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Abstract

The topics of sustainable development and climate change correlation, pollution, toxic-containing
products, and unhealthy lifestyles in urban societies has become a phenomenal issue these days. These
issues have evolved around the exploitation of natural resources. It is imperative that all stakeholders stop
exploiting natural resources to create better and more sustainable living for today’s and the next
generations. To address the needs for a more sustainable living that have been endorsed by the millennial
consumers, business doers claim that their products are eco-friendly and green products. This research is
done to analyse the correlation between environmental knowledge and perceived consumer effectiveness
in eco-friendly product buying by the millennial consumers. The online survey involving 102 millennial
consumer respondents who lives in Jakarta, Bogor, Depok, Tanggerang and Bekasi areas reveals that
environmental knowledge does not significantly correlate with the millennial consumers’ eco-friendly
product buying behaviour. The research also shows that perceived consumer effectiveness has a greater
influence than environmental knowledge on the millennial consumers’ buying behaviour for eco-friendly
products.

Keywords: Eco-friendly; Environmental Knowledge; Perceived Consumer Effectiveness; Sustainable
Development

Introduction

The topics of sustainable development and climate change correlation, pollution, toxic-containing
products, and unhealthy lifestyles in urban societies has become a phenomenal issue these days. These
issues have evolved around the exploitation of natural resources. It is imperative that all stakeholders
stop exploiting natural resources to create a better, more sustainable living for today’s and the next
generations (Hopwood et al, 2005). These issues have increased the awareness of business to come up
with green initiatives to provide green products and services (Kanchanapibul, et al. 2014).
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Furthermore, there has been an increase in consumer awareness towards environmental issues
such as excessive wastes, global warming, air and water pollutions (Van Dam, 1996). Consumers who are
aware of environmental issues are called environmental concern consumers (Roberts, 1996).

The increase in consumers’ awareness towards the environment is paired with the consumers’
behaviour in buying eco-friendly products because those consumers know that their buying behaviour has
a direct impact on minimizing or maximizing ecological problems (Kotler, 2011).

The increasing demand for eco-friendly products has become an opportunity for business
companies and industries to produce cleaner and greener products. It has also become an opportunity for
the companies and industries to contribute to the environment by decreasing pollution and improving
their profit at the same time (Stuart, 2014).

Based on research on sustainable packaged goods, the consumption of green products in America
is predicted to reach $150 billion in 2021, with an increase in sales of almost 20% since 2014 and an
annual growth rate 4 times higher than that of conventional products (Nielsen, 2018). Nielsen (2015). It is
also reported that the green market is even bigger in Asia than in western countries.

Taking the increasing green market into consideration, business doers who wish to strengthen
their business and commitment to the green revolution have to improve their knowledge of the
demography and behaviour of their target consumers.

Green marketers need an effective marketing communication strategy to be able to reach their
target consumers, especially those who target the millennial generation. This generation is known to be
very productive, and will have a strong buying capability and a greater influence in the economy in the
future (Hamel et al, 2017). Collectively, the millennials are cohorts who have sensitive tendencies
towards the environment and who will be willing to take sustainability issues into consideration when
shopping. This has not been done by previous generations (Nielsen, 2018). Moreover, the millennial
generation has a different attitude compared to previous generations. The millennials are consumptive,
and they view money as a representation of someone’s success (Kanchanapibu et al, 2014).

In an Indonesian context, based on the research by Nielsen (2014), 64% of Indonesian consumers
are interested in buying green products, which is greater than the global average of 55%. This number is
projected to increase with the involvement of the millennials in the economy. It is predicted that one third
of the millennial total population will become the main force in the green trends in Indonesia (IDN,
2019). With its fast growing economy and a high population millennials, Indonesia has significantly high
green business potentials.

Studies on this generation will improve our understanding of the millennial generation and its
perception of the environmental sustainability issues. Previous studies have shown that the millennial
generation is more open to innovative ideas than other generations and that it is more aware of the social,
environmental, and cultural issues.

This research tries to see the role of environmental knowledge in relation to environmental
concerns, and perceived consumer effectiveness in the context of the Indonesian millennial generation.

By analysing the eco-friendly product buying behaviour of the millennial generation and the
factors that influence the millennial buyers, companies will be able to enhance their marketing strategy to
become more sustainable to cater to the increasing millennial cohort targets.
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Literature and Methodology

Millennials and Environmental Awareness

Today’s “new leader” of the green movement is generation Y, known as the millennials (Ottman,
2011). Authors of Millennials Rising: The Next Great Generation (2000), William Strauss and Neil
Howe, state that generation Y or the millennial generation is a generation born within 1982-2005 (Adiarsi
et al, 2015). Meanwhile, the Indonesia Millennial Report 2020 by the IDN Research Institute states that
the millennial generation consists of men and women aged 21 to 36 years old.

Statistical data shows that in 2020 the millennial generation will reach 63.5 million out of 179
million people in Indonesia (IDN Research, 2020), which means that 35% of the Indonesian population
will comprise of millennials. With its significance in population number, the millennial generation is
considered to have a greater influence on business, political and social contexts (Kurniawan, 2020, p. 63).

Characteristically, the millennials are very much influenced by digital technology in their social
interaction, leisure activities, and buying behaviour. Furthermore, this generation is known to be people
who are born “green” because they grew up in a society where sustainability has become the norm and
where environmental concepts are taught in schools (Johansson and Persson, 2019). Therefore, the
millennials highly expect a product to be eco-friendly (Rogers, 2013), and they believe that the global
climate change is the result of human activities (Ottman, 2011).

The millennials’ awareness of eco-friendly products is also revealed by Rogers (2013). His
research shows that 36% of millennials want to buy eco-friendly products and request their workplace to
be more eco-friendly. Furthermore, the millennials will likely promote green products to their friends if
those products are affordable and made with recycled materials (Smith, 2010).

However, although the millennials have shown environmental literacy, they struggle to alter their
view and intention towards a more pro-environmental behaviour (Gaudelli, 2009). Studies also reveal that
many college students do not show responsible behaviour towards the environment, compared to the older
millennium generations (25-35 years old) (Debevec et al, 2013).

Steg and Vlek (2009) state that pro-environmental behaviour is a behaviour that maximally
decreases impacts on the environment or maximally contributes benefits to the environment. Pro-
environmental behaviour is not only controlled by social norms, but it is also influenced by intrinsic
individual values (Varela et al, 2018).

The findings of the above-mentioned studies show that there is a discrepancy in behaviour
between pro-environmental views and actions. This issue is extremely important to be analysed in this
research, especially in the context of Indonesia where environmental issues have become one of the most
important topics of discussion. One of the examples of environmental issues in Indonesia is the air quality
of Jakarta, the capital city of Indonesia. According to AirVisual.com, Jakarta air quality index is 154,
which means that Jakarta belongs to the most polluted cities in the world (katadata.co.id., 2019). Another
example is waste management. According to the Indonesian Ministry of Environment and Forestry,
Indonesia produces up to 67.8 ton of waste yearly and some of the waste ends up polluting the oceans
(IDN Times, 2020).

Environmental Knowledge (EK)

Kaiser and Wilson (2004) define environmental knowledge as general knowledge of facts,
concepts and correlations that involve the natural environment and its main ecosystem. Environmental
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knowledge is divided into three forms: system knowledge which means knowledge of environmental
issues, action-related knowledge which is based on behaviour and actions to solve environmental
problems, and effectiveness knowledge which refers to the understanding of beneficial environmental
responsibilities.

Referring to the concept of environmental knowledge and the findings of previous studies, there
is a significant correlation between environmental knowledge of a particular issue and environmental
responsibilities (Hines et al, 1987). Chan and Lau (2000) also explain that consumers who have eco
literacy show a stronger intention in buying green products.

Perceived Consumer Effectiveness (PCE)

Perceived Consumer Effectiveness or PCE is defined as a consumer’s estimation on his/her ability
to contribute to sustainable development through a certain behavior (Hanss, D., & Doran, R, 2019:1).

Other researchers conceptualize PCE as a particular construction domain that reflects a
consumer’s confidence in achieving results in a particular activity. The general domain that is often
discussed in this concept is environmental conservation. One researcher, Kinnear et all (1974), defines
PCE as the level of an individual’s confidence that he/she can effectively reduce pollution.

Furthermore, PCE is perceived as one of the factors that influences a consumer in taking an
action to be involved in the environment or not. The consumer’s knowledge is determined by his/her
individual direct or indirect experience because each consumer has different knowledge and experience
(Hanss and Doran, 2019).

The role of PCE has also been proven by empirical studies showing that an individual with a
strong PCE will show a positive attitude towards organic food and will have a stronger intention in
buying the product (Vermeir and Verbeke, 2008). Another study shows that an individual who shows a
positive attitude, but a weaker buying intention has a lower level of PCE than those who show a positive
attitude and a stronger buying intention.

This point of view shows that PCE is one of the individual characteristics that has an impact on
the positive attitude on sustainable consumption.

Methodology

The type of research used in this study is a survey through distributing questionnaires using
google form, while data analysis uses analysis with a Likert scale. The population defined in this study
are adolescent eco-friendly product users with a criteria of age 18-29 years who use eco-friendly products
and are domiciled in Jabodetabek.

The population in this study is categorized as an unknown population due to the absence of data
on users of environmentally friendly products in Jabodetabek. The sampling method is carried out in a
non-probability manner using a purposive sampling technique by taking a sample of 100 respondents.

Based on the theory previously described, it tests whether there is an effect of environmental
knowledge and perceived consumer effectiveness on purchasing environmentally friendly products. This
is the research model:
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X1

X2

X1 = Environmental Knowledge
X2 = Perceived consumer effectiveness
Y = Environmentally friendly products purchase

Research Result

Respondent Profile

Based on 100 respondents, 54 % of most respondents are domiciled in Jakarta, the rest are from
Bodetabek. Characteristics of the age of respondents in the age range 18-20 years are 39%. Sixty-nine
respondents are female, while most of the respondents have a high school education at 52%. Forty one
precent (41%) of respondents are not working, 27% are private employees, 7% are self-employed and
25% had other professions.

In terms of expenditure per month, most respondents had expenditure that is less than Rp.
1,500,000, - as many as 35 people (35%). The respondent's monthly expenditure is between Rp.
1,500,000- Rp. 3,000,000, - as many as 31 people (31%), while the rest is between IDR 3,000,000 - IDR
5,000,000 and above IDR. 5,000,000 at 17% each.

Testing the Research Hypothesis

The Effect of Environment Knowledge (EK) And Perceived Consumer Effectiveness (PCE) on
Purchasing Eco-Friendly Products

In this study, multiple regression models are used to test the independent variables, namely EK and
PCE, while the dependent variable is the purchase of eco-friendly products. This is the following table:
Table 1
Partial Regression Test Results (t test)
Coefficients

Coefficients?

Model Unstandardized Coefficients Standgr_dlzed t Sig.
Coefficients
B Std. Error Beta
1  (Constant) -3.105 2.978 -1.043 .300
Environmental .158 A11 121 1.426 157
knowledge (X1)
Perceived consumer 457 .063 .611 7.204 .000

effectiveness (X2)
a. Dependent Variable: Purchase of eco-friendly product
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Variable Hypothesis Test X1

In table 1, it is known that the independent variable EK has a significance level of 0.157. From the
results of the t test on the EK variable, it is stated that the significance of the t test on the EK variable is
greater than 0.05 (0.157> 0.05), besides that, t count <t table (1.426 <1.9845). So, based on these results
HO is accepted, so it can be concluded that knowledge of the environment (X1) has no partial effect on
purchasing environmentally friendly products ().

Variable Hypothesis Test X2

In the PCE variable hypothesis test, the t test results show that the PCE variable has a significance
level of 0.000 (0.000> 0.05). The results of the t test state that the significance of the t test is less than
0.05. Besides that, the value of t is greater than the value of t-table, or t count> t table (7,204> 1.9845)
and has a positive coefficient value, therefore, it can be concluded that perceptions of environmentally
friendly products (X2) have a partial effect on purchasing environmentally friendly products (Y).

Meanwhile, to see the magnitude of the contribution of the EC variable and the PCE variable to
eco-friendly products, is presented in the table below:

Table 2
Correlations

Correlations

Total Variable  Total Variable  Total Variable

X1 X2 Y

Environment Knowledge Pearson Correlation 1 473" 410"

Sig. (2-tailed) 2000 000

N 100 100 100
Perceive Consumer Pearson Correlation 473 1 .668™
Effectiveness Sig. (2-tailed) .000 .000

N 100 100 100
Pembelian produk eco  Pearson Correlation 410™ .668™ 1
friendly Sig. (2-tailed) .000 .000

N 100 100 100

**_Correlation is significant at the 0.01 level (2-tailed).

Table 3. Stage of Effective Contribution (SE)

VARIABLE REGRESSION COEFFICIENT CORRELATION R SQUARE
(BETA) COEFFICIENT
EK 0.121 0.41 45.8
PCE 0.611 0.668

Table 4. Effective Contribution (SE)

SE VALUE

EK 4.96

PCE 40.81
R Square 45.8
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The above tables 2 and 3 show that the effective contribution value from EK (X1) is 4.961. This
means that the EK variable contributes 4.96% partially to the environmentally friendly product
purchasing variable (Y). Meanwhile, the SE value of the PCE (X) is 40.81. This means that the PCE
variable for eco-friendly products contributes 40.81% partially to the purchasing variable for eco-friendly
products (). Thus, it can be concluded that PCE (X2) has a more dominant influence on variable Y than
EK (X1).

The Influence of Environment Knowledge (EK) and Perceived Consumer Effectiveness (PCE) on
Purchasing Eco-Friendly Products Simultaneously

In table 1, it shows that the constant value is -3.105, the regression coefficient value for the EK
variable is 0.158, and the PCE variable is 0.457, so based on these values, the regression equation is:

Y =-3,105 + 0,158X1 + 0,457X2

Looking at the regression equation above, it can be concluded that the regression coefficients X1
and X2 are positive. This means that EK and PCE have a positive effect on purchasing eco-friendly
products and that the higher the EK and PCE, the higher the purchase of eco-friendly products and vice
versa.

In addition, this can also be seen in the F ANOVA test results in the table below:

Table 5
Statistical Test F

ANOVA?
Model Sum of df Mean Square F Sig.
Squares
1 Regression 625.924 2 312.962 40.978 .000°
Residual 740.826 97 7.637
Total 1366.750 99

a. Dependent Variable: Total Variable Y
b. Predictors: (Constant), Total Variable X2, Total Variable X1

From the ANOVA test or the F test, the calculated F value is 40.978 with a probability of 0.000.
Because the probability is smaller than 0.05, it can be concluded that EK and PCE together influence
purchasing eco-friendly products.

Table 6
Result of Correlation Coefficient and Simultaneous Determination Coefficient

Model Summary

Model R R Square  Adjusted R Std. Error of the
Square Estimate
1 6772 458 447 2.764

a. Predictors: (Constant), Total Variable X2, Total Variable X1

Table 6 shows that the percentage of influence of variable X on variable Y or called the
coefficient of determination (Adjusted R Square) is simultaneously equal to 0.458. This means that
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45.80% of the environmentally friendly purchasing behaviour variable is influenced by the variation of
the two independent variables EK and PCE. Meanwhile, 54.2% is influenced by other factors not
examined in this study and from the value of the Adjusted R square the result is 0.447, meaning that the
regression results of EK and PCE variables can explain the purchasing behaviour of eco-friendly products
by 44.7%.

Discussion

Based on the partial test results, it is found that Environmental Knowledge (EK) does not have a
significant effect on the purchase of millennial eco-friendly products, and this could be proven from the t
test results on the EK variable which has a significance level greater than 0.05 (0.157> 0.05). The results
of this study confirm the research conducted by Zsoka (2013) which explains that EK cannot be fully
reflected in daily activities.

In line with the research conducted by Djaelani et al (2020), knowledge of the environment does
not significantly influence the purchase of environmentally friendly products. Likewise, a study
conducted by Muhammad and Ratnasari (2014) explained that knowledge about the environment did not
really influence the purchase of eco-friendly products. Even though consumers are aware of
environmental issues, it does not influence them to take environmentally friendly actions.

In addition, the results of this study related to the Perceived Consumer Effectiveness (PCE) factor
indicate that it has a high enough influence on the purchase of eco-friendly products from millennials
compared to the EK factor. From previous literature studies, it was explained that PCE has a strong
influence when consumers purchase eco-friendly products, such as the choice of detergent types and the
level of eco-friendly products (Kinear et al. 1974).

Thus, PCE is the main driver for millennial generation consumers to purchase eco-friendly
products. Consumers have this behaviour because they feel they can help solve problems related to the
environment when they buy eco-friendly products compared to ordinary products (Widodo and
Kurniawati, 2015).

Conclusion and Implication

Based on the results of the research conducted, it is concluded that the role of environmental
knowledge does not significantly influence the buying behaviour of eco-friendly products by the
millennial generation. Perceived consumer effectiveness has a high enough effect on the purchase of eco-
friendly products from millennials compared to environmental knowledge factors.

The implication of this research for companies developing eco-friendly products is that
companies are more aware that consumers will only act if they believe that buying eco-friendly products
makes a difference in saving the environment. So, what companies need to consider in promoting their
products is to convince consumers who care about the environment and change the mindset of people who
are not aware of the benefits of environmentally friendly products.
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