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Abstract: This framework study aims to analyze the role of Green Consumer Awareness,
Willingness to Pay for Environment, Environmental Knowledge on Green Purchase Intention
mediated by Green Commitment among Indonesian wet wipes users. This study examines
individuals behave toward green items using the theoretical frameworks of theory triple
bottom line and value belief norm theory. Green Consumer Awareness, Willingness to Pay
for Environment, and Environmental Knowledge are expected to have a positive and
significant effect on Green Commitment. In the relationship with Green Purchase Intention, it
is expected result that Green Consumer Awareness, Willingness to Pay for Environment,
Environmental Knowledge and Green Commitment have a positive and significant effect on
Green Purchase Intention. Green Commitment is expected to have a positive and significant
mediating influence between Green Consumer Awareness, Willingness to Pay for the
Environment, Environmental Knowledge to Green Purchase Intention.

Keyword: Green Consumer Awareness, Willingness to Pay for Environment, Environmental
Knowledge, Green Commitment, Green Purchase Intention.

INTRODUCTION

Every year, the level of public consumption of cleaning goods in the world rises. Wet
wipes are a popular type of cleaning product. Global demand for wet wipes is expected to rise
further. In Indonesia, the wet wipes market is also expanding rapidly.

The basic component of wet wipes is nonwoven/spunlace composed of wood fiber and
polyester (plastic). The usage of wet wipes leads to an increase in the use of plastic, which
can pollute the environment. With increased human awareness of the environment and an
increase in green consumers around the world, nonwoven research is expanding. Nowadays,
"bio nonwoven™ has been developed, which is constructed entirely of wood fiber, allowing
tissue waste to be quickly digested by soil and thereby reducing environmental pollution.
According to the findings of a Chinese study, moist tissue waste using bio nonwoven material
had a 38% reduced environmental impact than nonwoven containing polyester (Zhang et al.,
2021).
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Nowadays, manufacturers and consumers are paying increasing attention to the green
product market (Cheung & To, 2019) . Some manufacturers produce product innovations
utilizing environmentally friendly basic materials out of a sense of duty and support for the
green environment. Some wet wipe producers use "bio nonwoven" materials. These eco-
friendly items are made from nonwoven raw materials that are 100% natural fiber/wood fiber
(cellulose). This is consistent with the United Nations program on the Sustainable
Development Goals agenda for environmental (planet) protection.

Many research have been undertaken on the marketing of environmentally friendly
products. Xu et al., (2020) investigates green furniture, specifically the drivers of consumer
intent to purchase original green urniture. Okada et al., (2019) research on reducing CO2
emissions to counteract global warming with buying intention and satisfaction with electric
vehicles. The purpose of this study is to put to the test the research model that has been
developed on the effect of Green Consumer Awareness, Willingness to Pay for Environment,
and Environmental Knowledge on the Green Purchase Intention, which is mediated by the
Green Commitment.

Theoretical background and hypothesis development
1. Theory Triple Bottom Line (TBL)

Elkington first proposed the TBL theory, which said that the company's sustainable
growth must have a balance of economic success, environmental protection, and social
welfare, in addition to expanding the company's development (Guo et al., 2021). TBL
theory-applied businesses will have work indicators in each sector category. These
indicators should be measurable and quantifiable in order to compare and assess year-on-
year and industry comparisons and trends (Hunt, 2017).

2. Theory Value Belief Norm

Value Belief Norm theory is a mixture of the Norm Activities Model (NAM) theory
and the core theory and new environmental paradigm proposed by Stern et al in 1999. In
1977, Schwartz developed the Norm Activities Model (NAM) to assess pro-social
behavior and intentions, which are made of three core components: personal standards,
awareness of consequences, and attribution of responsibility. According to the VBN
hypothesis, values and beliefs have a considerable impact on pro-environmental behavior
(Kang & Moreno, 2020). VBN theory has been widely applied in studies on environmental
attitudes and behaviors (Whitley et al., 2018).

3. Green Purchase Intention

Purchase intention is very important in decision making since someone will intend to
buy a product now or in the future. The expression of a consumer's desire to buy a product
or service (Ariescy et al., 2019). Consumers make considerations before making a
purchase, which is known as the AIDA (Attention, Interest, Desire, Action) concept
introduced by Kotler (Kotler & Armstrong, 2017).

4. Green Consumer Awareness

Environmental awareness strengthens the association between green marketing and
purchase intention, or environmental awareness has a significant role in regulating the
relationship between green marketing and purchase intention (Krisdayanti & Widodo,
2022). Consumer environmental awareness has a significant impact on consumer attitudes
toward environmental issues and eco-social benefits, which will have a beneficial impact
on green purchasing behavior (Cheung & To, 2019).

5. Willingness to Pay for Environment

The concept of Willingness to Pay has expanded significantly in the marketing
sector over the last decade, where customer commitment and involvement have a direct
effect on customer value, which in turn affects customers' willingness to pay more (l1zogo
et al., 2020). When environmental concerns, consumer commitment, and acceptability
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coexist with knowledge, norms, and social obligations, the consequence is high for
Willingness to Pay (Hojnik et al., 2021).
6. Environmental Knowledge
L. Wang et al., (2020) research classifies environmental knowledge into two types:
subjective environmental knowledge and objective environmental knowledge. Subjective
environmental knowledge refers to how much a person thinks he knows about a type of
product or issue and is based on factual knowledge or concrete behavioral knowledge
(Jaiswal & Kant, 2018) Objective environmental knowledge refers to how much a person
really knows about a type of product or issue and is based on factual knowledge or
concrete behavioral knowledge (Jaiswal & Kant, 2018).
7. Green Commitment
Green commitment entails involvement, identity, and concern for the environment.
Emotional attachment to commitment leads to pro-environmental activity, and when the
level of Green commitment is high, green service behavior is also increased (Khan et al.,
2022). According to Le et al., (2019), dedication to green consumption is communicated
as customers' willingness and supporting behavior to spend money and time engaging with
green products. Purchasing ecologically friendly products, disseminating positive green
product information, and promoting environmentally friendly products to others are all
ways to support green commitment.

Green Consumer
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Figure 1.
Conceptual framework

METHOD

The quantitative research method was employed, using a sample drawn from the
population of wet wipes consumers in Indonesia. The researcher compiles a list of pertinent
questions related to the research objectives. The questionnaire is closed and uses a Likert
scale (1-5). The data will be processed with SEM-PLS.

CONCLUSION

The purpose of this study is to put to the test the research model that has been
developed on the effect of Green Consumer Awareness, Willingness to Pay for Environment,
and Environmental Knowledge on the Green Purchase Intention, which is mediated by the
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Green Commitment. The purpose of this study is also expected to determine the type of
mediation in green commitment to dependent and independent variables.
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