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Environmental Beliefs Override Knowledge:
Mediation Mechanisms in Green Purchase Behavior

Psychological

Arry Widodo, Nurafni Rubiyanti and Putu Nina Madiawati

Master of Business Administration, Telkom University, Bandung, West Java, Indonesia

Abstract: Purpose: The study evaluates the intervening roles of environmental belief systems and environmental
knowledge in the nexus between environmental concern and consumer intentions to purchase sustainable products
among Indonesia's consumer population.

Design/methodology/approach: This study applied a quantitative research approach, employing structural equation
modelling as the analytical method. The research sample consisted of 324 consumers sourced from five primary
metropolitan regions in Indonesia.

Findings: The findings reveal that environmental concern exerts a positive influence on both environmental beliefs and
environmental knowledge. Nevertheless, among these variables, only environmental beliefs demonstrate a statistically
significant positive relationship with green purchase intention. The research establishes that environmental beliefs and
knowledge serve as mediating mechanisms in the association between environmental concern and green purchase
intention. Significantly, the study indicates that neither environmental concern nor environmental knowledge establishes
a direct relationship with green purchase intention, suggesting complete mediation through belief systems.

Practical implications: The study results reveal that subjective consumer attitudes toward environmental challenges
constitute stronger mediating variables compared to objective environmental understanding in the transformation of
ecological awareness into buying intentions. This finding implies that practitioners in marketing and sustainability
promotion should concentrate on developing positive environmental mindsets and fostering value alignment rather than
exclusively pursuing knowledge expansion or educational outreach to effectively encourage environmentally responsible
consumption patterns that enhance individual wellbeing and collective planetary health.

Originality/value: The present study enhances the body of sustainability research by providing empirical support for a
holistic model that incorporates psychological drivers of eco-responsible purchasing behavior in emerging economic
environments. By demonstrating that environmental beliefs serve as the primary psychological pathway to sustainable
consumption, this research illuminates how aligning consumer behavior with deeply held values contributes to individual
psychological wellbeing while simultaneously advancing societal and planetary health outcomes.

Keywords: Environmental concern, Green purchase intention, Environmental belief, Environmental knowledge,
Holistic wellbeing, Sustainable consumption.
1. INTRODUCTION While  environmental  consciousness among
Indonesian consumers demonstrates an upward
trajectory, a pronounced disparity persists between
consumers' acknowledgment of environmentally
conscious purchasing decisions and their actual buying
behaviors (Faisal et al., 2023a). Examining the
determinants that shape green purchasing intentions
represents a fundamental requirement for advancing
sustainable consumption practices within emerging
market economies, particularly Indonesia (Faisal et al.,
2023b; Simanjuntak et al., 2023). Existing literature has
established environmental concern as a primary
determinant of pro-environmental conduct;

The deterioration of environmental conditions has
emerged as a paramount global concern, leading to
heightened focus on sustainable consumption
behaviors worldwide (Al Mamun, Rahman, et al., 2023).
This environmental crisis extends beyond ecological
implications, fundamentally  affecting multiple
dimensions of human wellbeing including physical
health, psychological satisfaction, and social cohesion.
Indonesia, as a major economic force within Southeast
Asia characterized by a growing middle-class
demographic, confronts substantial environmental

pressures arising from shifting consumer consumption
patterns. Understanding how consumers translate
environmental awareness into sustainable purchasing
decisions represents not merely an environmental
imperative but a critical pathway toward enhancing
holistic wellbeing at individual, societal, and planetary
levels.
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nevertheless, the psychological pathways through
which such environmental concern manifests into
behavioral intentions remain inadequately explored,
especially within Indonesia's unique market context
(Borusiak et al., 2021). This research gap demands an
in-depth examination of the fundamental psychological
processes that connect environmental awareness with
tangible green consumption behaviors, processes that
simultaneously influence individual psychological
wellbeing through value congruence and moral
satisfaction.
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Understanding the complex interplay of factors that
shape consumer intentions toward environmentally
sustainable product purchases represents a critical
imperative for advancing ecological consumption
patterns within Indonesia's market landscape. The
adoption of pro-environmental behaviors is intrinsically
linked to eudaimonic wellbeing, as individuals derive
psychological satisfaction and sense of purpose from
aligning their actions with deeply held environmental
values and moral convictions. Although environmental
consciousness has grown among Indonesian
consumers, a pronounced discrepancy persists
between articulated environmental values and
observable purchasing conduct (Al Mamun, Naznen, et
al., 2023; Simanjuntak et al., 2023). This disparity
underscores the essential requirement to explore the
psychological pathways through which environmental
awareness  potentially converts into  concrete
purchasing decisions that enhance both personal
fulfilment and collective environmental stewardship.

This research aims to illuminate the complexities
inherent in consumer behavior toward environmentally
responsible products by conducting a systematic
examination of the intricate connections between
environmental concerns, beliefs, knowledge, and green
purchasing intentions within Indonesia's unique market
environment (Borusiak et al., 2021; Faisal et al., 2023a;
Han, 2015; Simanjuntak et al., 2023). By investigating
how environmental beliefs and knowledge mediate the
relationship between concern and intention, this study
contributes to understanding how sustainable
consumption patterns can be fostered in ways that
simultaneously promote individual psychological
wellbeing, societal cohesion through shared
environmental values, and planetary health through
reduced ecological footprints.

This study advances the proposition that developing
a more sophisticated comprehension of the
mechanisms that govern these behavioral dynamics is
fundamental to cultivating sustainable consumption
practices within emerging market economies (Bulut et
al., 2021). The investigation specifically focuses on
elucidating the mediating function of environmental
beliefs—characterized as individual convictions
concerning the interconnection between human society
and the natural environment—alongside environmental
knowledge, which encompasses both awareness and
comprehension of ecological challenges and their
corresponding solutions (Majeed et al., 2023a).
Understanding these mechanisms provides insight into
how value-based interventions may be more effective
than purely informational approaches in fostering
sustainable behaviors that contribute to holistic
wellbeing across individual, social, and environmental
domains.

This study integrates the Planned Behaviour
Theory-SDG framework (Huang, 2023) with the
Stimulus-Organism-Response theoretical model to
construct a robust analytical framework for
investigating factors that influence green purchase
intention (Osorio et al., 2023). Within the SOR
theoretical structure, environmental concern serves as
an external stimulus that activates individual cognitive
mechanisms, specifically knowledge acquisition, and
triggers  affective responses, particularly belief
formation, which collectively determine behavioral
outcomes in the form of intentions toward
environmentally sustainable product purchases (Asif et
al.,, 2022; Joo & Hwang, 2023). The theoretical
framework posits that environmental concern acts as a
catalyst, activating both cognitive pathways through
knowledge development and emotional pathways
through belief systems, thereby influencing consumer
behavioral intentions toward environmentally conscious
purchasing decisions that enhance personal wellbeing
through value alignment (Fawehinmi et al., 2020; Ng,
2023).

The combined application of the Theory of Planned
Behaviour and Stimulus-Organism-Response models
delivers a nuanced perspective on the psychological
drivers underlying eco-conscious consumer behaviour
(Kumar et al., 2023; Saputra et al., 2021). This study
elucidates the intermediary mechanisms whereby
environmental consciousness shapes green
purchasing intentions, thus contributing to our
theoretical understanding of sustainable consumption
dynamics as they relate to holistic wellbeing outcomes.
The investigation endeavours to explicate these
relational structures to generate meaningful insights for
scholars and practitioners dedicated to advancing
environmentally responsible consumer behaviour that
simultaneously enhances individual psychological
satisfaction, strengthens societal values around
environmental stewardship, and contributes to
planetary sustainability.

2. LITERATURE REVIEW AND HYPOTHESIS
DEVELOPMENT

2.1. Theoretical Foundation

This study adopts an integrated theoretical
approach, combining Ajzen's Theory of Planned
Behaviour (Machaka-Mare et al., 2023a) with the
Stimulus-Organism-Response framework to
systematically examine the factors influencing green
purchasing intentions (Saputro et al., 2025). Ajzen's

theoretical model establishes that individual
behavioural intentions emerge from three core
components: personal attitudes toward specific

behaviours, perceived social expectations, and the
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degree of perceived control over behavioural execution
(X. Li et al., 2023). Within this framework, attitude
represents an individual's favorable or unfavorable
evaluation of performing a particular behavior, serving
as a broad evaluative construct that integrates
cognitive, affective, and behavioral components.

Environmental beliefs, as conceptualized in this
study, represent a more specific construct that
captures deeply held convictions about the relationship
between human actions and environmental outcomes,
grounded in value systems and moral foundations.
While attitude in the Theory of Planned Behaviour
encompasses general evaluations that may be
influenced by various factors including social norms
and perceived consequences, environmental beliefs
reflect internalized value orientations specifically
related to environmental stewardship and the moral
imperative of protecting nature. This distinction is
theoretically significant, as environmental beliefs
operate as affective mechanisms rooted in the
organism phase of the Stimulus-Organism-Response
model, representing emotional and value-based
responses to environmental stimuli that are more
stable and deeply rooted than situational attitudes.
Thus, environmental beliefs can be understood as a
foundational component that informs and strengthens
environmental attitudes, serving as a proximal
psychological mechanism through which environmental
concern translates into behavioral intentions.

In examining environmentally conscious purchasing
decisions, consumer environmental awareness
emerges as a fundamental attitudinal component that
significantly shapes individuals' likelihood to pursue
sustainable consumption practices (Fu et al., 2020;
Kumar et al., 2023; Saputra et al., 2021). The
framework  established by the  Sustainable
Development Goals underscores intention's crucial
function as a mediating construct (Asif et al., 2022),
bridging the relationship between consumer attitudes
and additional influential variables with observable
purchasing behaviours, thus demonstrating its
essential role in comprehending consumer drive toward
sustainable product choices that enhance wellbeing
across multiple dimensions (Qin & Song, 2022).

The integration of the Stimulus-Organism-
Response framework with Sustainable Development
Goals offers a robust theoretical foundation for
understanding the underlying mechanisms that drive
environmental concern among consumers and how
these mechanisms relate to holistic wellbeing

outcomes (Choi & Johnson, 2019; Saputro et al., 2025).

Within this conceptual framework, environmental
stimuli undergo processing through dual pathways
encompassing both  cognitive and  affective

psychological systems, which subsequently shape
consumers' green purchasing intentions (Al Mamun,
Naznen, et al., 2023; Y.-S. Chen et al., 2020). The
affective pathway, operating through environmental
beliefs, is particularly relevant to understanding how
sustainable consumption contributes to individual
psychological wellbeing through value congruence and
moral satisfaction.

This theoretical structure distinguishes between two
fundamental psychological components that mediate
environmental responses. Environmental beliefs
function as the affective dimension (Ng, 2023),
capturing the emotional responses, value orientations,
and evaluative judgments that individuals form
regarding environmental concerns. These beliefs are
intrinsically linked to eudaimonic wellbeing, as
alignment between personal values and actions
produces psychological satisfaction and sense of
purpose. Conversely, environmental knowledge
operates as the cognitive dimension, reflecting
consumers' factual understanding, awareness levels,
and comprehension of environmental challenges
alongside their potential solutions (Joo & Hwang, 2023).
The theoretical significance of the SOR model lies in its
explanation of how these cognitive and affective
elements interact dynamically during the organism
phase, where internal psychological processes
transform  external environmental stimuli into
behavioural outcomes that affect wellbeing at individual,
societal, and planetary levels.

The integration of the Theory of Planned Behaviour
with the Stimulus-Organism-Response framework
establishes a sophisticated theoretical foundation for
comprehending the psychological processes that drive
green purchasing intentions and their relationship to
holistic wellbeing. Through the Theory of Planned
Behaviour, researchers can examine how attitudes,
subjective norms, and perceived behavioural controls
systematically influence the formation of consumer
intentions (Rukhsar et al., 2025). Simultaneously, the
Stimulus-Organism-Response model demonstrates
how individuals cognitively and emotionally process
environmental stimuli, subsequently generating
particular behavioural outcomes that contribute to
individual psychological satisfaction through value

alignment, societal cohesion through shared
environmental responsibility, and planetary health
through sustainable consumption patterns

(Vafaei-Zadeh et al., 2025). The synthesis of these
theoretical perspectives creates a robust analytical
structure for investigating how environmental concern
shapes consumer behaviour patterns, recognising the
complex interaction between deliberate cognitive
evaluation and emotional factors that influence
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environmentally conscious purchasing decisions while
simultaneously enhancing multidimensional wellbeing
(Saputro et al., 2025; Zhang et al., 2019).

2.2. Environmental Concern and Green Purchase
Intention

Environmental concern constitutes a complex,
multidimensional construct characterised by
individuals' recognition of environmental challenges
and their support for remedial actions, fundamentally
grounded in overarching attitudes and values related to
environmental protection and stewardship (Bulut et al.,
2021). This construct demonstrates distinctive features
through heightened ecological awareness and an
active orientation towards environmental
problem-solving, thereby exerting considerable
influence on consumer behavioural patterns and
decision-making frameworks that affect both individual
wellbeing and collective environmental outcomes
(Donnan et al., 2023a; Rokka & Uusitalo, 2008b).

Environmentally conscious consumers exhibit
distinct preferences for products and services that
demonstrate favourable ecological attributes (Rokka &
Uusitalo, 2008a), manifesting through deliberate
decisions to limit consumption of finite resource-based
goods, implement energy conservation practices, and
select minimally packaged alternatives
(Barrera-Verdugo, 2023). These consumption choices
reflect not merely environmental concern but also
contribute to individual psychological wellbeing through
the satisfaction derived from acting in accordance with
one's values and contributing to collective
environmental stewardship. The progressive
intensification of environmental awareness among
Indonesian consumers has generated heightened
sensitivity regarding the ecological ramifications of
purchasing behaviours (Tavitiyaman et al., 2024). This
elevated consciousness motivates consumers to
systematically assess the environmental footprint of
their consumption choices, subsequently shaping their
procurement decisions and market preferences in ways
that align with their values and enhance their sense of
moral purpose (Choi & Johnson, 2019; Saputra et al.,
2021). Drawing upon both contemporary findings and
established empirical foundations, the research team
advances the subsequent hypotheses:

H1: Environmental concern positively
influences environmental belief.

H2: Environmental concern positively
influences environmental knowledge.

H3: Environmental concern positively

influences green purchase intention.

2.3. Environmental Belief as a Mediator and Its
Relationship to Wellbeing

Environmental beliefs constitute cognitive
frameworks that encompass individuals'
comprehension of the intricate relationships between
human societies and natural ecosystems, including the
consequential impacts of human activites on
environmental integrity, thereby forming the
cornerstone for understanding pro-environmental
behavioral patterns (Yang ef al., 2024). These belief
systems function as interpretive mechanisms through
which individuals evaluate environmental information
and subsequently transform their environmental
concerns into tangible behavioral intentions and
actionable responses that contribute to individual
psychological wellbeing through value congruence
(Majeed et al., 2023a).

The Value-Belief-Norm Theory establishes that
individual value orientations, particularly those
emphasizing environmental stewardship, influence
consumer behavioral outcomes through intermediary
belief structures (Al Falah et al., 2024; Braga Junior et
al., 2019). This theoretical framework is particularly
relevant to understanding holistic wellbeing, as it
illuminates how deeply held environmental beliefs
contribute to eudaimonic wellbeing through moral
satisfaction and sense of purpose. When individuals
act in accordance with their environmental beliefs
through sustainable purchasing decisions, they
experience psychological benefits associated with
value alignment and contribution to collective
environmental goals.

The relationship between environmental beliefs and
behavioral manifestations demonstrates complexity,
operating through intricate interactions between
cognitive processing mechanisms and situational
determinants (Asif et al., 2022; Braga Junior et al.,
2019). Environmental ~ worldviews  encompass
fundamental beliefs concerning  human-nature
relationships, whereas environmental concern denotes
an individual's overarching predisposition toward
environmental challenges and issues (Nkoulou
Mvondo et al., 2022). The conviction that individual
actions possess meaningful potential for environmental
enhancement cultivates moral obligation, which
subsequently functions as a compelling driver for
pro-environmental behavioral engagement while
simultaneously enhancing individual psychological
wellbeing through fulfillment of moral norms (Rukhsar
et al., 2025).

This framework aligns with the values-belief-norms
theoretical model, which demonstrates how biospheric,
altruistic, and egocentric value systems shape
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individual adoption of New Environmental Paradigm
values (Amin & Tarun, 2021; Santirocchi et al., 2023).
The alignment between personal environmental beliefs
and consumption behavior represents a critical
pathway to eudaimonic wellbeing, as individuals derive
psychological satisfaction from acting consistently with
their values. Furthermore, when environmental beliefs
are widely shared within a society, they contribute to
collective wellbeing through the establishment of
shared norms around environmental responsibility and
the creation of social cohesion around sustainability
goals. This collective dimension of environmental
beliefs extends individual wellbeing benefits to the
societal level, fostering communities united by common
environmental values and mutual commitment to
planetary stewardship. Drawing from these theoretical
foundations, researchers propose:

H4: Environmental belief positively influences
green purchase intention.

H5: Environmental belief mediates the
relationship between environmental concern and
green purchase intention.

2.4. Environmental Knowledge as a Mediator

Environmental knowledge encompasses the
sophisticated comprehension of ecological issues
(Tavitiyaman et al., 2024), including their root causes
and viable solutions, and constitutes a critical
foundation for developing environmentally conscious
attitudes and behaviors (Alam et al., 2024; Choi &
Johnson, 2019; Simanjuntak et al., 2023). Within the
theoretical framework of Knowledge-Attitude-Behavior,
this cognitive understanding functions as a primary
determinant that shapes subsequent environmental
orientations and actions, establishing that
comprehensive awareness of ecological issues is
fundamental to fostering positive environmental
attitudes and promoting sustainable behavioral
practices (Junior et al., 2019; X. Li et al., 2023; Qin &
Song, 2022).

While environmental knowledge operates primarily
through cognitive mechanisms, its relationship with
environmental beliefs warrants careful consideration.
Knowledge may serve as an antecedent to belief
formation, providing the informational foundation upon
which value-based beliefs are constructed. However,
the moderate correlation between environmental
knowledge and environmental beliefs observed in
empirical studies suggests that these constructs, while
related, represent distinct psychological mechanisms.
Environmental knowledge represents factual
understanding and awareness that can be acquired
through education and information exposure, whereas
environmental beliefs reflect deeper value orientations

and affective responses that are more resistant to
change and more closely tied to individual identity and
wellbeing.

Individuals  possessing elevated levels of
environmental consciousness demonstrate increased
motivation to actively pursue environmental information,
consequently expanding their knowledge foundation
and strengthening their understanding of contemporary
ecological challenges facing society (Hamzah & Tanwir,
2021; Tavitiyaman et al, 2024). Such enriched
understanding empowers consumers to make more
informed purchasing choices that reflect environmental
values, enabling the identification and selection of
products and services that reduce environmental
impact while advancing sustainability objectives (Park
etal., 2024; S. et al., 2024).

Research findings demonstrate a robust positive
correlation between environmental literacy and green

purchasing intentions, with studies consistently
showing that consumers who possess deeper
environmental awareness exhibit heightened

propensity toward sustainable product choices (Liguo
et al.,, 2023; Mahmud, 2024; Ng, 2023). However, the
linkage between environmental knowledge and
environmentally responsible consumption behavior
cannot be characterized as uniformly linear, given that
multiple mediating variables may influence this
relationship. The interaction between environmental
knowledge and environmental beliefs represents a
particularly important area for investigation, as these
constructs may operate synergistically to influence
purchasing intentions. Drawing upon these empirical
findings, we advance the subsequent hypotheses:

H6: Environmental knowledge
influences green purchase intention.

positively

H7: Environmental knowledge mediates the
relationship between environmental concern and
green purchase intention.

3. RESEARCH METHODOLOGY

3.1. Sampling and Data Collection

The study employed a quantitative cross-sectional
methodology, utilizing a structured questionnaire
instrument to gather empirical data from a strategically
selected cohort of Indonesian consumers (Duan et al.,
2022). The research scope encompassed five
prominent metropolitan areas—Jakarta, Bandung,
Yogyakarta, Surabaya, and Bali—thereby ensuring
comprehensive coverage of varied consumer
viewpoints and regional characteristics (Yusiana et al.,
2021). A stratified random sampling methodology was
adopted to guarantee sample adequacy and
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representativeness, resulting in the collection of
responses from 324 participants throughout the
designated geographical areas.

This sample size demonstrated methodological
sufficiency, surpassing the minimum requirements
prescribed for structural equation modelling
applications, which served as the primary analytical
framework for investigating intricate variable
interrelationships (Munerah et al., 2021; Rizqgiyana &
Wahyono, 2020). The stratification framework
strengthened data integrity through the systematic
inclusion of essential demographic and socioeconomic
variables, encompassing age distribution, gender
representation, income levels, educational
qualifications, professional backgrounds, and
environmental awareness indicators (Sewwandi &
Dinesha, 2022; Witek & Kuzniar, 2020).

A systematic stratification methodology was
implemented to reduce inherent sampling biases and
ensure representative coverage of the demographic

characteristics and  consumer  attitudes that
characterize Indonesia's market landscape. Research
instruments were carefully constructed in the
Indonesian  language to enhance participant
understanding and optimize survey completion rates
(Faisal et al., 2023b; Susminingsih et al., 2024). The
demographic profile of the respondent sample is
presented in Table 1.

3.2. Measures

This investigation employed established multi-item
measurement instruments to operationalise the
constructs under examination, drawing upon validated
scales from previous scholarly work (Vilkaite-Vaitone et
al.,, 2022). The measurement framework underwent
systematic adaptation and refinement procedures to
ensure contextual relevance and methodological
appropriateness for the Indonesian research
environment (Faisal et al., 2023a; Papadas et al.,
2017). The instrument development process involved
extensive examination of extant literature to identify

Table 1: Socio-demographic Profile of Respondents (n=324)
Characteristic Category Frequency Percentage
Male 147 454
Gender
Female 177 54.6
18-25 years 86 26.5
26-35 years 106 327
Age
36-45 years 82 25.3
Over 45 years 50 15.5
High school 49 15.1
Diploma 69 21.3
Education Bachelor's degree 138 42.6
Master's degree 60 18.5
Doctoral degree 8 25
Less than IDR 5 million 73 225
IDR 5-10 million 114 35.2
Monthly Income IDR 10-15 million 82 25.3
IDR 15-20 million 39 12.0
More than IDR 20 million 16 5.0
Employed 170 52.5
Self-employed 70 21.6
Occupation Student 59 18.2
Unemployed 15 4.6
Retired 10 3.1
Less than 2 years 85 26.2
2-5 years 124 38.3
Environmental Experience
6-10 years 89 27.5
More than 10 years 26 8.0
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psychometrically sound and theoretically grounded
measures, with careful consideration of prior empirical
applications, scholarly impact metrics, and established
reliability coefficients (C. (Cherise) Li et al., 2024). The
scale validation procedures comprised multiple
sequential stages designed to establish measurement
precision and construct validity within the specific
Indonesian operational context (Papadas et al., 2017;
Vilkaite-Vaitone et al., 2022). The survey instruments
underwent comprehensive linguistic adaptation from
English to Indonesian through implementation of
standardised back-translation methodologies
(Fernando & Aw, 2023a). Content validity assessment
was achieved through structured focus group sessions
designed to evaluate respondent comprehension levels,
supported by expert panel reviews examining
contextual suitability and measurement structure
appropriateness (De Groot & Steg, 2007; Roci &
Rashid, 2023; Vilkaite-Vaitone et al., 2022).

A structured five-point Likert scale methodology
was employed to capture respondent evaluations,
wherein participants indicated their degree of
agreement across a continuum from 1 (strongly
disagree) through 5 (strongly agree). This systematic
approach enabled participants to express their
positioning on each survey construct through a
standardized response mechanism. The selection of
the five-point Likert configuration was justified by its
established credibility within social science research
paradigms and its demonstrated ability to achieve
equilibrium between measurement precision and
respondent usability (Fernando & Aw, 2023b;
Vilkaite-Vaitone et al., 2022).

The Environmental Concern construct was
operationalized through a five-item measurement scale
derived from the established Ecological Paradigm
theoretical framework (Ricci et al., 2018), specifically
designed to evaluate participant concerns regarding
environmental conditions. This measurement approach
draws upon foundational principles within
environmental psychology to explore core beliefs
concerning human-environmental interactions (Abrar et
al., 2021b; Liguo et al., 2023). The instrument featured
carefully constructed items intended to capture both
environmental concern and behavioral predisposition,
exemplified by statements including "I am concerned
about the state of the world's environment" and "l am
willing to sacrifice to protect the environment"
(Rizgiyana & Wahyono, 2020a; S. et al., 2024).

3.3. Data Analysis

The investigation of intricate relationships between
research variables through statistical procedures
adopts a systematic multi-stage methodology to

guarantee methodological precision and validity of
findings. At the outset, exploratory analyses were
performed, encompassing descriptive statistical
measures to clarify patterns of central tendency and
variability within the data, reliability testing to confirm
measurement instrument consistency, and
correlational analysis to examine inter-variable
associations, all executed using SPSS version 26.0
(Munerah et al., 2021; Rizgiyana & Wahyono, 2020b).
Following this preliminary phase, confirmatory factor
analysis was applied to assess the adequacy of the
measurement framework, ensuring that manifest
variables accurately reflect their corresponding latent
theoretical constructs (X. Li et al., 2023). Additionally,
structural equation modelling was performed using
LISREL 8.80 to examine the theoretically proposed
associations between constructs (Munerah et al., 2021).
To maintain the robustness of structural equation
modelling outcomes, implementation of a two-phase
methodological framework is advocated (Drechsel et
al., 2025).

The measurement model requires comprehensive
assessment of reliability, convergent validity, and
discriminant validity before proceeding with structural
model evaluation (Fernando & Aw, 2023a). Model fit
assessment employed multiple indices including the
chi-square to degrees of freedom ratio, Goodness of Fit
Index, Adjusted Goodness of Fit Index, Comparative
Fit Index, Tucker-Lewis Index, Estimated Root Mean
Square Error, and Standardised Root Mean Square
Residual to determine alignment between the
theoretical model and observed data. Bootstrap
analysis with 5000 iterations was conducted to
establish the statistical significance of mediation
relationships (Ashrafi et al., 2025).

Structural equation modelling represents an
advanced analytical approach for theoretical model
validation, distinguished by its confirmatory analytical
capabilities (Ghouse et al., 2024; Liguo et al., 2023;
Qin & Song, 2022). The methodology exhibits
exceptional utility for intricate regression modelling and
non-linear relationship examination through its ability to
address measurement error through latent variable
incorporation (Jennings, 2005; Machaka-Mare et al.,
2023b). Furthermore, the technique enables
simultaneous assessment of all equation systems
within a unified model framework while providing
thorough model fit evaluation (Kautish & Sharma,
2019; Yang et al., 2024).

4. RESULTS

4.1. Measurement Model

The measurement model analysis results are
detailed in Table 2, with specific focus on assessing the
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Table 2: Measurement Model Results

Construct Items Factor Loading Cronbach's Alpha CR AVE
ECA1 0.82
EC2 0.79
Environmental Concern EC3 0.84 0.85 0.89 0.62
EC4 0.76
EC5 0.72
EB1 0.85
EB2 0.87
Environmental Belief 0.88 0.91 0.71
EB3 0.83
EB4 0.81
EK1 0.75
EK2 0.72
EK3 0.78
Environmental Knowledge 0.83 0.87 0.53
EK4 0.69
EK5 0.71
EK6 0.67
GPI1 0.81
GPI2 0.83
Green Purchase Intention GPI3 0.79 0.86 0.90 0.64
GPl4 0.77
GPI5 0.80

Note: CR = Composite Reliability; AVE = Average Variance Extracted.

reliability and internal consistency of the examined
constructs. Establishing the reliability of measurements
and ensuring they accurately reflect their underlying
theoretical constructs represents a critical component
in measurement model validation (Barrera-Verdugo,
2023; C. (Cherise) Li et al., 2024). This validation
procedure requires thorough evaluation across both
reliability and validity parameters (Amin & Tarun, 2021;
De Silva et al., 2021).

The constructs within the model demonstrate
adequate reliability, with Cronbach's alpha values
falling within the range of 0.79 to 0.88 (Donnan et al.,
2023a; Susminingsih et al., 2024). These coefficients
surpass the established benchmark of 0.70, confirming
substantial internal consistency among items
comprising each construct (Asif et al., 2023; Yang et al.,
2024). The composite reliability measures, which range
from 0.83 to 0.91, provide additional support for these
results, establishing robust internal consistency
throughout all examined constructs (Donnan et al.,
2023a).

The analysis confirmed convergent validity as
evidenced by all factor loadings surpassing 0.67 with
statistical significance (p < 0.001). Additionally, the
Average Variance Extracted (AVE) values ranged from

0.53 to 0.71, which exceeded the established threshold
of 0.50 recommended in the literature (Fornell &
Larcker, 1981).

The establishment of discriminant validity was
demonstrated through the square root of AVE for each
construct being greater than its correlation with other
constructs (Table 3). The measurement model
exhibited satisfactory fit indices with the empirical data:
x?/df = 2.18, Goodness-of-Fit Index (GFIl) = 0.92,
Adjusted Goodness-of-Fit Index (AGFI) 0.90,
Comparative Fit Index (CFlI) 0.95, Tucker-Lewis
Index (TLI) 0.94, Root Mean Square Error of
Approximation (RMSEA) = 0.054, and Standardized
Root Mean Square Residual (SRMR) = 0.047.

Table 3: Discriminant Validity Assessment

Construct 1 2 3 4
1. Environmental Concern 0.79
2. Environmental Belief 0.51 0.84
3. Environmental Knowledge 0.43 0.47 | 0.73
4. Green Purchase Intention 0.49 0.52 0.40 | 0.80

Note: The diagonal elements (in bold) represent the square root of AVE, while
off-diagonal elements are correlations between constructs.
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4.2. Structural Model and Hypothesis Testing

The structural model shows a good fit: x*/df = 2.35,
GFl = 0.91, AGFI = 0.89, CFl = 0.94, TLI = 0.93,
RMSEA = 0.058, and SRMR = 0.051. Figure 1
presents a path diagram showing the relationships
between variables in a structural model.

The empirical investigation demonstrates
substantial support for the proposed theoretical
relationships, highlighting the intricate dynamics
among factors that shape green purchase intention and
their implications for holistic wellbeing (Drechsel et al.,
2025; Park et al, 2024). Results indicate that
environmental concern significantly and positively
impacts both environmental beliefs (B = 0.51, p <
0.001) and environmental knowledge (B = 0.43, p <
0.001), thereby validating hypotheses H1 and H2
(Liguo et al., 2023; Sinha & Annamdevula, 2025;
Tavitiyaman et al.,, 2024). These outcomes suggest
that consumers with heightened environmental
awareness demonstrate increased likelihood to form
strong beliefs about environmental preservation
importance while actively pursuing information related
to ecological concerns and sustainable practices
(Hamzah & Tanwir, 2021; C. (Cherise) Li et al., 2024).

environmental beliefs significantly and positively
influence green purchase intentions (B = 0.42, p <
0.001), providing empirical validation for H4. This
finding demonstrates that consumers maintaining firm
beliefs regarding environmentally sustainable product
benefits exhibit enhanced tendency to convert these
attitudes into concrete purchasing decisions that align
with their values and contribute to their psychological
wellbeing (Fekete-Farkas, 2020; Sharma et al., 2022).

The investigation revealed that environmental
concern (B = 0.09, p > 0.05) and environmental
knowledge (B = 0.11, p > 0.05) failed to demonstrate
significant direct relationships with green purchasing
intentions, leading to the rejection of hypotheses H3
and H5. Rather than representing counterintuitive
outcomes, these findings provide strong empirical
evidence for complete mediation, demonstrating that
environmental beliefs serve as the indispensable
psychological pathway through which environmental
concern translates into purchase intentions. This
pattern of results indicates that while environmental
consciousness and understanding influence consumer
perceptions and cognitions, their impact on purchasing
intentions operates entirely through the intermediary
mechanism of environmental beliefs (Bian & Moutinho,

Additionally, ~ the  analysis  established that  2011; Donnan et al., 2023b). The complete mediation
Environmental
0‘51"" Belief 0.42***
Environmental 0.09 (NS) ¥ Green Purchase
Concern - Intention
4= Environmental 0.11(NS)
Knowledge

Figure 1: Path Analysis Results.

*Note: Solid paths indicate significant relationships; dashed paths indicate non-significant relationships. All path coefficients are standardized. *p < 0.05, **p < 0.01,

**p < 0.001, ns = not significant.

Table 4: Results of Hypothesis Testing

Hypothesis Path Standardized Coefficient t-value p-value Result
H1 EC — EB 0.51 8.74 <0.001 Supported
H2 EC — EK 0.43 7.18 <0.001 Supported
H3 EC — GPI 0.09 1.47 >0.05 Not Supported
H4 EB — GPI 0.42 6.24 <0.001 Supported
H5 EK — GPI 0.11 1.68 >0.05 Not Supported
H6 EC — EB — GPI 0.21 5.13 <0.001 Supported
H7 EC — EK — GPI 0.05 2.14 <0.05 Supported

Note: EC = Environmental Concern; EB = Environmental Belief; EK = Environmental Knowledge; GPI = Green Purchase Intention.




10 Wellbeing Futures: Innovation, Policy and Research, 2025, Vol. 1

Widodo et al.

observed in this study underscores the critical role of
value-based belief systems as the primary mechanism
for translating environmental awareness into
behavioral intentions.

The study explored the intermediary role of
environmental beliefs and environmental knowledge in
the association between environmental concern and
intentions to purchase green products. Results
indicated that environmental beliefs (indirect effect =
0.21, p < 0.001) and environmental knowledge (indirect
effect = 0.05, p < 0.05) served as significant mediators
in this relationship, thus confirming hypotheses H6 and
H7. These results demonstrate that environmental
concern exercises an indirect influence on green
purchasing intentions by affecting environmental
beliefs and knowledge (Ng, 2023). Particularly
noteworthy is the observation that the mediating
influence of environmental beliefs substantially
exceeded that of environmental knowledge (0.21 vs.
0.05), implying that affective, value-based belief
systems assume a significantly more critical function
than cognitive informational understanding in
converting environmental concern into purchasing
intentions (Ashrafi et al., 2025).

This pattern of complete mediation, wherein direct
effects are non-significant while indirect effects through
mediators are substantial, provides compelling
evidence that environmental beliefs represent the
essential psychological mechanism linking
environmental awareness to sustainable consumption
behavior. The dominance of the belief pathway over
the knowledge pathway suggests that interventions
aimed at fostering sustainable consumption should
prioritize value alignment and moral conviction
development rather than focusing exclusively on
information provision and environmental education.

5. DISCUSSION

5.1. Theoretical Implications and Contributions to
Wellbeing Research

This investigation validates the Theory of Planned
Behaviour and Stimulus-Organism-Response model
within  Indonesia's emerging market context,
demonstrating their relevance to holistic wellbeing
outcomes. The complete mediation pattern—wherein
environmental concern and knowledge show no direct
effects on purchase intentions while operating entirely
through environmental beliefs—establishes beliefs as
the essential psychological gateway. This finding
demonstrates the primacy of value-based affective
mechanisms over cognitive informational pathways in
driving sustainable consumption behavior.

5.2. Individual Wellbeing Implications

Environmental beliefs as primary mediators align
with eudaimonic wellbeing theory, where psychological
fulfilment derives from value-congruent behavior.
When consumers purchase sustainable products
reflecting their environmental beliefs, they experience
moral satisfaction and enhanced purpose—key
wellbeing components transcending hedonic pleasure.
The Value-Belief-Norm framework demonstrates that
personal values shape beliefs, generating moral norms
compelling action. Value congruence between beliefs
and behavior significantly contributes to life satisfaction,
representing authentic living that enhances wellbeing
beyond immediate consumption utility.

Complete mediation suggests cognitive awareness
alone proves insufficient without corresponding belief
systems. Educational interventions focusing solely on
environmental knowledge may fail to produce
behavioral change without cultivating underlying value
orientations and belief structures. For individual
wellbeing, the most psychologically satisfying approach
involves developing authentic environmental values
rather than merely providing information or creating
external incentives, thereby fostering intrinsically
motivated sustainable consumption.

5.3. Societal and Planetary Wellbeing Implications

Environmental beliefs' stronger mediating effect
carries significant implications for societal and
planetary  wellbeing. Belief-based interventions
fostering shared values and collective environmental
responsibility prove more sustainable for long-term
governance than purely educational campaigns.
Widely shared environmental beliefs create social
cohesion around sustainability goals and establish
collective  norms  reinforcing  pro-environmental
behavior. This collective dimension fosters social
capital, trust, and cooperative behavior, with societies
demonstrating greater resilience in addressing
environmental challenges.

Planetary wellbeing requires fundamental value
system shifts rather than merely increasing
environmental problem awareness. Belief-based
interventions create deeper, more enduring behavioral
change extending across multiple consumption
domains and lifestyle choices, ultimately reducing
ecological footprints and enhancing sustainability. The
complete mediation pattern suggests that without
strong environmental beliefs, even extensive
environmental knowledge may fail to generate
behavioral changes necessary for planetary health.

The substantially stronger mediating effect of
environmental beliefs relative to environmental
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knowledge indicates that value-based factors exercise
considerably greater influence than informational
comprehension in driving green purchasing intentions.
This finding advances academic discussions
concerning emotional versus rational components in
motivating environmentally responsible behavior while
illuminating pathways through which sustainable
consumption contributes to holistic wellbeing. The
Value-Belief-Norm framework demonstrates that belief
systems mediate between fundamental values and

behavioral norms, shaping behavioral expressions
affecting  wellbeing outcomes across multiple
dimensions.

6. PRACTICAL IMPLICATIONS

6.1. Marketing and Communication Strategies

Marketing practitioners should reconceptualize
approaches to promoting environmentally responsible
consumption. Rather than focusing predominantly on
information dissemination emphasizing environmental
problems, strategies should prioritize emotional
engagement and value alignment fostering
deep-seated environmental beliefs. Communication
campaigns should emphasize personal relevance of
environmental issues, connecting stewardship to
consumers' existing value systems. Marketing
messages should frame green products as expressions
of personal values and contributions to collective
environmental goals, proving more effective in
motivating purchase intentions.

6.2. Policy and Governance Implications

Government agencies should recognize that purely
informational approaches, while valuable for building
environmental knowledge, prove insufficient for
generating behavioral change without corresponding
belief system development. Policies should incorporate
mechanisms for value cultivation and belief
development through early education programs
emphasizing environmental ethics and personal
responsibility. Policy interventions should create
environments reinforcing environmental beliefs and
establishing sustainable consumption as normatively
expected choice, thereby strengthening social
dimensions of environmental beliefs and contributing to
societal wellbeing through shared environmental
values.

6.3. Educational Institutions and Programs

Educational institutions play critical roles in
cultivating environmental beliefs contributing to
individual and societal wellbeing. Environmental

education programs should extend beyond factual
knowledge transmission to incorporate value education,

moral development, and experiential learning fostering
emotional connections to nature and deep-seated
stewardship beliefs. Pedagogical approaches engaging
students emotionally, encouraging critical reflection on
environmental values, and providing meaningful
environmental action opportunities cultivate belief
systems driving sustainable consumption. Programs
should explicitly connect environmental beliefs to
individual wellbeing, demonstrating how value-aligned
living enhances life satisfaction and psychological
fulfillment.

6.4. Corporate Sustainability Initiatives

Corporations should invest in initiatives cultivating
environmental beliefs among employees and
consumers rather than focusing exclusively on green
product attributes or environmental certifications.
Corporate social responsibility programs should
emphasize authentic environmental values and
demonstrate genuine environmental stewardship
commitment resonating emotionally with stakeholders.
Companies should recognize that belief-driven
consumers represent distinct market segments
characterized by deeper, more enduring sustainable
consumption commitment. Building relationships with
these consumers requires authentic environmental
engagement transcending greenwashing, emphasizing
shared values and meaningful environmental impact.

6.5. Intervention Design Principles

Intervention designers should adopt key principles
based on complete mediation findings. Interventions
should cultivate intrinsic motivation through value
development rather than relying on extrinsic incentives
or fear-based messaging. Programs should emphasize
personal psychological benefits of value-aligned
behavior, connecting environmental stewardship to
individual wellbeing through moral satisfaction.
Interventions should foster collective environmental
beliefs and social norms around sustainability,
recognizing belief development requires sustained
engagement rather than one-time informational
exposure. Finally, interventions should be culturally
contextualized, integrating environmental beliefs with
existing value systems for authentic internalization.

7. LIMITATIONS AND
DIRECTIONS

FUTURE RESEARCH

7.1. Methodological Limitations

The cross-sectional design precludes definitive
causal inferences regarding relationships among
environmental concern, beliefs, knowledge, and
purchase intentions. While theoretical framework and
empirical findings suggest environmental concern
influences beliefs and knowledge, subsequently
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affecting purchase intentions, temporal precedence
necessary for establishing causality cannot be
definitively demonstrated. Future research should
employ longitudinal designs tracking consumers over
extended periods, examining how environmental
concern changes relate temporally to belief and
knowledge  developments, and how  these
psychological changes manifest in evolving purchase
intentions and actual behaviors.

Experimental and quasi-experimental designs
represent promising methodological approaches.
Intervention studies manipulating environmental beliefs
through value-based educational programs or
emotional engagement strategies, while comparing
outcomes to knowledge-focused interventions or
control conditions, could provide more definitive
evidence regarding causal efficacy of belief-based
approaches. Such experimental designs would enable
researchers to test practical implications derived from
these findings while establishing clearer causal
connections between belief cultivation and behavioral
outcomes.

7.2. The Intention-Behavior Gap

A significant limitation involves focusing on
purchase intentions rather than actual purchasing
behavior. While purchase intention represents
theoretically important and empirically validated
predictor within Theory of Planned Behaviour
framework, substantial evidence demonstrates
intentions do not invariably translate into corresponding
actions. The intention-behavior gap may be particularly
pronounced in green consumption, where barriers
including higher prices, limited product availability,
inferior quality perceptions, and competing priorities
may prevent consumers from acting on purchase
intentions.

Future research should examine actual purchasing
behavior as dependent variable, employing methods
such as purchase diary studies, behavioral observation,
or transaction data analysis to capture real
consumption patterns. Such behavioral studies would
provide more definitive evidence regarding whether
complete mediation pattern observed for purchase
intentions extends to actual purchasing behavior, or
whether additional factors moderate intention
translation into actions. Research should investigate
specific factors facilitating or impeding belief-driven
intentions translation into actual purchases.

7.3. Sample Context

Specificity

Generalizability and

The sample drawn exclusively from five major
Indonesian metropolitan areas—Jakarta, Bandung,

Yogyakarta, Surabaya, and Bali—while representing
significant consumer markets, raises generalizability
concerns. Rural and smaller-city consumers may face
substantially different market conditions, including
limited green product access, different price
sensitivities, and distinct cultural values regarding
environmental stewardship. Environmental beliefs and
their relationship to purchase intentions may differ
systematically between urban and rural populations,
across socioeconomic strata, and among different
regional contexts.

Future research should examine psychological
mechanisms underlying green purchase intentions
across diverse geographical contexts, socioeconomic
conditions, and cultural settings within Indonesia and
across other emerging economies. Comparative
studies examining urban versus rural consumers,
different regional contexts, and various cultural groups
would illuminate boundary conditions of the theoretical
model. Cross-cultural research comparing Indonesia
with other emerging and developed economies would
establish findings generalizability and identify culturally
specific factors shaping environmental
beliefs-sustainable consumption relationships.

7.4. Measurement and Construct Considerations

While measurement instruments demonstrated
adequate psychometric properties, future research
should continue refining conceptualization and
measurement of environmental beliefs as distinct from
related constructs including environmental attitudes,
values, and worldviews. The moderate correlation
between environmental beliefs and environmental
knowledge suggests these constructs are related yet
distinct, but precise relationship nature warrants further
investigation. Future research should explicitly
examine whether environmental knowledge functions
as antecedent to environmental belief formation or
whether these constructs develop independently
through different pathways.

The potential for interaction or moderation effects
between environmental beliefs and knowledge in
predicting purchase intentions represents another
important investigation area. Environmental knowledge
and beliefs may operate synergistically, with
knowledge providing informational foundation enabling
beliefs to translate more effectively into behavioral
intentions. Additionally, the multidimensional nature of
environmental beliefs, environmental knowledge, and
environmental concern warrants more nuanced
examination, with future research employing more
differentiated conceptualizations illuminating which
specific dimensions prove most influential.
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7.5. Moderating and Contextual Factors

The current study examined direct and mediated
relationships among core constructs but did not
extensively investigate potential moderating factors
strengthening or weakening these relationships.
Individual difference variables warranting investigation
include personality traits, self-identity constructs,
values hierarchies, and psychological factors such as
self-efficacy and locus of control. Cultural values,
generational cohorts, and life stage may systematically
moderate observed relationships. Situational factors
including perceived product performance, price
premiums, product availability, and social influences
may moderate belief translation into intentions.

7.6. Expanding the Wellbeing Framework

While this study incorporated holistic wellbeing
considerations into theoretical framework and
discussion, future research should more explicitly and
comprehensively examine  wellbeing outcomes
associated with belief-driven sustainable consumption.
Studies directly measuring psychological wellbeing
outcomes including life satisfaction, purpose in life,
personal growth, and positive affect as dependent
variables would provide more definitive evidence
regarding wellbeing benefits of value-aligned
environmental behavior. Research  examining
mechanisms through which sustainable consumption
contributes to individual wellbeing would illuminate
psychological processes linking environmental beliefs,
sustainable behavior, and wellbeing outcomes.

At societal level, future research should examine
how widespread environmental beliefs and collective
sustainable consumption patterns contribute to social
cohesion, community wellbeing, and social capital.
Research investigating spillover  effects  of
environmental beliefs—examining whether
belief-driven sustainable consumption in one domain
extends to other environmental behaviors and life
domains—would provide valuable insight into broader
lifestyle transformations associated with strong
environmental beliefs. Research integrating individual,
societal, and planetary wellbeing outcomes within
comprehensive framework would advance under-
standing of sustainable consumption contributions to
holistic wellbeing.

8. CONCLUSION

This study provides compelling empirical evidence
regarding psychological mechanisms through which
environmental concern translates into green purchase
intentions among Indonesian consumers, while
illuminating  relationships  between  sustainable
consumption patterns and holistic wellbeing across

individual, societal, and planetary dimensions.
Employing integrated theoretical framework combining
Theory of Planned Behaviour with
Stimulus-Organism-Response model, the investigation
examined how environmental beliefs and knowledge
mediate relationships between environmental concern
and purchase intentions.

The empirical findings demonstrate environmental
concern significantly influences both environmental
beliefs and environmental knowledge, confirming
heightened environmental awareness activates both
affective and cognitive psychological mechanisms.
However, the study reveals critical asymmetry in how
these mechanisms translate into behavioral intentions.
Environmental beliefs demonstrate substantial positive
relationship with green purchase intentions, while
environmental knowledge exhibits no significant direct
effect. Most significantly, analysis reveals complete
mediation, establishing environmental beliefs as
essential psychological pathway through which
environmental awareness transforms into sustainable
consumption intentions.

The substantially stronger mediating effect of
environmental beliefs compared to environmental
knowledge carries profound theoretical and practical
implications. Theoretically, these findings advance
understanding of psychological drivers of sustainable
consumption by demonstrating primacy of affective,
value-based mechanisms over purely cognitive
informational pathways. The complete mediation
pattern provides strong evidence that environmental
beliefs function as critical psychological gateway
through which environmental consciousness must pass
to generate behavioral intentions, suggesting
interventions focused exclusively on knowledge
enhancement prove largely ineffective.

From holistic wellbeing perspective, environmental
beliefs primacy illuminates multiple pathways through
which  sustainable consumption contributes to
wellbeing outcomes. At individual level, belief-driven
sustainable consumption enhances psychological
wellbeing through value congruence and moral
satisfaction, key eudaimonic wellbeing components. At
societal level, widespread environmental beliefs create
shared values and collective norms around
environmental responsibility, contributing to social
cohesion and collective wellbeing. At planetary level,
environmental beliefs serving as primary mechanism
suggests lasting solutions require fundamental value
system shifts rather than merely increasing
environmental problem awareness.

This study establishes environmental beliefs as
primary psychological mechanism through which
environmental concern translates into green purchase
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intentions, demonstrating complete mediation and
primacy of affective, value-based pathways over
cognitive informational mechanisms. These findings
advance theoretical understanding of sustainable
consumption psychology while providing practical
guidance for interventions promoting environmentally
responsible behavior. By illuminating connections
between environmental beliefs, sustainable
consumption, and holistic wellbeing across multiple
levels, this research contributes to developing more
effective approaches to advancing sustainable
consumption in emerging economies.
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