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ABSTRACT 

 

Introduction: Demand for sustainable goods and corporate methods has 

surged due to growing awareness of environmental and health concerns 

on a worldwide scale. Consumers are increasingly showing their interest 

in participating in lifestyles that support health and environmental sus-

tainability. Research on green purchase intentionxis important for fur-

ther research and analysis. This research aims to test and analyzexthe ef-

fect of health consciousness, environmental attitudes, and environmental 

knowledgexon green purchase intention, using Corkcicle as a case study. 

Method: This research categorized as quantitative study and will exam-

ine the scope ofxthexeffectxof health consciousness, environmentalxatti-

tude, andxenvironmental knowledgexon green purchasingxintention for 

Corkcicle tumbler products. The population that was the focus of the re-

search was the people of Bandar Lampung and sampling was carried out 

on 50 respondents using the purposive sampling method. This research 

employs multiple methods forxdataxanalysis. Result: The results of this 

research indicate that the three independent variables—environmen-

talxknowledge, environmental attitudes, and health consciousness—

have a positivexeffect onxthe desire to makexgreen purchases. Conclu-

sion: The more likely someone is to intend to buy green goods, the better 

their level of environmental knowledge, attitudes toward environmental 

issues, and health awareness. 
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Introduction 
There is a growing demand for sustainable 

business methods and goods due to the in-
creased awareness of environmental and 
health issues on a worldwide scale. Consumers 
are increasingly showing their interest in par-
ticipating in lifestyles that support health and 

environmental sustainability. Indonesian peo-
ple, especially in big cities, are now show-
ingxconcern for the environment and health. 
Preserving the sustainability of the environ-
ment is one of the actions done to guarantee a 
healthy existence. Human health is greatly in-
fluenced by environmental factors; a poor  
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living environment can have a detrimental im-
pactxon a person's health. The emergence of 
the phenomenon of environmental damage and 
global climate change has aroused consumer 
interest in products that have positive value for 
the environment. This encourages the emer-
gence of a generation that has a love for the en-
vironment.  

Consumer interest in selecting items that 
not only offer benefits but also havexa positive 
influencexon thexenvironment is being 
sparked by the environmental damage and 
global climate (Nordhaus, 2019). This paves 
the way for the emergence of a generation that 
has a high awareness of the value of protecting 
the environment. This increase in awareness 
indicates that people not only want a healthy 
life personally, but also understand the close 
connection between personal well-being and 
environmental sustainability. 

According to the theory of planned behav-
ior, consumer behavior is determined by the 
combination of a positive attitude and pur-
chase intention. The notion of planned behav-
ior has been applied in numerous studies to in-
vestigate the connection between customer be-
havior and purchase intention. In the context of 
environmental behavior, customized behav-
ioral measures are necessary to assess green 
buying intention and consuming behavior (Lan, 
2023). Consumers decisions to choose environ-
mentally friendly products are greatly influ-
enced by the customer's perceived environ-
mental value. Therefore, innovative break-
throughs are needed in product development 
to create increased environmental value. This 
enhancementxcan bexmade inxaxvariety 
ofxways,xincluding byxusing recyclable pack-
aging, energy-efficient production techniques, 
and sustainable raw materials. This innovation 
not only provides benefits at the product level, 
but also helps create greater awareness of en-
vironmental responsibility among consumers. 

The main choice for beverage containers to-
day is tumblers or beverage bottles, especially 
those made of stainless steel.  The eco-friendly 
water bottle market size is projected to reach 
US 11,068.71 million by 2028 from US 8,139.19 
million in 2021, it is expected to grow at a CAGR 
of 4,4 % during 2021-2028. The use of this tum-

bler is a favorite because apart from being prac-
tical, it is also considered environmentally 
friendly because it can be used repeatedly for 
quite a long time. One of the tumbler brands 
that is currently popular is Corkcicle. The con-
tinued use of stainless steel tumblers or drink 
bottles is the main choice in responding to daily 
needs. In addition to its usefulness, it also has 
the advantage of lowering the usage of single-
use plastic bottles, which add to the waste ac-
cumulation of plastic. 

Corkcicle is claimed to be an environmen-
tally friendly brand. Quoted from the official 
Corkcicle page, Corkcicle products are de-
signed in Orlando, United States (US) and pro-
duced in factories throughout China. Corkcicle 
ensures that their designs are reusable and re-
duce their impact on the planet. Corkcicle prod-
ucts are also claimed to be free of Bisphonel A 
(BPA), an industrial chemical used to make pol-
ycarbonate plastic and epoxy resin. The inno-
vation presented by Corkcicle can keep drinks 
cold for up to 25 hours and hot drinks for up to 
12 hours. Corkcicle has the ability to control 
and adjust the temperature of the drink inside. 
Prices for Corkcicle drink bottles start from 
hundreds of thousands to millions of rupiah. 

Many people are now starting to pay atten-
tion to environmental problems due to the im-
pact of pollution arising from global manufac-
turing industrial activities. Therefore, it can be 
concluded that public awareness of the envi-
ronment is increasing. Making environmentally 
friendly products is not only seen as an obliga-
tion to the environment, but also as an im-
portant business strategy to compete in the 
market (Lan, 2023). 

According to the above background infor-
mation on the issue, researchers are interested 
in learning more about the factors thatxinflu-
ence consumers'xintentions toxpurchase envi-
ronmentally friendlyxproducts, such as Corkci-
cle. The goal of this research is to determine 
thexeffect ofxHealth Consciousness, Environ-
mental Attitudes, and Environmental 
Knowledge onxGreenxPurchase Intention. The 
benefit that can be taken from the results of this 
research is that it is hoped that it will provide 
new knowledge regarding marketing manage-
ment, especially regarding green product  
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consumer behavior so that they can love and 
keep the earth's environment green. 

 
Literature Review 
Green Purchase Intention 

Greenxpurchasexintention refersxto a per-
son's propensity or intention toxbuyxgoods or 
servicesxthat are regarded as sustainable or 
environmentally friendly (Sreen et al., 2018). 
Green product design innovations are charac-
terized by their ability to reduce resource con-
sumption throughout the production process, 
substitute safer materials for products, and 
make things recyclable and reusable. Green 
product innovations, on the other hand, are 
characterized by non-product benefits (such as 
recovery products), emotional advantages 
(such as social and technological), and logical 
benefits (such as information, health, and 
money) (Yusiana, 2021).  

This understanding includes a desire to 
support consumption waysxthat arexbeneficial 
to thexenvironmentxand is often linked toxen-
vironmental awareness, social responsibility, 
and a preference for products that support sus-
tainability. Green purchase intention, evalu-
ated by looking at the target indicators of the 
desired behavior (target), the action (activity), 
the context (situation in which the behavior is 
presented), and the timing of the behavior 
presentation (time) (Mulyono et al., 2018). 

 
Health Consciousnessx 

Health consciousness isxthe levelxtoxwhich 
a personxis conscious of andxconcerned about 
their ownxhealth (Hoque et al., 2018). This in-
cludes understanding the importance of main-
taining and improving health through daily de-
cisions and behavior. Health consciousness can 
also affect preferences regarding products and 
services. Picking products that are deemed 
healthy, organic, or offer extra health benefits 
may be more common among customers that 
prioritize their health. (Buhrau & Ozturk, 
2018). 

The importance of health consciousness in-
creases along with increasing global awareness 
about the importance of a healthy lifestyle to 
prevent disease and improve quality of life 
(Ahadzadeh et al., 2018). Personal health 
awareness has grown in importance in today's 

complex environment while making daily deci-
sions, especially when making purchases of 
goods and services. According to Nutbeam & 
Lloyd, (2021) A type of health awareness is an 
endeavor to prevent sickness among people 
who are already aware of health issues. 

 
Environmental Attitudesx 

Environmental attitudes reflect an individ-
ual's views and assessments of environmental 
and sustainability issues (Liu et al., 2020). En-
vironmental attitudes include how a person re-
sponds to and evaluates problems such as cli-
mate change, biodiversity conservation, pollu-
tion, and business practices that affect ecosys-
tems (Whitburn et al., 2019). Environmental at-
titudes include positive/negative dimensions, 
concern, interest, and support for actions that 
support sustainability. Individuals with posi-
tive environmental attitudes tend to view envi-
ronmental issues as important and feel respon-
sible for contributing to environmental mainte-
nance. 

This attitude can shape consumer behavior, 
leading to preferences for products and ser-
vices that are considered environmentally 
friendly as well as support for companies that 
adopt sustainable business practices. Environ-
mental views are shaped and modified by a va-
riety of factors, including information, experi-
ence, and education. 

Environmental attitudes refer to psycho-
logical inclinations that manifest themselves in 
evaluations of views or convictions toward the 
natural world, particularly factors that affect 
the environment's quality (Trivedi et al., 2018). 
A caring attitude towards the environment 
shows an orientation in daily life to preserve, 
improve and prevent environmental damage 
and pollution. These attitudes can be observed 
through cognitive behavioral responses, which 
include actions and statements regarding envi-
ronmentally related behavior. Cognitive behav-
ioral responses, which involve actions and 
statements about behavior, can provide a de-
scription of these attitudes. 

 
Environmental Knowledgex 

Environmentalxknowledge relates toxpeo-
ple's understandingxof environmental issues, 
sustainability, and how humans interact with 
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thexenvironment (Indriani et al., 2019a).qThis 
includesxan understanding of various aspects 
of ecology, natural resources, climate change, 
pollution, and the effects of human activity on 
the natural world. The level of environmental 
knowledge can range from basic understanding 
to in-depth knowledge, including information 
about steps that can be taken to maintain sus-
tainability and protect ecosystems (Moody-
Marshall, 2023). 

Environmental knowledge is an under-
standing stored in memory regarding the envi-
ronment around consumers. Its significance for 
consumers and the company's efforts to pro-
vide clear information as part of its educational 
efforts to consumers are crucial aspects (Ah-
med et al., 2021). Environmental knowledgex-
plays axcrucial rolexinxinfluencingxconsum-
ers' perceptionsxof ecologically friendlyxprod-
ucts. Environmental knowledge development 
involves two components: first, educating con-
sumers about how products affect the environ-
ment, and second, educating consumers about 
the products themselves, which are made in 
ways that promote sustainability. Understand-
ing these two aspects, consumers can make 
more informed and sustainable decisions in 
product selection, while companies can play an 
active role in providing education that sup-
ports environmental awareness among con-
sumers. 

According to Indriani et al (2019) 
knowledge about the environment can effect 
consumer attitudes. A consumer's ecological 
attitude is positivelyxcorrelated with their 
level of environmentalxawarenessxand atten-
tiveness, as compared to consumers who lack 
these attributes. This eventually influences the 
consumer's ecological behavior. Some believe 

that consumers' motivation toxpurchasexenvi-
ronmentallyxfriendlyxproducts will rise as 
their awareness of environmental issues in-
creases and that they will alsoxbecomexmore 
aware of the quality of environmentally 
friendly products (Heo & Muralidharan, 2019). 

 
Related Theory Supporting Green Purchase 
Intention 

The 2011 Paternotte study incorporated 
the widely recognized Rational Choice Theory, 
which explains why buyers choose environ-
mentally responsible items. It claims that ac-
tual behavior and the purchasing of environ-
mentally friendly products are significantly in-
fluenced by customer attitudes toward envi-
ronmental issues. The hypothesis of TPB, which 
Ajzen (1991) established, has been widely em-
ployed by researchers to explain why people 
buy organic food. The purpose to carry out the 
conduct is one of the most important elements 
in shaping human behavior, according to TPB. 
The study of consumer purchasing behavior 
simultaneously makes use of the link between 
behavioral intention and human behavior. It 
suggests that two primary factors—personal 
attitude, subjective norm, and perceived be-
havioral control—have an impact on an indi-
vidual's behavioral intentions (Lan, 2023) 

 
Hypothesis 

The researcher presented a plan or chart 
that served as a guide for this research in order 
to encourage investigation and discussion 
based on the theoretical explanation. This re-
search model is systematically represented in 
the conceptual framework shown in the follow-
ing figure:

 
 
 
 
 
 
 
 
 
 
 

Figure 1. Framework Conceptualx 
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Thexfollowingxis thexhypothesis formu-
lated inxthisxresearch, which is based on theo-
retical analyses that have been presented from 
the findings of prior research and the problem 
formulation from the research: 
H1: Health consciousness effectxonxgreen pur-

chasexintention 
H2: Environmental attitudes effectxonxgreen-

purchasexintention 
H3: Environmental knowledge effectxon green-

purchasexintention 
H4: Healthpconsciousness,penvironmental at-

titudes, andpenvironmentalpknowledge 
simultaneouslyxsignificantly effect on 
greenxpurchase intentionx 

 
Research Methods 

Basedxon the research objectives to be 
achieved, research of this kind is categorized as 
quantitative. This research will examine the 
scope ofxthexeffectxof health consciousness, 
environmental attitude, and environmental 
knowledgexon green purchasingxintention for 
Corkcicle tumbler products.xThexpopulation 
in thisxresearch is the people of Bandar Lam-
pung who carexabout environmentally friendly 
products. This was done because it was  

considered to have high involvement in issues 
related to the environment. 

The sample was taken as many as 50 re-
spondents using purposive sampling where the 
characteristics determined were at least 18 
years old, an Indonesian citizen, and someone 
who cares about the environment. This re-
search employs multiple methods forxdataxa-
nalysis.xThe characteristics ofxthe respond-
ents werexdescribed usingxdescriptivexstatis-
tics,xand thexStatistical ProductxandxService 
Solutionsx(SPSS) method wasxemployed for 
data analysis. 
 
Research Results and Discussion 

Total 50 respondents, 40 people (80%) 
were between the ages of 20 and 30 years, sug-
gesting that the bulk of Corkcicle's potential 
customers fall into this age range. There were 
also 8 respondents (16%) who were under 20 
years old, and 2 people (4%) over 30 years old. 
Apart from that, in terms of gender, there were 
11 malexrespondentsx(22%), while there were 
39xfemale respondents (78%). Therefore, the 
conclusion isxthat women dominate as the ma-
jority of Corkcicle buyers based on this data.

 
Table 1.  ValidityxandxReliability Test Results 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Source: Processed primary data, 2024. 
 

Considering the above table, the validity 
test produces a calculated r value ranging from 

0.614 to 0.773 for all research indicators. This 
indicatesxthat thexcalculated of r valuexis 

Variablex Kode Corrected 

Item-Total 

Correlation 

 Result 

Health 

Consciousness 

(‘X1) 

X1.1’ 0,614 

0,795 

pValid andpReliable 

X1.2’ 0,629 pValid andpReliable 

X1.3’ 0,619 pValid andpReliable 

X1.4’ 0,630 pValid andpReliable 

Environtmental 

Attitudes (‘X2) 

X2.1’ 0,667 

0,801 

pValid andpReliable 

X2.2’ 0,731 pValid andpReliable 

X2.3’ 0,754 pValid andpReliable 

X2.4’ 0,769 pValid andpReliable 

Envitonmental 

Knowledge 

(‘X3) 

X3.1’ 0,688 

0,688 

pValid andpReliable 

X3.2’ 0,703 pValid andpReliable 

X3.3’ 0,693 pValid andpReliable 

X3.4’ 0,646 pValid andpReliable 

Green 

Purchase 

Intention (Y) 

Y1’ 0,761 

0,731 

pValid andpReliable 

Y2’ 0,773 pValid andpReliable 

Y3’ 0,683 pValid andpReliable 

Y4’ 0,647 pValid andpReliable 

Y5’ 0,699 pValid andpReliable 

 



Fitriani & Warganegara, 2024 / The Effect of Health Consciousness, Environmental Attitudes and Environmental Knowledge on Green Purchase Intention 

 

    
 IJMABER 1400 Volume 5 | Number 4 | April | 2024 

 

higher thanxthe r tablexvalue that was initially 
set, namely obtained df = n – 2, 50 – 2 = 48 at 
level = 0.05, resulting in an r table value of 
0.278. As a result, it can be ensured that each 
statement item in the research questionnaire is 
valid or able to explain a concept that the ques-
tionnaire will measure and use for further anal-
ysis. According to reliability testing, thexCron-
bach'sxalphaxvaluexforxeach study indicator 
rangesxfromx0.614 tox0.773. For the reliabil-
ity test results to be deemed reliable, Cronbach 
alpha needs to be higher than 0.60 and all val-
ues need to satisfy the specified  
requirements. (Algifari, 2015). Because the re-
sults are higher than 0.60, this shows that the 

research statements are all trustworthy or reli-
able. 

The third step is partial hypothesisxtest-
ingx(TxTest).xTo ascertain theximpactxof each 
independentxvariablexon the dependent varia-
ble, green purchase intention (Y), a partial test 
is performed byxcomparingxthe computed 
txvaluexwith the txtablexlevel x=x0.05, which 
corresponds to ax95% confidence level. Envi-
ronmental knowledge (X3), environmental at-
titudes (X2), and health consciousness (X1) are 
the independent variables. 

ThexTxtest results arexdisplayedxin the 
tablexbelow: 

 
Table 2. PartialxTestxResults (TxTest) 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Source:xDataxprocessedxbyxSPSS 26, 2024 
 

Thextablexthat has been provided demon-
strates that the T test was performed usingxdf 
= n - k = 50 – 4 = 46x, at a significancexlevelxof 
α = 0.05, using a sample of 50 individuals. 
Ttable was thus obtained at 2.01, and the re-
quirements Tcount > Ttable were satisfied. In 
the context of the variable X1 (Health con-
sciousness), the calculation results show that 
Tcount is 2.437 at a 0.032 significance level, 
this leads to thexnullxhypothesis (Ho) being re-
jectedxandxthexalternative hypothesisx(Ha) 
beingxaccepted. For variable X2 (Environmen-
tal attitudes), Haxisxacceptedxand Hoxis de-
nied becausexTcount is 2.323 at a significance 
level of 0.21 and the criterion Tcount > Ttable 

is satisfied. Meanwhile, variable X3 (Environ-
mental Knowledge) yielded axt testxvaluexof 
2.598 with a significancexlevelxofx0.037, meet-
ing thexrequirement that Tcount > Ttable. As a 
result, HoxisxrejectedxandxHaxisxaccepted.  

Next, thexF Test was used to test the simul-
taneous hypothesis to see if the dependent var-
iable, green purchasing intention (Y), wasxin-
fluencedxbyxthexindependentxvariables, 
health consciousness (X1), environmental atti-
tudes (X2),xand environmental knowledge 
(X3). In this case, a significance level of 0.05 is 
used as a comparison, with certain criteria that 
will be applied as follows:

 
 

Coefficients
a
 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 (Constant) .374 2.889  .222 .979 

Health  

Consciousness 

(X1) 

.423 .233 .369 2.437 .032 

Environtmental 

Attitudes (X2) 

.351 .214 .267 2.323 .021 

Enviromental 

Knowledge (X3) 

.489 .229 .332 2.598 .037 

a. Dependent Variable: Green Purchase Intention (Y) 
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Table 3.  SimultaneousxTestxResults x (FxTest) 
 
 
 
 
 
 
 
 
Source:xDataxprocessedxbyxSPSS 26, 2024 

 
Basedxonxthexdata contained in the table, 

the computation yields an Fcount value of 
7.607 at thexsignificancexlevelxof 0.05. The 
Fxtablexvalue isx2.58 to be determinedxat a 
significancexlevelxof 0.05 withxdegreesxof-
xfreedomxdf = nx-xk - 1 = 50  

41=45.xConsequently,xthexnull hypothesis 
(Ho) isxrejectedxand thexalternativexhypothe-
sisx(Ha) is acceptedxsince Fcount (7.607) is 
greater than Ftable (2.58). From these results, 
In conclusion,xthat the dependent varia-
ble,xgreenxpurchasexintentionx(Y), is signifi-
cantly impacted either concurrently or jointly 

by health consciousness (X1),xenvironmental 
attitudesx(X2),xand environmental knowledge 
(X3). 

The impact of the dependent variables—
healthxconsciousness (X1),xenvironmental at-
titudesx(X2), andxenvironmentalxknowledge 
(X3)—onxgreen purchasingxintention (Y)xwas 
thenevaluated usingxmultiple linearxregres-
sion analysis. The accompanying tablexallows 
for a morexthoroughxexaminationxof the mul-
tiple linear regression analysis's computation 
findings.

 
Table 4. Resultsxof MultiplexLinearxRegressionxAnalysis 

 
 
 
 
 
 
 
 
 
 
 
 
 

Source:xDataxprocessedxbyxSPSS 26, 2024 
 

Basedxonxthexgiven table,xthe regres-
sionxequation may be expressed in the fol-
lowing form: 
 
Y = 0,374 + 0,423X1 + 0,351X2 + 0,489X3  
 

The model formed from the regression 
equation provides an interpretation that the 
constant value (a) is 374. Ifxthexvariables 
healthxconsciousness (X1), environmental 

attitudes (X2),and environmental knowledge 
(X3) have a value of 0 in the decision to  
purchase Corkcicle, then green purchase in-
tention (Y) will have axvaluexof 0.374. This 
meansxthatxthe variables healthxconscious-
ness (X1),xenvironmental attitudes (X2),and 
environmental knowledge (X3)xhave anxef-
fectxon greenxpurchasexintention (Y). 

Thexregression coefficient for health con-
sciousness (X1) of 0.423 indicates that a 1% 

ANOVA
a
 

Model Sum of 

Squares 

df Mean 

Square 

F Sig. 

1 Regression 46.543 3 8.847 7.607 .003
b
 

Residual 54.577 45 1.240   

Total 101.120 48    

a. Dependent Variable: Green Purchase Intention (Y) 

 

Coefficients
a
 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 (Constant) .374 2.889  .222 .979 

Health  

Consciousness 

(X1) 

.423 .233 .369 2.437 .032 

Environtmental 

Attitudes (X2) 

.351 .214 .267 2.323 .021 

Enviromental 

Knowledge (X3) 

.489 .229 .332 2.598 .037 

a. Dependent Variable: Green Purchase Intention (Y) 
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increase in health consciousness, assuming 
constant values and other variables fixed, 
will result in an increase in health conscious-
ness of 0.423. Likewise, the regression coeffi-
cient for environmental attitudes (X2) is 
0.351 and for environmental knowledge (X3) 
is 0.489,xwhich meansxthatxa 1%xincrease 
in environmental attitudes, thisxwillxre-
sultxin a risexin environmental knowledge of 
0.351 and environmental knowledge of 
0.489. 

All independent variables (Health con-
sciousness, environmental attitudes,xand en-
vironmentalxknowledge)xhave a favorable 
effectxon decisions to buy Corkcicles, as indi-
cated by the regression equation that results. 
The equation demonstrates that the variable 
with the highest coefficient, 0.489, is the en-
vironmental knowledge variable. 

 
Discussion 

According to the research's find-
ings,xgreenxpurchasexintentionxispositively 
and simultaneouslyximpactedxbyxthexthree 
independent variables of health conscious-
ness, environmentalxattitudes, andxenviron-
mentalxknowledge. 

 
ThexEffect ofxHealthxConsciousness on 
GreenxPurchasexIntention Corkcicle 

The first test's results demonstrate the 
positive impact of health consciousness 
onxgreen purchasexintention. These findings 
show thatxcustomer intention regarding 
green purchases increases with health con-
sciousness. 

Health consciousness has axsignificant 
role inxaffecting consumerxbehavior that 
promotes sustainability, as seen by thexposi-
tivexassociation between health conscious-
ness andxgreen purchase intention. 

Thexresultsxof thisxresearch arexcorrob-
orated byxresearch from Xu et al (2020) 
which obtained similar results. People who 
are highly concerned of their health typically 
to prioritize product that are considered 
healthy and have a positive impact on their 
well-being. Understanding that sustainable 
products are often also considered better for 
personal health can be an important driver 

for consumers to make purchases that sup-
port sustainability. 

 
The Effect of Environmental Attitudes on 
GreenxPurchasexIntention Corkcicle 

Thexsecond test's resultsxdemonstrate 
thexpositiveximpactxof environmental atti-
tudes onxgreen purchasexintention. These 
findings show thatxcustomer intentions re-
garding green purchases increase with envi-
ronmental attitudes. 

Customers' desire toxpurchasexenviron-
mentallyxfriendly products canxbe affected 
byxtheir positivexattitudesxtoward environ-
mental issues, as seen by thexpositivexasso-
ciation found betweenxenvironmental atti-
tudes andxgreen purchasingxintention. Indi-
vidualsxwithxpositive environmental atti-
tudes tend to be more sensitive to their con-
tribution to environmental protection, and 
this is reflected in their purchasing decisions. 

Thexresultsxof thisxresearch arexcorrob-
orated byxresearchxfrom (Trivedi et al., 
2018) which shows that attitudes toward the 
environment and eco-friendly packaging are 
crucial in influencing the formation of eco-
friendly purchase intentions. Other research 
fromxIndriani et al (2019) claims that the re-
lationship between environmental 
knowledge andxgreen purchasing isxfully 
mediate dbyxenvironmentalxattitudes 

Purchasingxproductsxthat arexthought 
to bexmore ecologicallyxfriendly may be sig-
nificantly impacted by a positive attitude to-
ward sustainable business activities, such 
asxthexusexofxeco-friendly materials or low-
carbon production techniques. A positive en-
vironmental attitude also reflects an aware-
ness of social and ecological responsibility. 
This mindset among consumers views sus-
tainable productsxasxaxmeansxof getting in-
volved inxenvironmentalxpreservation initi-
atives. 

 
ThexEffectxofxEnvironmental Knowledge 
on GreenxPurchasexIntention Corkcicle 

Thexthird test's results demonstrate the 
positive impact of environmental knowledge 
onxgreen purchasexintention. These findings 
showxthat customer intention regarding 
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green purchases increases because of grow-
ing environmental knowledge. 

Consumer preferences for sustainable 
products are significantly shaped by environ-
mental knowledge, as seen by thexassocia-
tionxbetween environmental knowledge and 
green purchasingxintention. Customers are 
able to make more informed judgments 
about what to buy when they havexaxbet-
terxunderstandingxofxthe production pro-
cess and environmental effects of products. 

Thexresultsxof this research are corrobo-
rated by research from (Hamzah & Tanwir, 
2021) which showing the greenxpurchase in-
tention isxpositivelyxcorrelatedxwith envi-
ronmental knowledge. 

 
Conclusion 

Thexconclusionxbased on thexresearch 
results that: 
1) Healthxconsciousnessxhad a positivexef-

fect on green purchase intention as demon-
strated by the first test results. Healthxcon-
sciousnessxhasxan important effectxon 
consumer behavior that promotes sustain-
ability, as seen by thexpositivexcorrelation 
between healthxconsciousness andxgreen-
xpurchasingxintention. 

2) Environmentalxattitudes had a positivexef-
fect on green purchase intention as demon-
strated by the the second test. Good views 
toward environmental issues might moti-
vate consumers to select sustainable items, 
as seen by thexpositivexassociation found 
betweenxenvironmental attitudes and 
green purchasingxintention.  

3) Environmentalxknowledgexhad a positive 
effect onxgreenxpurchasexintention as 
demonstrated by the thexthird test. The 
significantxrelationship shown between 
environmental knowledge and green pur-
chasexintention emphasizes how im-
portant environmentalxinformation is in 
influencing customer choices for sustaina-
ble goods. With a better awareness of prod-
uct production processes and environmen-
tal effects, consumers may make more in-
formed judgments about what to buy. 
 
 
 

Suggestion 
These results provide important implica-

tions for Corkcicle and similar companies in 
directing and planning their marketing strat-
egies.  

One wayxtoxincreasexconsumers' desire 
to makexgreenxpurchasesxis to emphasize 
the value of health awareness, positive atti-
tudes toward environmental issues, and en-
vironmental knowledge. Additional varia-
bles, like as economic factors, product qual-
ity, and brand preference, can bexinclud-
edxinxfuturexresearch toxprovide a greater 
knowledge of the factors that influence green 
buying intention. A more complete picture 
may be obtained by integrating these factors. 
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