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Abstract

This study investigates the mediating role of cognitive dissonance in the relationship between
environmental attitudes and green purchasing behavior. While individuals often express
positive attitudes toward environmental sustainability, a consistent gap remains between
these attitudes and actual eco-friendly consumption practices. Through quantitative analysis
of survey data, the research explores how cognitive dissonance may influence or disrupt the
translation of pro-environmental attitudes into green purchasing actions. The findings suggest
that cognitive dissonance significantly mediates this relationship, indicating that internal
psychological conflict plays a key role in consumer decision-making within the green
marketplace. Implications for environmental marketing and behavioral interventions are also
discussed.
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INTRODUCTION

Awareness of environmental and sustainability issues is increasing today,
driving the need for green products in response to widespread environmental damage.
The use of green products has emerged as an important solution for creating and
maintaining a clean and healthy environment (Sdrolia and Zarotiadis, 2019). Green
products are known as environmentally friendly products designed to minimize
negative impacts on ecosystems. According to Kotler Et al., (2016), green products are
manufactured with consideration for the impact of environmental damage through
resource efficiency and waste reduction. Green products are made from non-toxic
materials, environmentally friendly procedures, and are certified by recognized
organizations such as Energy Star and the Forest Stewardship Council (Zuha, 2024).

Environmental challenges are becoming increasingly urgent, making the
development of green products an important step towards creating a sustainable
future. Efforts to preserve the environment in the business sector are realized through
the implementation of go green in various fields, namely marketing, production, and
finance. This concept is often associated with the 5R principle: (1) Reduce —reducing
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the use of goods, for example, by bringing your own shopping bags; (2) Reuse —
reusing items that are considered useless, such as plastic cups for plant pots; (3)
Recycle —recycling waste into new products or compost; (4) Replant —replanting
vegetables or medicinal plants; and (5) Replace —replacing potentially wasteful items
with environmentally friendly alternatives (Arianti Et al., 2015).

In the consumer context, they are also known as green consumers. Green
consumers are defined as people who consider the environmental impact of the
products they are going to buy before making a purchase (Irawan and Vianney, 2015).
Green consumers will prefer greener products (Baker and Ozaki, 2008). Consumers
who care about the environment will be motivated to consume green products
(Andrew and Slamet, 2013).

Research Objectives

The objectives of this study are to examine the influence of environmental
concern, political concern, and social concern on green consumer attitudes; to examine
the influence of green consumer attitudes on green purchasing behavior and consumer
involvement; to examine the influence of consumer involvement on green purchasing
behavior; and to examine the mediating role of consumer involvement in the
relationship between green consumer attitudes and green purchasing behavior

LITERATURE REVIEW

components (Ajzen, 1991): (1) Attitude toward behavior, referring to an
individual's evaluation of how positive or negative a behavior is; (2) Subjective norms,
reflecting social influence or an individual's perception of what is considered
important by those around them; and (3) Perceived behavioral control, the extent to
which an individual feels capable of or has control over performing a particular
behavior. However, TPB also has limitations, including its inability to address
emotional factors, impulsive behavior, and complex behavioral control. In addition, its
reliance on intention as the main predictor does not always reflect more spontaneous
behavior or habits (Fishbein and Ajzen, 2005).

Green Purchasing Behavior

The Theory of Planned Behavior (TPB) states that behavior is influenced by
intention, which is formed from attitudes toward behavior, subjective norms, and
perceived behavioral control (Zulfikar Et al., 2023). Schill Et al., (2019) define behavior
as an individual action that arises from within through experience, which can then
influence the environment.

Purchasing behavior is influenced by personal, psychological, social, and
marketing factors, as well as purchase intentions and purchasing decisions (Sonwaney
and Chincholkar, 2019). Green purchasing behavior is often conditioned by
consumers' increasing ecological awareness and concerns about environmental issues,
such as climate change, pollution, and ecosystem damage (Govender and Govender,
2016; Kaufmann Et al., 2012). Consumers choose products that have minimal impact
on the environment, both in terms of production, use, and disposal after the product
has been used up.

The transition from purchase intention to purchase decision is influenced by two
factors: the attitudes of others and unexpected situations. Green purchasing behavior
stems from consumer behavior, which includes a series of activities such as searching,
selecting, purchasing, using, evaluating, and disposing of products, and involves
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mental aspects and material goals (Higmah, 2017; Kotler and Armstrong, 2010).
Although the desire to buy is considered to have a direct relationship with purchasing
behavior, research in this field shows variations and different results regarding the
factors that influence this behavior.

Green behavior is often influenced by consumers' green attitudes, which reflect
the extent to which they support environmentally friendly practices, as well as their
level of involvement in environmental issues. The more positive consumers' green
attitudes are and the more involved they are in decisions related to sustainability, the
more likely they are to adopt green purchasing behavior in their daily lives (Khan Et
al., 2020).

Environmental Awareness

Environmental awareness is defined as actions that continuously strive to
prevent damage to the environment and make efforts to mitigate damage that has
already occurred (Medina, 2023). Environmental awareness can be manifested
through concrete actions, such as reducing the use of fossil fuels and switching to new
energy sources, replacing single-use plastics with environmentally friendly materials,
supporting recycling and responsible waste management, and promoting a
sustainable lifestyle (Kong and Zhang, 2013). Environmental awareness also includes
awareness of the importance of educating oneself and others about environmental
issues, as well as supporting policies and initiatives aimed at preserving the
environment globally (Cherian and Jacob, 2012). The community can demonstrate
environmental awareness by replacing disposable items with reusable products.
H1: Environmental awareness has a positive effect on green consumer attitudes.

Political Concern

Political concern refers to the attention, attitude, and involvement of an
individual or group toward political issues in society (Heffron and Dodd, 2021).
Political concern encompasses various dimensions, ranging from knowledge of
political issues and views on the government to direct involvement in political
activities (Galston, 2001).

Political concern is often related to social identity, consuming green products
becomes a symbol of concern for the environment and social justice, and strengthens
one's identity as a responsible citizen (Micheletti and Stolle, 2012). This also
encourages people to form communities and influence others to do the same. Political
concern plays an important role in shaping green consumer attitudes and behavior.
H2: Political concern has a positive effect on green consumer attitudes.

Social Concern

Social concern is the core value of caring attitudes. Caring attitudes condition
individuals to take active action in situations or circumstances around them. Caring
attitudes are attitudes possessed by individuals, groups, or organizations to pay
attention to the welfare of others, the community, and their social environment
(Kardinus Et al., 2022; Mukhtar, 2021).

Social concern can encourage people to choose environmentally friendly
products, which can improve their social image (Chi, 2022). Increased social concern
has an impact on increasing green consumption attitudes and further strengthens
consumers' purchasing intentions to change to green behavior (Conner~ and
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Armitage, 1998).
H3: Social concern has a positive effect on green consumer attitudes.

Green Consumer Attitudes

Mostafa, (2007) defines attitudes toward green products as referring to concern
for the environment, which encourages the purchase and use of environmentally safe
products. Consumer concern for the environment can help support environmental
sustainability. This concern is reflected in the wise use of natural resources and efforts
to avoid actions that damage the environment.

Attitudes towards green products represent what consumers like and dislike,
meaning that consumers with attitudes that favor green products are more involved
in decisions to purchase green products (Alfarizi Et al., 2021). Nhung and Uyen, (2022)
suggest factors that influence the purchase of green products, including: (1) attitudes
towards green behavior; (2) social influence; (3) environmental awareness; (4)
consumer effectiveness perceptions; (5) eco-labels.

Researchers seek to understand the various factors that influence consumer
attitudes and behavior in purchasing green products. Several studies show that
consumer attitudes toward green products, especially organic products, tend to be
positive, followed by an increased desire to purchase these products (Oroian Et al.,
2017).

H4: Green consumer attitudes have a positive effect on green purchasing behavior.
H5: Green consumer attitudes have a positive effect on consumer engagement.

Consumer Involvement

Involvement is defined as the degree of relevance of a person to a particular
object (Zaichkowsky, 2013). Involvement can be interpreted as a comprehensive
affective-cognitive condition, not only focused on specific objects, events, individuals,
or behaviors, but also playing a role in increasing the productivity of a company
(Bowden, 2009). Consumer involvement is a form of positive cognitive, emotional, and
behavioral activity of consumers when interacting with or in relation to a particular
brand (Al-Meshal and Al-Zoman, 2019).

According to Mollen and Wilson, (2010), consumer engagement has a deeper
meaning that requires a consumption entity, involves an active relationship between
consumers and brands, and provides satisfaction through the experiential and
instrumental values offered by products or services.

Consumer involvement plays an important role in shaping green attitudes and
purchasing behavior (Nabivi, 2025). More involved consumers are typically more
aware, motivated, and committed to making choices that support sustainability (White
Etal., 2019). High levels of involvement are often associated with greater awareness of
environmental issues. Consumers who actively seek information about
environmentally friendly products tend to have a positive attitude toward green
purchasing (Noor Et al., 2012). Consumers who feel involved are more likely to
research and consider green products before buying, recommendations from friends,
family, or groups can reinforce the decision to choose environmentally friendly
products, and consumers who are emotionally and intellectually involved with green
brands tend to be more loyal, which leads to repeat purchasing behavior (Maniatis,
2016).
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H6: Consumer involvement has a positive effect on green purchasing behavior.
H7: Involvement mediates the relationship between green consumer attitudes and
green purchasing behavior.

Environment . Involvement
Concern &A y Y‘
H4 -
Political Concern H2 S Consumer Green Purchasing

Attitude > Behavior

y
Social Concern

Picture 1. Research Model

RESEARCH METHOD

The research method used is quantitative research. Norjanah, (2014) states that
quantitative research is an approach used in empirical studies to collect, analyze, and
present data in numerical form, rather than in narrative form.

Conceptual Definition of Variables
Table 1. Conceptual Definiton of Variables

Variable Concept Scale Indicators
Green Purchasing | Green purchasing | (1) Buying
Behavior (PB) behavior, an act of | (2) Notbuying
purchasing products by
considering green

attributes (Joshi and
Rahman, 2015; Schill Et

al., 2019; Atmoko, 2023).
Environment Concern | Concern for the | (1) environmental
(EQ) environment is one of | knowledge,

the factors that can | (2) attitudes toward the
influence a person's | environment,

behavior, attitude, or | (3) participation in
actions in protecting the | environmental activities
environment (Bamberg,
2003; Purwono and

Jannah, 2020).
Political Concern (PC) Political concern refers | (1) political knowledge,
to the attention, attitude, | (2) attitudes toward

and involvement of an | politics,

individual or group in | (3) participation
relation to their
understanding of and
participation in political
issues within society
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(Galston, 2001)

Social Concern (SC) Social awareness is a | (1) social knowledge,
fundamental value and | (2) attitudes toward social
attitude that | issues,
demonstrates  concern | (3) participation
and active action

towards the conditions
around us, namely the
attitude possessed by
individuals, groups, or
organizations in paying
attention to the welfare
of others, the
community, and their
social environment
(Kardinus et al.,, 2022;
Mukhtar, 2021)
Consumer Attitude (A) | Green attitude can be | (1) trust,

defined as a person's | (2) consumer evaluation
evaluation of green
objects or purchases
(Assael, 2005 p. 216;
Vazifehdoust et al., 2013;
Alfarizi et al., 2021)
Involvement (I) Involvement is defined | (1) Active information
as the degree of | search;

relevance of a person to | (2) Product preference;

the purchase of green | (3) Price;

products (Zaichkowsky, | (4) Time spent searching for
2013; Sukoco, 2019) alternative brands

RESEARCH RESULTS

Processing of hypothesis test results using the SPSS program,
Table 2. Results of Regression Analysis of the Relationship between Environmental Concern,
Political Concern, Social Concern, and Consumer Attitudes

Ralationship Coefficient of = Model Significance test
Determination significance test Regression
(ANOVA) coefficient
Adjusted R? F p Beta P
EA - A 0,550 82,188 0,000 0,370 0,000%
PA — A 0,236 0,001*
SA — A 0,221 0,004*

Source: Primary data processed, 2025
Description:

EC: Environmental Concern

PC: Political Concern
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SC: Social Concern
A: Consumer Attitudes
*Significant at a significance level of 0.05

Table 2 shows that concern influences consumer attitudes, as can be seen from
the results of the multiple regression analysis significance test (P < 0.05). Therefore,
hypotheses 1, 2, and 3 are supported.

Table 3. Results of Regression Analysis of the Relationship between Environmental Concern,
Political Concern, Social Concern, and Consumer Attitudes

Ralation Coefficient of Model significance test Significance test
ship Determination (Hosmer & Lemeshow test)  Regression
coefficient
Cox&Sne Nagelkerk Test p B P
11 R? e R2 statistics
A—PB 022 0,104 x2=3,872 0,276 0,831  0,028*
A—1 R?=0,413 - F=139,130  0,000* 0,642  0,000%
I-PB 0,028 0,136 x2=12,364 0,084 0,1,122 0,013*

Source: Primary data processed, 2025
Description:
A: Attitudes
PB: Purchasing Behavior
I: Involvement
*Significant at a significance level of 0.05

Table 3 above shows that the three relationships between (1) consumer attitudes
and green purchasing behavior, (2) consumer attitudes and consumer involvement,
and (3) consumer involvement and green purchasing behavior are all significant. This
can be seen from the sig. value (p < 0.05). Therefore, hypotheses 4, 5, and 6 are
supported.

Table 4. Results of Regression Analysis of the Role of Consumer Involvement in the
Relationship Between Consumer Attitudes and Green Purchasing Behavior

Relationship Coefficient of Model significance Significance test
Determination test (Hosmer & Regression
Lemeshow test) coefficient
Cox&Snell R2  Nagelkerke Test P B P
R? statistics
A —PB 0,22 0,104 x=0,872 0276 0,831 0,028*
A1 R?= 0,413 - F= 0,000* 0,642 0,000*
139,130
A+l — PB 0,029 0,140 x2=3,451 0,903
A 0,270 0,654
I 0,867 0,227
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Source: Primary data processed, 2025
Description:
A: Attitudes
PB: Purchasing Behavior
I: Involvement
*Significant at a significance level of 0.05

Table 4 above explains that after consumer attitudes and consumer involvement
were included in the multiple regression analysis, the effect of consumer involvement,
which was initially significant, became insignificant (p= 0.227; p> 0.05). Therefore, it
can be concluded that consumer involvement fully mediates the relationship between
consumer attitudes and green purchasing behavior. Thus, H7 is supported.

RESULT AND DISCUSSION
The Influence of Environmental Concern Variables on Green Consumer Attitudes
Based on the results of the research hypothesis test, it can be concluded that
there is a significant influence between environmental concern (EC) and green
consumer attitudes (A). The level of environmental awareness can influence
consumers' positive attitudes in making decisions, whether in choosing products,
using services, or in general consumptive behavior (Maniatis, 2016; Vasiljevic-
Shikalleska Et al., 2018). This indicates that environmental awareness is not just a trend

or a momentary response to global issues, but has become a strong foundation for
attitudes (Kokkinen, 2013).

The Effect of Political Awareness Variables on Green Consumer Attitudes

The results of the hypothesis test show that there is a significant influence
between political concern (PC) and green consumer attitudes (A). Politically literate
consumers tend to be more critical and selective in choosing products or brands (Baek,
2010), considering whether the company is in line with their principles, such as social
justice, environmental sustainability, or business ethics.

Political awareness acts as a filter in the decision-making process, showing that
consumption can be a political act that reflects a person's identity and commitment to
certain values in society (Holzer, 2006).

The Influence of Social Concern Variables on Green Consumer Attitudes

The results of the hypothesis test show that there is a significant influence
between social concern (SC) and green consumer attitudes (A). Consumers not only
consider quality and price, but also how a company treats its employees, engages in
social activities, or contributes to sustainability (Casey and Sieber, 2016). This attitude
shows that social concern not only shapes opinions, but also directs real actions in
consumers' daily lives.

The Influence of Consumer Attitude Variables on Purchasing Behavior

The results of the hypothesis test show that there is a significant influence
between green consumer attitudes and purchasing behavior. Attitudes reflect a
person's evaluation, feelings, and tendencies toward a product or brand, which
ultimately influence purchasing decisions (Ajzen, 2020). When consumers have a
positive attitude toward a product, for example, because of its quality, price, or brand
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image that matches their personal values, consumers tend to be more interested and
confident in purchasing that product (Amron, 2018).

The Effect of Consumer Attitude Variables on Consumer Engagement

The results of the hypothesis test show that there is a significant influence
between green consumer attitudes and consumer engagement. Consumers who have
positive attitudes tend to be more emotionally and cognitively involved, for example
by seeking more in-depth information, providing reviews, following brand
campaigns, and recommending products to others (Park Et al., 2006). With strong and
positive attitudes, consumers not only buy, but also become part of the brand
ecosystem, contributing to the sustainability of the relationship between consumers
and companies (Kuchinka Et al., 2018).

The Effect of Consumer Involvement Variables on Green Purchasing Behavior

The results of the hypothesis test show that there is a significant influence
between consumer involvement and green purchasing behavior. The level of
involvement determines how much attention, time, and thought consumers devote to
the decision-making process (Jain, 2019). Consumers who are highly involved, such as
in the purchase of expensive or high-value personal products, tend to search for more
in-depth information, compare alternatives, and consider risks before buying
(Horvath and van Birgelen, 2015).

The Influence of Consumer Involvement as a Mediator of Green Consumer
Attitudes on Green Purchasing Behavior

The hypothesis test results show that consumer involvement mediates the
relationship between consumer attitudes and green purchasing behavior. Involvement
determines the extent to which these attitudes are translated into actual actions (Ajzen
Et al., 2018). Even if consumers have positive attitudes toward a product, without
sufficient involvement, these attitudes may not necessarily encourage purchases (Suh
Et al., 2006). Consumer involvement has a positive influence on green purchasing
behavior because it can strengthen consumers' commitment to evaluating choices and
making decisions that are in line with their attitudes. Involvement becomes an
important bridge in changing perceptions into actions (Mittler Et al., 2013).

CONCLUSION

This study aims to examine the mediation of involvement in cognitive dissonance
between green attitudes and behavior. Based on the results of data processing, it can
be concluded that all hypotheses in this study are supported. Based on the results of
the analysis, the following conclusions can be drawn: (1) Environmental concern
influences green consumer attitudes, (2) Political concern influences green consumer
attitudes, (3) Social concern influences green consumer attitudes, (4) Green consumer
attitudes influence green purchasing behavior, (5) Green consumer attitudes influence
consumer involvement, (6) Consumer involvement influences green purchasing
behavior, and (7) Involvement mediates the relationship between green consumer
attitudes and green purchasing behavior.

LIMITATION
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The implementation of this study is not without limitations. The limitations of
this study are that it does not explain the characteristics of respondents who
understand the concept of environmental friendliness, and the data was obtained
through questionnaires filled out by the respondents themselves, which allows for
social bias. Other factors that may influence green purchasing behavior, such as price,
brand perception, or the influence of social media, were not included in the analysis
model. The research was conducted within a specific time frame, so it cannot capture
changes in behavior that may occur in the long term.

IMPLICATIONS

Companies or marketers need to design marketing strategies that emphasize not
only the functional aspects of products, but also sustainability values that are in line
with consumer concerns about the environment. Marketing managers must build an
environmentally friendly brand image, convey transparent messages about the
positive impact of products on the environment, and provide concrete evidence such
as green certification or the use of recycled materials. In addition, educating consumers
about the benefits of green products and integrating sustainability values into brand
communication can reinforce positive attitudes and encourage loyalty and sustainable
purchasing behavior.
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