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ABSTRACT 
This study aims to analyze the influence of green knowledge and green 
perceived value on purchase intention mediated by green lifestyle on Gen Z 
tumbler product users in Indonesia. This study was conducted through a 
quantitative approach with a total sample of 200. The sampling technique 
used was non-probability sampling with a purposive sampling approach. 
Data were processed using Structural Equation Modeling with the Smart 
Partial Least Square statistical program. The results of this study prove that: 
Green knowledge has no effect on purchase intention; Green knowledge has 
a positive effect on green lifestyle; Green perceived value has a positive 
effect on purchase intention; Green perceived value has a positive effect on 
green lifestyle; Green lifestyle has a positive effect on purchase intention; 
Green knowledge has a positive effect on purchase intention through green 
lifestyle as a mediating variable; and green perceived value has a positive 
effect on purchase intention through green lifestyle as a mediating variable. 
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INTRODUCTION 
            Climate change and environmental degradation are major challenges facing 
the world today. According to Civil Survey, (2023) explained that the environmental 
issues that are most troubling Indonesian society and youth are climate change and 
plastic waste pollution. Indonesia, like many other countries, is grappling with the 
problem of plastic waste, especially single-use plastic bottles. 
            Awareness of the importance of preserving the environment is increasing, 
especially among Gen Z. Gen Z is a generation that is aware of a green lifestyle and 
knows their obligations towards the environment.(Noor et al., 2017). A tumbler is a 
drinking container that can be used repeatedly and is an example of an 
environmentally friendly product (Yohana & Susana, 2020). 
            Therefore, people, especially Gen Z, are becoming more careful about the 
environmental impact of their consumption patterns, changing their preferences, and 
choosing a more environmentally friendly lifestyle in order to preserve the environment 
(Baktash and Talib 2019). One effort to fulfill this desire is by purchasing 
environmentally friendly products. Thus, Gen Z's intention to buy or use 
environmentally friendly products will also increase. 
            Riyanto et al., (2018) said that the emergence of the problem of large amounts 
of waste makes people care about the state of the environment and find out about the 
environment, so that green knowledge encourages action before they make purchases 
of green products. Consumers who already understand the benefits of environmentally 
friendly products and strive to protect the environment, their intention to purchase 
these products can be influenced by their personality (Laksita & Widodo, 2020). 
Realizing a lifestyle that focuses on reducing the impact of one's life on environmental 
damage will influence consumers to buy environmentally friendly products (Patak et 
al., 2021). 
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            Research by Fauzan & Widodo, (2023) shows that green knowledge has a 
positive effect on purchase intention. While  Ahmad & Thyagaraj, (2015) shows that 
the influence of consumer knowledge of the environment on purchasing intentions was 
found to be insignificant. Research by Zahra & Rohman, (2024) shows that green 
perceived value is able to have a positive contribution relationship to purchase 
intention. While Rakhmawati et al., (2019) shows that there is a negative relationship 
between green perceived value and green purchase intention. Research by Saleky & 
Souisa, (2017) shows that green product knowledge has a positive effect on green 
lifestyle. Research by Santoso & Hartini, (2023) shows that green lifestyle has a 
positive effect on purchase intention. While Mahmudah & Nugroho, (2023) shows that 
the lifestyle of consumers who care about the environment does not have a significant 
effect on purchasing intentions.   
            Based on the description presented previously, this study will be conducted to 
analyze the Influence of green knowledge and green perceived value on purchase 
intention mediated by green lifestyle on Gen Z users of tumbler products in Indonesia. 
            Theory of Reasoned Action or TRA is a conceptual research model that aims 
to understand human behavior and actions in certain situations and contexts. The 
Theory of Reasoned Action (TRA) model was developed by Fishbein & Ajzen (1975). 
This theory focuses on the relationship between attitude toward behavior, subjective 
norms, behavioral intention, and behavior itself. 
            Kotler & Keller, (2016) defines purchase intention as the decision to purchase 
a brand alternative among various other brand alternatives. Santoso, (2018) said 
purchase intention is consumer behavior that reflects the extent to which they are 
committed to purchasing goods or services. 
            Green lifestyle is all actions taken by a person to contribute to preserving the 
environment around them by reducing the consumption of goods that can have a 
negative effect on the environment (Pramesti et al., 2022). Lorenzen, (2012) says 
green lifestyle is a lifestyle that involves careful consideration of the negative impacts 
of a person's daily activities on the environment. 
            Zsoka et al., (2013) stated that green knowledge is a term for issues that occur 
in the environment and appropriate solutions to prevent negative impacts that will 
occur in the environment. Hanjani & Widodo, (2019) said that green knowledge can 
educate the public about issues and phenomena that occur in the environment today, 
the impact of using environmentally friendly products, and the benefits felt when using 
products with natural ingredients. 
            Green perceived value is consumer confidence in purchasing environmentally 
friendly products with positive intentions driven by the use of products or services and 
the amount of benefits obtained based on needs, the environment and sustainable 
expectations (Meilisa 2020). Hanjani & Widodo, (2019) said that green knowledge can 
educate the public about issues and phenomena that occur in the environment today, 
the impact of using environmentally friendly products, and the benefits felt when using 
products with natural ingredients. 
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Figure 1. Conceptual framework 

 
            Based on the established conceptual framework, this study proposes a series 
of hypotheses aimed at examining the relationships among green knowledge, green 
perceived value, green lifestyle, and purchase intention. The first hypothesis (H1) 
posits that green knowledge has a positive effect on purchase intention. The second 
hypothesis (H2) suggests that green knowledge positively influences green lifestyle. 
The third hypothesis (H3) states that green perceived value has a positive effect on 
purchase intention, while the fourth hypothesis (H4) asserts that green perceived value 
positively affects green lifestyle. The fifth hypothesis (H5) indicates that green lifestyle 
has a positive effect on purchase intention. Furthermore, the sixth (H6) and seventh 
(H7) hypotheses explore the mediating role of green lifestyle in the relationship 
between green knowledge and purchase intention, as well as between green 
perceived value and purchase intention, respectively. Collectively, these hypotheses 
are formulated to investigate both the direct and indirect effects of green-related 
variables on consumers' intention to purchase environmentally friendly products. 
 

METHOD 
            This study was conducted using a quantitative approach through online media 
with a population covering all Gen Z users of tumbler products in Indonesia. The 
sampling technique used was non-probability sampling with a purposive sampling 
approach with a sample size of 200. The data collection technique used in this study 
was a questionnaire, namely collecting primary data by distributing a list of statements 
to be filled out directly by respondents who were included in the research sample. In 
this case, the questionnaire was distributed online using Googleform media. The data 
was processed using Structural Equation Modeling with the Smart Partial Least 
Square statistical program. 
 

RESULTS AND DISCUSSION 
            The characteristics of the respondents sampled in this study based on female 
gender were 140 people (70.0%), while male gender was 60 (30.0%). Characteristics 
based on age showed that the majority of respondents in this study were aged 18-22 
years, as many as 133 people (66.5). The characteristics of respondents based on 
their last education showed that the majority of respondents in this study were with a 
last education level of high school/equivalent, as many as 122 people (61.0%). 
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            Respondent characteristics based on occupation show that the majority of 
respondents in this study were students, amounting to 143 people (71.5%). Based on 
average monthly shopping expenditure, it shows that the majority of respondents in 
this study with the highest expenditure were Rp. 500,000 – Rp. 1,000,000 as many as 
82 people (41.0%). Meanwhile, based on domicile, Java Island has the largest number 
compared to other regions, namely 110 people (55.0%). 
            According to Ghozali, (2021) individual indicators with correlation values >0.7 
are considered valid. If the loading factor value is <0.7, the indicator must be removed 
from the analysis because it is considered weak to measure the latent variable 
accurately. Figure 2 and Figure 3 show the data output before and after removing 
weak indicators. The measurement model was modified again because there were 
several indicators with loading factor values <0.7, namely variables X2.1, X2.2, X2.5, 
Y2, Y8 and Z2. 

 
Figure 2. Data output before indicator elimination 
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Figure 3. Data output after indicator elimination 
            In Table 1 it can be concluded that the Average Variance Extracted (AVE) 
value of all indicators of green knowledge, green perceived value, purchase intention 
and green lifestyle variables has an Average Variance Extracted (AVE) value >0.5, so 
convergent validity is met. 

Table 1. Average Variance Extracted (AVE)  
Average variance extracted (AVE) 

X1 0.524 

X2 0.563 

Y 0.602 

Z 0.596 

 
            In Table 2, it can be concluded that all constructs have composite reliability 
values >0.7 and Cronbach's alpha >0.6. So all statement items in the questionnaire 
have good reliability. 

Table 2. Composite reliability and Cronbach's alpha  
Cronbach's 

alpha 
Composite 

reliability 
(rho_a) 

Composite 
reliability 

(rho_c) 

X1 0.818 0.818 0.868 

X2 0.870 0.872 0.900 

Y 0.867 0.870 0.900 

Z 0.812 0.820 0.870 

 
            In Table 3, the R-square value of the purchase intention variable is 0.763, 
which means that the percentage of the influence of the green knowledge and green 
perceived value variables on purchase intention is 76.3%. While the R-square of the 
green lifestyle variable is 0.781, which means that the percentage of the influence of 
the green knowledge and green perceived value variables on green lifestyle is 78.10%. 

Table 3. R-square and Adjusted R-square  
R-square R-square 

adjusted 

Y 0.761 0.758 

Z 0.771 0.769 

 
            In Table 4, the results of the hypothesis testing can be stated to have a 
significant effect if: T-Statistic Value > 1.96 and P value < 0.05. The following is an 
explanation of the Path Coefficient results: 
1. The green knowledge variable does not affect purchase intention. This can be seen 
from the valuet-statistics which do not meet the requirements, namely 0.980< 1.96, 
and the p-value 0.327> 0.05. 
2. The green knowledge variable has a positive effect on green lifestyle. This can be 
seen from the valuet-statistics which meets the requirements, namely 3.248> 1.96, 
and p-value 0.001 < 0.05. 
3. The green perceived value variable has a positive effect on purchase intention. This 
can be seen from the valuet-statistics which meets the requirements, namely 5,350> 
1.96, and p-value 0.000 < 0.05. 
4. The green perceived value variable has a positive effect on green lifestyle. This can 
be seen from the valuet-statistics which meets the requirements, namely 7.985> 1.96, 
and p-value 0.000 < 0.05. 
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5. The green lifestyle variable has a positive effect on purchase intention. This can be 
seen from the valuet-statistics which meets the requirements, namely 2,868> 1.96, 
and p-value 0.004 < 0.05. 

Table 4. Path coefficients  
Original 

sample (O) 
Sample 

mean (M) 
Standard 
deviation 
(STDEV) 

T statistics 
(|O/STDEV|) 

P values 

X1 -> Y 0.084 0.098 0.086 0.980 0.327 

X1 -> Z 0.254 0.263 0.078 3.248 0.001 

X2 -> Y 0.501 0.489 0.094 5,350 0.000 

X2 -> Z 0.659 0.645 0.083 7.985 0.000 

Z -> Y 0.327 0.323 0.114 2,868 0.004 

            The indirect influence accompanied by mediating variables can be seen in 
Table 5 which shows that: 
1. The influence of green knowledge on purchase intention through green lifestyle has 
a valuet-statistics which meets the requirements, namely 2.245> 1.96 and the p-value 
is 0.025< 0.05 which means that green lifestyle can be a mediation between green 
knowledge and purchase intention. 
2. The influence of green perceived value on purchase intention through green lifestyle 
has a positive value.t-statistics which meets the requirements, namely 2,582> 1.96 
and a p-value of 0.010 < 0.05, which means that green lifestyle can mediate between 
green perceived value and purchase intention. 

Table 5. Indirect Effect  
Original 

sample (O) 
Sample 

mean (M) 
Standard 
deviation 
(STDEV) 

T statistics 
(|O/STDEV|) 

P values 

X1 -> Z -> Y 0.083 0.083 0.037 2.245 0.025 

X2 -> Z -> Y 0.216 0.210 0.083 2,582 0.010 

           Based on Table 6, it shows that the analysis of the influence of VAF (Variance 
Acconted For) value on the green knowledge variable on purchase intention mediated 
by green lifestyle shows partial mediation with a VAF (Variance Acconted For) value 
of 49.7%. On the other hand, the green perceived value variable on purchase intention 
mediated by green lifestyle also shows partial mediation with a value of 30.1%. 

Table 6. Influence of VAF value  
Direct Influence Indirect 

Influence 
Total VAF Value 

X1 -> Z -> Y 0.084 0.083 0.167 0.497 

X2 -> Z -> Y 0.501 0.216 0.717 0.301 

 

Discussion 
            The first hypothesis is rejected. According to the Theory of Reasoned Action 
(Fishbein & Ajzen, 1975), green knowledge can function as a subjective norm within a 
group. However, this hypothesis does not prove that subjective norms can influence 
consumer purchase intentions. This is supported by research Christina & Adiati (2023) 
which shows the results of the analysis of the subjective norm variable have not been 
able to predict green purchase intention. This shows that the higher or lower a  
person's knowledge of environmental issues and a person's knowledge of 
environmentally friendly products, it will not have an impact on consumer purchasing 
intentions for environmentally friendly products (Hasanudin & Wulantika, 2024). 
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Research by Lares (2024); Setyabudi & Adialita, (2020) gives the result that green 
product knowledge does not have a significant effect on green purchase intention. 
            The second hypothesis is accepted. According to the Theory of Reasoned 
Action (Fishbein & Ajzen, 1975), subjective norms can play a role in forming attitudes 
toward behavior, if the community around a person has good knowledge about 
environmental issues and environmentally friendly products, this can strengthen the 
individual's positive attitude towards the behavior so that it supports a green lifestyle. 
This shows that consumers who have good environmental knowledge can increase a 
person's awareness of environmental problems and make a person more concerned 
about the condition of the surrounding environment.Farisy, (2015). This research is in 
line with research by Saleky & Souisa (2017) which shows that green product 
knowledge has a positive influence on green lifestyle. 
            The third hypothesis is accepted. According to the Theory of Reasoned Action 
(Fishbein & Ajzen, 1975), green perceived value can function as a subjective norm, 
when many people around consumers feel that environmentally friendly products 
provide more value in terms of quality, environmental benefits, or health, then 
consumers tend to feel supported by these social norms so that they choose 
environmentally friendly products. This research is also in line with research by Zahra 
& Rohman, (2024);Chae et., (2020);Karli & Tjokrosaputro, (2023) which shows that 
green perceived value is able to have a positive contribution relationship to purchase 
intention. 
            The fourth hypothesis is accepted. According to the Theory of Reasoned 
Action (Fishbein & Ajzen, 1975), subjective norms can play a role in forming attitudes 
toward behavior, when the community around consumers feels that environmentally 
friendly products provide more value in terms of quality, environmental benefits, or 
health, this can strengthen the individual's positive attitude towards the behavior and 
support the existence of a green lifestyle. This shows that when users or consumers 
feel a better difference and are beneficial to the environment when using 
environmentally friendly products, consumer behavior will also increase.Strong, 
(2024). This research is in line with research Afianto et al., (2024) which shows that 
green perceived value has a significant and positive influence on green lifestyle 
sustainability. 
          The fifth hypothesis is accepted. According to the Theory of Reasoned Action 
(Fishbein & Ajzen, 1975), green lifestyle functions as an attitude toward behavior, so 
that a positive attitude towards green lifestyle can increase purchase intention of 
environmentally friendly products. If consumers know that using environmentally 
friendly products is a behavior that can contribute to sustainability and can minimize 
the impact on the environment, then consumer purchase intention will increase. This 
shows that by realizing a lifestyle that focuses on reducing the impact of one's life on 
environmental damage, it will influence consumers to buy environmentally friendly 
products. Patak et al., (2021). This research is in line with research by Santoso & 
Hartini, (2023);Pramesti et al., (2022);  (Nurdin & Ratnasari, (2024) which shows that 
green lifestyle has an effect on purchase intention. 
            The sixth hypothesis is accepted. According to the Theory of Reasoned Action 
(Fishbein & Ajzen, 1975), if the community around the consumer supports the 
purchase of environmentally friendly products, then they will have a positive attitude 
towards the product so that their intention to buy environmentally friendly products will 
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increase. This research is supported by research by Saleky & Souisa, (2017) that 
green product knowledge has a positive effect on green lifestyle. With the ability to 
understand and care about the environment, it can encourage someone to make green 
purchasing because they are aware of the importance of maintaining a balance 
between the environment and daily needs. Research Santoso & Hartini, (2023) shows 
that green lifestyle has a positive effect on purchase intention. 
            The seventh hypothesis is accepted. According to the Theory of Reasoned 
Action (Fishbein & Ajzen 1975), if the community around the consumer supports the 
purchase of environmentally friendly products, then they will have a positive attitude 
towards the product so that their intention to buy environmentally friendly products will 
increase. This research is supported by research by Afianto et al., (2024) shows that 
green perceived value has a significant and positive influence on green life style 
sustainability. When someone has a strong perception of the value and benefits of 
environmentally friendly products for sustainability, they will tend to adopt and maintain 
a sustainable lifestyle. Research by Nurdin & Ratnasari, (2024)  shows that green 
lifestyle has a positive effect on purchase intention. 

 
CONCLUSION 

            Based on the results of the study, it can be concluded that green knowledge 
does not affect purchase intention. Green knowledge has a positive effect on green 
lifestyle. Green perceived value has a positive effect on purchase intention. Green 
perceived value has a positive effect on green lifestyle. Green lifestyle has a positive 
effect on purchase intention. Green knowledge has a positive effect on purchase 
intention through green lifestyle as a mediating variable. Finally, Green perceived 
value has a positive effect on purchase intention through green lifestyle as a mediating 
variable in Gen Z users of tumbler products in Indonesia. 
            Further research can consider additional variables that may play a role in 
influencing purchase intention, such as green advertising, green trust, green 
awareness, and so on. This research can also be expanded to other environmentally 
friendly products, such as fashion products, beauty products, household products, and 
so on. In addition to the quantitative approach, further researchers can use a 
qualitative approach, such as through in-depth interviews or direct observation. 
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