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Abstracts: Human basic needs should be filled with satisfaction in daily life for survival and growth. One of the behavior, 
in this case, is the ability of the people to consume goods they need, that is why they are called consumers. To satisfy 
their needs, they have to use their purchase behavior for the transaction, which is called green transaction when they 
perceive that behavior would be meant to preserve our nature since most of the goods as products derived from the 
exploitation of nature. That was why this research was urgently conducted to find out the information, on what factors 
should be considered that affect people’s green purchasing behavior (GPB). For this purpose, a causal survey was used 
by selecting randomly 160 university students as a sample. There were four instruments developed to measure green 
purchase behavior (reliability was 0.947), environmental concern (rel. was 0.927), students’ new environmental paradigm 
(NEP/rel. was 0.961), and big-5 personality (rel. was 0.972). Data were analyzed by path analysis. The research results 
revealed that all those exogen variables found affected directly and significantly students’ GPB. It was found also the 
good role of students’ NEP which was proven to be highly significant as mediated variable between environmental 
concerns with students’ GPB even though it was interfered with by students’ personalities empirically. Therefore, it could 
be concluded that in developing university campus policies, it is well suggested to involve those factors such as students’ 
environmental concerns, their NEP, and personalities as well to be taken into consideration.  

Keywords: Environmental Concern, Personality, New Environmental Paradigm, Green Purchase  Behavior, and      

path analysis. 

 

1. INTRODUCTION  

Indonesia is a potential business market. This is because Indonesia has a large population, raw materials, 

natural materials, human resources, and cheap labor. Rapid business development will have a positive impact on 

the national economy but will also have a negative impact. Such as environmental damage, scarcity of natural 

resources, chemical waste, pollution, etc. Consumption activities and human activities will certainly leave a carbon 

footprint which is the main contributor to the increase in greenhouse gases which of course is the cause of climate 

change.  

Of course, it takes the cooperation of all elements in the world to prevent climate change. One of them is the 

Sustainable Development Goals. The SDG's goals are to end poverty, protect the planet and ensure that all people 

enjoy peace and prosperity by 2030. (UNPD, n.d.) Some marketing experts assume that young people care more 

about the environment than old people. People started to leave products that are not environmentally friendly, this is 

because they already have good knowledge and information, and 84% of consumers around the world are looking 

for responsible products. (Making & Brands, n.d.)  

Humans depend on nature, therefore they must have environmental awareness, personality, and a new 

environmental paradigm so that the universe in which we live can provide resources that are used to meet needs 

ranging from basic, and secondary to tertiary needs. This behavior should be applied on a small scale such as 

determining the product to be consumed so that the green industry will become an alternative industry chosen by 

entrepreneurs because there is a market share that will wait for the product. The buying behavior of green products 

does not only stop when the product is consumed but after it is consumed (post-purchase behavior). Reuse-Reuse-

Recycle is one of the behaviors (post-purchase behavior). Reuse means reusing waste that can still be used for the 

same function or other functions. Reducing means reducing everything that causes waste. Recycling means 
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reprocessing (recycling) waste into useful new goods or products. 

That was why this research should be conducted urgently to manage and educate the people who have bad 

behavior as a consumer to purchase anything which is beyond our green principles that lead in the wrong direction 

in trying to save the only one of our planet from destruction. What factors could be considered in directing people's 

green purchasing behavior was the objective of this research.  

2. RESEARCH METHODOLOGY 

Related to the objective of this research, a causal survey has been applied by selecting 160 university students, 

in Jakarta,  as the sample. There were four instruments developed to measure students’ green purchasing behavior 

(GPB), environmental concerns, new environmental paradigm (NEP), and big-5 personality all those instruments 

validated their items' validity and reliability that were all eligible to be used in research. Data were analyzed by path 

analysis, based on the regression and linearity model of each data pairing. 

3. RESULTS AND DISCUSSION 

The result of hypothesis testing shows that: (1) There was a direct and significant effect Enviromental Concern 

(X1) on the New Enviromental Paradigm(NEP/X3); (2) There was a direct and significant effect Enviromental 

Concern (X1) on Green Purchase Behavior (X4); (3) There was a direct and significant effect Personality (X2) on 

New Enviromental Paradigm (X3); (4) There was a direct and significant effect Personality (X2) on Green Purchase 

Behavior (X4); (5) There was a direct and significant effect New Environmental Paradigm (X3) on Green Purchase 

Behavior (X4); (6) There was an indirect and significant effect Environmental Concern on Green Purchase Behavior 

throughout New Environmental Paradigm; (7) There was an indirect and significant effect Personality on Green 

Purchase Behavior through New Environmental Paradigm (See in detail below figure).It was found also that its path 

error coefficient respectively for NEP (X3) was 0.109 meant that around 10 % variance of student NEP was 

unexplained and followed by path error coefficients of GPB (X4) was around 82.9 % unexplained variances. It 

meant that there were still a lot of variances required by GPB variances, therefore, for further research is suggested 

that the researchers could involve as many exogen and endogen variables or by carrying out Structural Equation 

Modelling (SEM) instead (see below figure for more information). To understand that these results are not stand-

alone, therefore, it would be better to be shared here some research results by others to be taken into consideration 

to look at these results' position among other research findings below in our discussion. 

 

 

 

 

 

 

 

 

2.3.  

 

Figure 1: Structural Empirical Model ** P < 0.01 

Considering those findings, Backer & Ozaki (2008) found also that there was a relationship between green 



International Journal of Membrane Science and Technology, 2023, Vol. 10, No. 2, pp. 169-173 

171 

products with housewife's pro-environmental beliefs and they prefer to purchase products produced and sold by 

green companies. Sammer and  Wustenhagen (2006) found out that there was a willingness to pay for products 

that have ecological labeling such as efficient energy used. Another finding related to this research was about 

switching the use of offline to online purchasing methods as a behavioral change which would affect consumers’ 

behavior in buying something for their needs (Gupta, Bo-Chiuan Su, and Watter (2015). 

Stern, Dietz, and Kalof (1993) conducted research that was similar to research by this article, stated that 

environmental concerns were related to values orientation as well, and found that women have a stronger value 

orientation such as their biospheric, egoistic, and altruistic compared to men in performing their value orientation 

which finally would lead to support their likely in improving the quality of our environment. De Magistris and Gracia 

(2008) used SEM to show their finding that in decision-making to buy organic food products, several factors 

influenced the ability of consumers to decide whether they wanted to buy or not, namely healthiness, environment, 

and attitudes.  

By applying SEM as well,  Chen and Chang (2012) found that green purchase intention is directly affected by 

green purchase value, green perceived risk, and mediated by green trust. Moreover, relevant to this article's 

research, Mostafa (2006) found also that there were gender differences in Egyptian Consumers’ Green Purchase 

Behaviour by using a sample of around 1093.  Zhou, Thorgersen, Ruan, and Huang (2013) found that there was a 

good mediated finding of self-transcendence value between attitude and perceived behavioral control on behavioral 

intention as depicted by the TPB model, as used also by this article's research to support its hypotheses. Moreover, 

those research findings based on this research article were fully supported by research carried out by Putrawan 

(2019 and 2020) which also found out the role of students’ NEP in predicting pro-eco behavior (Putrawan & Ananda,  

2019) and factors such as environmental concerns that derived from VBN model and interfered by big-5 personality 

in affecting human green purchasing bahevior (Putrawan, 2020). 

4. CONCLUSION 

Based on the above findings, it could be concluded that in trying to predict students’ GPB, therefore, those 
factors could be taken into account such as environmental concerns, students’ NEP, and interfered with by big-5 
personalities as confirmed from the basis of TPB. That is why this conclusion could be implied that economics 
should understand and present themselves as ecocentrism, that humans are part of the environment, not separate. 
Economic activity has become more and more concerned with the environment.  

      This is because economic activity is not just short-term, but long-term. Environmental problems that continue to 
emerge today are inseparable from irresponsible production and consumption patterns. For this reason, a 
commitment to change is needed for producers and consumers through the efficient use of resources. Efficient use 
of resources is the implementation of Sustainable Consumption and Production.  
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