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Abstract   
The growth of the world's population has a negative impact on the 
environment. Humans exploit nature on a large scale to fulfil their needs. 
This behaviour makes the environment damaged. The area of 
environmental damage is getting higher and higher. In addition to 
disasters, this situation can also reduce the level of human health. Some 
people in the world have an awareness to improve the condition of nature 
by doing activities and consuming products that can protect the 
environment and their health. This study was conducted to determine the 
effect of environmental concern and health awareness on the intention to 
buy green products. The population of this study is consumers. This study 
used 100 respondents as a research sample with purposive sampling 
technique. The research data were obtained through distributing 
questionnaires which will then be analysed using multiple linear 
regression. The results showed that environmental concern has an 
influence on the formation of the intention to buy green products. The 
study also proved that health awareness has a significant influence on the 
formation of intention to buy green products. Both variables together. 
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Introduction 
Health is an important aspect of social life that can prosper. A healthy 
environment is not only needed to realize public health but more on how 
to realize and feel comfortable in living life (Handayani & Mardikaningsih, 
2022). Every human being has the right to utilize safe and healthy 
products. Therefore, nowadays consumers are increasingly prioritizing the 
quality of their food because it is a basic need for their survival. This 
priority is not without reason but rather a form of consumer concern for 
the environment and their health (Haytko & Matulich, 2008; Djaelani, 
2021). The changing environment shapes attitudes and actions in the 
minds of consumers in terms of making decisions about products to be 
consumed (Issalillah & Wisnujati, 2021). This shows that consumers with 
this behavior are more aware of protecting the environment and tend to 
prefer environmentally friendly products called green products (Darmawan 
et al., 2021). According to Charter & Tischner (2017) green products are a 
unity of quality, nutrition that can shape and produce sustainable 
development in the future because green products have an impact on 
healthier environmental conditions (Chan & Lau, 2002; Hariani & Hakim, 
2022). This also agrees with research from Gaffney (2004) that a healthy 
environment can be realized because of green products and green products 
as one of the right solutions in developed countries to preserve the 
environment (Ramayah et al., 2010; Issalillah et al., 2022). 

Green products also have a good image for food products and have 
a wide (international) target market (Eneizan et al., 2015). Based on 
research from Li (2009) consumer awareness of green products shows a 
percentage of 60%, this shows that consumer confidence also contributes 
to green products. In addition, consumers who have good information and 
understanding about green products certainly have an attitude to change 
their lifestyle and intention to buy green products in the future (Biswas & 
Roy, 2015; Mardikaningsih & Darmawan, 2021). The previous statement 
is also supported by Michaelidou & Hassan (2008) that attitudes and 
purchase intentions for green products contribute to each other. Buying 
intentions arise because what is thought and planned can motivate 
consumers to realize their actions (Agyapong et al., 2018). The planning is 
such as the type of product to be purchased, a healthy product because it 
will have an impact on environmental care and sustainable health 
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awareness in the future (Paul & Rana, 2012). In addition, market 
conditions that can change at any time also change consumer behavior 
(Surya & Hajamohideen, 2018). In response to this, it is important to 
study the aspects that determine the intention to buy green products such 
as environmental concern and health awareness.  

 One of the main factors that can shape decision making and realize 
green product purchasing behavior is environmental concern (Angelovska 
et al., 2012).  Environmental concern is a caring attitude towards certain 
conditions that involves itself to behave in ways that can benefit the 
environment (Joshi, 2012). This kind of consumer involvement shows that 
there is a willingness in him to realize the common good (Kareklas et al., 
2014). Consumer concern for the environment is also inseparable from 
the fulfillment of the knowledge factor and awareness of environmental 
problems. Knowledge is formed from a set of information stored in 
memory because it has known and realized something. For consumers, this 
is useful to support the evaluation process of a product. According to Chen 
(2013), there are two important things that can develop consumer 
knowledge of the environment such as consumers must really understand 
whether the product has an impact that can disturb the environment and 
the extent to which consumers understand that the product is produced 
in an environmentally friendly way. Therefore, the more knowledge and 
awareness of green products obtained, the more positive the attitude 
towards the environment (Noor et al., 2012; Mardikaningsih et al., 2022).   

In addition, consumers who care about the environment certainly 
do not mind the price that must be met because consumers believe that 
green products provide more benefits (Laroche, 2001). The emergence of 
this belief is because consumers realize that product value, design, and 
benefits are in accordance with the price and perceived quality (Kong, 
2014; Maniatis, 2015; Mittelman, 2012; Ritter et al., 2015). According to 
Sharma et al. (2013) perceived quality also has an influence on the 
intention to buy green products. This shows that every consumer must 
have different considerations as a form of consumer anticipation of the 
quality of green products. Thus, if consumers are more aware of the 
benefits and perceived quality of green products, then consumers have 
shown that there is an awareness to maintain their health.  



Studi Ilmu Sosial Indonesia 

 

28  
 

 Health problems can motivate consumers to behave positively 
towards green products because there is an awareness of healthy living that 
arises in them (Mai & Hoffmann, 2012). Health awareness is the attitude 
of consumers who are aware and care about the importance of health to 
improve their quality of life to avoid disease (Chen, 2013). The statement 
from Chen (2013) is also supported by several research results which state 
that green products can boost the immune system to avoid cancer and 
green products have a low carbohydrate content (Armin et al., 2013). 
Consumers tend to change their daily habits to utilize green products 
because green products have nutritious and natural content (Lockie, 
2002). Consumers with a high level of awareness are definitely more 
oriented to engage in a healthier lifestyle (Kraft & Goodell, 1993; Issalillah 
et al., 2021). But on the contrary, according to Lee et al. (2014) consumers 
with a low level of awareness of health will behave indifferently. Health 
awareness is also a factor that plays a role in influencing purchase 
intentions (Gould 1988; Chryssochoidis, 2000).  Consumers who are 
motivated to live healthier lives tend to instill in themselves to consistently 
use green products (Moorman & Matulich, 1993; Jayanti & Burns, 1998). 
According to Kareklas et al. (2014); Nathan et al. (2021) the higher the 
consumer's awareness of their health, the intention to buy green products 
also increases. Based on the description that has been explained, this study 
intends to determine the effect of environmental concern and health 
awareness on the intention to buy green products.  

 
Method 
This research is a quantitative method with multiple linear regression 
analysis techniques. The population of this study is people who use green 
products. The research data was obtained by distributing questionnaires. 
Researchers distributed 150 questionnaires with 100 questionnaires 
returned. The sampling technique was carried out using purposive 
sampling technique.  

This study uses the independent variables of environmental concern 
(X.1) and health awareness (X.2). Measurement of environmental concern 
can be done using three aspects, namely 1) paying attention to the 
environment; 2) paying attention to health; 3) paying attention to food 
safety (Scott & Vigar Ellis, 2014). To measure health awareness, researchers 
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used four aspects proposed by Gould (1988), namely 1) self-perception of 
health; 2) involvement in healthy activities; 3) ability to maintain health; 4) 
monitoring of one's own health. Monitoring of one's own health. For the 
dependent variable used, namely the intention to buy green products (Y). 
Measurement of purchase intention of green products uses three aspects, 
namely 1) buying because of maintaining health; 2) buying in the future 
because of concern for the environment; 3) happy to buy green products 
(Chen & Chang, 2012). 

Each indicator will be translated into a statement. Each response given 
by respondents will be measured on a scale of one to four which has 
provisions 1 (one) for disagreeing and 4 (four) for agreeing. Furthermore, 
the research data will be tested using the reliability test and validity test.  

 
Result and Discussion 
This study has 100 respondents with different characteristics. Therefore 
Table 1 shows the results of grouping based on their characteristics as can 
be seen below. 
 
Table 1. Respondent Profile 

Characteristics Group Frequency Percentage 
Gender 

 
Man 34 34 

Woman 66 66 
Age 18-22 years 9 9 

23-27 years  48 48 
28-32 years 22 22 
33-37 years 11 11 
48-42 years 6 6 

> 42 years old 4 4 
Education High School 28 28 

Undergraduate 
(Bachelor) 

56 56 

Graduate (Magister) 16 16 
Sources are obtained from the results of data tabulation 

From Table 1, it can be explained that the research respondents were 
divided into 34 male respondents and 66 female respondents. Based on age 
level, the majority of respondents were aged 23-27 years, namely 48 
respondents and the least respondents were respondents aged over 42 years, 
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namely 4 respondents. Based on the level of education, 28 respondents were 
high school graduates, 56 respondents were college undergraduate 
graduates, and 16 respondents were college master graduates. Furthermore, 
the research data was tested using validity testing with the standard used 
value must be above 0.3. If the statement gets a value according to the 
predetermined criteria, it is declared valid. 

Table 2. Validity Test 
Variables Statement Items Total Correlation 

Environmental concern  
(X.1) 

 

1  0,486 
2 0,466 
3 0,478 
4 0,465 
5 0,512 
6 0,510 

 Health awareness 
(X.2) 

 

1 0,456 
2 0,443 
3 0,476 
4 0,455 
5 0,436 
6 0,478 
7 0,431 
8 0,442 

Purchase intention 
(Y) 

1 0,653 
2 0,643 
3 0,612 
4 0,607 
5 0,563 
6 0,571 

Source: SPSS Output Results 

The validity test results show that all statements get a value exceeding 
0.3. Thus, all statements were declared valid and none were dropped. The 
next stage is the reliability test. The standard value used exceeds the limit 
of 0.6. The results of data processing for the reliability test are shown in 
Table 3. The results of data processing show that the environmental 
awareness variable obtained a value of 0.732. The value obtained on the 
health awareness variable is 0.759. For the value of the green product 
purchase intention variable, the result is 0.741. The reliability test results 
show that the research data is declared reliable. 
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Table3. Reliability Test 
Variables Cronbach’s Alpha Status 

Environmental concern (X.1) 0.732 Reliable 
Health awareness (X.2) 0.759 Reliable 
Purchase intention (Y) 0.741 Reliable 

Source: SPSS Output Results 

The next stage is the normality test. The results of the normality test 
are shown in Figure 1. Based on the displayed image, it can be seen that 
the data points are around the diagonal axis. Therefore, it can be 
confirmed that the research data has been normally distributed. 

 
Figure 1. Normality Test 

Source: SPSS Output Results 

Next, the heteroscedasticity test was conducted. Heteroscedasticity 
testing is done by observing the Scatterplott image displayed in Figure 2. 
The image shows an even distribution of data on the Y axis. In addition, 
the data distribution does not form a pattern. So, it can be concluded that 
this study does not experience heteroscedasticity. 

 
Figure 2. Heteroscedasticity Test 

Source: SPSS Output Results 
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The next stage to ensure the absence of multicollinearity problems. 
This study uses the limit of VIF provisions between the values of 1 and 10 
while for the tolerance value the required value exceeds 0.1. Data 
processing shows that the resulting VIF value is 1.300 and the tolerance 
value is 0.769. Therefore, it can be stated that there is no multicollinearity 
problem. Autocorrelation testing in this study uses the Durbin Watson 
value. This study uses the standard DW value between -2 and 2. The 
processing results of the autocorrelation test in this study are known to be 
1.294. Thus, this study is free from autocorrelation. 

Table 4. t-Test and Regression Model 

Model 
Unstandardized 

Coefficients 
Standardized 
Coefficients t Sig. 

B Std. Error Beta 
1 (Constant) 22.965 2.977  7.715 .000 

X.1 3.432 .476 .488 7.216 .000 
X.2 2.853 .425 .455 6.719 .000 

Source: SPSS Output Results 

After conducting quality testing on the research data, data analysis was 
then carried out using multiple linear regression. The results of data processing 
for the t test are presented in table 4. In accordance with what is displayed 
in table 4, it is known that the regression model in this study is Y = 22.695 + 
3.432 X.1 + 2.853X.2. The regression model shows that the value of the intention 
to buy green products is 22.695 assuming the value of environmental awareness 
and health awareness is zero. The regression model also shows that the 
value of the intention to buy green products will change by 3.432 if the value 
of environmental concern changes by one unit provided that the value of 
health awareness remains. The value of intention to buy green products will 
change by 2.853 if the value of health awareness changes by one unit with 
the condition that the value of environmental awareness is zero. 

The measurement is carried out on the significant value generated in 
the t test. The standard value used for the significant value is no more than 
the 0.05 limit. The significant value for the environmental concern variable is 
known to be 0.000. Thus, environmental concern has a significant effect on the 
incidence of intention to buy green products. The significant value for the 
health awareness variable is 0.000. Health awareness has been shown to have 
a significant effect on the formation of the intention to buy green products. 
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Table 5. ANOVAa 

Model 
Sum of 
Squares 

df Mean Square F Sig. 

1 Regression 3146.288 2 1573.144 93.461 .000b 
Residual 1632.712 97 16.832   
Total 4779.000 99    

Source: SPSS Output Results 

The next stage is the F test. Testing is done by comparing the 
Significant value obtained from the F test processing. The standard value 
used for the significant value in the F test does not exceed the value of 0.05. 
The results of the F test showed that the F value was 93.461 with a significant 
value of 0.000. The significant value obtained has proven that 
environmental concern and health awareness have a significant influence 
on the intention to buy green products together. 

Table 6. Coefficient of Determination 

Model R R Square 
Adjusted R 

Square 
Std. Error of 
the Estimate 

Durbin-
Watson 

1 .811a .658 .651 4.103 1.294 
Source: SPSS Output Results 

The next stage is to test the coefficient of determination. The test 
results show an R value of 0.811. The value obtained has proven a strong 
relationship between the research variables used. Furthermore, the resulting 
R Square value is known to be 0.658. The results of data processing show 
that environmental awareness and health awareness have a contribution to 
the formation of the intention to buy green products by 65.8%. For other 
variables that influence the intention to buy green products but are not 
included in this research variable, it contributes 34.2%.  

Environmental concerns have a significant influence on forming the 
intention to buy green products (Lee et al., 2015; Meixener & Katt, 2020; 
Nathan et al., 2021). This shows that unexpected environmental problems 
will change his behavior to care about the environment where this 
behavior is shown by his willingness to change his habits to be more 
positive by using green products (Handayani et al., 2021). Changes in 
consumer behavior also cannot be realized in reality if there are no other 
aspects that support it (Khayru, 2021; Sinambela et al., 2022). The 
implication is that it is increasingly important to consistently promote 
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green product marketing because green product marketing can help and 
influence changing consumer attitudes (Nurmalasari, 2022). One form of 
marketing communication that can be done is advertising. Advertising is 
an indirect communication in which it provides information on product 
advantages that are designed in such a way as to please and influence 
consumers to get involved with purchases (Infante & Mardikaningsih, 
2022). From these advertisements, it is hoped that it can provide benefits in 
terms of increasing insight, consumer confidence in the importance of green 
products (Irfan & Putra, 2020). In addition, the support of the closest 
people (friends, community, family) can also shape consumers to be more 
responsible with the environment (Darmawan & Arifin, 2021). Therefore, 
establishing useful relationships can provide meaningful benefits.  

Public awareness has also been shown to have a meaningful 
influence on shaping purchase intentions for green products (Pomsanam 
& Kim, 2014; Dewulf et al., 2015; Grewal et al., 2017). This shows that 
consumers who are increasingly aware of the importance of health are 
willing to engage with green product purchasing behavior because it can 
have an impact on a better life. The formation of health awareness shows 
how high the self-image attached to consumers is (Khayru et al., 2021). 
This means that the personality of each different consumer will have an 
impact on different assessments of green products (Trirahayu et al., 2014; 
Mardikaningsih & Sinambela, 2021). Consumers who realize that health 
is important will choose products that provide protection for their survival 
(Putra et al., 2022). The implication is that it is increasingly important to 
demonstrate product credibility because before consumers believe that 
green products are reliable, consumers certainly seek information, evaluate 
green products whether they provide real evidence to maintain their health. 
Therefore, it is important for businesses to utilize competent marketing 
personnel to implement the right strategy and continue to make innovations 
that can influence consumers to pay more attention to their health. 

 
Conclusion 
This study provides results that environmental awareness has a significant 
effect on the intention to buy green products. Health awareness also has a 
significant effect on the intention to buy green products.  
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Based on this, there will be some suggestions given. Consumers with 
a better level of knowledge certainly better understand some of the factors 
that contribute to shaping and supporting the action to use green products. 
Therefore, the right strategy is needed to strengthen the relationship 
between the two (consumers and green products) by improving the actual 
performance and value perceived by consumers towards green products. 
The strategy must also be adjusted to demographic factors because each 
consumer must have different views, beliefs about green products. For 
research to be carried out in the future, it should pay more attention to 
aspects that have not been explained in this study and add variables that 
are still relevant to increasing the intention to buy green products.  
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