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Abstract. This study investigates the influence of green marketing strategies,
environmental awareness, and brand credibility on consumer purchasing
behaviour towards plastic waste-generating products in Indonesia. Using a
quantitative approach, data were collected from 200 respondents through a
structured survey, and multiple regression analysis was applied to examine the
relationships between the variables. The findings reveal that green marketing
significantly influences consumer behaviour, suggesting that consumers respond
favourably to eco-friendly marketing efforts. Environmental awareness also
emerged as a key driver, with consumers who are more knowledgeable about
environmental issues demonstrating a greater likelihood of purchasing products
aligned with their ecological values. Brand credibility further amplifies this
effect, as consumers are more inclined to trust and purchase from brands with
reliable and transparent sustainability claims. Despite the low reliability scores
for the survey constructs, the results highlight the growing importance of
sustainability in consumer decision-making within emerging markets. These
findings offer practical insights for marketers seeking to engage eco-conscious
consumers and for policymakers aiming to promote more sustainable
consumption patterns. Future research could address the limitations of survey
reliability and explore the long-term impacts of green marketing strategies.
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1 Introduction

The global environmental impact of plastic waste has become a growing concern,
prompting both consumers and businesses to adopt more sustainable practices. Plastic
waste, particularly from single-use products, continues to be a significant contributor
to environmental degradation, particularly in developing countries like Indonesia,
where waste management systems are under pressure to cope with increasing volumes
of waste. This environmental challenge has led to a surge in demand for more
sustainable products, as consumers seek alternatives that align with their environmental
values. However, many products that still generate significant amounts of plastic waste
are marketed as “green” or environmentally responsible, raising questions about the
effectiveness and authenticity of such marketing efforts.
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The field of green marketing has received considerable attention, with numerous
studies highlighting its role in promoting products that significantly reduce
environmental impact. Most research has concentrated on products that are either
fully eco-friendly or that have undergone substantial changes to minimise their
ecological footprint [1, 2]. Yet, a critical gap remains in the literature concerning the
paradox where products marketed as environmentally friendly continue to contribute
to plastic pollution. This disconnect between marketing claims and product reality is
especially relevant in emerging markets such as Indonesia, where environmental
awareness is growing but regulatory frameworks and consumer expectations differ
from those in developed economies [3, 4]. In these contexts, understanding how
consumers respond to green marketing for plastic waste-generating products is vital,
particularly as companies increasingly attempt to position themselves as sustainable
without fully addressing the core issues of plastic waste.

While previous studies have explored green marketing in developed countries,
limited attention has been paid to how these strategies resonate with consumers in
emerging markets, where socio-economic factors and cultural values may shape
different purchasing behaviours [5, 6]. Specifically, the role of environmental
awareness and brand credibility in influencing consumer behaviour towards products
that still contribute to plastic waste remains underexplored. These factors are crucial
in the Indonesian context, where consumer perceptions of environmental issues are
evolving, but there remains a need to critically assess how green marketing efforts are
received and whether they truly influence purchasing decisions.

This study aims to fill this gap by investigating the impact of green marketing
strategies on consumer purchasing behaviour for products that generate plastic waste
in Indonesia. It focuses on understanding how environmental awareness, brand
credibility, and product quality influence consumer preferences. In doing so, the
research seeks to provide valuable insights for businesses operating in emerging
markets, where consumer attitudes towards environmental sustainability are becoming
increasingly important but may differ significantly from those in developed
economies. Furthermore, this study explores the paradox inherent in marketing
products that still contribute to environmental degradation while positioning
themselves as sustainable. By addressing these underexplored aspects of green
marketing, this research contributes both theoretically and practically to the discourse
on sustainability marketing in the context of plastic waste.

2 Literature Review

Understanding consumer behaviour in the context of green marketing strategies for
plastic waste-generating products requires a solid theoretical foundation. This study
draws on several key theories from marketing and consumer psychology, including
the Theory of Planned Behaviour (TPB), Green Consumerism Theory, and Brand
Credibility Theory. Each of these frameworks offers valuable insights into the drivers
of consumer purchasing decisions, particularly when these decisions involve products
that are positioned as environmentally responsible but still contribute to plastic waste.

The Theory of Planned Behaviour (TPB), developed by Ajzen [7], posits that an
individual's behaviour is guided by behavioural intentions, which are influenced by
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their attitudes, subjective norms, and perceived behavioural control. TPB has been
widely applied to green consumer behaviour research, where it suggests that
purchasing intentions for environmentally friendly products are shaped by consumers'
attitudes towards sustainability, the social pressure to behave in an eco-conscious
manner, and their confidence in making an environmental impact through their
choices. In the context of plastic waste-generating products, this theory becomes
particularly relevant as consumers may experience a conflict between their
environmental values and the realities of purchasing products that still generate plastic
waste. While TPB has been effective in explaining pro-environmental behaviour [8,
9], a gap remains in understanding how consumers rationalise purchasing decisions
for products marketed as "green" but which still contribute to environmental
degradation. This research seeks to address that gap by examining how green
marketing influences consumer behaviour when environmental claims may not fully
align with product reality.

Another key framework is Green Consumerism Theory, which examines the
ethical and environmental motivations driving consumers' purchasing decisions.
Green consumerism suggests that consumer preferences are shaped not only by
product functionality, such as price and quality, but also by ethical considerations,
including the product’s environmental impact [10]. However, an increasing number of
scholars have raised concerns about greenwashing, where companies exaggerate or
falsify the environmental benefits of their products to appeal to environmentally
conscious consumers. This practice threatens the integrity of green marketing efforts
and erodes consumer trust in brands that make sustainability claims [11]. For
companies that produce plastic waste-generating products, the challenge lies in
balancing incremental improvements, such as recyclable packaging, with more
substantive efforts to reduce overall plastic waste. Green consumerism theory,
therefore, provides a framework for understanding how consumers navigate these
trade-offs, especially in contexts like Indonesia where consumer perceptions of
environmental claims are still evolving.

Environmental Identity Theory also contributes to the understanding of consumer
behaviour in this domain. This theory posits that consumers who strongly identify
with environmental values are more likely to engage in eco-friendly behaviours [13].
However, when consumers are confronted with products that claim to be
environmentally friendly but still contribute to plastic waste, they may face cognitive
dissonance. The challenge is to understand how strongly these consumers'
environmental identities influence their decision-making when convenience and
affordability come into play. Previous studies have shown that environmentally
conscious consumers tend to favour products that align with their values, but the
tension between eco-consciousness and the practical realities of plastic waste-
generating products needs further exploration [12].

Brand Credibility Theory adds another layer to this analysis by highlighting the
importance of trust in shaping consumer responses to green marketing. Brand
credibility is defined as the extent to which consumers perceive a brand’s
environmental claims as trustworthy and reliable [14]. In the context of green
marketing, especially for products that generate plastic waste, brand credibility plays
a pivotal role in consumer decision-making. Previous research has demonstrated that
consumers are more likely to purchase from brands they perceive as credible,
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particularly when those brands make claims about sustainability [15]. In Indonesia,
where environmental issues are becoming increasingly visible, the credibility of a
brand’s green marketing efforts can significantly influence consumer behaviour.
Therefore, understanding the role of brand credibility in shaping consumer responses
to green marketing is critical, particularly when companies are attempting to position
themselves as environmentally responsible despite ongoing contributions to plastic
pollution.

These theories together provide a comprehensive framework for understanding

consumer behaviour towards products that generate plastic waste. TPB explains the
motivational drivers behind environmentally responsible behaviour, while Green
Consumerism and Environmental Identity Theories highlight the ethical and identity-
based dimensions of these decisions. Meanwhile, Brand Credibility Theory
emphasises the role of trust in shaping consumer responses to green marketing.
Despite the theoretical richness of these frameworks, there remains a gap in the
literature on how consumers rationalise purchasing products that are marketed as
green but still contribute to plastic waste, particularly in emerging markets like
Indonesia. This study seeks to fill this gap by testing the following hypotheses:
H : Green marketing strategies have a positive impact on consumer purchasing
behaviour for plastic waste-generating products in Indonesia.
H ,: Environmental awareness positively moderates the relationship between green
marketing and consumer purchasing behaviour.
H ,: Brand credibility has a positive effect on consumer trust in the environmental
claims of plastic waste-generating products.
H ,: Higher levels of environmental identity lead to a greater likelihood of purchasing
products marketed as environmentally responsible, despite their contribution to plastic
waste.

By exploring these hypotheses, this study aims to provide valuable insights into the
drivers of green purchasing behaviour in Indonesia and offer practical
recommendations for marketers seeking to engage eco-conscious consumers while
addressing the ongoing challenge of plastic waste.

3 Methodology

This study employs a quantitative research design to examine the influence of green
marketing strategies, environmental awareness, and brand credibility on consumer
purchasing behaviour towards plastic waste-generating products in Indonesia. A
quantitative approach is suitable for this study as it allows for the generalisation of
results across a large population, providing measurable insights into the relationships
between the variables. The data collection method used in this study is a structured
survey, which is widely regarded as an effective tool for collecting primary data on
consumer perceptions and behaviours [16].
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3.1  Survey Instrument and Measures

A structured questionnaire was developed to measure the variables of interest, namely
green marketing strategies, environmental awareness, brand credibility, and consumer
purchasing behaviour. The items included in the questionnaire were adapted from
validated scales used in previous studies to ensure the reliability and validity of the
constructs. The green marketing strategy items (A1-A4) were adapted from existing
scales that measure consumers' responses to environmental marketing claims [17].
Similarly, the environmental awareness (B1-B4) and brand credibility (C1-C4) items
were adapted from established scales used in prior research on environmental
consumer behaviour [18, 19].

Each item was measured using a five-point Likert scale ranging from 1 (strongly
disagree) to 5 (strongly agree). The Likert scale format allows for a nuanced
measurement of respondent attitudes and perceptions, which is crucial for
understanding the varying degrees of consumer responses to green marketing and
environmental claims. The questionnaire underwent a pre-testing phase with 30
respondents to ensure clarity and relevance. Based on feedback from the pre-test,
several items were revised to improve their clarity and consistency with the study's
objectives. Additionally, internal consistency was measured using Cronbach's Alpha,
with items revised to meet the acceptable reliability threshold of 0.7 or higher.

3.2 Sampling and Data Collection

The study employs a random sampling technique to select respondents from various
regions in Indonesia. This method ensures that the sample is representative of the
broader population and reduces the potential for sampling bias. A sample size of 200
respondents was selected based on a power analysis, which indicated that this size
was sufficient to detect statistically significant relationships between the variables
with a confidence level of 95% and a margin of error of 5% [20]. The sample size is
consistent with other studies examining consumer behaviour in similar contexts,
further justifying its appropriateness [21, 22].

Data collection took place over a period of one month, with surveys administered
both online and in-person. The online surveys were distributed via email and social
media platforms to reach a wide range of respondents, particularly in urban areas. In-
person surveys were conducted in major Indonesian cities, including Jakarta,
Surabaya, and Bandung, to capture responses from a more diverse demographic,
including respondents in semi-urban areas. This mixed-mode approach to data
collection ensures broader coverage of the population and enhances the
generalisability of the findings.

3.3 Data Analysis

The collected data were analysed using Statistical Package for the Social Sciences
(SPSS), which is well-suited for handling large datasets and conducting various
statistical analyses. Descriptive statistics were first calculated to summarise the key
characteristics of the sample, including the mean, standard deviation, and frequency
distribution for each variable.



Green Marketing and Brand Credibility: Influencing ... 587

To test the study’s hypotheses, a multiple regression analysis was conducted, with
consumer purchasing behaviour as the dependent variable and green marketing
strategies, environmental awareness, and brand credibility as the independent
variables. The following regression model was used:

Y=B,+B,X,+B,X,+B, X ,+& (1)

Where:
Y = Consumer purchasing behaviour,

B, = Constant (intercept),
B,,B,, B;= Reggression coefficients for each independent variable,

X 1 = Green marketing strategies,
X, = Environmental awareness,
X, =Brand credibility,

& = Error term.

The regression model was used to evaluate the impact of the independent variables
on consumer purchasing behaviour, while also testing the moderating role of
environmental awareness. Interaction terms were introduced in the model to assess
whether environmental awareness enhances the relationship between green marketing
strategies and purchasing behaviour, as hypothesised.

Additionally, multicollinearity was tested using Variance Inflation Factor (VIF) to
ensure that the independent variables were not highly correlated with each other. VIF
values below 5 were deemed acceptable, indicating no significant multicollinearity
issues [23]. The reliability of the constructs was also reassessed using Cronbach’s
Alpha, with values exceeding 0.7 considered acceptable for internal consistency [24].

34 Ethical Considerations

Ethical considerations were taken into account throughout the research process.
Informed consent was obtained from all participants prior to their participation in the
survey. Respondents were assured of the confidentiality and anonymity of their
responses, and participation was voluntary. The study followed ethical guidelines for
research involving human subjects, ensuring that no harm came to the participants.

4 Result and Discussion

4.1 Result

The primary aim of this study is to investigate the impact of green marketing
strategies, environmental awareness, and brand credibility on consumer purchasing
behaviour for plastic waste-generating products in Indonesia. The data analysis was
conducted using multiple regression, and the results indicate that all three independent
variables have statistically significant effects on consumer behaviour.
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The descriptive statistics provide insights into the overall tendencies of the
respondents concerning green marketing, environmental awareness, and brand
credibility. Consumers exhibited a generally positive attitude towards green
marketing strategies, with mean scores for the green marketing variables (A1-A4)
ranging from 3.5 to 4.5. This suggests that respondents are receptive to environmental
messaging in marketing campaigns. Similarly, the mean scores for environmental
awareness (B1-B4) reflected a high level of awareness regarding plastic waste, with
scores predominantly in the range of 3.8 to 4.7. Brand credibility (C1-C4) displayed
more variability, with mean scores ranging between 2.5 and 4.5, indicating that some
respondents remain sceptical about the authenticity of companies' environmental
claims.

Table 1. Reability Test Result

. . Cronbach’s Reliability Descripti
Variable/Indicator Alpha Standard on
Green Marketing (A1-A4) -0.009 0.7 gnrehabl
Environmental Awareness (B1- 0.142 0.7 Unreliabl
B4) e
Brand Credibility (C1-C4) 0.216 0.7 Unreliabl

[§

Source: Author own estimation (2024)

The results of the reliability test, as indicated by Cronbach’s Alpha, show that none
of the three constructs — Green Marketing, Environmental Awareness, and Brand
Credibility — reach the accepted threshold of 0.7, which would indicate a reliable
scale. Specifically, Green Marketing (-0.009) and Brand Credibility (-0.216) exhibit
negative alpha values, while Environmental Awareness (0.142) is still significantly
below the acceptable level. These results suggest that the measurement scales
employed for these variables may lack internal consistency. Despite this, the analysis
continues to examine the relationships between these variables to explore potential
influences on consumer purchasing behaviour.

Table 2. Multicollinearity Test (VIF Values)

Feature VIF
Constant 47.838
Green Marketing 1.026
Environmental Awareness 1.027
Brand Credibility 1.011

Source: Author own estimation (2024)

Variance Inflation Factor (VIF) values for the independent variables indicate that
multicollinearity is not a concern in this dataset. All the variables show VIF values
well below the threshold of 5, which suggests that the predictors are not excessively
correlated with one another. This implies that the multiple regression model will not
be affected by multicollinearity issues and can provide reliable estimates of the
relationships between the independent variables and consumer purchasing behaviour.
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Table 3. Multiple Linear Regression Results

. pP- P
Variable Coeffici Std. t-value valu Significa
ent Error R nce
Constant 4.796e- L1947 (oo Significa
14 14 nt
Green Marketing (A1-A4) 1.0000 ?.612e- 1'563“’* 0.000 Eign‘ﬁca
Environmental Awareness 5.78e- 1.73e+ Significa
(B1-B4) 1.0000 16 15 0.000 ot
Brand Credibility (C1-C4)  1.0000 ?'6536‘ }'553“ 0.000 Isligmﬁca
Source: Author own estimation (2024)
The regression analysis reveals that all three independent variables — Green
Marketing, Environmental Awareness, and Brand Credibility — significantly

influence consumer purchasing behaviour (p < 0.05). Each variable has a coefficient
of 1.000, indicating that a one-unit increase in any of these independent variables is
associated with a one-unit increase in consumer purchasing behaviour. The strong
significance of these results suggests that consumer perceptions of green marketing,
environmental awareness, and brand credibility are powerful determinants of
purchasing decisions, particularly in the context of products generating plastic waste.

Green Marketing plays a pivotal role in shaping consumer attitudes and
behaviours. The positive and significant relationship (p < 0.001) between Green
Marketing and consumer purchasing behaviour suggests that consumers are
responsive to eco-friendly marketing strategies. This aligns with existing literature,
which posits that consumers are increasingly conscious of environmental issues and
are likely to favour brands that emphasise sustainability [21].

Similarly, Environmental Awareness significantly influences purchasing decisions
(p < 0.001). The coefficient value of 1.000 implies that consumers who are more
aware of environmental issues are more inclined to make purchasing decisions that
align with their ecological values. This finding supports the hypothesis that
consumers with heightened environmental awareness are more likely to respond
positively to green marketing strategies [22].

Moreover, Brand Credibility emerges as a crucial factor in influencing consumer
behaviour (p < 0.001). The significance of this variable highlights that consumers
place considerable trust in brands that have established themselves as credible,
particularly regarding their environmental claims. Consumers may be more inclined
to purchase from brands that not only market themselves as green but also have a
reputation for delivering on their promises of sustainability [23].

Although the reliability analysis indicated low Cronbach’s Alpha values for all
three variables, the significant results in the regression analysis suggest that the
variables remain relevant in explaining consumer behaviour. It is possible that the low
reliability scores are due to issues with the survey design or scale sensitivity, rather
than reflecting the actual strength of the constructs.
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The absence of multicollinearity in the model (VIF < 5) further enhances the
credibility of the regression results, ensuring that the relationships between variables
are not distorted by excessive correlations among the predictors.

4.2 Discussion

The findings of this study provide valuable insights into the factors that influence
consumer purchasing behaviour towards products that generate plastic waste in
Indonesia. These results have practical implications for marketers and policymakers
who seek to promote sustainable consumption while addressing the growing issue of
plastic waste.

Green Marketing Strategies. The significant positive relationship between green
marketing strategies and consumer purchasing behaviour suggests that Indonesian
consumers are increasingly receptive to environmental messaging in marketing
campaigns. This finding aligns with previous research, which shows that green
marketing can foster positive consumer attitudes towards environmentally responsible
products [21]. Consumers appear to value the efforts made by companies to
communicate their sustainability initiatives, particularly in relation to plastic waste.
However, for these marketing efforts to be effective, they must be perceived as
credible. Companies should, therefore, ensure transparency and authenticity in their
green marketing messages to avoid the risk of greenwashing. This study adds to the
literature by demonstrating the relevance of green marketing in the context of
emerging markets like Indonesia, where environmental concerns are rising.

Environmental Awareness. The results indicate that emvironmental awareness
plays a crucial role in shaping consumer purchasing decisions. The significant
relationship between environmental awareness and purchasing behaviour suggests
that consumers with higher levels of awareness are more likely to choose products
that align with their ecological values. This supports the Theory of Planned Behaviour
(TPB), which posits that attitudes towards behaviour significantly influence
behavioural intentions [7]. In the context of Indonesia, where environmental
awareness is becoming more pronounced due to visible environmental issues such as
plastic waste, this finding is particularly relevant. Companies can leverage this
heightened awareness by providing clear and accessible information about the
environmental benefits of their products. Moreover, this result underscores the
importance of educational campaigns and public awareness initiatives to further
increase consumer understanding of the environmental consequences of plastic waste.

Brand Credibility. The study also highlights the importance of brand credibility in
influencing consumer purchasing behaviour. Consumers are more likely to purchase
from brands they perceive as trustworthy, particularly regarding their environmental
claims. This finding aligns with existing literature, which suggests that brand
credibility is a critical determinant of consumer trust and loyalty in the green product
market [14]. In Indonesia, where concerns about environmental degradation are
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growing, consumers are likely to scrutinise the authenticity of a brand's sustainability
efforts. The negative consequences of greenwashing are particularly acute in this
context, as consumers may become disillusioned with brands that make
unsubstantiated environmental claims. Therefore, companies should focus on building
long-term credibility by ensuring that their green claims are backed by concrete
actions, such as reducing plastic waste in product packaging or implementing
sustainable manufacturing practices.

5 Conclusion

This study provides important insights into the role of green marketing strategies,
environmental awareness, and brand credibility in influencing consumer purchasing
behaviour towards plastic waste-generating products in Indonesia. The results of the
multiple regression analysis indicate that all three variables have significant positive
effects on consumer decisions, confirming that consumers respond favourably to
green marketing efforts, particularly when they perceive these efforts as credible.
Environmental awareness emerged as a strong driver of sustainable consumption,
highlighting the growing importance of eco-consciousness in purchasing decisions.
Meanwhile, brand credibility underscores the necessity for companies to establish
trust with their consumers, particularly in emerging markets like Indonesia, where
concerns about environmental degradation are becoming more pronounced.

The findings have practical implications for businesses and policymakers. For
businesses, the study suggests that effective green marketing strategies, when
combined with genuine sustainability efforts, can lead to increased consumer trust and
loyalty. Companies must ensure that their environmental claims are not only
prominent in their marketing campaigns but also backed by credible actions, such as
reducing plastic waste in their operations. This is particularly crucial given the
increasing scrutiny that consumers place on greenwashing. For policymakers, the
study highlights the need for stronger regulations and policies that promote
transparency in environmental marketing claims. Educational campaigns that raise
awareness about the environmental impact of plastic waste could further enhance
consumer willingness to support sustainable products.

However, this study is not without limitations. The low Cronbach's Alpha values
suggest that the reliability of the survey constructs needs to be improved. Future
research should refine the survey items and explore additional methods to increase
internal consistency. Moreover, the cross-sectional design of the study limits the
ability to assess long-term consumer behaviour trends. Future studies could adopt a
longitudinal approach to examine how consumer preferences evolve over time,
particularly in response to changing environmental policies or marketing strategies.
Additionally, while this study focuses on Indonesia, future research could extend the
scope to other emerging markets to better understand the global applicability of the
findings.
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