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Abstract: This research 1s aimed at analyzing what 15 the influence of reference group to green consumerism
mediated by environmental knowledge. Green consumerism normally related to environmentally responsible
consumption where consumers consider the environmental impact of purchasing, using and disposing of
various products or using various green services. This is a quantitative research and the design of this research
1s assoclative causality. We used path analysis to analyze the relationship between variables m order to
determine the direct and indirect influence of the variables studied. The population of this study were students
of the faculty of economics who have taken a course of resources economics and the sample is fifty students.
The results showed that the reference group has a significance influence on green consumerism. Other results
n this study showed that knowledge of environment have a role of moderator, so in an effort to boost green
consumerism we need to pay attention to environment knowledge.

Key words: Green consumerism, reference group, environmental knowledge, green economics, Indonesia

INTRODUCTION

The phenomenon of climate change and global
warming become an important issue in many countries,
mcluding Indonesia. Population growth continues to
increase and certainly have an impact on the environment.
The problems that arise in urban rivers are pollution by
industrial and domestic waste.
mcreasingly polluted by chemicals from both solid waste
and manure. The pollution problem is also caused by the

Soil conditions are

lack of public awareness for clean and healthy life with
good environmental quality. Of course, these conditions
lead to
conditions and sustainable economic development.

In a move toward to green economy, it certainly

concerns about 1mbalances environment

needs to be supported by some aspects starting from
mcreased green investment, increasing the quantity and
quality of jobs m the green sector, increasing the share of
green sectors, decreased energy/resources used in each
production unit, CO, reduction and the level of pollution
per GDP generated and the decrease in consumption that
generate waste (decrease in wasteful consumption). UNEP
(2007) defined green economy is a system of economic
activities related to the production, distribution and
consumption of goods and services that result in
umproved human well-being over the long term while not
exposing future generations to significant environmental
scarcities. In Indonesia, the

risks and ecological

government through regulatory context of environment
ministers and forestry is law number: S5.71/Men
LHK-II/2015 in order for a waste reduction. Reduction of
plastic waste is in line with the national medium term
development planmng 1s relevant to government national
waste reduction of about 11% m 2016.

It’s certamly got a good support from the
manufacturer. Many manufacturers in Indonesia are now
leading towards green products both of food products,
beverages, household appliances, transportation, etc.
Despite the fact that green products in Indonesia is still a
mix green products and some imported products. Utomo
(2015) explains in an effort to understand that green
product can be seen from ecollabeling in these products
but it can be viewed in detail on the composition of the
product, method of use and handling of the product after
use.

Of course not only the manufacturer, the role of
consumers as users of goods and services is essential.
Congumption is an economic, a physical and a social
process influenced by the nature, circumstances and
psychology of individuals and the geography, culture,
laws, politics and infrastructure of the society m which
they live (Sarigollu, 2008; Zukin and Maguire, 2004). The
behavior and decisions of every consumer to consume
have a substantive impact on the environment and the
economy both the choice to consume in terms of food,
household products and in terms of transportation.
For example in the choice of transportation used waill
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certainly lead to gas emissions that affect the
environment. So that, this condition would lead to a
consumer behavior that leads to green consumerism.
Goodwin ef al. (2014) means green consumerisim 1s making
consumption decision at least partly on the basis of
environmental criteria. Clearly, green consumerism is
Increasing, more people are recycling, using reusable
shopping bags and water containers, buying hybrid cars
and so on.

Carrete et al. (2012) explained factors that have been
shown to exert mnfluence on the ecological behavior of
mndividuals have been generally classified as external
(e.g., education, media, family or culture), internal
(e.g., knowledge, attitudes, awareness or involvement)
and situational (economic rewards and legislation). Kotler
(2002), Setiadi and Nugroho (2008) explains some of the
factors that influence consumer behavior include cultural
factors, personal and psychological. Personal factors in
more detail mclude age and stage, occupation, economic
circumstances and lifestyle. Lifestyle 1s defined as a
pattern of living in a world that is expressed by the
activities of interest and opinion of someone. Caution
regarding lifestyle change phenomenon 1s interesting
where it looked at changes in lifestyle, social and of
human needs. Not only that globalization makes reference
to related goods and services that are increasingly
diverse and makes consumption behavior of a person
15 no longer based on a rational decision b ut because
of advertising, peers and another push its only desire
alone. This phenomenon is supported by adolescence
that tends wasteful, more concerned with prestige and
self-actualization.

In addition to the lifestyle, family has an important
role in a persen’s consumption. Through habituation,
exemplary should form a good consumption behavior as
well. In relation to the consumption, habituation of the
family formed the behavior to consume. Further, habit has
been reported as a significant obstacle to purchasing
green products (Tsakiridou et af., 2008).

Aside from family, peers 1impact one’s
consumption behavior. Reference group consisting of
the entire group that has direct or indirect influence on a
person’s behavior.
which 1 the presence of a continuous interaction
such as family, neighbors and colleagues. Numerous
studies have reported a positive relationship between
subjective/societal norm or reference groups on green
purchase behaviour (Eze and Ndubisi, 2013). Lee (2014)
said that social agents in close proximity such as peers
and parents may be considered idols for observational
learning and also be viewed as a credible source of
information regarding sustainable products. Moreover, all

Some of these primary groups

knowledge certainly plays an important role in terms of
green consumerism. Knowledge gained in the family,
schools to umwversities should cultivate good
knowledge in terms of consumption. The development of
consumption knowledge relating to environmental are
becoming a concern in several campuses today. An
understanding of the environment and the economic
environment contained m natural resource economics
student earmed. The good knowledge of the environment
will form an aftitude that leads to green consumerism.
Eze and Ndubisi (2013), knowledge of environmental
1ssues positively mfluenced consumer intention and
actual purchase of green products

Theoritical framework:
Green consumerism: Green consumption 1s normally
related to environmentally responsible consumption
where consumers consider the environmental impact of
purchasing, using and disposing of various products or
using various green services (Moisander, 2007). Goodwin
et al (2014) means making consumption decision at least
partly on the basis of environmental criteria. Clearly, green
COomnsumerisim 1s increasing: more people are recycling,
using reusable shopping bags and water containers,
buying hybrid cars and soon. Furthermore, Goodwin
defined green consumerism comes in two basic (Fig. 1).
Green consumers have been shown to be willing to
pay a higher price for environmentally friendly products
(Laroche et al., 2001; Peattie, 2001 ). A high price of green
product is an indicator of environmental performance
because less polluting products are more costly to
produce (Mahenc, 2008). Agyeman (2014) describes
factors that affect consumer’s buying behaviors for
green products; price, environmental concerns, quality,
brandname, convenience, durability, packaging.

Reference group: Reference group consisting of the
entire group that has direct or indirect influence on a
person’s behavior. Some of these primary groups which
1n the presence of a continuous interaction such as family,
neighbors and colleagues. Secondary groups tend to be
more formal in which the interaction occurs less
sustamable (Kotler, 2002; Setiadi and Nugroho, 2008).
Research by Eze and Ndubisi (201 3) stated that there is a
positive relationship between the reference groups on
green purchase. John (1999) that social groups have a
greater influence on consumption behavior. On the other
hand, according to Connell (2010) there 13 a negative
relationship between the reference groups and individual
green purchase behavior. TLee (2008) describes social
influence as the mfluence that comes from friends and not
include parents as a part of social influence.
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“Shallow"” green consumerism; “Deep” green consumenism:

consumers seek to punchazse consumers seek Lo
*soofriendly™ alternatives bt <:> ecofriendly alternatives butalso,
4o not necessarily change their mars impaortantly, seekto reduce

overall lsvel consumption their overall levelof consumption

Fig. 1: Green consumerism

Knowlegde: Blackwell et al. (2006) stated that knowledge
is a characteristic that can have a powerful influence
on almost every aspect of consumer behavior. One’s
knowledge about the environment, environmental
economic, green econory, green product can be obtained
from the family, school and umiversity education. At
universities, especially Universitas Negeri Malang,
environmental knowledge can be found in the economaics
course of natural resources and environmental economics.
Of course this will form an attitude in daily activities.
Straughan and Roberts (1999) explained that education is
expected to correlate positively with environmental
concerns and behavior. Consumers with higher levels of
education are more aware of the environmental issues;
hence are more concermed about environmental quality
and more motivated to participate in environmentally
responsible behaviors. To have relevant knowledge of
environmental issues is one of the first important stages
when malking a green purchasing decision (Young et al.,
2010).

Joshi and Rahman (2015) suggested that
environmental knowledge may have a positive effect on
consumer green purchase intention and behavior. Fraj and
Martinez (2007) gave a possible explanation of the effect
of environmental lnowledge on consumer ecological
behaviour and suggested that environmental knowledge
moderated the relationship between ecological attitude
and green behaviour. Three studies did not find any
relation between environmental knowledge of the
consumer and green purchase intention (Chan and Wong,
2012; Ramayah et al., 2010). Other than these eighteen
studies, two other studies also found that lack of
mnformation negatively affected green purchase behaviour
(Connell, 2010; Padel and Foster, 2005).

MATERIALS AND METHODS

This study is a quantitative research. The design of
this research is associative causality. Tt categorized as
assoclative since the study wants to know whether there
15 any relationship between the vamables studied. It
categorized as causality as this study aims to determine
whether the variables were observed to have a causal
relationship of certains uspected theoretically. We
used path analysis to analyze the relationship between

Fig. 2: Research framework: X = Reference group;
Y = Enviwommental knowledge; Z = Green
consumerism; P, = Path analysis X to Z; B, = Path
analysis X to Y; p; = Path analysis Y to Z

variables in order to determine the direct and indirect
influence of the variables studied. The population in this
study were all students who have to take a course of
resources economic and the sample 1s fifty students.
Sampling 13 based on Slovin formula. The picture of the
relationship between these variables is shown in Fig. 2.

RESULTS AND DISCUSSION

Green consumerism variable is indicated on the
identification of products with ecolabelling, the benefits
of ecolabellng on environment and product with
ecolabelling selection consideration are associated to
price. Based on research, green consumerism data is
categorized into four categories of poor, average, good,
excellent (Fig. 3).

From the Fig. 4, we can see that the majority of the
students of universitas negeri malang included in the
The 26% of students are
categorized as good and excellent. Envirormmental
knowledge variable are measured by the instrument that
has been used by O’Brien in 2007 by adapting it with the
context in Indonesia. This are the result of environmental
knowledge of the students.

Based on the Fig. 5, it can be explamned that the
majority of students has a “good” environmental
knowledge, although other results of 43% categorized as
“average”. Students categorized as “good” means a

category of “average”.

minimum score of 80. A description of Reference group
variable views of how the role of the reference group and
its influence on green consumerism. In detail the role and
relevance of the reference group 13 described m the
following Fig. 5. From the Fig. 5, the majority of the
category (54%) of the respondents are on “average” This
indicates that the role of reference group in green
consumertsi 15 low. Other results show a 25% categorized
as “good” and others of 21% are very low (Table 1).

The influence of reference group to green consumerism:
Reference group 1s an individual or a group of people that
significantly affect a person’s behavior. Reference group
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I Excellent  Good W Average | Poor

it

Fig. 3: Green consumerism

I Excellent i Good || Average j Poor

Fig. 4: Environmental knowledge

Table 1: Summary of the relationship between variables

Relationship Direct Indirect Total

between variables influence influence  influence T significance
X-Z 0.419 0.234 0.653 0.019
X-Y 0.608 - 0.608 0.002
Y-Z 0.386 - 0.386 0.030

Data collected

used by a person as a basis for comparison or a reference
in shaping affective, cogmtive and behavioral response.
The research results described in Table 1 summarized the
relationship between variables showed significant
influence between the reference group and green
consumerism. As described above the majority of the
category (54%) are on the average level Average
category means the student with regard to the formation
of opinion, purchasing decisions are not solely influenced
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Fig. 5: Reference group

by a friend. Tt is quite possible that information to
somecne buying decisions are influenced by other
factors, for example lifestyle, an understanding of the
enviromment, family and scon. This indicates that the
reference group roles in green consumerism is low. Other
results show a 25% categorized as “good” and others of
21% had very low category.

The results are consistent with the classification
of the reference group included in the secondary
group in which these groups tend to be more formal in
which the interaction occurs less sustainable (Kotler,
2002; Setiadi and Nugroho, 2008). Research has been
done by Eze and Ndubisi (2013) showed that there is a
positive relationship between the reference groups on
green purchase. John (1999) stated that social groups
have a greater influence on consumption behavior. On the
other hand, Connell (2010) suggested that there is a
negative relationship between the reference groups and
individual green purchase behavior. Lee (2008) described
social influence as the influence that comes from friends
and not include parents as a part of social influence.

The influence of environmental knowledge to green
consumerism: Other factors that influence in determiming
attitudes and purchase depends on knowledge. Individual
knowledge relating to the environment should affect
someone in the act, especially to consume. Envirormmental
knowledge 1s the amount of information individuals have
concerning environmental issues and their ability to
understand and evaluate its impact on society and the
environment. As explained by Straughan and Roberts
(1999), education is expected to correlate positively with
environmental concerns and behavior. Explanation of
envirormental knowledge possessed the majority of
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students fall into the category of “average” this means
that the level of student’s understanding of the
environment is still in the category of low-medium. Based
on these results the environment knowledge significantly
affect green consumerism. This influence is indicated by
standardized beta value of 0.386 and a sigmficance level
of 0.030. The values of regression coefficients showed
that knowledge of environment value (Y) of 0.485 which
means if the environmental knowledge has increased by
a umit scale, green consumerism (Z) will increase by
48.5%. This shows that the environmental knowledge can
ncrease green consumerism and vice versa.

The results of this study is supporting Joshi and
Rahman (2015) The above findings suggest that
environmental knowledge may have a positive effect on
green consumer purchase intention and behavior. Fraj and
Martinez (2007) gave a possible explanation of the effect
of environmental lnowledge on consumer ecological
behavior and suggested that environmental knowledge
moderated the relationship between ecological attitude
and green behavior

The influence of reference group to green consumerism
mediated by environment knowledge: As described
above, the reference group is an individual or a group of
people that sigmficantly affect a person’s behavior.
Reference group used by a person as a basis for
comparison or a reference m shaping the response of
affective and cognitive and behavioral. In relation to the
behavior of green consumerism, the student’s knowledge
of the environment will shape the behavior of students
towards green consumerism.

In this research note that the reference group affects
green consumerism through the environmental knowledge
with the indirect influence of 0.234 and the effect of a total
of 0.653. These findings indicate that n order to achieve
the behavior of green consumerism required reference
group’s role in shaping a pattemn of behavior and action
and also a good family. Thus, in this study environmental
knowledge has a role as the moderator variable effect and
strengthens the influence of the reference group towards
green consumerism. Efforts should be made to enhance
the environmental knowledge by adding insight related to
green ecoroIics, CONSUINerism in a variety of sources
the context of higher education can design learning
related to green economics and green consumerism so
that it will form the knowledge of the students.

CONCLUSION
Reference group has an influence on green
consumerism. Knowledge 1s formed through mteraction
experienced by students so that they will form a green

consumerism. The results showed that the knowledge of
environment influenced green consumerism. Individual
knowledge relating to the environment affect someone in
the act, especially to consume in this case green
consumerism. Other results of this study concluded that
reference group has an influence on green consumerism
through environmental knowledge. Thus, in this study
resulted that environmental knowledge 13 a moderator
variable that strengthens the influence of the reference
group towards green consumerism. Various measures can
be proposed in order to improve the understanding of the
environment among the msertion of material related to
green economics that 1s not limited to natural resource
€CONomics courses,
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