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Abstract. The image of environmentally friendly products is often seen as bad, consumer doubt 

that environmentally friendly products are really made with environmentally friendly raw 

materials. This attitude is known as consumer skepticism (doubt) towards products with an 

environmentally friendly label. Consumer skepticism occurs because product advertisements 

contain confusing information as well as consumer insecurity about the raw material for 

products that the company claims are environmentally friendly. The aims of this study aims 

to determine the effect of consumer skepticism on green purchase intention. This study uses a 

theoretical approach to consumer behavior control and attitude, perceived value and 

environmental consciousness associated with consumer intentions to buy green products in 

Bandar Lampung. The study was conducted on April until June 2020. The sample in this 

research were consumers who had been buying green product. The research sample was 

calculated using the Lemeshow method, with a margin of error of 5%, the minimum number 

of samples was 236 samples. The analysis tool used is regression model. The results of this 

study are the reduction of consumer skepticism about the intention to buy due to the use of 

social media to promote green products. Meanwhile, the influence of consumer value 

perceptions and environmental awareness will increase on the purchase intention of green 

products. The implication of this research is that companies must pay attention to 

communication about green products that are produced so as to reduce consumer doubt. 

Another impact if consumers consume green products will lead to environmentally friendly 

perceptions and attitudes. 

 
 

1. Introduction 

Environmentally friendly products are classified as new products made to overcome the existing problem 

of global warming, as well as to anticipate further environmental damage [1]. These products usually 
have the 3R (reused, reduce and recycle) mark on the product packaging and can be clearly identified by 

consumers. As a form of innovation, this environmentally friendly product takes a long time to 
socialize its benefits and be adopted by the wider community [2] [3]. The target of this eco-friendly 

product covers all consumer groups. Various studies on environmentally friendly products are associated 

with consumer attitudes resulting in consumer skepticism, because they doubt the content of the raw 
materials so they doubt consumers to make purchases [1] [4] [5] [6]. 
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Consumers will associate environmentally friendly products with the company's awareness of 

environmental sustainability. Consumers give positive responses to companies that produce 
environmentally friendly products so that they have the intention to make purchases [7] [8] [9] [10]. 

Companies that maintain environmental sustainability will lead to positive perceptions of consumers 

who have a view of consuming environmentally friendly products. Consumers' perceptions of the value 
of environmentally friendly products will cause consumers to make purchase intentions for the products 

produced by the company [2] [6] [11] [12] [13]. 

Companies that produce environmentally friendly products will be appreciated by consumers who 

have the awareness to consume environmentally friendly products. This product has more value in 
terms of self-esteem, because someone who uses the product is considered to adhere to environmentally 

conscious behavior that is better than others. Thus, consumers who use environmentally friendly 

products will feel an increase in self-confidence [14] [15] [16]. 

The effectiveness of this environmentally friendly product begins with consumer awareness of the 

existence and function of the product. Consumer awareness of a product is usually used as an indicator 
of the success of the product's performance [6]. Because, after awareness is owned by consumers, then 

consumers will try the product until they finally     decide     to     become     regular consumers   or   not 
[17]. 

 

2. Theoretical Background 

Skepticism is the attitude of a person's doubts in understanding a certain situation or event. This 

attitude of doubt arises due to the lack of information that a person gets about an object [18]. 

Meanwhile, according to [19], it is said that skeptics believe that all claims of any truth seem vague or 
doubtful, those who skeptics advocate hanging decisions. This is reinforced by the opinion of that 

consumer doubt arises because information about a product is incomplete   so   that   the   
communication made by the company is not well received by the company [20].  

Research conducted by Awamate and Deb (2021) results in consumer skepticism in a product that 

will reduce consumer buying intentions on organic food products. The attitude of consumer skepticism 

arises because of doubts about raw materials, incomplete information on packaging and 

communications made by the company confuse consumers. Another cause of the decline in consumer 
purchase intentions for environmentally friendly products due to skepticism is that the price of 

environmentally friendly products is perceived to be more expensive than other products and the 

benefits obtained both to health and to the environment have not been communicated properly by the 
company [1] [6]. Based on the opinion of Awamate and Deb [4], and Chen and Chang [6], the first 

hypothesis of this study is formulated as follows: 

H1: consumer skepticism has a negative effect on consumer purchase intentions 

Consumers who buy environmentally friendly products are based on consumer awareness of the 

benefits of the product not only on individual consumers but also on environmental preservation. 

Consumer awareness of the environment causes consumers to consume these products, because they 
can be reused and can reduce waste and can decompose quickly [10] An environmentally conscious 

attitude will provide   knowledge to consumers, and form attitudes and environmental awareness so that 

it causes purchase intentions to make purchasing behavior for environmentally friendly products, 

although sometimes consumers will pay more. Another thing that consumers face is that the variety of 

environmentally friendly products is still limited [7]. 

Research conducted by Bhaduri and Copeland [8] describes that consumers who have environmental 

awareness will buy products that are also environmentally friendly, although at a higher price. Silva 
[16] resulted in a higher consumer awareness attitude towards the environment, the higher the purchase 

intention for the product. So that the second hypothesis is formulated as follows: 

H2: environmental awareness has a positive effect on consumer purchase intentions 

An environmentally conscious attitude will shape consumers' perceptions of the value of 

environmentally friendly products. Consumers will form congruence between perceived value and 
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environmentally friendly products. The stronger the consumer's congruence with the product, the higher 

the purchase intention [6] [12] The consumer's perception of the value of environmentally friendly 
products is obtained after consumers evaluate the product or feel the benefits. 

This perception will foster consumer purchase intentions for environmentally friendly products. 

Mimouni and Parguel [21]   resulted   in   the   perception   of consumer value for environmentally 

friendly products causing consumers to seek information about the product, thereby   generating   

purchase   intentions. This is reinforced by research conducted by Sindhuri [22] which states that the 

purchase intention of environmentally friendly products is carried out by consumers who have a positive 

perception of the benefits of these products. Thus, the third hypothesis is formulated as follows: 

H3: perceived value of environmentally friendly products has a positive effect on consumer 

purchase intentions 

 

3. Methodology 

Type of research is a survey and is carried out April to June 2020. This research was conducted in 

Bandar Lampung City by distributing questionnaires to consumers who made purchases of 
environmentally friendly products. The questionnaire given is given the initial question whether the 

respondent has ever made a purchase of environmentally friendly products. This question is intended 
so that consumers are able to provide answers based on their knowledge of environmentally friendly 

products. The distribution of the questionnaire was carried out online based on the consideration of the 

Covid-19 pandemic which was still ongoing at the time this research was conducted. 

This research is descriptive of causality in order to know the relationship between the independent 

variable and the dependent variable. The population of this study is unknown, so the number of samples 
used in this study refers to the opinion of the sample using the Lemeshow method [23], with a margin 

of error of 5%, obtained a minimum sample size of 236 samples. Data analysis used descriptive analysis 
to determine the characteristics of research respondents and to find out the demographic background of 

the selected sample. Multiple linear regression was used to determine the effect   of the independent 
variable on the dependent variable  

This study has 3 independent variables, namely skepticism, environmental, consciousness and green 

perceived value and 1 dependent variable, namely purchase intention. The indicators used for both 

independent and bound variables refer to Chen and Chang [6]. All research indicators use a 5-point 

Likert scale. All indicators have been tested for validity using factor analysis and reliability of the 
indicator is calculated by the Cronbach alpha method [23]. 

 

4. Result and Discussion  

4. 1. Profile of Responden 

The majority of consumers who consume environmentally friendly products are the young age group 

between 17 – 26 years as much as 42% and the age group 27 – 36% as much as 37%. If you pay attention 

to the age group, it seems that most of the millennial groups are characterized by easy access to 

information via smartphones and care for the environment. Profession that consume environmentally 
friendly products are   entrepreneurs as much as 31%, private employees as much as 25% and civil 

servants as much as 16%. If you pay attention to the respondent's work, it can be seen that he has a 
good profession so that he has the ability to make purchases of environmentally friendly products. S1 

education dominates as much as 36%, then S2 as much as 25% and S3 as much as 11%. Consumers 

have a good level making it easier to find information and evaluate environmentally friendly products. 
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4. 2. Hypotehesisi Testing 

All hypotheses were tested by comparing the p value with the value of α = 5%. The results of hypothesis 

testing are in Table 1 below: 

 

Tabel 1. Hypothesis Testing 

 

 
β t-value p-value R R2 F-value F-sig 

Consumer Skepticism 
-0.209 -2.714 0.011 0.670 0.450 26.129 0.000 

Environmental Consciousness 0.526 4.216 0.005     
 

Green Perceived Value 0.157 2.661 0.019    
 
 

 

Note : significant at 0.05 level 

 

The results of the regression calculation show that the dominance of the environmentally conscious 

attitude variable on consumers' purchase intentions for environmentally friendly products is 
significantly 0.526. If the results of the regression coefficients are compared with the tabulated data, 

there is consistency in the answers. Consumers qualitatively state that consumers consume 

environmentally friendly products because of the company's strong commitment to preserving the 
environment and consumers realize that environmentally friendly products will preserve the 

environment. 

The results of the regression calculations show that the dominance of the skepticism/doubtful 

attitude variable towards consumers' purchase intentions is only -0.197. This negative value implies 
that companies producing environmentally friendly products are able to suppress consumer skepticism 

or doubt, so that consumers' purchase intentions will increase.   The   study   findings   provide empirical 

evidence that its effect on customer intention to buy environmentally friendly products is strongly 
influenced by scepticism. Consumers who have a high level of skepticism towards environmentally 

friendly products, they tend to have lower attention and lower knowledge about environmental issues. 
This is due to the reluctance of consumers to seek information and knowledge of the benefits of 

environmentally friendly products. 

The variable that has the smallest effect is the perception variable on the value of environmental 

awareness, which is only 0.157.  The consumer's perception of the value of environmentally friendly 
products is formed from the environmental campaigns carried out by the company and its benefits to 

society. This means that the campaign carried out by the company has not been fully effective in shaping 

consumers' perceptions of the value of environmentally friendly products. 

The results of this study indicate that consumer skepticism, environmental awareness and consumer 

value perceptions have a significant influence on purchase intention. This study also shows the same 
results as the research of Chen and Chang [6] and Awate and Deb [4], the difference is only in the value 

of the variable effect coefficient. This is presumably due to differences in respondent characteristics, 
differences in the number of respondents and differences in analytical tools. 

 

5. Conclusion  

The attitude of consumer scepticism towards environmentally friendly products is due to the lack of 

information about the benefits of these products on the environment. This causes consumers to have 

doubts about whether the product really uses environmentally friendly materials so that it can reduce 
the negative impact on the environment (reuse, reduce, recycle). Meanwhile, an environmentally 

conscious attitude will form congruence with environmentally friendly products. The more congruent 
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causes an increase in consumer purchase intentions for environmentally friendly products such as food 

and beverages products. Meanwhile, consumers' perceptions of value will be formed if doubts about 
environmentally friendly products can be eliminated, so that consumers will change their purchase 

intentions into purchasing decisions. 
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