEbyKincludingX
long-termMrientation,Xollectivism,Bnd¥nan-naturefbrientationX
factors¥ntoltsMramework.X
Previouskstudieskhavelised¥hndXextendedXI'PBXbyXincluding®
severalantecedentXvariablesNintoXthisKframeworkKtoKexploreX
thelpurchasingbehaviorlofXgreenXproducts XHowever,XthereX
arefbtillkmanyXimitations that should belsolved (Zhang et al.,X
2019).MOneofXthellimitationsXisXrelatedXtoXtheXhypothesisKofX
theXI'PBXramework. According®o thelramework,BpeopledvereX
hypothesizedfhsFakhomogeneousXndividualdvholzetibehavioralX
intention®ecisiontbrieventbehavioral¥purchasingXecisiondbnlyX
based¥onMthreeXvariables,Mnamely,Kattitude,Msubjectiveknorm,X
andXperceived®ehavioralXcontrol;XtheXfactorsKofXdifferencesXinX
individuals,Xculture XandX¥contextskareXexcludedXfromXtheXTPBX
framework (Zhang,X2018). TheseMlimitationsKencourageXmoreX
explorationXofXtheXimplementationXofXtheXT PBXframeworkXinX
exploring¥greenXpurchasing®behavior.XSo,XthisKpresent¥studyX

triedXtoNextendXtheXT PBXbyKincludingXsocialXcognitiveXtheoryX
(SCT),Bocialdearning®heoryX SLT) MindireendnarketingXnitsX
framework within theflimitation of TPB. ThelognitiveXiewlfoldsX
that®peoplebrelotthomogeneous,find thefbehaviorfbfpeopledsX
based onlnformation-seeking and is usually directed by a specificX
goal (Liubethal. )2018). Then, thelocialognitive theory®ocusesX
onkhowkbehaviorskhrefnfluencedykbbservingibtherskndxhowl
these observations shapelocial behaviors and®ognitive processesX
(Bandura,X1986).XBanduraX(1986)XproposedXthat¥theseXthreeX
interactingXvariables,Xnamely,MpersonalXfactors,XHenvironment,X
andXbehavior,XmightXexplainkhumanKactions.XFurthermore,XitX
isMsuggestedXinXsocial¥learningXtheoryXthatXindividualsKadoptX
generalXbehaviorsXandXattitudesXthroughXseeingKother®peopleX
orXbyXobservingXelectronicKorXprint¥media (MartinMandXBush,X
2000). Then, theroncept ofreenMnarketing®villnfluence theX
efficiency of theltognitive persuasionitrategies (Hartmann andX
Apaolaza,006), inBvhich many earlierf®tudy has¥lemonstratedX
thefbeneficialimpacttbfireendnarketing®niustomerkttitudesX
toward green purchasing (e.g.,XLang and Hyde, 2013; Kotler et al.,X
2014). Shortly, in thisktudy, the factorskbelonging to SCT, SLT,X
andNgreenMmarketing®XwereXused¥asKanXantecedentXvariableXtoX
measurelitsieffectMonXthelhctual¥purchasingXehavior¥ofXgreenX
products through purchaseMntention. Then, thelgreenM¥narketingX
factorXivaskusedXaskiXimoderatingivariableitoMincreaseipurchaseX
intention to actual purchasing behavior. Therelre,fhenceourX
objectives in thisBtudy in detail. ¥

1. ThisktudyRwill assess thelirect effect of personal factorsX
(i.e.,X demographicK factors)X¥andX contextualX factorsX onX
learning experience and theldlirect effect of personal factorsX
(i.e.Mlemographic factors) onubjectivefhorms.X

2. This studyMvill assess the direct effect of learning experiencelX
onlocialognitive factorsdor a¥pecificddgreenbproduct.X

3 MThiskstudyRwillkhssessithelirectieffectMbfbocialktognitivel
factorstbnMntentionbpurchasingbehavior.X

4 XThisKstudyXwillKassessXthelroleofgreenXmarketingXasiaX
moderating variableMor theffelationshipfetweenMntentionX
andMpurchasingbehavior.X

Thel productX thatl becomesX thel subjectX ofX thel studyK isX
greenMpersonalXcareMor¥greenXtoiletriesproduct.XPersonalXcarel
productsire aBource oftoncerndor thefnvironment®ince theirk
componentsihavelbeenXfoundXinXallXwaterKbodiesXworldwide.X
Moreover, there isdewerlgreen personal caredproductomparedX
with general personal care. So,8ince personal carelproducts haveX
alreadyMbecomeloneXofthelessentialneedsKofXtheXpeopleXandX
theybarefovering alvidelange of categories (suchMs hair careX
skincare, baby careMbral care, etc.) as¥vell asbbeinglproduced byX
different®¥nanufacturingompanies,®heltesultbbithiskstudylanX
beblised as theMnputMorMnanufacturersolonsider thelignificantX
cognitivelvariablelthatXcouldXdriveltheXcustomerXpurchasing®
behaviorMoflgreenXpersonalXcareMproductMinXtheirmarketingX
strategy MtNskhotlmpossiblel$incelburdpreviousitudyMndicatedX
that people have a high tendency for shifting tofnvironmentallyX
friendlybpersonal carebproducts (Susantyletil., 2021).K
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LITERATURE REVIEW

Theory of Planned Behavior
The theoryXofplannedXbehavior (TPB)Kis thelworkKofXAjzenk
(1991) XThreeKconstructs¥areXusedXtoXdetermineXtheXbehaviorX
oflalpersonXinXthisXtheory,Xnamely,KattitudeXtowardXbehavior,X
perceived behaviorallontrol, and subjectiveliorms. Many®tudiesX
havelised and extended the TPB, including thoseMvhich considerX
greenKcustomerXbehaviorMfromXaKpsychologicallperspectiveXtoX
understand®helinfluencelofhoselhreelonstructsfniproductX
purchaseMintentionsXsuchXasXresearchconductedXby®un-Shank
and Yi-Man,}0011; Paulbetthl. 2016; Yadavbhnd Pathak,®017; LiuX
ethl., 2018; Tingkthl., 2019; YarimoglulndXsunay, 2020).X
TheMirstonstruct in the TPB is thefattitudeMoward behavior.X¥
TheNattitudeMtoward¥albehaviorKisKdefinedXbyXAjzenX(1991)X
aseitherMalpositiveMorXnegativeMassessmentXofXthatlbehavior.X
Perceivedibehavioralontrol¥s thefecondionstructdn theXI'PB.X
Ajzen and Madden (1986) defined thisionstruct as the perceivedX
complexity of an action. The perception of behavioralltontrol is¥
determined byMrust inbpportunitiesind®esources. Lastly, there
isthel$ubjectivelhorm,MvhichKMsdhelhird®onstructofheX'PB.X
Ajzen (1991) and O’Neal (2007) defined it asiocietal pressure tol
take part in or refrainrombparticipating in abparticular activity.®

Social Cognitive Theory
Bandura is the first researcher wholntroduces theMocialognitiveX
theoryM(SCT) (Bandura,X1986,X2006).KCriticalXtoXSCTXareXtheX
conceptslofoutcomeXexpectations¥andXself-efficacy (Bandura,X
1986) HOutcomelexpectationXcanXbeldescribedXasXthelresultX
thatMalpersonXexpectsKtoXachieveXbyMperformingKaparticularX
action MIndividualsXwillKengageXinXtheseXbehaviorsKifXtheyXfeelX
thelconsequencesXwillkbeXbeneficial (Linkand Hsu,X2015). ThelX
conceptfbffbutcomelexpectationnfSCTMsMsynonymousKwithXaX
termMorknkttitudeowarddbehavior®in®heXI'PBRontext,KinceX
both interpreteddinbbutcome as alfesult offin actMather than theX
actlitself (Autiol@thal., 2010).K

Self-efficacyMsXlescribeddisibelief offhnXindividualldnbhis/herX
ability®RoompleteliMaskMvith specifickillsiather®hankhis/herX
abilityXtoKdoKso XItXisXbasedXnotMonKhis/herMabilityXbutlonX
his/herdbelief in whatlbne can doRBwvithihose abilities (Bandura,X
1986) KIndividualsXwithXhighMself-efficacyXwillKexpectXpositiveX
results,Bvhilelthoselvithowkelf-efficacylvillexpectFaveragelbri
evenlpoorfesults (Bandura,X1986). In the TPBRramework,Xelf-
efficacylnB CTHsBynonymousivith perceivedbehavioral®ontrol,X
althoughMomeXresearchersiseefhblightiifferencelbetweenibelf-
efficacyfand®perceivedibehaviorallontrol KPerceivedkbehavioralX
control}focuses¥moreXonXthelperceivedXabilityXtoXperformXaX
behavior,Xwhereaslself-efficacyXstrongly¥focuses¥morelonXtheX
perceived capability to bring about the desireddutcome (HanssX
andXBohm,}X2010) XKWithoutXignoringXthisKslightXdifference,KinX
theltrecent variants of TPBXFishbeinkand Cappella (2006)MhaveX
relabeled®perceived¥behavioraldcontrolXtoNself-efficacy.XThen,X
inMtermsXofXgreenXbuyingbehavior,XtheMself-efficacyXoflgreenX
customers canMeflect theirfnindset that they have thefpotentialtbrX
capabilityMoldentifydndMbuy¥nvironmentally¥riendlybproducts¥
(Preko, 2017) X

Outcome Expectation, Self-Efficacy, and
Subjective Norms on Green Purchase

Intention
Expected¥positivelnddhegativelphysicalkctivitybeffectskhreXisedX
inXtheXSCTXtoXconceptualizeXtheMoutcomeXexpectation XOtherX
outcomelexpectation¥hypotheses,MsuchBas¥subjectivelexpectedX
utility®heory¥andibehavioral®economicsXtheory,XclaimXthatikthel
choicelbfXindividualsXoXrespondXinkh¥specifickimannerXiskbasedX
onltheirlexpectedddutcomesbMotentialdbehavioraldhlternativesX
(Williams etkh].,X2005). Then, basedlbn theseltonditions,MeveralX
previousXstudieskhaveXshownKtheXroleKofloutcomeXexpectationX
asKanKindicatorMoflgreenXpurchaselintention,XsuchXasKLinXandX
Hsu,lM2015;XLiouketkal. ,X2019) KLinKand Hsu (2015)Xfound thatX
theMoutcomeXexpectationKofXanXindividualXisKlinkedXtoXhis/herX
green purchasing actions. In this scenario,}positivelbenefits¥e.g.,X
compensationlbr alfeeling offpride inkhelping thelnvironment)X
willKimproveltheXmotivationXandXabilityMofXanXindividualXtoX
engage inMgreenMconsumptionXLiou et al. (2019) showed thatX
theKhigherXthelX“outcomelexpectation¥ofair¥pollutionXcontrolX
andXprevention”MofanXindividualXis,XthelhigherXtheMextentX
ofXthel“willingnessXtoKparticipateXinKairXpollutionXcontrolXandX
prevention”XofanKindividualXwill¥be XBriefly,XsinceMoutcomelX
expectationXisXaXbeliefX ofl thel consequencesX resultingX fromX
behavior and a judgment before action, the firsthhypothesis in theX
context oftgreen personal care washproposed.X

H1: Outcome expectation is¥ositively affecting the purchaseX
intention¥ forlX greenX personalX carel productX outcomelX
expectationMofXbuyingXgreenXpersonalcareXproductirelatedX
toXtheXbeliefXofXtheXpositiveMconsequencesXresultingXfromXai
behavior offbuyinglgreen personal carebproduct.X

Self-efficacyXisKoneKofXthelcognitivelfactorsithatibelievedXtoX
have an essential role infprosocial ordproenvironmental behaviorsX
(Hanss®indXBohm,X2010; TagkalogloubindXKasser,X2018; OliveriX
etal., 2019), which further can lead to green purchasingfintention.X
IniXthisKcase Mhelpositivelrelationshipbetweenbbelf-efficacyXandX
greenMpurchasingXintentionXcanXbeMseenXinXpreviousXstudiesX
conducted bydbharmaland Dayal (2016), Hanlandiyun (2017).K
SharmalandX{DayalX(2016)Xdiscovered¥aXdirect¥andXindirectX
positivelelationshiptbetweenMbelf-efficacylandireen®urchasingX
intentionsKofXconsumers. XGreenXpurchasingXintentionXwillXbeX
highervhenbbeliefskbfonsumersdead®olheir®onsciouskctionX
tolninimize thebhegativelimpacttbn thelnvironmentHf theykhreX
efficaciousMHanlandXHyun (2017)Xalsoffound thatXself-efficacyX
haskhlbositivelndisignificantXmpact®onktheXproenvironmentalX
intentions offnuseumMisitors. So, based on the previous research,X
itis clear thatielf-efficacy can be used to predict green purchasing®
intention XAsKa}result,XthelsecondXhypothesiskinktheiontextXofX
greenbpersonal careMvasiproposed.X

H2:MBelf-efficacy is¥ositively affecting the purchaselntentionX
forbgreendpersonal carebproduct;Belf-etficacyMelatedobbelieveX
thatXhe/shelwillleadXtoRtheirconsciousXactionXto¥minimizeX
thehegativeKimpactMonkKthelenvironmentXiftheyXbuyXgreenX
personal carelproduct.X
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ThereX wasK noX agreementX aboutX howl subjectivel normsX
influenceMgreenXproduct¥purchasingXintention.XAlthoughXsomeX
previousiesearchersound thatubjectivelhorms have abhegativeX
effectMonKgreenXproductlpurchasingXintentionX(Lee,X2010), theX
majority¥ofrecent®btudieskhavelookedkhtihelpositiveleffecto
subjectivelhormstnbgreentproductdpurchasingfintention (MoonsK
andXDeXPelsmacker,X2012;8WukandXChen,X2014;XYazdanpanahX
andXForouzani,X2015;XSreenXetXal. X2018;XZhangKetXal.,X2019).X
Forexample,MalbstudyXonXelectrickarXusagelfoundXabsignificantX
relationship®betweenXsubjectiveMnormsKandXelectricKcarXusageX
(MoonsindMePelsmacker, 2012). Zhangktil. (2019)MiscoveredX
thelpositiveletfecttbfMbubjectivelhormstbnipurchasefintentiondor
energy-efficientthousehold®ppliancesfindipurchaselintentionorX
organicktlothing. Then, the thirdBhypothesis was developed basedX
on thelfesearch mentioned above.X

H3:XSubjectivenormsXarelpositivelyXatfectingXtheXpurchaseX
intentionMor algreenbpersonal carefproduct.X

Learning Experience, Outcome
Expectation, and Self-Efficacy

The presence of learning experience in thelproposed®onceptualX
model can beMraced back to the explanation of Bandura. WithinX
SLTMindividuals¥acquireMgeneraldbehaviorsandXattitudesXbyX
copyingltheXactionsKorKpreviousKexperiences¥ofXother¥peopleX
(MartinMandXBush,X2000) HIndividual¥consumersXalsoXacquirelX
consumption-related¥ttitudesEandibehaviorskskMesul ttbheirX
learning experiences. These experiences may occur in abhumberi
ofi$ituations¥vhenfustomersdrefexposeddobMrarietybbliverseX
influencesXandXadventures,KandXtheyXareKespeciallyXimportantX
inKshapingXthelcustomerXbehaviorXoflyoungXadults®andXteensX
(MartinKandXBush,X2000) HLearningXisKlargely®aXknowledge-

processingitechniquelinXSCT KinformationKregardingXbehaviorX
structure and®nvironmental events isMransformed intoMymbolicX
representations thatderve as actionMuides (Bandura,X986). As al
result, since behaviorl@onnected to outcome expectation (belief inX
good outcomes as a result of an action) andBelf-efficacy (capacityX
offaniindividualXtoKexecute)¥mayXbeMdevelopedXvialearning®
experiences, thisBtudyMproposed theMourth andMifth hypothesis.X

H4:M earninglxperiences¥nMleveloping®onsumption-relatedX
attitudesirebpositively affecting thelbutcome expectation.X

H5:H earninglxperiences¥inMevelopingonsumption-relatedX
attitudesMrebpositively affecting theldelf-efficacy.X

Contextual and Demographic Factors
Thelontextual factor®enotesFhn external®ondition that affectsX
the behavior oftustomers.MContextual factors,$uchfhs standardX
oftjuality, characteristics of thelproduct,Bvailability of recycling¥
facilities, thelnarketupplylbfinaterials,¥physicallinfrastructure,X
andXpolicyKincentives,XcanXinfluenceindividualXenvironmentalX
behavior,Mvhich in®urn®villinfluencedntention®oMpurchaselheX
greenMproduct (Santos,X2008;XepedaXandXDeal X2009). X epedak
andXDeal (2009)XdiscoveredXthat thecontextual factors¥couldX
belseenMhsihnXincentivelorlbuyingkbehavior MitloeskhotksolelyX
dependdnigenerallinotivation as theRrontextual factormpacts¥
individual®¥motivation¥too.XForKexample,KevenXifXaXpersonXisX
interestedXin¥purchasing®reen®products,XtheyXannotkpurchasel
suchfMproductliftheybhrelhot;presented®ordbaledntal-eachable
place (Tannernd®@V6lfing Kast, 2003).X

Additionally,BhisitudyMextendsiheltonstructfbyXemploying®
learning experiences factors on the impact oftontextual factorsX
onXcustomerXgreenMpurchasingllbehavior,XsinceMAstink(1984)X
andX¥VondracekXetilal. (1986)Xhighlight thatXcontextual factor¥
(resources,Bopportunities, affordances,for barriers)¥presented byX
abparticular®nvironmental®¥ariablefnaybbelubjectolindividualX
interpretation. ThusRtMnaylncouragefbri¥nhibit theMvillingnessX
offdearneroltakelesponsibility®orkhis/herMearning MBasedXoniX
thelresearchKasX¥mentioned¥above XtheXsixth¥hypothesesXwereX
proposed in this¥tudy.X

Hé6:XContextualXfactorsXareXpositivelyXaffectingXtheMearningX
experienceslnMflevelopingonsumption-relatedMttitudes.X

ScholarsX havell investigatedX thel differencesX inX learningi
approach/process/resultd basedX onX demographic factorsi (i.e.,X
sex,Xage MlevelXofleducation,MandXlevelKincome),MamongXotherX
RemalietMal. (2013),XXieMandXZhang (2015),XAristovnikXetXal.X
(2017),MRadhikalandXNivedhaX(2020),KandXothersXAlthoughX
thelresultdseemedNinconsistent,HonNaverage,MtheyXfoundXtheX
significant effect ofilifferentlemographic factors on the learningX
approach/process/result.XAdditionally,MthisKstudyXextendsKtheX
researchXofXtheKeftectMofldemographickfactorskonKlearningXbyX
investigatingXtskeffectfbn®heMearningkxperiencednkevelopingX

Contextual factors
H8 Subjective norms  —H3—
Demographic )
factors: gender, age, 19 T
income, education H10
H5—»
Self-efficacy Green N Green "
— Learning experience (perceived —H2- ime‘;l tion HY- \ rvior
behavioral control)
Cc | factors H6
Outcome
expectations | o |
(attitude toward
behavior)
FIGURE 1 | Conceptual model.
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TABLE 1 | Measurement items.

Factors (constructs)

Measurement items

QOutcome expectation (adapted
from Lin and Hsu, 2015;
Nguyen et al., 2019) (GOE)

Self-efficacy (adapted from Paul
etal., 2016) (GSE)

Subjective norms (adapted
from Paul et al., 2016) (GVB)

Learning experience (adapted
and compressed from
Bohimark and Jinlei, 2020) (LE)

Contextual factors (adapted
from Joshi and Rahman, 2015)
(CF)

Green purchase intention
(adapted from Nguyen et al.,
2019) (Gl

Green purchase behavior
(adapted from Nguyen et al.,
2019) (GPB)

Green marketing (adapted from
do Paco et al., 2019) (GM)

Factors (constructs)

| think that practicing green consumer behavior by using green personal care product is conducive to sustainable development
(GOE1)

I think that practicing green consumer behavior by using green personal care product is respectful and promotes equality in terms of
the recent ecological situation (GOE2)

I think that | will only purchase personal care product if | know the origin (the manufacturer that produces them) (GOE3)

I think the packaging and ingredient of green personal care product have a significant effect on reducing water and land pollution
(GOE4)

| think my consumption of green personal care product is conducive to provide a high-quality living environment (GOE5)
There are likely to be plenty of opportunities for me to purchase green products (GSE1)

If it were entirely up to me, | am confident that | will purchase green products. (GSE2)

| believe | can purchase green products (GSE3)

| have the resources, time, and willingness to purchase green products (GSE4)

| feel that purchasing green products is not totally within my control (GSE5)

Most of the people who are important to me think that | should purchase green personal care products when going to purchasing
(GVB1)

Most people who are important to me would want me to purchase green products when going for purchasing (GVB2)

People whose opinions | value would prefer that | purchase green personal care products (GVB3)

My friend’s positive opinion influences me to purchase green personal care products (GVB4)

The outcome of my experience helped me to understand the environmental issues (LE1)

The outcome of my experience helped me understand the negative impact of personal care product on the environment (LE2)

The outcome of my experience helped me able to learn from the concrete example that | could to relate to reduce the negative
environmental impact from personal care products (LE3)

The outcome of my experience helped me to understand how using the personal care product is giving a negative impact on the
environment (LE4)

The outcome of my experience helped me to understand what | was expected from using green personal care products (LE5)
The green personal care products are available in sufficient quantities in supermarkets (CF1)

Green personal care products can be found easily among several similar products (CF2)

The green personal care products sold at a low or reasonable price (CF3)

Green personal care products produced by a brand that has a good image (CF4)

The green personal care products are labeled with eco-labeling, or eco-certification informs consumers about the green
characteristics of the product (CF5)

I will consider buying green personal care product because they are less polluting (Gl1)

| plan to switch to another brand for ecological reasons (Gl2)

| plan to pay more for a green personal care product that helps protect the environment (GI3)

| plan to purchase green personal care in the next month (Gl4)

| prefer purchasing safe or traceability personal care product (GPB1)

| prefer purchasing personal care product with the green label (GPB2)

| rarely use personal care product with non-recycled packaging (GPB3)

Personal care product using by my family are green product (GPB4)

| introduce the green personal care product | use to my relatives and friends (GPB5).

Green advertising is a necessary form of advertising of personal care products (GM1)

| tend to pay attention to the green advertising message, especially for personal care (GM2)

| respond favorably to brands of personal care products that use green messages in their advertising (GM3)
Measurement items

| am the kind of customer who is willing to purchase personal care products marketed as being green (GM4)
The use of green messages in advertising of personal care products affects my attitude toward the advertising (GM5)

consumption-related¥httitudes and behaviors. Then, the seventh¥ purchasing behavior (Rizwan et al X2013; Du et al.,}2018; ShaoX
hypothesis wasfproposed in this¥tudy.X etial.,X2018;X¥WangXetXal.,X2018;XLiXetXal.,X2019;XSongXetXal.,X
2019;8ZhangNetNal.X2019),Xas¥wellasXonXsubjectiveXnormsX
(Venkatesh and®orris, 2000;XMorrisXetMal. X2005;XWhiteXBakerX
etial [X2007;XRiquelmeMandXRios,X2010;XT eoletal.,X2012).MForX
anNexampleXLiKetlal.X(2019)XreportedXthelpositiveMeffectXofX

Moreover,XdemographicXfactors¥(i.e.XgenderMage Kleveldofl genderMge,inddncomelevellbn¥proenvironmentaltbehaviordrX
education,and level ofdncome) have allifferent effecttonbgreen¥ greenXonsumption.Khaoketial. (2018)Kound thatdpeopleMwithX

H7:Memographic factorskarelpositively affecting the learningX
experiencesfinMlevelopingonsumption-relatedittitudes.X
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TABLE 2 | Demographic profile of the participant.

Demographic  Categories Frequency Percentage
factors
Gender (DF1) Male 303 50.30%
Female 299 49.70%
Age (DF2) Less than 26 years 125 20.76%
26- less than 35 201 33.39%
36- less than 45 105 17.44%
45- less than 56 141 23.42%
above 56 years 28 4.65%
Level of Senior high school or diploma | or 110 18.30%
education (DF3)  lower
Diploma Il 60 10.00%
Diploma IV or bachelor 326 54.10%
Master 87 14.50%
Doctoral degree or hinger 19 3.20%
Level of income  less than USD 133.33 86 14.30%
(DF4)
USD 133.33-less than 333.33 185 30.70%
UsD
USD 333.33-less than 666.66 189 31.40%
usD
above 666.66 USD 142 23.60%

higherMincomeMevelskhreXmoreMikelydoXpaylorkenvironmentalX
protectionXOn the other handXDu etial. (2018)Xreported aX
significant¥andXnegativeMimpactlofl thellevelXofincomeX onX
greenXconsumptionMSongNetial. (2019)XfoundXthatKeducationX
andXincomekhadXhoXmpactfbnXgreenXonsumption.XAccording
tolWangletial X(2018),KakhigherNeducationXdegreeXdoesdnotX
leadXtoKaXgreaterlwillingnessKtoXpayXforgreenXconsumption;X
however,MagelcanXleadXtoXaXgreaterlwillingnessK toX payX for

greenconsumption.XI'hen,Xrelated®oXthelrelationshipXbetweenk
demographicifactors¥and¥ subjectivednorms,X VenkateshX andX
Morris (2000) reported thatXfemalesXtend to befinfluenced by
subjectivelhormsompared®oMdnales RiquelmelandiRios (2010)X
concludedXthatXgenderXplaysXaKroleXinK¥moderatingXtheXeffectX
onXadoptingm-bankingXservicesXthroughMsubjectiveXnormsXinX
Singapore XHoweverXl'eoletlhl. (2012)Xailokprove thatXenderX
hasKalsignificantXpositiveRassociationXwithXsubjectivellnorms.X
Morriskthl. (2005)Mteported thatlgenderfnd ageMverelignificantX
moderatorsibfihelsubjectivefhormMnkbehaviorallintention.MniX
contrast,XWVhite Bakerdethl. (2007)Haildolprovelt. According®oX
the above discussion, this studybproposed the eight hypotheses toX
clarifybhowMlemographic factorsMvilldnfluencelubjectivelhormsX
ratherthanXgreenXpurchasingidecisionsksincesubjectivefhormsi
themselves will affect the purchasing decisions (see hypothesis 3).X

H8:X DemographicX factorsX arell positivelyX affectingX thel
subjectivebhorms.X

Purchasing Intention, Purchasing

Behavior, and Green Marketing

ReferringX toX TRAX orl TPB,X intentionsX andX behaviorsX arel
significantlyMelated®¥vhenbssessedMttdidimilarevellb M pecificityX
andM¥vhenXimeMifferencesfbetweenMntentionfhnd¥behaviorkhreX
concise (AjzenMindi¥ishbein,X2005). A high relationshipfbetweenX
intentionsKandXbehaviorXcankbelseenXinKstudiesXconductedXbyX
WulandXChenl(2014),XNguyeniet¥al X(2019). HHowever,XtheX
relationsbtbetweenBntentions¥nd behavior®ould vary, that¥nanyX
studiesounddhoX-elationshipfbetweenMwoltonstructs,brnanyX
studiesXobservedXinconsistencyXofitheMrelationship.XConsumersX
wholdeclareMtheirXfavorableXviewsXandXintentions¥toKengageX
inKaXproenvironmental¥manner®¥doMnot}transform®theirkwordsX
into actions (Echegarayfand Hansstein,2017). ThisdiscrepancyX
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FIGURE 2 | Path diagram of conceptual model.

GvB4
N

Mederating
Effect 1

[N
GM1

Frontiers in Psychology | www.frontiersin.org 6

December 2021 | Volume 12 | Article 777531


https://www.frontiersin.org/journals/psychology
https://www.frontiersin.org/
https://www.frontiersin.org/journals/psychology#articles

Susanty et al. Social Cognitive Factors, Green Marketing

isMknownMas theMgreenXattitude-behavior gap (ParkXandXLin,X H9:XPurchaselintentionKisKpositivelyXaffecting®thelpurchasel
2018),MthelgreenMintention-behaviorXdgapl (FrankXandXBrock,X behaviorMor abgreentpersonal carelproduct.X

2018),lbr theMnotivation-behavior gap (FrankbandiBrock,X2018).X

SeveralMresearchNinitiativesXareXnowlfocusedXonXelucidating,X Kotler¥ andX AmstrongX (2016)X saidX that¥ actual¥ purchase
comprehending,XandXresolvingXthisKissue XAsKaKresultlofithisX behavior®r¥purchaselecisionXskiointnkhelbuying®process¥
condition,@helhinthfhypothesisiproposeddnithisistudykhimskoX when customersi finallyX purchase X Thel positive) relationship®
elucidate thiskbccurrence.X betweeni greenX marketing® andX purchasel decisionX hasXbeeniX

TABLE 3 | The initial and final factor loading of each item and the value of AVE, CR and Cronbach’s a of each factor (construct).

Factors (constructs) Measurement items Mean Sdt.Dev First factor loading Final factor loading AVE CR Cronbach’s Alpha
Outcome expectation (GOE) GOE1 3.940 1.092 0.515 - 0.622 0.868 0.801
GOE2 4.591 0.679 0.730** 0.742**
GOE3 4.648 0.631 0.756** 0.785**
GOE4 4.282 0.813 0.815** 0.812**
GOE5 4.316 0.771 0.795** 0.813**
Self-efficacy (GSE) GSE1 4.252 0.775 0.850** 0.852** 0.635 0.896 0.855
GSE2 4.163 0.831 0.864** 0.865**
GSE3 3.975 0.901 0.759** 0.757**
GSE4 4.339 0.763 0.827** 0.827**
GSE5 3.970 0.924 0.667* 0.665*
Subjective norms (GVB) GVB1 3.909 0.931 0.767** 0.799** 0.698 0.874 0.786
GvB2 3.580 0.982 0.841* 0.875**
GVBS3 3.535 1.104 0.550 -
GVB4 3.296 1.061 0.838** 0.831**
Learning experience (LE) LE1 4.716 0.594 0.709** 0.725** 0.666 0.888 0.831
LE2 4178 1.078 0.497 -
LE3 4.414 0.729 0.813** 0.807**
LE4 4.334 0.839 0.831** 0.846**
LE5 4.331 0.775 0.864** 0.879**
Contextual factors (CF) CF1 3.819 1.095 0.578 0.573 0.800 0.647
CF2 3.638 1.064 0.709** 0.679*
CF3 3.332 1.037 0.523
CF4 4.003 0.893 0.736** 0.775**
CF5 3.776 0.969 0.789** 0.811**
Green purchase intention (Gl) G 4.229 0.743 0.820** 0.841* 0.767 0.908 0.848
Gl2 3.970 0.872 0.546 -
loading Alpha
GI3 3.895 0.840 0.877** 0.880**
Gl4 4.032 0.801 0.883** 0.905**
Green purchase behavior (GPB) GPB1 4.038 0.756 0.781** 0.78™ 0.540 0.854 0.787
GPB2 3.573 0.900 0.795** 0.796**
GPB3 3.887 0.965 0.680* 0.678*
GPB4 3.256 0.965 0.666* 0.668*
GPB5 3.880 0.894 0.741* 0.742**
Green marketing (GM) GM1 3.945 0.868 0.594 - 0.529 0.817 0.708
GM2 3.997 0.801 0.701** 0.700**
GM3 4.355 0.729 0.676* 0.675*
GM4 3.703 0.983 0.803** 0.803**
GM5 3.779 0.988 0.723** 0.723**
Demographic (DF) DF1 (age) 0.235 0.697 1.000 0.599
DF2 (gender) 0.763** 0.935**
DF3 (education 0.712* 0.721**
DF4 0.133 -
(income)

*Valid factor loading > 0.6; **strong factor loading > 0.7.

Frontiers in Psychology | www.frontiersin.org 7 December 2021 | Volume 12 | Article 777531


https://www.frontiersin.org/journals/psychology
https://www.frontiersin.org/
https://www.frontiersin.org/journals/psychology#articles

Susanty et al.

Social Cognitive Factors, Green Marketing

observed byMAzimiKand Shabani (2016),XSugotoetXal. (2017),X
Dwipamurtilketkal. (2018),Fand¥GenovevalandX.evina (2019).XnX
addition,freenMnarketingllsodncreased¥nMepurchaseMlecisions.X
Since purchaselntention isbpositivelyMelated to purchase behaviorX
(hypothesisX9)XandXgreenXmarketingiisXalsoXpositivelyXrelatedX
topurchaseXbehavior,XthisKstudyXextendsKtheleffectlofXgreenX
marketing on purchase behavior by placing thelgreen®¥narketingX
factor as aMnoderating variable. ThusMhypothesis 10 isfproposed.X

H10:XGreenMmarketingXwillXstrengthenXtheMpositiveNeffectX
ofpurchaselintentionMonXpurchasebehaviorforagreenX
personal carebproduct.X

Finally,Xbased¥onXhypothesisK 1X untilX hypothesisX 10,X theX
conceptualMnodel of this¥tudy can beleen in®Figure 1.X

METHOD OF RESEARCH

Variable and Measurement Items

IniXtotal X42KitemsKwereKusedXinXthisKstudy KinXdetail KallKitemsX
usedXinXthisKstudyXcankbelseenXinkTableXl KI'hisKresearchMusedX
aMLikertMscaleMwithXfiveRcategoriesX( 1X=KstronglyMdisagreeMuntilX
5 =ltrongly agree) to measure theltondition of allditems, except¥
demographic factors.X

Data Collection Procedure

For¥thisXstudy,¥GooglelForms¥wasKutilized¥toXdevelopKandX
producelveb-based®urveys. Then, thisltudyiollects data¥romX
web-based¥urveys®hroughfXombinationdlbkhon-probabilityX
ofconveniencelandXpurposivelsamplingXechnique XThiskKstudyX
prefersitoXchooselparticipantsdwithKageKolder®thanX17KyearsX
because it iskonsidered to have the ability todnake purchasingX
decisions.XThen KtheMparticipantskwereMrecruitedXbyXsendingXaX

TABLE 4 | The result of discriminant validity.

Factors (construct) Indicator CF DF Gl GM GOE GPB GSE GVB LE
Contextual factors (CF) CF2 0.679* —0.026 0.191 0.309 0.095 0.259 0.24 0.357 0.156
CF4 0.775* 0.081 0.286 0.297 0.301 0.259 0.361 0.267 0.321
CF5 0.811* —0.019 0.263 0.373 0.256 0.334 0.340 0.317 0.284
Demographic factor DF2 0.043 0.935* 0.161 0.136 0.114 0.09 0.144 0.131 0.159
DF3 -0.014 0.721* 0.064 0.035 0.104 0.069 0.093 —0.059 0.137
Green purchase intention (Gl) GH 0.290 0.090 0.841* 0.581 0.532 0.575 0.651 0.301 0.559
GI3 0.293 0.132 0.880* 0.572 0.452 0.676 0.616 0.356 0.454
Gl4 0.298 0.165 0.905* 0.599 0.473 0.669 0.643 0.395 0.500
Green marketing (GM) GM2 0.430 0.030 0.393 0.700* 0.344 0.431 0.444 0.340 0.332
GMS3 0.261 0.057 0.494 0.675* 0.54 0.404 0.490 0.219 0.472
GM4 0.273 0.103 0.597 0.803* 0.326 0.656 0.576 0.331 0.307
GM5 0.310 0.148 0.423 0.723* 0.26 0.438 0.381 0.430 0.263
Outcome expectation (GOE) GOE2 0.208 0.041 0.283 0.265 0.742* 0.209 0.343 0.059 0.497
GOE3 0.280 0.049 0.371 0.353 0.785* 0.335 0.475 0.175 0.501
GOE4 0.242 0.159 0.533 0.43 0.812* 0.410 0.521 0.271 0.597
GOE5 0.261 0.128 0.506 0.461 0.813* 0.430 0.493 0.241 0.580
Green purchase behavior (GPB) GPB1 0.282 0.104 0.637 0.503 0.431 0.780* 0.576 0.251 0.447
GPB2 0.223 0.137 0.612 0.586 0.294 0.796* 0.526 0.311 0.299
GPB3 0.320 —0.02 0.407 0.461 0.290 0.678* 0.420 0.215 0.304
GPB4 0.237 0.122 0.402 0.418 0.162 0.668* 0.356 0.276 0.222
GPB5 0.324 0.000 0.575 0.528 0.438 0.742% 0.505 0.403 0.409
Self-efficacy (GSE) GSE1 0.338 0.088 0.651 0.549 0.524 0.573 0.852* 0.334 0.581
GSE2 0.327 0.158 0.663 0.555 0.487 0.565 0.865* 0.355 0.505
GSE3 0.363 0.126 0.536 0.545 0.385 0.532 0.757 0.356 0.357
GSE4 0.324 0.141 0.561 0.471 0.556 0.487 0.827* 0.320 0.608
GSE5 0.387 0.064 0.456 0.533 0.357 0.477 0.665* 0.395 0.321
Subjective norms (GVB) GVB1 0.355 0.027 0.284 0.324 0.247 0.271 0.338 0.799* 0.270
GvB2 0.306 0.094 0.335 0.363 0.171 0.303 0.377 0.875* 0.172
GVB4 0.337 0.067 0.377 0.432 0.215 0.409 0.367 0.831* 0.226
Learning Experience (LE) LE1 0.279 0.056 0.370 0.313 0.56 0.312 0.422 0.127 0.725*
LE3 0.279 0.187 0.507 0.430 0.549 0.397 0.529 0.206 0.807*
LE4 0.306 0.157 0.424 0.327 0.545 0.355 0.462 0.231 0.846*
LE5S 0.297 0.166 0.557 0.416 0.61 0.445 0.571 0.281 0.879*
*Indicated that the item belong to certain construct.
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copyXoftheURLKo ftheliweb-basedXsurveyskviakemailXorkbtherX
socialMnedia.X

Data Processing Technique
FordataXprocessing,BthiskstudyXemployedXpartialkleastXsquares}
(PLS)®hrough®helmartPLSKB.0oftwareithatdnanufacturedtX
Germany. PLS is a statisticaldipproach thatllepends on varianceX
measurement, which has two advantages. First, we may apply PLSX
withoutXmakingdanykssumptionskhboutlhelistributionbfXhel
data (Vinzibethhl 2010).XPLSM-equiresthofhormal datalandXmayX
beMitilizedMvithXategoricalddrddrdinal quasi-metric) data (Hairl
et al.,}2014). The second advantage is that PLS may beMised toX
tinyMjuantities of data (Wong, 2013).X

RESULTS

Profile of Respondents
AfterremovedXoutlierNdataNthatXdidXnotdmeetltheNcriterionX
(e.g.MishonestnswerskbrMacking®ralues) BhistudylucceededX
inXobtaining®02KvalididatafromMillingMoutXquestionnaireskbyX
participants.XnMetail Rhelprofilelbflespondentsianibelbeen®niX
Table 2.X

Path Diagram
ThelpathK¥diagramXofltheXconceptualXmodel¥canXbeXseenXinX
Figure 2.X

Result of Evaluation of Measurement

Models
ToltestithelvalidityMandXreliabilityXoftheMmeasurementXmodelsX
foreachMactor construct),Xhelreflectivelmeasurement®modelsX

were evaluated through convergentndMiscriminant validitydndX
reliability®est. XI'osuaranteedonvergentivalidity,MallMtemskwvithX
factorfloadings < 0.5Kvere excludedMromMurtherMnalysis (FornellX
andXLarcker,X1981).MFollowing®that,XtheXfactorMoadingXofleachX
item is recalculated, as are the values of average variance extractedX
(AVE),Rompositelfeliability{ CR),Bind®ronbach’silpha¥aluebb
each factor{construct).Mlable 3 shows theMnitialindMinal factorX
loadingsKofXeachXitem,XasKwellXhsXtheXvaluesXofXAVE,XCR XandX
Cronbach’s alpha value of each factor{construct).Rlable 3 showsX
eightftems,Mhamely, GOE1,)GV3,HLE2 )CF1 MCF3 MGI2,MGM1,EDF1,X
andMDF4, that¥verelliminatedromMurtherMnalysis.X

Thisktudylupports thelonstruct if the AVEX> 0.5 (FornellX
andXLarcker,X1981),XhelCRX> 0.6 (Fornelllhnd Larcker,X1981),X
and®@heXCronbach'skhlphall> 0.6 (Akterdethhl. f011). Askbeen®nX
Table 3,lXonstructs have AVER> 0.5,FndXllXonstructs haveX
CRKandXCronbach’sihlphalt> 0.6.XAsKaXconsequence,MbasedXonX
thelinal factorMoading offall¥temsiind the values of AVE, CRX
andXCronbach'skhlphalvaluesiforkallXonstructs,XthelconvergentX
validitiesKofXallXitemsKarefsuficient,XandXtheXcalculationXmodelX
alsoMdemonstratesXthatXeachMconstructX¥displayedXappropriate
reliability. Then,Xlable 48howsRheliscriminant®alidityX-esultX
from theMinalMteration. Evaluating the factorMoadingMinside thel
columnsXnilable 4X-eveals that inkhllXircumstances, the factorX
loadinglbfanMtemBvithinMtsonstructlslargerhankanykbXtsX
cross-loadingsMvith other®onstructs.X

Result of Evaluation of Structural Model

The validity of theltructural model used in this study is discussedX
inXtheMfollowingXsubsections. XInXthisKcase XthisKstudyXusesKtheX
coefﬁcienﬂﬂ)ﬂﬂietermination&R2),&22,|Xf2,|2g00dnesslﬂ)ﬂzﬁt&GoF)®
index, the® %/degreedbfiireedom,Btandardizedootineans¥quareX

TABLE 5 | The R? value, Q2 value, f2 value, GoF index, SRMR, the ¥ 2/degree of freedom, SRMR, and NFI for a hypothesized model.

Statistical test Value Cut-off value Result
R2 R? Gl 0.561 0.19-weak; 0.33- moderate;0.67- strong/substantial® Moderate

R2 GOE 0.482 Moderate

R? GSE 0.610 Moderate

R GPB 0.374 Moderate

R2 GVB 0.019 Weak

R? LE 0.154 Weak
Q? 0.945 Q2> 0P d predictive relevance- close to 1
i3 GOE GI; GSEGI 0.055; 0.414 0.02-weak;0.15-moderate; 0.35-strong® Weak; Strong

LE GOE 0.931 Strong

LEGSE 0.598 Strong

Gl GPB; GM GPB 0.362; 0.170 Strong; Moderate

DF GvB 0.019 Weak

CF LE; DFLE 0.143; 0.024 Weak (close to moderate);
GoF 0.395 0.1-small; 0.25-moderate; and 0.36-large® Weak

Large

SRMR 0.077 Less than 0.08 -good fit; 0.05- 0.1-an adequate fitd Good Fit
c?/df 2.400 0.00-2.00: good mode; up to 3.00 a reasonable fit® Reasonable fit
NFI 0.703 Higher than 0.90 -a good fit; 0.50 to less than 0.80- marginal fit & Marginal fit

Source: 2Chin (1998); PVinzi et al. (2010); ©Tenenhaus et al. (2005); “Hu and Bentler (1999), Senel (2011), and Dede and Ayranci (2014); eSchermelleh-Engel et al. (2003),

Holmes-Smith (2000); fGhozali (2011).
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TABLE 6 | Result of hypothesis testing.

Relationship Factor Loading (b) t-value p-value Result

HA1 Outcome expectation — Purchase intention for green personal care product 0.193 8.564 (0.000) Accepted
H2 Self-efficacy — Purchase intention for green personal car product 0.566 13.692 (0.000) Accepted
H3 Subjective norms — Purchase intention for green personal care product 0.108 3.347 (0.001) Accepted
H4 Learning experiences — Outcome expectation 0.694 22.835 (0.000) Accepted
H5 Learning experiences — Self-efficacy 0.612 16.140 (0.000) Accepted
H6 Contextual factors — Learning experiences 0.350 10.418 (0.000) Accepted
H7 Demographic factors — Learning experiences 0.144 0.058 (0.013) Accepted
H8 Demographic factors — Subjective norms 0.135 2.092 (0.036) Accepted
H9 Purchase intention — Purchase behavior 0.510 11.559 (0.000) Accepted
H10  Purchase Intention — Purchase Accepted

Green Marketing ~ Behavior 0.064 2.096 (0.036) Accepteds

residuall{SRMR),Mnd thebhormedMitiindex (NFI)Mor assessing theX
validity of theMtructuraldnodel. The result can beldeen inflable 5.

Result of Hypothesis Testing
Thell hypothesisi test¥ resultsX are shownlX inX TableX 6.X If aX
p-valuel< 0.05KexistsdbetweenihelindependentthndXependentX
variables, thefhypothesis is accepted.X

Basedibn Table 6,fbutcomelxpectation (B =M.193,6p < 0.05),X
self-efficacyM (B =X0.566,XpK < 0.05),XandXsubjectivelnorms.X
(B =00.108% < 0.05),Fall¥positivelykhffected®purchaselntentionX
forgreen®personaltarelproduct.XHence,XH1,XH2,KandXH 3KwvereX
allBupported M.earningexperiencelffectedbutcomelxpectation
(B =X0.694,XpK< 0.05)Kand¥self-efficacy (B =X0.612,XpK< 0.05).K
H4 and H5NRverelupported MContextual factors affected learning®
experiences (f =00.350,0p < 0.05),Bvhereasilemographic factorsX
affecteddearning experiences (8 =M0.144,6p < 0.05)MndXubjectiveX
norms (B =X0.135XpK< 0.05).XThus,XH6,XH7,KandXH8XwereX
supported Binally, purchaselintention affected purchase behaviorX
(B =M0.510,p < 0.05)End¥reendnarketingdnoderatelntentionMolX
actualdpurchaselbfigreenidpersonalktaredproduct¥elation Mence,X
H¥ndM 10Kveredlso¥upported.X

CONCLUSION

AN recentX studyX addsX tol thel broaderiX literatureX onX greenX
purchasingi behavior.X ThisK studyX suggestsX thati self-efficacy,X
outcomelexpectation,Fand¥ubjectivelhormskplayiaiyitalkolelnX
influencing®urchasedntentionMordgreenbpersonaltarelproducts.X
OnelofXthel startlingX findingsKinK thisK studyX wasK thatN¥ self-

efficacy and outcome expectationBnoreBinfluencing the purchaseX
intention off§reen personal care than subjectivebhorms. This canX
belattributedXtoXtheXfactXthatXinitiatingKfromXoneselfXoverXtheX
external factors¥vas¥noreflominant®or®urchasing¥ntentionkbX
personal carebproducts. Then, developing a learning experienceX
wasKanXimportantXpart¥oflencouragingitheMself-efficacyMandX
outcomeXexpectationfbflustomers,MandXhatXcontextualXfactorsX
influencedXlearningXexperiencelinX developingl consumption-

related¥attitudesXtoXgreenXpersonallcarelproducts.XMoreover,X
although thebbehaviorfbftonsumers®odpurchaselgreendpersonalX

careMproductsKisXhighlyXinfluencedXbyXtheirXintention,XgreenX
marketing has an essentialdole intrengthening thelelationship.X

Thelfesults thatMrisenMrom this¥tudydpropose the theoreticalX
andX¥managerialXimplications XInXtheoreticalXimplications Xfirst,X
thelresearchMmayibelhelpfuldolhoselstudying®thelbehaviorkbfX
individualskand,XinXparticular,Xustomer®behaviorXasXit¥leadsXoX
enhancingfscienceMiteraturelrelevant®okhumanXchoiceXfactors.X
Then,KsinceMallMofXthelproposeddhypotheseskwerekfulfilled XthisX
condition highlighted thelpotential of variables tofbuild®ustomerX
choicesMprofoundly.XPrecisely,Xstarting®fromXtheXconsiderationX
ofltheXmodificationXofXclassicalkvariablesXadoptedXinXtheXTPBX
frameworkK throughXincludingX thelvariableX fromX SCT,X SLT,X
andXgreenXmarketing,XtheManalysisKconfirmedXtheXincidenceXof
outcomefexpectation,Belf-efficacy,Bubjectivelhorms,KontextualX
factors,MindMearninglexperiencestbnihelbehavioraldntentionkbfX
peopleKwhich,KinKturn,KwasKableMtoMaftfect®theMactualdbehavior
inXpurchasingthelgreenXpersonallcareXproduct ¥ ThisKstudyX
confirmed the theoreticalkframeworkKof Ajzen (1991)KsimilarX
todhumerouskbtherNMiteraryltudies.XHowever,Mntroducing®hreeX
other variablesii.e., learning experience,lontextual factors,kindX
greenMnarketing) to extend the TPB framework, it is highlightedX
thatlimplyXeonsideringitheltlassical¥rariableskbfXI PBRouldkbel
insufficient, at least in forcing thelgreen®ustomer to purchase theX
TPB greenfustomer carefproduct. In fact, in deciding to purchasel
thelgreendproduct,BhefbehavioraldntentionfanddctuallbehaviorX
areXinduced¥byXsituationalXfactorsiasKwellMasXgreenkhdvertising®
fromM@helompanydind®hosefonditionsBuggestobécholarsiheX
importancelbffhottbeingiestricteddo thebapplicationtdbf theRIPBX
fortheMnvestigationfbf®hephenomenaktonditioning®helthoiceX
ofigreendproduct but toFpropose based on what hasktbeen shownX
by priorfindings,BncludingthewMndlbroader®onceptualizations.X

ThelproposeddmodelndXits®indingsXvillrovideempiricalX
proofX ofX thel causesX orX variablesX thatX influencel customerX
behavioralKintentionsKtoXbuyXgreenXpersonalXcareXproductsKinX
managerial implication. Inbparticular, this work can belonsideredX
beneficial tolnaking decisions that can beMised byMntrepreneursX
andMnanagers whobheedMoMinderstand@ustomerdpreferencesndX
thelexplanationskforisuchlbuyingKdecisions,XespeciallyKinksreenX
personal carenderstanding why people behave the way they doX
helpsMirms®obpredict¥potentialdpatterns,Fiving themMnorelimeX
toMdentifydhndlexecutelplans@hatianXneet®heirlemandsFind,X
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askhresult Xretainthem. MnRhisKespect,helbtudydstressed®hati
thelecisionfMonsumersioMisefalifreentpersonalarefproductX
waskhot baseddn chancelbutMatherddn easilyKletectable factorsX
and,}@herefore Xnanageable XForkexample,@heMnanagementfndX
entrepreneur should payMttention tolelf-efficacyince this factor¥
hasXbeenXprovenXtoXinfluenceXtheXbehavioralintentionXKof¥anX
individual. Theftustomereems to choose what theybbelieve theyX
canMnanagelf they have thefequisiteMesources Mnkbther¥vords,X
it may befhelpful tonakekonsumersibelieve that they have allX
ofltheMresourcesXnecessaryltoXobtainXalpersonal¥carelproduct
that adheres tolgreen practices.Sincelompaniesigenerally chargeX
a¥premiumNfor}greenXproducts¥whileMconsumersKareXusuallyX
sensitiveltowardXpriceM theyMhrelwillingktoMbuyXsreenproductsi
butkhotkhtkhigherXprices),KhoselwhokmanageliXsreenkpersonalX
careproductMshouldXfocusBonXeffortsKtoXreduceXtheXpricesKofX
thelproductollowing®heMvillingnessdolpaydromMheltustomer
whobbensitizes®oXpricelitkhssumeskhatihelwillingnessktokpayX
oflcustomerskhaskbeenaccorded®oXownershipXofresourceskbyl
thelconsumer) KTheXcompanies®XshouldXoverthinkXthe}“pricingX
strategies” thatlnake thebproduct aRnichelproduct’®onsumableX
onlyXbyXaXsectionMofKsocietyMratherXthanXakmassKproductXthatX
everyoneXcanXconsume.XItXcould¥beXsaidXthat¥pricingXisKoneX
solutionXtoXmakelcustomersXbelieveMthatXtheyXhavelsufficientX
resourcesXtoXbuyXtheXgreenKpersonal¥carelproduct.XTheKotherX
managerorKentrepreneurshipXcanMattract¥customersXwhokhaveX
limitedXtimeNandXdoXnotKlikeXtoXsearchXforKenvironmentallyX
sustainabledproducts. ThosevhoMnanage aksreenMersonal carel
product should¥ocus on easily accessible/available green personalX
carebproducts in theBupermarket.X
Another®nanagerialdmplication®elated®o®helpositiveleffectX
offloutcomefexpectationXonXgreenXpurchaseXintentionXandXtheX
rolelbfXereenMmarketing®olimoderateithelrelationshipXbetweenX
intentionX tolX actual¥ purchasel behavioriX suggests¥ thatX thoseX
whoMmanageXalgreenXpersonallcareXproductdshouldXfocusKonX
givinginformationXtoMcustomerXrelatedXtoXtheXeffect¥ofXtheirX
consumptionXpatternsibnkhaturefhndisociety Xl'hiskinformationX
boostl thel buyK intentionX andX realX purchaseX motivationX ofX
customerstbybhllowingthemMolbbjectivelydanalyzelthefbenefitsi
of green purchasing activities and®ontemplate how their actionsX
mightXhelpXnatureKand¥society XInKadditionXtoXprovidingXtheX
information,®olicymakerskcan®ultivateMandXfurtherdevelopXitX
throughXenvironmentalXeducation,XandXmarketersXcanXconductX
campaignsiolincreaselpublicdhwarenesskbfgreeniersonaliareX
products,HnformXonsumersibftheXneaningdandvailabilitydbfX
green¥personalcarefproducts,XandXproclaimhefadvantagesKof
usinglreenbpersonal carelproducts.X
ThereMareXlimitationsXtoXthis¥study,KjustXlikeXanyXother.XInX
selectinglarticlesKforKthisMreview,KthefauthorsKtriedXtokbekbothX
systematickandfhccurate,fbutiherefarelstillsomelshortcomingsX
thatMcouldXbeladdressedXinXfutureXstudies.XIndividualsKfromX
differentX culturesi andX socialX backgroundsX mayX experiencel
differentl effectsX fromX theld variablesX identified X ThisX studyX

considered¥thelimpact¥ofdemographicfactors¥butididinotX
separatelyl testl each demographicX factorX inX thel conceptualX
model Futureftudies¥nay explore thisMimitation byMesting theX
conceptualMnodel for specificlemographic factors and®omparedX
the result obtained. The otherflimitation of the study isdelated toX
thelisefbfMjuestionnairesdor dataltollection. Even though usingX
a questionnaire asMdjuantitativelhnalysis has advantages in®ermsi
ofbamplelbizelandFhccessibility, M tiidkhotlhllowHisKinderstandX
why theltustomerMdelectsigreen personal carebproducts. TobbolveX
thisKlimitation,XheladditionalltudydouldbeXonductedXiniheX
futureMbyMusinglqualitativeXanalysis¥(e.g.,KdetailedXinterviews)X
andXcompared®theMindings¥whetherkitKisKidenticalktoXheXonesX
produced in thisKjuantitativefnalysis.X

DATA AVAILABILITY STATEMENT

ThebbriginalktontributionsdpresentednihelstudyhreXincludedX
inkthelarticle/supplementaryXmaterial XurtherXinquiriesXcanXbeX
directeddo thelorrespondingfuthor/s.X

ETHICS STATEMENT

EthicallreviewandXapprovallwasXnotlrequiredX¥for)theXstudyX
onkhumankparticipantsfiniccordancelvithheXocaliegislationX
andX institutionalX requirements.! WrittenX informedX consentX
fromXtheXparticipantskwasKnotirequiredXtoXparticipateXinXthisX
studyXinXaccordancel withX thel nationalKlegislation®andX theX
institutionalfequirements.X

AUTHOR CONTRIBUTIONS

AS and NPRonceived¥ind designed theltudy. PLMparticipated inX
the acquisition of data. NPManalyzes the data. ASKand BT gaveX
advicelbnMnethodologykhndXirafted theMnanuscript. AS and PLX
revised theMnanuscript. AS is thefguarantor of this¥vork and hadX
full access toball the data in thedtudyMind takesXesponsibilityMorX
its integrity and the accuracy of the data analysis. All authors readX
andMpproved theMfinal¥nanuscript.X¥

FUNDING

ThisMstudyXMwasKsupportedXbyX theMInternationalXPublicationX
Research GrantiNo.X33-31/UN7.6.1/PP/2021¥romMiponegoroX
University,dndonesia.X

ACKNOWLEDGMENTS

The authors would like to thank all thebparticipants in this study.X

Frontiers in Psychology | www.frontiersin.org 11

December 2021 | Volume 12 | Article 777531


https://www.frontiersin.org/journals/psychology
https://www.frontiersin.org/
https://www.frontiersin.org/journals/psychology#articles
http:analyzesthedata.AS
http:theacquisitionofdata.NP
http:study.PL
http:products.To

Susanty et al.

Social Cognitive Factors, Green Marketing

REFERENCES

Ajzen,XLX(1991) KTheltheoryXofiplannedibehaviour.XOrgan.MBehav.XHum.MDecis.X
Process. 0,4 79-211.X

Ajzen M. Fand®Fishbein, XM .X1980) MUnderstanding AttitudestndXPredictingSociald
Behaviour BnglewoodMCliffs,BNJ:®Prentice Hall.X

Ajzen M. KandXFishbein,XM.K2005).X Thelnfluencebbfhttitudesibnibehaviour, MnX
The Handbooki®f Attitudes, eds D.MIbarraciin, B. T.§ohnson,¥ind M. P. ZannaX
(Mahwah,®NJ: Lawrencefrlbaum Associates).X

Ajzen, I.,and Madden, T. ].[{1986).Prediction of goalMirected behaviour: Attitudes,X
intentions,Mnd¥perceivedibehavioraliontrol . Exp.Koc. Psychol.R2,M53-474.K
doi:X 0.1016/0022-1031(86)90045-4K

Akter, S., D’Ambra, J., and Ray, P.§2011) R'rustworthiness in mHealth informationX
services: an assessment of abhierarchicalnodel with mediating anddnoderatingX
effectskising®partialdeastibquares PLS) KA ssoc.MnfK5ciMlechnol. 62,X100-116.K
doi:X¥0.1002/asi.21442K

Aristovnik,KA. KTomazevic,N. KKerzic,XD. MandXUmek,XL.K2017) X helimpactibfX
demographic factorstbnlBelected aspects oft-learning in higherducation.Mnt.X
J8nfM.earn®echnol 84,4 14-121.Kdoi:¥0.1108/IJILT-09-2016-0045X

Astin,MA KXW .K(1984) XStudentXinvolvement:NadevelopmentXtheoryXforXhigherX
education J.MColl. Stud. Dev.40,%18-529.X

Autio,XE KH.,KKeeley, MR KH. KKlofsten,KML., KParker,XG.RC.KG. KandXHay,RM.K2010).K
Entrepreneuriallintentthmongitudents in Scandinavialhnd in theRUSA Knt. XX
Entrep.Mnnov. ManagR,X45-160.Kdoi:}0.1080/14632440110094632K

Azimi, G., and Shabani, M.¥2016). The effect oft(yreenM¥narketing mix on purchaseX
decision-making®tylesibfibustomers Mnt.H.8 dv. Biotechnol Bes.® K97-805.K

Bandura,MA.{1986). Socialoundations of Thoughtdind Action: A SocialognitiveX
Theory BnglewoodiCliffs,BNJBPrentice Hall.X

Bandura, XA X(2006).X“Socialdcognitiveltheory, KinKEncyclopaedialoffIndustriald
andX¥OrganizationaldPsychology,Xed XS XRogelbergl(BeverlyXHills, XCA:XSageX
Publications).X

Bandura,XA.X(2008) X Towardknkagenticktheorykbfidhelsel f; MnKA dvanceskinkSelfX
ResearchXelf-Processes,LearningindEnabling®umankPotential RV ol X8 KedsK
H. Marsh, R. G. Craven, and D. M. McInerney, (Charlotte, NC:XnformationX
AgelPublishing),X 5-49.K

Bohlmark, )G, Fand¥inlei,®.M2020) MevelopingdiniOnlined earningdModulelfor CX
ProgrammingfandXLegoMRobotREV3XProgramming KAvailableFonlinelat:Ehttp://K
www.diva-portal.se/smash/get/diva2:1477443/FULLTEXTO1.pdf (accessedfulyiX
1,2021).8

CEAPK2007) XChina¥General®PublicEnvironmentalA wareness®urvey MAvailableX
onlinebat:http://www.chinaceap.org/ (accessedquly 1,02021).X

Ceglia,XD. XdeKOliveira,XL.XS XH. ,MandXLeocadio,MA KiL.K(2015) MAnKalternativeX
theoreticalMliscussiondnMross-cultural®ustainableonsumption. Sustain.ev.X
23,414-424Kdoi:¥0.1002/sd.1600X

Chen,XS.XC. XandXHung,XC.XW X(2016) XElucidatingXthelXfactorsXinfluencingKtheX
acceptancelbfgreenXproducts:KanXextensiontbitheorylbffplannedbehaviour.X
Technol BorecastBoc. ChangeX 12,8 55-163.K

Chin, W BW X 1998) X ThebpartialdeastdlbquaresipproachorftructuralequationX
modelling, ®nModernMethodsforlBusinessiResearch,Xed XG KA MMarcoulidesX
(Mahwah,/NJ: Lawrencelrlbaum Associates),®95-336.X

Dede, N. P., and®Ayranci, EX2014). Exploring thelonnectionskhmongipiritualX
leadershipMltruism, andMrust in family®usinesses.}QualMQuant.®8,8373-3400.K
doi:}0.1007/s11135-013-9962-xX

doPaco,)A. XShiel,KC. KandXAlves,XH.X(2019).KARnewXmodelXforKtestingXgreenX
consumertbehaviour . llean Brod.R07,898-1006.K0i:M0.1016/j.jclepro.2018.X
10.105K

Du,RH.,MiuBD. BovacoolkB.K. MVang &Y., Ma,}5. MandXLi R &K KV.K{2018) BV hol
buyskhewkenergy®rehiclesn China? Assessingfocial-psychologicallpredictors¥
offpurchasinglhwareness,Mntention,Fand¥policy X' ransp.®Res. F Traffic Psychol.X
Behav.%38,%6-69.8doi:X 0.1016/j.trf.2018.05.008KX

Dwipamurti,XI.¥G. XMawardi, XM XK. Hand¥Nuralam,XI.XP.K(2018) ¥ TheKeffectX
ofl greenX marketing¥ onX brandXimageX andX purchasel decisionX (studyX onX
consumerl ofX StarbucksX CaféX Ubud,X GianyarX Bali) X J.X Adm.K Bisnis.X 63,X
57-64H

Echegaray,XF. Mind Hansstein,®.®/.}2017). Assessing theMntention-behaviour gapX
inkelectronickwastelecycling@heltaselbfiBrazil ). KClean.KProd X1 42,K80-190.K
doi0.1016/j.jclepro.2016.05.064%

EurobarometerM2011) KAttitudestbfEuropean Citizensklowards theXEnvironment X
Brussels:BuropeanfCommission.X

Fishbein, M., and Cappella, J. N.}2006). The role of theory in developing effectivelX
communication.J.Mommun.$6,4-17 ¥doiX 0.1111/j.1460-2466.2006.00280.xX

Fornell,MC.¥ind Larcker,BD X [{1981). Evaluating¥tructurallequation®nodels®vithX
unobservablelariablesdind¥neasurementierror.y. Mark.MRes. X1 8,X89-50.X doi:X
10.1177/002224378101800104X

Frank,)P.,MandXBrock,XC.X(2018) MBridgingktheXintention-behaviourlgapXamongi
organic¥grocerylcustomers:MthelcrucialdroleNoflpoint-of-saleXinformation.X
Psychol. Mark. 35,%86-602.8d0i:X0.1002/mar.21108X

Genoveva,XG.,MandXLevina,XL.X(2019) KThelgreenKmarketing¥mix:XaXreviewXofX
customers¥body®hopipurchaselintention.yy MuaraXimuREkonomi Dan BisnisX
3,400-409.KXd0i:X 0.24912/jmieb.v3i2.7386K

Ghozali,A.X2011). Aplikasi AnalisissMultivariatelengan®Programb$PSS BemarangX
Universitas@iponegoro.X

Gleim, M., Bmith, J. S.HAndrews, D., and®Cronin, J{2013). Against thelgreen: a¥l
multi-method examination of the barriers tofgreenionsumption.l.KRetail l89,X
44-61Rdoi:N0.1016/j.jretai.2012.10.001K

HairXJ.XF.,XSarstedt,XM.,KHopkins,XL.,XandXKuppelwieser,XIV.XG.X(2014) KPartialX
leastbquaresibtructurallequationXnodelling®(PLS-SEM) MankemerginghoolXnk
businessXresearch. XEur.KBus.XRev.X26,8106-121.K doi:X10.1108/EBR-10-2013-
0128X

Han,MH. Mnd®Hyun,$.58.42017) Fosteringustomersbpro-environmentalfbehavioriX
atth¥museum ). KSustain. XTour.X25,X1240-1256.X doi:X10.1080/09669582.2016.K
1259318

Hanss,XD.,XandXBoshm,X G.X(2010).X CanX IX makeX aX difference?X TheX roleX ofX
generallndiomain-specificelf-efficacyliniustainabledonsumptioniecisions.X
Umweltpsychologiel 4,46-74.K

Hanss,MD.,Bohm,}G. oran,R. Mnd#Homburg, A.X2016).BustainableonsumptionX
oftgroceries: themportance oftbelieving thattbne caniontribute toBustainableX
development.BustainMev.R4,857-370.Kdoi:}0.1002/sd.1615X

Hartmann,®. Bindi paolaza,®/.}2006) MGreen®aluebhdded. Mark.Mntell ®lan. 24X
673-680.Kd0i:} 0.1108/02634500610711842K

Haws XK XL. XWinterich,XK XP. XandXNaylor,XR.XW X(2014) KSeeinglthelworldX
throughMgreen-tintedXglasses:XgreenXconsumptionXvalues¥andXresponsesXtoX
environmentallyXriendly®roducts XConsum.lPsychol MRev.X24,K836-354.K doiX
10.1016/j.jcps.2013.11.002K

Holmes-Smith,)P.X(2000) RintroductionXtoXStructurallEquationdModellingkUsingX
LISREL ®erth: ACSPRI-WinterM raining®rogram.X

Hu, XK. Mand®Bentler,XP MK 1999) MCut-offiriteriaorMditlndexesdniovarianceX
structurelanalysis:Xonventionaliriterialyersuskhewilternatives.MStruct XEqu.X
Model. %X -55.Xdoi:X 0.1080/10705519909540118X

Hunt,XS.XD.,MandXVitell,XS.X]J.X(1986) KAKgeneral¥theoryNofdmarketingXethics X
J. Macromarket.’%,%-16.Kdoi:¥ 0.1177/027614678600600103K

Joshi, Y., and Rahman, Z.}2015). Factors affectingigreen purchase behaviour and¥
futurelesearch directionsMnt. Manag.Rev.8, 128-143 Xdoi:}0.1016/j.ism.2015.K
04.001K

Kotler,®P. Mand¥A mstrong,¥G.X2016) KPrincipleskbf MarketingXl 6thXEdn K.ondon:X
PearsonEducation®.imited.X

Kotler,XP. XKeller, JK.XL. M Ancarani,XF. MandXCostabile,AM.X(2014) X MarketingX
Management, 14th Edn ;Newl ork,BNY: Pearson.X

Kun-Shan, W.JMnd Yi-Man, T.M2011) A pplying the extended theory offplannedX
behaviour tobpredict thelntention of¥isiting abgreenthotel KAfr. JMBus. Manag.X
58579-7587.Kdoi:M 0.5897/AJBM11.684K

Lang,XB.,KandXHyde,XK KF.K(2013) XW ordXofmouth:XwhatXweknowXandXwhatiX
welhavelyetNtoNlearn XJ. X Consum.XSatisfXDissatisf® Complain.X Behav.X26,X
3-18

Lee, XK .X2010) Xlhelbreen®purchasefbehaviourkbflHongKongloungkonsumers:X
thelroleNofpeeriinfluence,Klocal¥environmentalXinvolvement,XandXconcretelX
environmentalXknowledge /. KInt.XConsum MMark.X23,X21-44.K doiX10.1080/K
08961530.2011.524575K

Leonidou,XC.XN. KKatsikeas,MC.XS. HandXMorgan,XN.KA K(2013) HGreeningXtheX
marketing®mix:XdoMfirmsKdoXit¥andXdoesXitXpayXoff?X. KA cad MMark KSci. ¥4 1,8
151-170.8d0i:X 0.1007/s11747-012-0317-2K

Li¥D.XZhao,XL.,XMa,XS. XShao,XS. HandXZhang,XL.X(2019) XWhatKinfluencesXanX
individual’s pro-environmental behaviour? A literature review.Resour.lonserv.X
RecyclM46,88-34K

Frontiers in Psychology | www.frontiersin.org 12

December 2021 | Volume 12 | Article 777531


https://doi.org/10.1016/0022-1031(86)90045-4
https://doi.org/10.1002/asi.21442
https://doi.org/10.1108/IJILT-09-2016-0045
https://doi.org/10.1080/14632440110094632
http://www.diva-portal.se/smash/get/diva2:1477443/FULLTEXT01.pdf
http://www.diva-portal.se/smash/get/diva2:1477443/FULLTEXT01.pdf
http://www.chinaceap.org/
https://doi.org/10.1002/sd.1600
https://doi.org/10.1007/s11135-013-9962-x
https://doi.org/10.1016/j.jclepro.2018.10.105
https://doi.org/10.1016/j.jclepro.2018.10.105
https://doi.org/10.1016/j.trf.2018.05.008
https://doi.org/10.1016/j.jclepro.2016.05.064
https://doi.org/10.1111/j.1460-2466.2006.00280.x
https://doi.org/10.1177/002224378101800104
https://doi.org/10.1177/002224378101800104
https://doi.org/10.1002/mar.21108
https://doi.org/10.24912/jmieb.v3i2.7386
https://doi.org/10.1016/j.jretai.2012.10.001
https://doi.org/10.1108/EBR-10-2013-0128
https://doi.org/10.1108/EBR-10-2013-0128
https://doi.org/10.1080/09669582.2016.1259318
https://doi.org/10.1080/09669582.2016.1259318
https://doi.org/10.1002/sd.1615
https://doi.org/10.1108/02634500610711842
https://doi.org/10.1016/j.jcps.2013.11.002
https://doi.org/10.1016/j.jcps.2013.11.002
https://doi.org/10.1080/10705519909540118
https://doi.org/10.1177/027614678600600103
https://doi.org/10.1016/j.ism.2015.04.001
https://doi.org/10.1016/j.ism.2015.04.001
https://doi.org/10.5897/AJBM11.684
https://doi.org/10.1080/08961530.2011.524575
https://doi.org/10.1080/08961530.2011.524575
https://doi.org/10.1007/s11747-012-0317-2
https://www.frontiersin.org/journals/psychology
https://www.frontiersin.org/
https://www.frontiersin.org/journals/psychology#articles
http:Psychol.Mark.35
http:Technol.62

Susanty et al.

Social Cognitive Factors, Green Marketing

Lin, H. Y., and Hsu, M. H. (2015). UsingN¥ocial cognitive theory to investigate greeniXl
consumerlbehaviour Bus. StratEnviron.R4,826-343 KdoiN0.1016/j.resconrec.X
2019.03.024K

Liou,XY.-H.,KDaly,XA K., KandXBjorklund,XP.}2019) XClimateKchangelincommoniX
corelpolicyXcontext:KthelshiftingXrolelofXattitudes¥andXbeliefs XEduc.XPolicyX
35:089590481984360.Xd0i:X 0.1177/0895904819843603X

Liu,RC.¥in,i8. B hu,RH. MindMi, XK .M2018) Monstructionfbevised®XPB modellbfX
customerigreenibehaviour:®environmentallprotection®purposelandXcologicalX
values perspectives. IOPMConf. Ser. Earth Environ. Scil67,02-21Kdoi:}0.1088/K
1755-1315/167/1/012021X

Martin fCH\. MndBush, A.H.42000). B oMolelnodelsEnfluenceMeenagersbpurchaseX
intentionsXand®¥behaviour?XJ.XConsum.BMark.K17,K441-454K doi:¥10.1108/K
07363760010341081K

Moons,A. andfDelPelsmacker,®.[{2012) FEmotionsthsileterminantsibfelectriciarX
usageMintention ). MMark.XMManagX8,X195-237 K doi:Xl10.1080/0267257X.2012.K
659007X

Morris,XM.XG.,XVenkatesh,XV. HandXAckerman,XP.XL.X(2005) XGenderXandXageX
differencesdn®mployeelecisionskiboutthewlechnology:FankextensionoktheX
theorybbfdplanneddbehaviour. IEEE Trans.MEng. Manag$2,/69-84Xdoi:X0.1109/K
TEM.2004.839967X

Nguyen,KH RV, Nguyen,MC K. MindHoang, X' XI' KB.142019) MGreenkonsumption:X
closing theMintention-behaviour gap.Mustain.KDev.R7,X 18-129.Hdoi:X10.1002/X
sd.1875K

Nielsen.X(2014).8GlobalX Consumers¥lareX WillingtoX PutX Their MoneyX WhereX
TheirXHeartRis® WhenXitll ComesKtoX GoodsXandXServices® FromX CompaniesX
CommittedXtol Sociald Responsibility INewH Y ork,XNY X AvailablelonlineXat:X
https://www.nielsen.com/eu/en/press-releases/2014/global-consumers-
are-willing- to- put- their-money-where- their- heart-is1/M  (accessedX
2014) X

Oliver,X].,X Benjamin,X S.,X andX Leonard,X H.X (2019).X Recyclingl onX vacation:X
doesl pro-environmentalX behaviourX changeX when® consumers¥ travel?X
J® Glob.X Sch.® Mark.X Sci.®29,8266-280.8 doi:X10.1080/21639159.2019.157K
7158

O’Neal, XP.XW X(2007) MMotivationXoflHealthkBehaviour MNewXY ork XN Y:XNovaX
Publishers.X

Park, H. J., and Lin, L. M.{2018). Exploringhttitude-behaviour gap inMustainableX
consumption:XomparisonfbfiecycleddindXipcycled fashion¥products.®.KBus.X
ResN17,%23-628.Xd0i:M 0.1016/j.jbusres.2018.08.025K

Paul, J., Modi, A., and Patel, J. (2016). Predicting green productlonsumption using®
theorybbfiplannedibehaviourfind®easoneddiction N RRetail KConsum. Kerv.K29,K
123-134.Kdoi:M0.1016/j.jretconser.2015.11.006X

Peloza . MWhite, XK. fand¥ingzhi,}$.M2013) Mooodkandipuilt-free:Rhelolelbfbelf-
accountability®inXnfluencingipreferencesiordproductsivithBethicallttributes.X
J. Mark.®7,804-119.Xdoi:X 0.1509/jm.11.0454X

Preko,XA KK.X(2017) A nalysiskbfbociallognitivedmodelXinXheXontextibfsreenik
marketing: altudy of the Ghanaian®nvironment.XBus.XPerspect.BRes.1$,886-99.K
doi¥0.1177/2278533716671631K

Radhika, S., and®Nivedha, M. S%2020). Research on effects offlemographic factorsX
onhelEnglishManguageMearningkhmongiI'ribalHighMSchoolbtudents M. X.X
ApplBEngRes. 15K 11-113.X

Rahman, A. S. M. S., Barua, A., Hoque, R., and Zahir, M. D. R¥2017) Anfluence ofl
greenMnarketing ondonsumer behaviour: a realistic study on Bangladesh.Mnt.{.X
ManagBus.Res. 17,9-16.XdoiN 0.1002/cb.1439K

Remali,® A.X M.,X Ghazali,d MX A, X Kamaruddin,®¥ M.X K.,X andX Kee,X T.X Y.X
(2013).MUnderstanding academickperformance basedibnMlemographic factors,X
motivationXfactorsXandXlearningXstyles.Kint.XJ. KA sianKSoc.KSci.XB,K1938-1951.K
doi:¥0.1080/10401334.2020.1784741K

Riquelme,KH.KE. Fand®Rios KR KE.X2010) Rl heXnoderatingieffectibifzenderXnitheX
adoption oftnobile banking Mnt.H. Bank Mark.}28,828-341.K

Rizwan,XM.,XHassan,XM.,KandXJaveed, U K(2013) XFutureRofgreen®productskinX
Pakistan:fnimpiricaltudylboutigreentpurchasedntentions. Asiand KEmpir.X
Res.8,187-100.8d0i:¥ 0.3390/ijerph182010762K

Santos, G.}2008). “ThefL.ondon experience,” indPricing inlRoad Transport: A Multi-
DisciplinaryiPerspective,KedskE. XV erhoef, W KB XVan,ML.[Steg KandXM.KBliemerX
(Cheltenham:®EdgariElgar).X

Schermelleh-Engel XK., oosbrugger,B. MndMuller,/H.5{2003). Evaluating theMitX
ofidtructural®quationMnodels:MestskbfBignificancenddescriptivelfoodness-of-
fithneasures.MMethods Psychol Mes.08,R23-74.X

JuneX

Senel XM.X(2011) . MAnKapproachKtoXmeasuring®brandXloyaltyXinXtheMTurkishX
automotiveBector Wludag JEcon.oc.B0,M37-154K

Shao, S., Tian, Z., and Fan, M.}2018). Do the rich havelStronger®villingness to payX
forkenvironmentallprotection?®ew evidencelrom alsurveydn China.XWorldX
Dev.M05,83-94.XdoiN 0.1016/j.worlddev.2017.12.033K

Sharma, N., and Dayal, R. (2016) BDrivers of green purchaseMintentions: green self-
efficacy and perceived®onsumer effectiveness. Glob.J.Mnterp. InfB8yst.8,27-32.K
doi:X0.18311/gjeis/2016/15740X

Shove,KE. XandXW alker,XG.X(2010). KGoverningransitionsXin®thebbustainabilityXb X
everydayHife Bes.®ol.%9,6471-476.Xd0i:X 0.1016/j.respol.2010.01.019K

Song XY ., Khang,M.,andXZhou,lM.M2019) Mtudybbnithellecoupling®elationship®
between CO2 emissions and economic development based on two- dimensional¥
decoupling theory: a casefbetween China and thefUnited States.MEcol.Mndic.M02,X
230-236.Xdoi:}0.1016/j.ecolind.2019.02.044X

Sreen,XN.,XPurbey X5. MandiSadarangani,XP . X(2018) Mimpactibfitulture,Mbehaviourl
andigenderdnbgreenipurchaselintention . Retail MKConsum Berv. 1,8 77-189.K
doiM0.1016/j.jretconser.2017.12.002K

Stern,XP.XC.X(1999) KInformation,Kincentives,XandXproenvironmental¥consumer
behaviour ¥.lConsume BolicyR2,461-478 ¥doi:¥ 0.1023/A:1006211709570K

Sugoto, X AKS.,XWorang X FXG.,MandX Saerang,X R.X (2017) K “Thel analysisX ofX
greenXmarketing¥strategyMandXproduct}attributesonXpurchaseldecisionXofl
greenproducts,’ KinKProceedinglofthelstXnternationaldConferencelonslamicl
EconomicsXBusiness,Xand®@Philanthropy® ICIEBPXVol Xl ,MBandung,Xi41-145.K
doi:X0.5220/0007078301410145K

Susanty,B\. M kshinta, & ., Ulkhaq,BV.BM. BndBPuspitasari,BN.BB.§2021) B nalysis¥
ofthelendencytMransitionfbetweenegmentskbHreenonsumerfbehaviouriX
with®MarcovBchainkhpproach {.XModel KManag X EpubkhheadXofXprint] Xdoi:X
10.1108/JM2-09-2020-0252K

Tagkaloglou, S., and Kasser, T.{2018) Mncreasingiollaborative, pro-environmentalX
activism:&thelrolesfbfimotivationaldnterviewing,Kself-determinedXmotivation,X
andelf-efficacy {J. KEnviron. Psychol ’8,86-92.Xdoi:X10.1016/j.jenvp.2018.06.X
004X

Tanner,XC.,XandXW 61fingXKast,XS.X(2003) KPromoting®sustainableMconsumption:X
determinantsbbffgreentpurchasestbybbwissitonsumers.MPsychol. Mark. 20,883 -X
902.¥doi:}0.1002/mar.10101X

Tenenhaus,XM. XVinzi,XV XE.,XChatelin,XY XM. KandXLauro,XC.X(2005) XPLSKpathX
modelling Momput. Stat. Data¥nal M8,X59-205.Kdoi:X 0.1016/j.csda.2004.03.%
005X

Teo, A. C., Tan, G. W. H., Cheah, C. M., Ooi, K. B., and Yew, K. T.}2012). Can theX
demographicnddubjectivelhormsBnfluence thefdoption ofnobile banking?X
IntH.BMob.lommunK0,%78-597.Kdoi:X 0.1504/JMC.2012.049757K

Ting,MCKI'., Hsieh,XC.XM., Chang,H.}P. Fand Chen,XH.;.M42019).KEnvironmentalX
consciousness and greenlustomer behaviour: theMnoderating roles offlncentivel
mechanisms.Bustainabilityl 1,4 -16.%

Trope XY ., FandXLiberman,i®N.}2003) Xlemporalltonstrual sychol MRev. 110,803-X
421.%d0i:X¥ 0.3390/su11030819K

Venkatesh,XV. KandXMorris,XM.KG.K2000) X¥WhyKdon’tkimenXeveriXstopofhskiforX
directions?®Gender,Kocialkinfluence and®heirkoleliniechnologykhcceptancelX
andMisagefbehaviour MManag.MnfByst. Q. 24,4 15-140.Kdoi:X 0.2307/3250981K

Vermeir, I, ind®& erbeke, W.{2008) Bustainableoodonsumptionmongioungi
adults in®elgium: theory offplanned behaviourfind thelole offtonfidencelindX
values MEcol MEcon b64,842-553 Kdoi:¥ 0.1016/j.ecolecon.2007.03.007X

Vinzi,®V., Chin, BV XW.,MHenseler,H.,kandWang,XH.X2010).MHandbookXf PartialX
Least Squares™@oncepts, Methods and Applications BerlinSpringer HandbooksX
offComputationalttatistics.X

Vondracek, F.,BLerner, R. M., and Schulenberg, J. EX1986) MCareerdDevelopment: AR
LifespanDevelopmental Approach Billsdale, NJ:Brlbaum.X

Wang,X.Mong,RX.,%and Yin,}.K2018) MAntecedentsfbfXirbanesidents®eparateX
collectioniintentionsiorkhouseholdiolid¥wastekanditheirbwillingnessiokpay:X
evidencelfrom China..MClean.®rod M 73,856-264.K8doi:M0.1016/j.jclepro.2016.X
09.223%

White Baker, E., Al-Gahtani, S. S., and®ubona, G. S. (2007). The effects of genderiX
andiagelbnhewlechnologyXmplementationXiniieveloping®ountryRestingl
the theorylbfplannedbbehaviour (TPB).XMnfKlechnol KPeople0,8552-375.Kdoi:H
10.1108/09593840710839798X

Williams, D. M.,Anderson, E. S., and Winett, R. A.X2005). A review of the outcomeX
expectancylonstruct in¥physical activity®esearch B nn.Behav.Med R9,K0-79.K
doi:X0.1207/515324796abm2901_10X

Frontiers in Psychology | www.frontiersin.org 13

December 2021 | Volume 12 | Article 777531


https://doi.org/10.1016/j.resconrec.2019.03.024
https://doi.org/10.1016/j.resconrec.2019.03.024
https://doi.org/10.1177/0895904819843603
https://doi.org/10.1088/1755-1315/167/1/012021
https://doi.org/10.1088/1755-1315/167/1/012021
https://doi.org/10.1108/07363760010341081
https://doi.org/10.1108/07363760010341081
https://doi.org/10.1080/0267257X.2012.659007
https://doi.org/10.1080/0267257X.2012.659007
https://doi.org/10.1109/TEM.2004.839967
https://doi.org/10.1109/TEM.2004.839967
https://doi.org/10.1002/sd.1875
https://doi.org/10.1002/sd.1875
https://www.nielsen.com/eu/en/press-releases/2014/global-consumers-are-willing-to-put-their-money-where-their-heart-is1/
https://www.nielsen.com/eu/en/press-releases/2014/global-consumers-are-willing-to-put-their-money-where-their-heart-is1/
https://doi.org/10.1080/21639159.2019.1577158
https://doi.org/10.1080/21639159.2019.1577158
https://doi.org/10.1016/j.jbusres.2018.08.025
https://doi.org/10.1016/j.jretconser.2015.11.006
https://doi.org/10.1509/jm.11.0454
https://doi.org/10.1177/2278533716671631
https://doi.org/10.1002/cb.1439
https://doi.org/10.1080/10401334.2020.1784741
https://doi.org/10.3390/ijerph182010762
https://doi.org/10.1016/j.worlddev.2017.12.033
https://doi.org/10.18311/gjeis/2016/15740
https://doi.org/10.1016/j.respol.2010.01.019
https://doi.org/10.1016/j.ecolind.2019.02.044
https://doi.org/10.1016/j.jretconser.2017.12.002
https://doi.org/10.1023/A:1006211709570
https://doi.org/10.5220/0007078301410145
https://doi.org/10.1108/JM2-09-2020-0252
https://doi.org/10.1108/JM2-09-2020-0252
https://doi.org/10.1016/j.jenvp.2018.06.004
https://doi.org/10.1016/j.jenvp.2018.06.004
https://doi.org/10.1002/mar.10101
https://doi.org/10.1016/j.csda.2004.03.005
https://doi.org/10.1016/j.csda.2004.03.005
https://doi.org/10.1504/IJMC.2012.049757
https://doi.org/10.3390/su11030819
https://doi.org/10.2307/3250981
https://doi.org/10.1016/j.ecolecon.2007.03.007
https://doi.org/10.1016/j.jclepro.2016.09.223
https://doi.org/10.1016/j.jclepro.2016.09.223
https://doi.org/10.1108/09593840710839798
https://doi.org/10.1108/09593840710839798
https://doi.org/10.1207/s15324796abm2901_10
https://www.frontiersin.org/journals/psychology
https://www.frontiersin.org/
https://www.frontiersin.org/journals/psychology#articles
http:Psychol.Mark.20

Susanty et al.

Social Cognitive Factors, Green Marketing

Wong BK R .X2013). Partialdeastbquaresktructuralquation®nodellingPLS-
SEM)Mechniquestising®martPLS MMark.Bull. 24X -32.X

Wu,K8. KL FandXChen,X.KX Y. K(2014) XAKmodelXofXsreenKconsumptionkbehaviour
constructed by the theory oftplanned behaviour Mnt.. Mark. Stud ¥, 19-132K
doiX0.5539/ijms.v6n5p119X

Xie, Q., and Zhang, L. F.{2015).@emographic factors, personality, and ability asX
predictorstbfllearningipproaches¥sia Pac.lEduc. Res. 24,%69-577.K

Yadav,RR.Fand Pathak,XG.K.K2017) MDeterminantsibfitonsumers®reenkpurchaseX
behaviorNinKaKdeveloping¥nation:XapplyingandXextendingXtheltheoryXofX
plannedXbehavior XEcol MEcon.X134,8114-122.8doi:X¥10.1016/j.ecolecon.2016.K
12.019%

Yarimoglu, E., anddGunay, T.X2020). The extended theory of(planned behaviourX
inKl'urkishiustomersMntentionsBolisitireenihotels.MBus Strat.KEnviron.29,X
1097-1108.Xdoi:X 0.1002/bse.2419%

Yazdanpanah, M., and®¥orouzani, M. (2015). Application of the theory of plannedX
behaviourKtoXpredict¥lranianXstudentsKintentionXKtoXpurchaseRorganicfood.X
J®Clean ®Prod K 07,842-352.8d0oiX0.1016/j.jclepro.2015.02.071K

Zabkar,{V. HandXHosta,XM.X(2012) ¥ Willingness¥tolactland¥environmentallyX
consciousionsumer behaviour: canbprosocial status perceptions helplbvercomeX
the gap? Int. ] MConsum. Stud. 87,4 -8 Kdoi:¥0.1111/j.1470-6431.2012.01134.xK

Zepeda XL.,KandXDeal XD.X(2009) HOrganickandXlocalXfoodXconsumerXbehaviourX
alphabetiheory Knt.{.Monsum. Stud¥B3,497-705Kdoi:X0.1111/j.1470-6431.K
2009.00814.xX

Zhang,®N2018). Theorytbffplannedibehaviourfbrigins,BlevelopmentfndfutureX
direction Mnt.H.MHum.SocBcilnvent. & F6-83.KdoiX0.1093/heapol/15.3.239K

ZhangXL.,XFan XY .,XZhang, MW . XandXZhang,XS.X(2019) KExtendingXtheltheoryXofiX
plannedibehaviourXolexplainktheleffectsibfognitivelactorsiacrossiifferentX
kindstbfigreenbproducts Bustainability® 1,4 -17 XdoiN 0.3390/sul 11542228

Conflicttbflinterest:Xl'hebhuthorsieclarelhatiheltesearchBvasionducteddnitheX
absence of any®ommercial orMinancialelationships that®ould beltonstrued as a}
potential®onflicthhMnterest.X

Publisher’siNote:JA1llaims expressed in thiskrticleMrelolely those of theluthorsX
and dobhotbhecessarilylepresent those of their affiliated®rganizations,tor those ofX
the publisher, thebéditors and the reviewers. Any product that may be evaluated inX
thiskrticle Borilaim&hatdnaytbelnadelbyMtsd¥nanufacturerMskhotfuaranteedoril
endorsed by thebpublisher.X

Copyright®oR2021Xusanty,RPuspitasari,®Prastawa,’ListyawardhanandXljahjono.X
This iskanbbpen-accessrticle distributedfunder theélerms of thedCreativelCommonsK
Attribution License (CC BY). TheBuse, distribution or reproduction in otherorumsX
isspermitted,tprovided thebbriginalduthor(s)Mind thelopyright owner(s)iredreditedX
and that the originalublication in thisfournal is cited, indiccordance with acceptedX
academic practice. Nobuse, distributionfbrieproduction iskpermitted which doesdiot}
complyRvith thesederms.X

Frontiers in Psychology | www.frontiersin.org 14

December 2021 | Volume 12 | Article 777531


https://doi.org/10.5539/ijms.v6n5p119
https://doi.org/10.1016/j.ecolecon.2016.12.019
https://doi.org/10.1016/j.ecolecon.2016.12.019
https://doi.org/10.1002/bse.2419
https://doi.org/10.1016/j.jclepro.2015.02.071
https://doi.org/10.1111/j.1470-6431.2012.01134.x
https://doi.org/10.1111/j.1470-6431.2009.00814.x
https://doi.org/10.1111/j.1470-6431.2009.00814.x
https://doi.org/10.1093/heapol/15.3.239
https://doi.org/10.3390/su11154222
http://creativecommons.org/licenses/by/4.0/
http://creativecommons.org/licenses/by/4.0/
http://creativecommons.org/licenses/by/4.0/
http://creativecommons.org/licenses/by/4.0/
http://creativecommons.org/licenses/by/4.0/
https://www.frontiersin.org/journals/psychology
https://www.frontiersin.org/
https://www.frontiersin.org/journals/psychology#articles
http:academicpractice.No
http:Educ.Res.24

	Antecedent
	fpsyg-12-777531
	Antecedent Factors of Green Purchasing Behavior: Learning Experiences, Social Cognitive Factors, and Green Marketing
	Introduction
	Literature Review
	Theory of Planned Behavior
	Social Cognitive Theory
	Outcome Expectation, Self-Efficacy, and Subjective Norms on Green Purchase Intention
	Learning Experience, Outcome Expectation, and Self-Efficacy
	Contextual and Demographic Factors
	Purchasing Intention, Purchasing Behavior, and Green Marketing

	Method of Research
	Variable and Measurement Items
	Data Collection Procedure
	Data Processing Technique

	Results
	Profile of Respondents
	Path Diagram
	Result of Evaluation of Measurement Models
	Result of Evaluation of Structural Model
	Result of Hypothesis Testing

	Conclusion
	Data Availability Statement
	Ethics Statement
	Author Contributions
	Funding
	Acknowledgments
	References



