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ABSTRACT

This study investigates the impact of consumer environmental awareness and income level on green
product consumption in Indonesia using a quantitative research approach. Data were collected from
125 respondents through a structured questionnaire measured on a five-point Likert scale. The
collected data were analyzed using SPSS version 25, employing descriptive statistics, validity and
reliability tests, and multiple regression analysis. The results reveal that environmental awareness
has a positive and significant effect on green product consumption, indicating that consumers who
are more knowledgeable and concerned about environmental issues are more likely to purchase
environmentally friendly products. Income level also shows a significant positive influence,
suggesting that higher purchasing power enables consumers to adopt green consumption practices
more consistently. Simultaneously, environmental awareness and income level explain a
substantial proportion of the variance in green product consumption behavior. These findings
highlight that both psychological and economic factors shape green consumption in Indonesia. The
study provides important implications for policymakers and businesses in designing strategies that
promote sustainable consumption through environmental education and improved affordability of
green products.

Keywords: Consumer Behavior; Environmental Awareness; Green Product Consumption; Income
Level; Sustainable Consumption

INTRODUCTION

In recent decades, environmental degradation has emerged as one of the most critical global
challenges, driven largely by unsustainable patterns of production and consumption. Issues such as
climate change, pollution, biodiversity loss, and excessive waste generation have intensified
concerns regarding the long-term sustainability of economic growth. In response, the concept of
sustainable consumption has gained increasing attention from policymakers, researchers, and
businesses worldwide [1], [2]. One key aspect of sustainable consumption is the adoption of green
products, which are designed to minimize negative environmental impacts throughout their life
cycle, including production, distribution, usage, and disposal [3], [4].

Consumer behavior plays a central role in the transition toward environmental
sustainability. Among the various determinants of green consumption, environmental awareness
has been widely recognized as a fundamental psychological factor influencing individuals’ attitudes
and purchasing decisions [5], [6]. Consumers who possess a higher level of environmental awareness
tend to have greater knowledge about environmental issues, stronger pro-environmental values, and
a heightened sense of responsibility toward ecological preservation. This awareness often translates
into a preference for eco-friendly products, willingness to change consumption habits, and support
for environmentally responsible brands. Consequently, understanding the role of environmental
awareness is essential for promoting green consumption behavior, particularly in developing
economies where environmental education and awareness levels may vary significantly [7], [8].

In addition to psychological factors, socio-economic characteristics—especially income
level —are also important determinants of green product consumption. Green products are
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frequently perceived as more expensive than conventional alternatives due to higher production
costs, eco-certifications, and sustainable sourcing practices [9], [10]. As a result, consumers’
purchasing power can influence their ability and willingness to choose environmentally friendly
products. Higher-income consumers may have greater financial flexibility to prioritize sustainability
considerations, while lower-income consumers may focus primarily on price and basic needs, even
if they are environmentally conscious. Therefore, income level may act as either an enabling or
constraining factor in the adoption of green products [7].

Indonesia provides a particularly relevant context for examining green consumption
behavior. As one of the largest emerging economies in Southeast Asia, Indonesia faces significant
environmental challenges, including deforestation, plastic waste, air and water pollution, and rapid
urbanization. At the same time, Indonesia has a large and growing middle class, increasing
consumer spending, and expanding access to information through digital media. These dynamics
create both opportunities and challenges for the development of a green consumer market. While
public awareness of environmental issues has shown signs of improvement, the extent to which this
awareness translates into actual green purchasing behavior—especially across different income
groups—remains an important empirical question.

Although previous studies have explored factors influencing green consumption in various
countries, empirical evidence from Indonesia remains relatively limited, particularly studies that
simultaneously examine psychological and economic factors. Many existing studies focus primarily
on attitudes, intentions, or environmental concern, without adequately considering the role of
income level in shaping actual consumption behavior. This creates a research gap in understanding
how environmental awareness and income interact to influence green product consumption in the
Indonesian context. Addressing this gap is crucial for developing effective policies and marketing
strategies that promote sustainable consumption across diverse segments of society.

Therefore, this study aims to analyze the impact of consumer environmental awareness and
income level on green product consumption in Indonesia using a quantitative approach. By
employing survey data from 125 respondents and analyzing the data using SPSS version 25, this
research seeks to provide empirical evidence on the relative influence of these factors. The findings
are expected to contribute to the literature on sustainable consumer behavior and offer practical
insights for policymakers, environmental organizations, and businesses in designing initiatives that
encourage wider adoption of green products in Indonesia.

LITERATURE REVIEW

Green Product Consumption

Green product consumption refers to consumers’ purchasing, usage, and disposal behaviors
that aim to minimize negative environmental impacts and support environmental sustainability,
with green products typically characterized by attributes such as energy efficiency, recyclability,
reduced pollution, the use of eco-friendly materials, and compliance with environmental standards
or certifications [11], [12]. Within the sustainable consumption framework, green consumption
reflects a shift from purely economic decision-making toward a more balanced consideration of
economic, environmental, and social dimensions [11]. Previous studies indicate that green product
consumption is shaped by a combination of internal and external factors, including individual
values, attitudes, environmental awareness, social norms, and economic conditions; however,
although positive environmental attitudes often lead to favorable intentions, the translation of these
intentions into actual purchasing behavior may be constrained by factors such as price sensitivity,
product availability, and perceived quality. Consequently, green consumption represents a complex
behavior that requires an integrated understanding of both psychological and socio-economic
determinants.
Consumer Environmental Awareness

Environmental awareness refers to the extent to which individuals are informed about
environmental issues and understand the consequences of human activities on the natural
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environment, encompassing knowledge of environmental problems, concern for ecological
sustainability, and a sense of personal responsibility to engage in environmentally friendly behavior
[13]-[15]. From a behavioral perspective, environmental awareness is regarded as a key antecedent
of pro-environmental attitudes and actions, including green purchasing behavior. Empirical studies
consistently demonstrate a positive relationship between environmental awareness and green
product consumption, showing that consumers with higher levels of awareness are more likely to
pay attention to eco-labels, prefer products with minimal environmental impact, and support
companies that demonstrate environmental responsibility [7], [10]. Moreover, environmental
awareness strengthens consumers’ moral obligation to protect the environment, thereby increasing
their motivation to choose green products over conventional alternatives; however, several studies
also indicate that awareness alone may not be sufficient to guarantee green purchasing behavior, as
economic constraints and situational factors can moderate the translation of awareness into actual
consumption decisions.
Income Level and Green Consumption

Income level is an important socio-economic factor that influences consumers’ purchasing
decisions and consumption patterns, particularly in the context of green products, which are often
associated with higher prices due to sustainable production processes and environmental
certifications [16], [17]. Consumers with higher income levels generally possess greater purchasing
power, enabling them to absorb the price premiums attached to environmentally friendly products
and prioritize sustainability considerations in their consumption choices. Numerous studies have
found a positive relationship between income level and green product consumption, indicating that
higher-income consumers are more likely to purchase green products and adopt sustainable
lifestyles, often perceiving such products as symbols of quality consumption or social responsibility
[18]. In contrast, lower-income consumers tend to prioritize affordability and basic needs, which can
limit their ability to consistently purchase green products despite having positive environmental
attitudes, thereby demonstrating that income level can function as both a facilitating and
constraining factor in environmentally responsible consumption behavior.
Conceptual Framework and Hypotheses Development

Based on the theoretical and empirical literature, this study proposes a conceptual
framework in which consumer environmental awareness and income level are positioned as
independent variables that influence green product consumption as the dependent variable.
Environmental awareness is expected to have a positive effect on green product consumption by
shaping consumers’ attitudes, values, and motivations toward environmental sustainability, while
income level is also anticipated to exert a positive influence by enhancing consumers’ purchasing
power and their ability to prioritize environmental considerations in purchasing decisions.
Accordingly, this framework forms the basis for the formulation of the research hypotheses that
examine both the individual and simultaneous effects of environmental awareness and income level
on green product consumption.
H1: Consumer environmental awareness has a positive and significant effect on green product
consumption in Indonesia.
H2: Income level has a positive and significant effect on green product consumption in Indonesia.
H3: Consumer environmental awareness and income level simultaneously have a significant effect
on green product consumption in Indonesia.

RESEARCH METHODS

Research Design

This study employs a quantitative research design to examine the impact of consumer
environmental awareness and income level on green product consumption in Indonesia. A
quantitative approach is considered appropriate because it allows for the measurement of
relationships between variables using numerical data and statistical analysis. The research adopts a
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cross-sectional survey design, in which data are collected from respondents at a single point in time
to capture their perceptions, attitudes, and consumption behavior related to green products.
Population and Sample

The population of this study consists of consumers in Indonesia who have experience
purchasing consumer products, including green or environmentally friendly products. Due to time
and accessibility constraints, a non-probability sampling technique was applied, specifically
convenience sampling. This technique enables the researcher to collect data from respondents who
are easily accessible and willing to participate in the study. A total of 125 respondents were included
in the final sample, which meets the minimum sample size requirement for basic quantitative
analysis using multiple regression. The sample size is considered adequate to provide initial
empirical insights into the relationships among the studied variables.
Data Collection Method

Primary data were collected using a structured questionnaire distributed to respondents
either online or offline. The questionnaire was designed to capture respondents’ demographic
information, including income level, as well as their perceptions and behaviors related to
environmental awareness and green product consumption. Prior to distribution, the questionnaire
items were adapted from relevant literature to ensure content validity and clarity. All measurement
items were assessed using a five-point Likert scale, ranging from 1 (“strongly disagree”) to 5
(“strongly agree”). This scale was chosen to allow respondents to express varying degrees of
agreement with each statement and to facilitate statistical analysis.
Research Variables and Measurement

This study involves three main variables: consumer environmental awareness, income level,
and green product consumption. Consumer environmental awareness, as an independent variable,
refers to respondents’ knowledge, concern, and consciousness regarding environmental issues and
sustainability, and is measured through indicators such as awareness of environmental problems,
concern for environmental protection, and consideration of environmental impacts in daily
consumption decisions. Income level, also treated as an independent variable, represents
respondents” monthly income as an indicator of purchasing power and is measured using income
categories commonly applied in the Indonesian context, with respondents selecting the income
range that best reflects their monthly earnings. Green product consumption, as the dependent
variable, refers to the extent to which consumers prefer, purchase, and use environmentally friendly
products, and is measured through indicators including preference for green products, frequency of
purchasing eco-friendly products, and willingness to choose green products over conventional
alternatives.
Data Analysis Technique

The collected data were processed and analyzed using the Statistical Package for the Social
Sciences (SPSS) version 25 through several stages of analysis. First, descriptive statistical analysis
was conducted to describe respondents’ demographic characteristics and to summarize the
distribution of responses for each research variable. Second, validity and reliability tests were
performed to ensure the quality of the measurement instruments, with validity assessed through
correlation analysis between each item and its corresponding construct and reliability evaluated
using Cronbach’s alpha coefficient. Third, multiple regression analysis was employed to test the
proposed hypotheses and examine the effects of consumer environmental awareness and income
level on green product consumption, allowing for the assessment of both partial and simultaneous
influences of the independent variables on the dependent variable, with a significance level of 0.05
applied as the criterion for hypothesis testing.
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RESULTS AND DISCUSSION

Respondent Characteristics

This study involved 125 respondents who are active consumers in Indonesia. The
demographic profile shows variation in income levels, which is important for examining purchasing
power differences in green product consumption.

Table 1. Respondent Characteristics

Characteristic Category Frequency Percentage (%)
Male 58 46.4
d

Gender Female 67 53.6
<IDR 3,000,000 34 272

IDR 3,000,000 —
Monthly Income 6,000,000 51 40.8
> IDR 6,000,000 40 32.0
18-25 years 29 23.2
Age 26-35 years 57 45.6
> 35 years 39 31.2

Table 1 presents the demographic characteristics of the respondents involved in this study,
showing a relatively balanced and representative profile for analyzing green product consumption
behavior. In terms of gender, female respondents slightly outnumber male respondents, with
females accounting for 53.6% of the sample and males 46.4%, suggesting that both genders are
adequately represented and allowing for a comprehensive view of consumer behavior. Regarding
monthly income, the largest proportion of respondents falls within the middle-income category of
IDR 3,000,000-6,000,000 (40.8%), followed by those earning more than IDR 6,000,000 (32.0%) and
those earning less than IDR 3,000,000 (27.2%). This distribution indicates that the sample includes
consumers with varying levels of purchasing power, which is important for examining the role of
income in green product consumption. In terms of age, the majority of respondents are in the 26-35
year age group (45.6%), followed by respondents over 35 years old (31.2%) and those aged 18-25
years (23.2%). This suggests that the sample is dominated by individuals in their productive and
economically active years, who are more likely to make independent consumption decisions, thereby
strengthening the relevance of the findings for understanding green consumption behavior in
Indonesia.

Descriptive Statistics

Descriptive analysis was conducted to examine respondents’ perceptions of environmental

awareness, income level, and green product consumption.

Table 2. Descriptive Statistics of Research Variables

Variable N Minimum Maximum Mean Std. Deviation
Environmental Awareness 125 2.10 5.00 4.12 0.54
Income Level 125 1.00 3.00 2.05 0.79
Green Product Consumption 125 2.00 5.00 3.87 0.61

Table 2 presents the descriptive statistics of the research variables, providing an overview of
respondents’ perceptions and behaviors related to environmental awareness, income level, and
green product consumption. The environmental awareness variable shows a relatively high mean
value of 4.12 with a standard deviation of 0.54, indicating that, on average, respondents possess a
strong awareness and concern regarding environmental issues, with relatively low variability
among responses. This suggests a generally consistent level of environmental consciousness across
the sample. Income level has a mean value of 2.05 with a standard deviation of 0.79, reflecting a
moderate distribution of respondents across the predefined income categories and indicating
noticeable differences in purchasing power among participants. Meanwhile, green product
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consumption records a mean score of 3.87 with a standard deviation of 0.61, suggesting that
respondents demonstrate a moderate to high tendency to purchase and use environmentally friendly
products, although variations in behavior still exist.
Validity and Reliability Results

Table 2 presents the descriptive statistics of the research variables, indicating that
respondents generally exhibit a high level of environmental awareness, with a mean score of 4.12
and a relatively low standard deviation of 0.54, suggesting consistent awareness across the sample.
The income level variable shows a mean value of 2.05 with a standard deviation of 0.79, reflecting a
moderate distribution of respondents across income categories and highlighting differences in
purchasing power among participants. Meanwhile, green product consumption records a mean
score of 3.87 with a standard deviation of 0.61, indicating a moderate to high tendency among
respondents to purchase environmentally friendly products, although some variation in
consumption behavior remains. Overall, these results suggest that while environmental awareness
among consumers is relatively strong, differences in income level may influence the extent to which
such awareness is translated into actual green product consumption.
Multiple Regression Analysis

Multiple regression analysis was used to examine the effect of environmental awareness and
income level on green product consumption.

Table 4. Regression Analysis Results

Variable B Std. Error Beta t-value Sig.
Constant 1.215 0412 — 2.957 0.004
Environmental Awareness 0.462 0.081 0.498 5.713 0.000
Income Level 0.318 0.067 0.361 4.754 0.000

Table 4 presents the results of the multiple regression analysis examining the effects of
environmental awareness and income level on green product consumption. The constant value of
1.215 (p = 0.004) indicates the baseline level of green product consumption when all independent
variables are held constant. Environmental awareness shows a positive and highly significant effect
on green product consumption, with an unstandardized coefficient of 0.462 and a standardized beta
coefficient of 0.498 (t = 5.713, p < 0.001), suggesting that an increase in consumers’ environmental
awareness substantially enhances their likelihood of purchasing green products. Income level also
exhibits a positive and significant influence on green product consumption, with an unstandardized
coefficient of 0.318 and a standardized beta coefficient of 0.361 (t = 4.754, p < 0.001), indicating that
higher income levels increase consumers’ ability and willingness to engage in green consumption.
Comparatively, environmental awareness has a stronger effect than income level, highlighting the
dominant role of psychological factors while also confirming the importance of economic capacity
in shaping environmentally responsible consumption behavior.

The model fit results indicate a strong explanatory power of the regression model, with an
R value of 0.687, suggesting a substantial correlation between the independent variables and green
product consumption. The R Square value of 0.472 shows that 47.2% of the variation in green product
consumption can be explained by environmental awareness and income level, while the adjusted R
Square of 0.463 confirms the robustness of the model after accounting for the number of predictors.
The standard error of 0.45 indicates an acceptable level of prediction accuracy, demonstrating that
the model provides a reasonably good fit and that environmental awareness and income level are
important determinants of green product consumption.

Discussion

The results confirm that consumer environmental awareness significantly influences green
product consumption in Indonesia. The strong positive coefficient indicates that consumers who are
more knowledgeable and concerned about environmental issues tend to show a higher preference
for purchasing environmentally friendly products. This finding supports behavioral theories that
emphasize the importance of awareness, knowledge, and cognitive processes in shaping pro-
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environmental attitudes and sustainable consumption behavior, suggesting that increased
understanding of environmental issues can encourage consumers to make greener purchasing
decisions [13], [19], [20].

Income level also demonstrates a significant positive effect on green product consumption,
highlighting the crucial role of economic capacity in facilitating environmentally responsible
behavior. Although consumers may possess strong environmental awareness and positive attitudes
toward sustainability, limited income can restrict their ability to consistently purchase green
products, which are often priced higher than conventional alternatives. This finding reinforces the
notion that green consumption in developing countries such as Indonesia is not solely driven by
values and attitudes, but is also shaped by economic constraints that influence consumers’ actual
purchasing behavior.

The relatively high explanatory power of the model indicates that psychological and
economic factors jointly play an important role in shaping green product consumption.
Environmental awareness alone may be insufficient to drive consistent green purchasing behavior
unless it is supported by adequate income. From a policy perspective, these findings suggest that
efforts to promote green consumption should integrate environmental education and awareness-
building initiatives with economic instruments, such as subsidies, tax incentives, or price support
mechanisms for green products. For businesses, the results highlight the importance of offering
affordable green alternatives and communicating environmental benefits effectively across different
income segments, thereby supporting broader adoption of sustainable consumption practices in
Indonesia.

CONCLUSION

This study concludes that consumer environmental awareness and income level play
significant roles in influencing green product consumption in Indonesia, with environmental
awareness emerging as the strongest determinant, indicating that consumers with greater
understanding and concern for environmental issues are more likely to engage in environmentally
friendly purchasing behavior and underscoring the importance of environmental education and
information dissemination in promoting sustainable consumption practices. Income level also has a
positive and significant effect, demonstrating that economic capacity remains a crucial enabling
factor, as limited income can restrict consumers’ ability to consistently purchase green products that
are often associated with higher prices, thereby revealing an attitude-behavior gap in green
consumption, particularly in developing countries. Overall, these findings suggest that efforts to
promote green product consumption in Indonesia require an integrated approach that combines
enhanced environmental awareness with economic support mechanisms, encouraging policymakers
to implement educational campaigns and financial incentives to improve the affordability of green
products, while urging businesses to develop cost-effective and accessible environmentally friendly
offerings; future research is recommended to include additional variables and larger samples to
further deepen understanding of sustainable consumer behavior.
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