ISSN: 2338-8412 e-ISSN : 2716-4411

=]

Egsa
=

},-':;hlil Ekombis Review — Jurnal limiah Ekonomi dan Bisnis
i . Available online at : https://jurnal.unived.ac.id/index.php/er/index

;,:- DOI: https://doi.org/10.37676/ekombis.v13i3

Gen Z And E-Bikes: The Impact Of Environmental
Awareness
Ni Nyoman Dwi Adnyani ", Nilna Muna 2

.2) program Studi Magister Manajemen, Universitas Pendidikan Nasional, Denpasar
E-mail : ¥ adnyanidwid@gmail.com ;? nilnamuna@undiknas.ac.id

How to Cite :
Adnyani, N., N, D., Muna, N. (2025). Gen Z And E-Bikes: The Impact Of Environmental Awareness . EKOMBIS
REVIEW: Jurnal Ilmiah Ekonomi Dan Bisnis, 13(3). DOI: https://doi.org/10.37676/ekombis.v13i3

ARTICLE HISTORY Abstract

Rec?ived [12 March 2025] Growing environmental awareness is driving interest in green
Revised [18 June 2025] transportation such as electric bicycles. Generation Z, with their
Accepted [28 June 2025] ) T e

environmental concerns and technological prowess, is a key

market, yet research on their purchasing behavior is limited.
KEYWORDS This study aims to analyze the influence of Environmental
Environmental Awareness, Awareness and Green Perceived Value on Green Purchase
Green Intention in the purchase of electric bicycles among Generation
Perceived Value, Green Z in Bali, with Green Attitude as a mediating variable. This
Attitude,

research uses a quantitative approach with the Partial Least
Squares (PLS) analysis method. ========= Data were collected
through a structured questionnaire from 128 respondents
selected by purposive sampling method. The results showed
that Environmental Awarenes and Green Perceived Value have
a significant effect on Green Purchase Intention, with Green
Attitude as a mediating variable. These findings contribute to
the understanding of green consumer behavior, especially
among Generation Z.

Green Purchase Intention,
Generation Z.

This is an open access article
under the CC-BY-SA license

@O0

INTRODUCTION

Amidst growing efforts to adopt sustainable lifestyles, Generation Z is emerging as the
most responsive group of people to environmental issues (Radzi et al., 2024). This generation,
born between 1997 and 2012, has unique characteristics in terms of values and consumption
behavior. They are more concerned about sustainability, social impact and environmental justice
than previous generations. According to Zabryna & Farihah (2024), generation Z is also known as
the most digitally connected generation, with unlimited access to information through the
internet and social media. Their awareness of the importance of sustainability makes Generation
Z more open to green product innovations, such as electric bicycles.

The phenomenon of e-bikes among Gen Z has grown rapidly in recent years. There are
several main reasons why e-bikes (electric bikes) have become popular among them namely:
Gen Z tends to look for cost-effective transportation alternatives to motor vehicles. E-bikes offer
a cheaper solution than cars or electric bikes, with lower running costs as they don't require fuel
and vehicle taxes like motorcycles or cars. Awareness of environmental issues is also a driving
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factor. Many Gen Zs are more concerned with sustainability, thus choosing e-bikes as a greener
transportation alternative to fossil fuel vehicles. E-bikes are also becoming part of the urban
lifestyle and often appear in social media trends. Many Gen Zs are attracted to the futuristic
design of e-bikes, as well as features such as pedal-less mode, digital screens and connectivity to
smartphone apps. The emergence of e-bike user communities is also an attraction. Many young
people join the e-bike community to ride together, make modifications, or simply share their
experiences on social media. However, there are also some challenges that arise, such as
regulations that are not yet uniform in various regions, potential accidents due to the high speed
of e-bikes, and concerns about battery safety and lifespan.

The phenomenon of e-bike usage among Gen Z in Bali brings a number of specific
challenges that need to be addressed. Here are some of the main issues that arise such as:
incompatibility with local infrastructure, weak regulation and enforcement, impact on tourism,
lack of safety education, and environmental concerns. Bali, as an international tourist
destination, has road infrastructure that is often narrow and congested, especially in tourist
areas such as Kuta, Seminyak, and Ubud. The surge in e-bike usage by Gen Z could exacerbate
congestion and increase the risk of accidents, given that roads are not always designed for this
volume and type of vehicle. The use of e-bikes in Bali is often not yet strictly regulated. The lack
of clear regulations regarding maximum speed, safety requirements, and operational areas of e-
bikes causes users, especially Gen Z, to operate these vehicles without adequate guidance,
increasing the potential for traffic violations and accidents.

However, there is limited research on the factors that influence the purchase intention of
green products, particularly electric bicycles, among Generation Z in Bali. Understanding the
aspects that encourage young consumers to choose green products is very important for
manufacturers and marketers of green products (Rani et al., 2024). Several previous studies have
shown that Environmental Awareness and Green Perceived Value are important factors that
influence consumer intention to buy green products.

Research conducted by (Adialita et al.,, 2022) shows that consumers who have high
environmental awareness tend to have a more positive attitude towards environmentally friendly
products. This awareness makes consumers more consider the environmental impact of every
product they buy, thereby increasing their intention to choose sustainable products. llahi et al.
(2024) conducted research and found the results that environmental awareness has a positive
effect on green purchase intention.

Consumers who feel that green products provide more value, both in terms of quality and
sustainability, will be more likely to have the intention to buy them. Research conducted by (Rani
et al., 2024) found that the higher consumers' perception of the green value of a product, the
more likely they are to buy the product. For example, consumers who feel that electric bicycles
offer environmental benefits and good performance will be more motivated to buy them,
especially if the product also provides emotional satisfaction, such as the feeling of contributing
to environmental preservation. Research conducted by (Anisa & Jadmiko, 2023), found that green
perceived value has a positive effect on green purchase intention. However, in contrast to
research conducted by Yang et al. (2022), shows the result that green perceived value has a
negative effect on green purchase intention.

However, the effect of Environmental Awareness and Green Perceived Value on Green
Purchase Intention is not always direct. On the basis of the inconsistency of previous research, it
provides a research gap solution by using moderating variables, namely green attitude to bridge
the previous research gap. Green Attitude plays an important role as a mediating variable in this
relationship. According to Widyawati et al. (2023), green attitude refers to an individual's positive
attitude towards environmentally friendly products, which is formed through their assessment of
the environmental and emotional benefits of these products. Consumers who have a positive
attitude towards green products will be more likely to translate awareness and perceived value
into purchase actions (Sheikh et al., 2023). In other words, Green Attitude strengthens the
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relationship between environmental awareness and perceived value with green product
purchase intention.

Research conducted by Khaleeli & Jawabri (2021), shows that Environmental Awareness
also affects Green Attitude. Consumers who have a deep understanding of environmental issues,
such as climate change and pollution, are more likely to develop a positive attitude towards
products that support environmental preservation (Jamal et al., 2024). However, in contrast to
research conducted by (Khaleeli & Jawabri, 2021), which found the result that green attitude
cannot mediate the effect of environmental awareness on green purchase intention.

LITERATURE REVIEW

Environmental Awareness

Environmental Awareness refers to an individual's level of awareness of environmental
issues, such as climate change, pollution, and natural resource degradation. This awareness
includes a person's understanding and concern for the environmental impact of human activities
and their products. According to (Butar et al., 2024), environmental awareness encourages more
responsible and environmentally friendly consumption behavior. Consumers who have
environmental awareness tend to consider the ecological impact of the products they buy.

The Environmental Awareness indicators used in this study were adopted from research
(Illahi et al., 2024), including:
a. Willingness to buy environmentally friendly products
b. Attention to the environment
C. Prioritize buying environmentally friendly products

Green Percieved Value

Green perceived value is the consumer's perception of the value of environmentally
friendly products, which involves the benefits of the product to the environment compared to
the costs or sacrifices required to obtain it. The Green Perceived Value indicators used in this
study were adopted from research (Charviandi, 2023), including:
a. Emotional values
b. Environmental benefits
€. Quality or performance scores
d. Equity and pricing standards

Green Attitude

Green attitude is the tendency of consumers to support products that have a positive
impact on the environment. This attitude plays an important role in shaping purchase intentions
for environmentally friendly products. The Green Attitude indicators used in this study were
adopted from research (Rahmawati & Setyawati, 2023), including:
a. Asense of excitement about green products.
b. Think positively about the product
¢. Trustinthe product

Green Purchase Intention

Green purchase intention is the intention or tendency of consumers to buy
environmentally friendly products. This intention is influenced by various factors, such as
environmental awareness, perceived value, and consumer attitudes towards these products. The
Green Purchase Intention indicators used in this study were adopted from research (Hernizar et
al., 2020), including:
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a. Interest in buying environmentally friendly products because they are beneficial to the
environment

b. Interest in buying environmentally friendly products because they do not cause
environmental pollution

. Interest in buying environmentally friendly products because they have more concern for the
environment

Conceptual Framework
This study uses 2 (two) independent variables, namely Environmental Awareness (X1),
Green Perceived Value (X2). Meanwhile, the dependent variable is Green Purchase Intention (Y),
and the mediating variable is Green Attitude (Z). The conceptual framework built in this study can
be described as follows:
Figure 1. Conceptual Framework
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Hypothesis:

H1 : The better environmental awareness will inc=rease green purchase intention.

H2 : The better environmental awareness will increase green attitude.

H3 : The better the green perceived value, the better the green attitude.

H4 : The better the green perceived value, it will increase green purchase intention.

H5 : The better the green attitude, the more green purchase intention will increase.

H6 : Green attitude is able to mediate the relationship between environmental awareness and
green purchase intention.

H7 : Green attitude is able to mediate the relationship between green perceived value and green
purchase intention.

METHODS

This research uses a Quantitative approach. The research location was conducted in Bali
Province, with a focus on generation Z. Bali was chosen because it has high environmental
awareness and there is a trend of adopting environmentally friendly products such as electric
bicycles. In addition, generation Z in Bali, which is exposed to global trends related to
sustainability, is a relevant segment to be studied regarding green consumption behavior.

Population and Sample

The population in this study is Generation Z in Bali Province born in 1997 - 2012 and has
knowledge or awareness about environmentally friendly products, especially electric bicycles.
Furthermore, the number of samples will be determined based on the results of the minimum
sample calculation. Determination of the minimum sample size according to Hair et al. (2018),
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namely: Number of indicators x (5 to 10 times) Based on these guidelines, the number of

samples for this study are: n = 32 x 4 = 128. Based on the above formula, the researcher

determined the number of samples for this study, namely 128 samples, determining the

research sample, the researcher used Purposive Sampling technique. With the following criteria:

1. Birth year 1997 - 2012.

2. Domiciled in Bali Province.

3. Have an interest or have considered buying an electric bicycle.

4. Some samples may include those who already use electric bicycles to gain deeper insights
into green behavior.

Data Collection Technique

The data collection technique used in this study was a questionnaire. The questionnaire or
list of questions and statements in this study contains independent variables (Environmental
Awareness and Green Perceived Value), dependent variables (Green Purchase Intention), and
mediating variables (Green Attitude) which use a semantic differential model. In this study, the
semantic differential scale can be described as follows.

Strongly Disagree 1234567 89 10 Strongly Agree

Data Analysis Technique
The data analysis technique used in this study uses a variance-based structural equation
model or component-based structural equation model, known as Partial Least Square (PLS). PLS
can be used for very complex models consisting of many latent and manifest variables without
experiencing problems in data estimation. PLS can be used to calculate moderator and
mediation variables directly. Path analysis testing in this study will be assisted by SmartPLS 4.0
software.The stages of analysis using Partial Least Square (PLS) consist of two tests or analyses,
namely:
1. Design of Measurement Model (Outer Model)
Outer model, intended to determine the validity and reliability of the indicators that make up
the research variables, because the research indicators are reflexive. This measurement
model uses Validity test, Reliability test.
2. Structural Model Design (Inner Model),
The inner model is evaluated by looking at the percentage of variance explained using the
method: R-square (R2).

RESULTS

Validity Test
Table 1. Validity Test Results

Variables Question Item iz:;:cait;z: Description

X1 0,848 Valid

X1.2 0,900 Valid

Environmental Awareness X13 0,889 valid

1 X1) X1.4 0,875 Valid
Xi.5 0,905 Valid

X1.6 0,891 Valid

X1.7 0,478 Valid

Green Perceived Value (X2) X241 0,592 Valid
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2 X2.2 0,741 Valid
X23 0,596 Valid
X2.4 0,609 Valid
X2.5 0,762 Valid
X26 0,883 Valid
X27 0,832 Valid
X28 0,790 Valid
X2,9 0,760 Valid
Z1 4 0,737 Valid
Z1; 0,718 Valid
Z13 0,885 Valid
214 0,881 Valid
3 Green attitude (2) Z15s 0,917 Valid
YA 0,861 Valid
Z17 0,903 Valid
2138 0,870 Valid
219 0,896 Valid
Y11 0,691 Valid
Y12 0,682 Valid
. Y13 0,686 Valid
4 Green Purchase Intention Y1 0,893 Valid
) Y 0,941 Valid
1.5 ’
Y1.6 0,841 Valid
Y17 0,852 Valid

Source: data processed

Based on Table 1. above, it is concluded that all question items from the environmental
awareness, green perceived value, social media marketing, green attitude and green purchase
intention variables used in this study are valid. This can be seen from each question item having
a correlation coefficient value greater than 0.30.

Reliability Test
Table 2. Reliability Test Results

No VELEL N Cronbach Alpha Description
1 Environmental Awareness (X1) 0,918 Reliable
2 Green Perceived Value (X2) 0,885 Reliable
3 Green attitude (2) 0,952 Reliable
4 Green Purchase Intention (Y) 0,903 Reliable

Source: data processed

Based on Table 2 above, it can be seen that the value of each variable has a Cronbach
Alpha coefficient value above 0.60. So the conclusion is that all the variables used in this study
are reliable, so they are suitable as research instruments.
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Hypothesis Testing
SmartPLS 4.0 data processing results in the form of images, which are presented in Figure
1 below.

Figure 2 Path Diagram of the Relationship between Environmental Awareness, Green
Perceived Value, Green Purchase Intention and Green Attitude

X1

>z oTTZ

KA. (ENvinonmental Awareness)

2. (Green Perciewed Walue)

Source: Data processed

Based on the results of data processing carried out with the SmartPLS 4.0 program as
shown in Figure 2, a table can be made regarding the relationship between variables, as shown
in Table 3 below.

Table 3. Direct Relationship Between Variables Environmental Awareness, Green
Perceived Value, Green Purchase Intention and Green Attitude

P
Relationship between Variables Path Coefficient T Statistics alues Summary
valu
Environmental Awareness (X1) -> accepted
) 0,263 2,581 0,010
Green Purchase Intention (Y1)
Environmental Awareness (X1) -> Accepted
. 0,277 2,528 0,011
Green Attitude (Z1)
Green Perceived Value (X2) -> Green accepted
) 0,657 6,238 0,000
Attitude (Z1)
Green Perceived Value (X2) -> Green accepted
Purchase Intention (Y1) 0,362 2,323 0,020
Green Attitude (Z1) -> Green Purchase accepted
0,338 2,718 0,007

Intention (Y1)

Based on Table 3, the relationship testing between variables can be described as follows:

The Effect of Environmental Awareness on Green Purchase Intention

Testing the effect of environmental awareness on green purchase intention can be
explained through Figure 1 summarized in Table 3 which shows that environmental awareness
has a positive and significant effect on green purchase intention. This is indicated by the path
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coefficient from the environmental awareness variable to green purchase intention of 0.263, with
a t-statistic coefficient of 2.581> t-statistic 1.96, and a significance value of 0.010 < 0.05. The
results of this test indicate that the first hypothesis (H1), which states that environmental
awareness affects green purchase intention, can be accepted.

The Effect of Environmental Awareness on Green Attitude

Testing of the effect of environmental awareness on green attitude can be explained
through Figure 2 summarized in Table 4.19 which shows that environmental awareness has a
positive and significant effect on green attitude. This is shown from the path coefficient between
environmental awareness to green attitude of 0.277 with a t-statistic coefficient of 2.528> t-
statistic 1.96, and a significance value of 0.011 < 0.05. The results of this test prove the second
hypothesis (H2), which states that environmental awareness affects green attitude can be
accepted.

The Effect of Green Perceived Value on Green Attitude

Testing the effect of green perceived value on green attitude can be explained through
Figure 1. which is summarized in Table 3 which shows that green perceived value has a positive
and significant effect on green attitude. This is shown from the path coefficient between green
perceived value to green attitude of 0.657 with a t-statistic coefficient of 6.238> t-statistic 1.96,
and a significance value of 0.000 < 0.05. The results of this test prove the third hypothesis (H3),
which states that green perceived value has an effect on green attitude can be accepted.

The Effect of Green Perceived Value on Green Purchase Intention.

Testing the effect of green perceived value on green purchase intention can be explained
through Figure 1 which is summarized in Table 3 which shows that green perceived value has a
positive and significant effect on green purchase intention. This is indicated by the path
coefficient from the green perceived value variable to green purchase intention of 0.362, with a t-
statistic coefficient of 2.323> t-statistic 1.96, and a significance value of 0.020 <0.05. The results of
this test indicate that the fourth hypothesis (H4), which states that green perceived value on
green purchase intention is acceptable.

The Effect of Green Attitude on Green Purchase Intention.

Testing the effect of green attitude on green purchase intention can be explained through
Figure 1 summarized in Table 3 which shows that green attitude has a positive and significant
effect on green purchase intention. This is shown through the path coefficient from green
attitude to green purchase intention of 0.338, with a t-statistic coefficient of 2.718 > t-statistic
1.96, and a significance value of 0.007 <0.05. The results of this test prove that the fifth
hypothesis (H5), which states that green attitude affects green purchase intention, is acceptable.

Testing the effect of environmental awareness and green perceived value on green
purchase intention with green attitude as a mediating variable is shown in Table 4 below.

Table 4. Total Indirect Effect Calculation Results

. . . Path . P .
Relationship between Variables . T Statistics Conclusion
Coefficient values

Environmental Awareness (X1) ->
Green Attitude (Z1) -> Green 0,094 1,663 0,096 accepted
Purchase Intention (Y1)

Green Perceived Value (X2) -> Green
Attitude (Z1) -> Green Purchase 0,2220 2,549 0,011 accepted
Intention (Y1)
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Based on Table 4. it can be described testing the indirect relationship between variables as
follows:

The Effect of Environmental Awareness on Green Purchase Intention with Green Attitude
as a Mediating Variable

Table 4. shows that environmental awareness has an influence on green purchase
intention through green attitude as a mediating variable. This is shown through the path
coefficient of 0.094, with a t-statistic coefficient of 1.663> t-statistic 1.96 and a significance value
of 0.096 < 0.05. The results of this test prove the sixth hypothesis (H6) which states that there is
an indirect effect of environmental awareness on green purchase intention through green
attitude can be accepted.

The Effect of Green Perceived Value on Green Purchase Intention with Green Attitude as a
Mediating Variable

Table 4. shows that green perceived value has an influence on green purchase intention
through green attitude as a mediating variable. This is shown through the path coefficient of
0.222, with a t-statistic coefficient of 2.549> t-statistic 1.96 and a significance value of 0.011 <
0.05. The results of this test prove the seventh hypothesis (H7) which states that there is an
indirect effect of green perceived value on green purchase intention through green attitude can
be accepted.

DISCUSSION

The Effect of Environmental Awareness on Green Purchase Intention

The results of hypothesis testing show that environmental awareness has an influence on
green purchase intention. This is indicated by the path coefficient from the environmental
awareness variable to green purchase intention of 0.263, with a t-statistic coefficient of 2.581> t-
statistic 1.96, and a significance value of 0.010 <0.05. The results of this test indicate that the first
hypothesis (H1), which states that environmental awareness affects green purchase intention,
can be accepted. This means that increasing environmental awareness has an impact on green
purchase intention in generation Z in Bali Province.

Theory of Planned Behavior (TPB) explains that environmental awareness affects green
purchase intention through three main factors, namely Attitude towards Behavior,
environmental awareness increases positive attitudes towards environmentally friendly
products, thus encouraging the intention to buy them. Subjective Norms, social nhorms from
family or society strengthen the influence of environmental awareness on the intention to buy
green products. Perceived Behavioral Control (PBC), if someone feels able to buy and get green
products easily, the intention to buy them is stronger. So, environmental awareness directly
shapes attitudes, social norms, and perceived control which ultimately affect green purchase
intention.

The Effect of Environmental Awareness on Green Attitude

The results of hypothesis testing show that environmental awareness has an influence on
green attitude. This is shown from the path coefficient between environmental awareness to
green attitude of 0.277 with a t-statistic coefficient of 2.528> t-statistic 1.96, and a significance
value of 0.011 <0.05. The results of this test prove the fourth hypothesis (H4), which states that
environmental awareness has an effect on green attitude can be accepted. This means that the
better environmental awareness has an impact on the green attitude of generation Z in Bali
Province.In the Theory of Planned Behavior (TPB), environmental awareness influences green
attitude through individual understanding of environmental impacts. The connection can be
explained through the three main components of TPB, namely Attitude toward Behavior,
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environmental awareness increases understanding of the benefits of environmentally friendly
behavior, thus forming a positive attitude towards green practices and products (green attitude).
Subjective Norms, environmental awareness is also influenced by social norms, where
individuals tend to develop green attitudes if their surroundings support pro-environmental
behavior. Perceived Behavioral Control (PBC), if individuals feel they have the control and ability
to act in an environmentally friendly manner, they are more likely to develop a stronger green
attitude. In other words, the higher the environmental awareness, the more positive green
attitude is formed, which can then influence environmentally friendly behavior.

The Effect of Green Perceived Value on Green Attitude

The results of hypothesis testing show that green perceived value has an influence on
green attitude. This is shown from the path coefficient between green perceived value to green
attitude of 0.657 with a t-statistic coefficient of 6.238> t-statistic 1.96, and a significance value of
0.000 <0.05. The results of this test prove the fifth hypothesis (H2), which states that green
perceived value to green attitude is acceptable. This means that the better the green perceived
value has an impact on the green attitude of generation Z in Bali Province.

In the Theory of Planned Behavior (TPB), Green Perceived Value affects Green Attitude
because the perceived benefits of a green product shape an individual's attitude towards it. If a
person sees a green product as having greater benefits than the cost or effort involved (e.g.
more environmentally friendly, healthier, or more energy efficient), then their attitude towards
green products will be more positive. In TPB, attitude is the main factor that shapes a person's
intention to act, so the higher the Green Perceived Value, the more positive the Green Attitude
towards green products.

The Influence of Perceived Green Value on Green Purchase Intentions

The results of hypothesis testing show that green perceived value has an influence on
green purchase intention. This is indicated by the path coefficient from the green perceived value
variable to green purchase intention of 0.362, with a t-statistic coefficient of 2.323> t-statistic
1.96, and a significance value of 0.020 <0.05. The results of this test indicate that the second
hypothesis (H2), which states that green perceived value affects green purchase intention, is
acceptable. This means that the better the green perceived value has an impact on green
purchase intention in generation Z in Bali Province.

In the Theory of Planned Behavior (TPB), green perceived value plays a role in influencing
green purchase intention through three main factors, namely Attitude toward Behavior, if a
person sees green products as having benefits that outweigh the cost or effort involved (for
example, healthier, environmentally friendly, or energy efficient), then a positive attitude towards
green products increases, which encourages the intention to buy them. Subjective Norms, when
individuals realize that their social environment values green products for their sustainability
value, social pressure can strengthen the intention to buy the product. Perceived Behavioral
Control (PBC), if someone feels able to buy and use green products easily, then the impact of
green perceived value on purchase intention is stronger. Thus, green perceived value increases
positive attitudes, social norms, and perceived control over green products, which ultimately
affect green purchase intention.

According to Rani et al. (2024), consumer perceptions of environmentally friendly products
that offer positive contributions to the environment and better quality than conventional
products, they tend to be more interested in buying these products.

The Effect of Green Attitude on Green Purchase Intention

The results of hypothesis testing show that green attitude has an influence on green
purchase intention. This is shown through the path coefficient from green attitude to green
purchase intention of 0.338, with a t-statistic coefficient of 2.718> t-statistic 1.96, and a
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significance value of 0.007 <0.05. The results of this test prove that the third hypothesis (H3),
which states that green attitude affects green purchase intention, is acceptable. This means that
an increase in green attitude has an impact on green purchase intention in generation Z in Bali
Province.

Attributed to the Theory of Planned Behavior (TPB), green attitude affects green purchase
intention because this theory underlines the importance of attitudes towards behavior in
influencing individual intentions to take an action. According to Theory of Planned Behavior, a
positive attitude towards behavior (in this case, buying environmentally friendly products) will
increase the intention to do so. According to (Rani et al., 2024), positive green attitudes
strengthen consumers' desire to buy environmentally friendly products, because they believe
that such actions support their sustainability values and contribute positively to the environment.
(Amallia et al., 2022) conducted research and found the results that green attitude has a positive
effect on green purchase intention.

The Effect of Environmental Awareness on Green Purchase Intention through Green
Attitude as a Mediating Variable

The results of hypothesis testing show that environmental awareness has an influence on
green purchase intention through green attitude as a mediating variable. This is shown through
the path coefficient of 0.094, with a t-statistic coefficient of 1.663> t-statistic 1.96 and a
significance value of 0.096 < 0.05. The results of this test prove the sixth hypothesis (H6) which
states that there is an indirect effect of environmental awareness on green purchase intention
through green attitude can be accepted.

In the Theory of Planned Behavior (TPB), Environmental Awareness affects Green Purchase
Intention indirectly through Green Attitude as a mediating variable. The relationship between
Environmental Awareness and Green Attitude is that environmental awareness makes
individuals better understand the negative impact of human activities on the environment. This
understanding forms a positive attitude towards environmentally friendly behavior (Green
Attitude), such as supporting and choosing green products. The relationship between Green
Attitude and Green Purchase Intention is that a positive attitude towards green products
increases the intention to buy them. If someone believes that buying green products provides
benefits to the environment and personal well-being, they are more likely to have a strong
intention to make green purchases. Research conducted by (Lius & Salim, 2024) states that green
attitude mediates the influence of environmental awareness on green purchase intention.

The Effect of Green Perceived Value on Green Purchase Intention through Green Attitude
as a Mediating variable

The results of hypothesis testing show that green perceived value has an influence on
green purchase intention through green attitude as a mediating variable. This is shown through
the path coefficient of 0.222, with a t-statistic coefficient of 2.549> t-statistic 1.96 and a
significance value of 0.011 <0.05. The results of this test prove the seventh hypothesis (H7) which
states that there is an indirect effect of green perceived value on green purchase intention
through green attitude can be accepted. This means that the better the green attitude that
comes from green perceived value, it will be able to increase green purchase intention in
generation Z in Bali Province.

In the Theory of Planned Behavior (TPB), Green Perceived Value affects Green Purchase
Intention indirectly through Green Attitude as a mediating variable. The relationship between
Green Perceived Value and Green Attitude is that if someone sees green products as having
greater benefits than costs (for example, more environmentally friendly, energy efficient, or
healthier), then they will have a more positive attitude towards green products (Green Attitude).
The relationship between Green Attitude and Green Purchase Intention is that a positive attitude
towards green products encourages individuals to intend to buy them more. The stronger the
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belief that green products have benefits, the higher the intention to make green purchases. The
relationship between Green Perceived Value on Green Purchase Intention (with Green Attitude
as a mediator) is that the perceived value of green products does not directly increase purchase
intention. However, if this value forms a positive attitude towards green products (Green
Attitude), then the intention to buy green products (Green Purchase Intention) will be stronger. In
TPB, Green Attitude is a key factor that bridges the influence of Green Perceived Value on Green
Purchase Intention, because a positive attitude is the main element in shaping a person's
intention to act. Research conducted by (Lius & Salim, 2024) states that green attitude mediates
the influence of environmental awareness on green purchase intention.

CONCLUSION

Based on the results of the panellation and discussion above, the authors conclude that:
Environmental awareness affects green purchase intention. The results of this study mean that
the better environmental awareness has an impact on green purchase intention in generation Z
in Bali Province. Environmental awareness affects green attitude. The results of this study mean
that the better environmental awareness has an impact on green attitude in generation Z in Bali
Province. Green perceived value affects green attitude. The results of this study mean that the
better the green perceived value has an impact on the green attitude of generation Z in Bali
Province. Green perceived value has an effect on green purchase intention. The results of this
study mean that the better the green perceived value has an impact on green purchase intention
in generation Z in Bali Province. Green attitude affects green purchase intention. The results of
this study mean that an increase in green attitude has an impact on green purchase intention in
generation Z in Bali Province. Green attitude is able to become a mediating variable in the
influence of environmental awareness on green purchase intention. The results obtained can be
interpreted that the better the green attitude that comes from good environmental awareness, it
will be able to increase green purchase intention in generation Z in Bali Province. Green attitude
is able to become a mediating variable in the influence of green perceived value on green
purchase intention. The results obtained can be interpreted that the better the green attitude
which comes from a good green perceived value, it will be able to increase green purchase
intention in generation Z in Bali Province.

SUGGESTIONS

The research results and limitations found in the study can be used as a source of ideas for
the development of this research in the future, further research is expected to expand the scope
of research which is not only limited to generation Z in Bali Province and it is also recommended
to use different analytical techniques such as Stata or e-views, so that future researchers are not
fixated on just one technique, so that the research results can vary.

REFERENCES

Adialita, T., Sigarlaki, M. A., & Yolanda, S. F. (2022). Environmental Attitude Generasi Z dan
Pengaruhnya terhadap Minat Beli Green Product. J-MAS (Jurnal Manajemen Dan Sains),
7(1), 165-171. https://doi.org/10.33087/jmas.v7i1.362

Ahmed, S., & Prabhakar, M. E. (2023). Assessing the Factors Impacting Consumer Behaviour
Towards Green Marketing And Eco-Friendly Products in Nagaland. International Journal
for Multidisciplinary Research (IJFMR), 5(6), 1-14. www.ijfmr.com

Alam, S. S., Wang, C. K., Masukujjaman, M., Ahmad, |., Lin, C. Y., & Ho, Y. H. (2023). Buying
Behaviour towards Eco-Labelled Food Products: Mediation Moderation Analysis.
Sustainability (Switzerland), 15(3), 1-20. https://doi.org/10.3390/su15032474

Amallia, B. A., Effendi, M. 1., & Ghofar, A. (2022). Pengaruh green advertising, green brand trust,

2550 | Ni Nyoman Dwi Adnyani, Nilna Muna ; Gen Z And E-Bikes: The Impact Of ...



ISSN: 2338-8412 e-ISSN : 2716-4411

dan sikap pada green product terhadap green purchase intention. Entrepreneurship
Bisnis Manajemen Akuntansi (E-BISMA), 3(2), 68-84.
https://doi.org/10.37631/ebisma.v3i2.113

Asari, A., Zulkarnaini, Hartatik, Anam, A. C., Suparto, Litamahuputty, J. V., Dewadi, F. M,
Prihastuty, D. R., Maswar, Syukrilla, W. A., Murni, N. S., & Sukwika, T. (2023). Pengantar
Statistika (A. Asari, Ed.; Vol. 1). PT Mafy Media Literasi Indonesia.

Baek, M.-J., & Lee, I.-H. (2024). The Influence of Environment-friendly Beauty Consumers' Lifestyle
on Environmental Awareness and Consumption Behavior: Focusing on Generation MZ.
Journal of the Korean Society of Cosmetology, 30(2), 197-208.
https://doi.org/10.52660/jksc.2024.30.2.197

Bangun, C. S., Suhara, T., & Husin, H. (2023). The Application of Theory of Planned Behavior and
Perceived Value on Online Purchase Behavior. Technomedia Journal, 8(1SP), 123-134.
https://doi.org/10.33050/tmj.v8i1sp.2074

Batool, S., Arshad, M. R., Gul, R., & Shahid, M. (2023). Role of Green Customer Value, Awareness
of Environmental Consequences, Green Brand positioning and Attitude Toward Green
Brand in Influencing Green Purchase Intention. International Journal of Social Sciences
and Entrepreneurship (lJSSE), 3(1), 2790-7724.

Charviandi, A. (2023). Application of Shopping Bag to Consumer Green Purchase Behavior
Through Green Trust, and Green Perceived Value. RIGGS: Journal of Artificial Intelligence
and Digital Business, 1(2), 19-24. https://doi.org/10.31004/riggs.v1i2.22

Dewi, A. A. S. L., Rahayu, M. I. F., & Wibisana, A. A. N. A. (2023). Green Tourism In Sustainable
Tourism Development in Bali Based On Local Wisdom. Jurnal Dinamika Hukum, 23(1),
111-130. https://doi.org/10.20884/1.jdh.2023.23.1.3489

Diarti, Y., & Hesniati, H. (2024). Factors affecting consumers intention in purchasing eco-friendly
cosmetic products in Batam City. International Journal of Financial, Accounting, and
Management (IJFAM), 6(1), 33-46. https://doi.org/10.35912/ijffam.v6i1.1724

Elcil, S. (2021). Environmental Awareness in Terms of Public Health: Corporate Responsibilities.
Akdeniz Universitesi iletisim FakuUltesi Dergisi, 0(35), 359-3609.
https://doi.org/10.31123/akil.887695

Farliana, N., Hardianto, H., Rusdarti, & Sakitri, W. (2023). Sustainability consciousness in higher
education: Construction of three-dimensional sustainability and role of locus of control.
Sustinere: Journal of Environment and Sustainability, 8(1), 80-90.
https://doi.org/10.22515/sustinere.jes.v8i1.374

Hair, J. F. (2017). A Primer on Partial Least Squares Structural Equation Modeling (PLS-SEM). SAGE
Publications, Inc.

Harsono, R. A., Ariyanto, H. H., & Peranginangin, P. (2023). Pengujian Isu-Isu Lingkungan Dan
Merek Terhadap Minat Pembelian Produk Ramah Lingkungan: Kerangka Theory Of
Planned Behavior. WAHANA: Jurnal Ekonomi, Manajemen Dan Akuntansi, 26(1), 154-174.
https://doi.org/10.35591/wahana.v

Hernizar, A. T., Ramdan, A. M., & Mulia, F. (2020). Pengaruh Green Product dan Green Brand
Awareness terhadap Green Purchase Intention. E-Jurnal Ekonomi Dan Bisnis Universitas
Udayana, 9(3), 263-274.

Hossain, M. S., Saha, G., Das, M. K., & Hossain, M. A, (2024). Practicing Green Behaviors in the
Manufacturing Sector: The Impact of Environmental Knowledge, Environmental
Consciousness, Attitude, Motivation and Subjective Norm. International Journal of
Science and Business, 33(1), 58-75. https://doi.org/10.58970/I)SB.pdf

[llahi, U. N., Sari, D. K., Ambarwati, R., & Alimova, M. T. (2024). Influencing Generation Z's Green
Purchase Intention: Roles of Awareness and Eco-Labels. Jurnal Ilmu Sosial Mamangan,
13(1), 13-29. https://doi.org/10.22202/mamangan.v13i1.7790

Jamal, F. N., Aisa, N. N., Othman, N. A,, Advincula, G. B., & Rohmah, W. (2024). The role of green
product as an intermediary of environmental attitude and environmental knowledge on

Ekombis Review: Jurnal llmiah Ekonomi dan Bisnis, Vol.13 No.3 July 2025 page: 2539-2552| 2551


https://jurnal.unived.ac.id/index.php/er/index

ISSN: 2338-8412 e-ISSN : 2716-4411

green behavior. Jurnal Fokus Manajemen Bisnis, 14(1), 84-96.
https://doi.org/10.12928/fokus.v14i1.9490

Khairy, H. A,, Elzek, Y., Aliane, N., & Agina, M. F. (2023). Perceived Environmental Corporate Social
Responsibility Effect on Green Perceived Value and Green Attitude in Hospitality and
Tourism Industry: The Mediating Role of Environmental Well-Being. Sustainability
(Switzerland), 15(6), 1-17. https://doi.org/10.3390/su15064746

Khaleeli, M., & Jawabri, A. (2021). The effect of environmental awareness on consumers’ attitudes
and consumers’ intention to purchase environmentally friendly products: Evidence from
United Arab Emirates. Management Science Letters, 555-560.
https://doi.org/10.5267/j.msl.2020.9.011

Ma, C.-C., & Chang, H.-P. (2022). The Effect of Novel and Environmentally Friendly Foods on
Consumer Attitude and Behavior: A Value-Attitude-Behavioral Model. Foods, 11(16), 1-20.
https://doi.org/10.3390/foods11162423

Meilisa. (2020). Kontribusi Green Perceived Value, Green Perceived Risk, Green Trust, dan Green
Awareness dalam Meningkatkan Green Phurchase Intention. Jurnal Ispirasi Bisnis &
Manajemen, 4(1), 31-44.

Rahmawati, E., & Setyawati, H. A. (2023). Pengaruh Green Brand Knowledge dan Environmental
Concern Terhadap Green Purchase Intention Melalui Green Attitude pada Produk The
Body Shop. Jurnal lImiah Mahasiswa Manajemen, Bisnis Dan Akuntansi, 5(4), 387-408.

Thanh, N. V, & Toan, N. V. (2023). Building awareness of environmental protection among
university students in Vietnam. International Scientific Electronic Journal, 63(3), 160-174.
https://doi.org/10.32744/pse.2023.3.10

Thundathil, M., Nazmi, A. R., Shahri, B., Emerson, N., Mussig, J., & Huber, T. (2023). Designing
Sustainable Materials: The Role of Material Perception in Consumer Acceptance.

Widyawati, S. U., Hartoyo, & Novandari, W. (2023). The Influence of Green Consumers On Green
Decisions: The Role of Green Attitude As Mediating Variable (Case Study on Fore Coffee
Consumers). Indonesian Journal of Business and Entrepreneurship, 9(3), 457-466.
https://doi.org/10.17358/ijbe.9.3.457

Yakita, A., & Zhang, D. (2022). Environmental awareness, environmental R&D spillovers, and
privatization in a mixed duopoly. Environmental Economics and Policy Studies, 24(3),
447-458. https://doi.org/10.1007/s10018-021-00330-w

Yang, X., Kittikowit, S., Noparumpa, T., Jiang, J., & Chen, S.-C. (2022). Moderated Mediation
Mechanism to Determine the Effect of Gender Heterogeneity on Green Purchasing
Intention: From the Perspective of Residents’ Values. Frontiers in Psychology, 12, 1-11.
https://doi.org/10.3389/fpsyg.2021.803710

Zabryna, F. A. E., & Farihah, I. (2024). The Relevance of Stoicism Philosophy to the Social and
Religious Life of Generation Z. Kanz Philosophia: A Journal for Islamic Philosophy and
Mysticism, 10(1), 79-94. https://doi.org/10.20871/kpjipm.v10i1.320

Zensu, S., & Dalimi, R. (2022). Implementation of 100% Electric Vehicle in Bali with the Supply of
Potential Independent Solar Energy. International Journal of Mechanical Engineering
Technologies and Applications, 3(1), 72-78.
https://doi.org/10.21776/mechta.2022.003.01.10

2552 | Ni Nyoman Dwi Adnyani, Nilna Muna ; Gen Z And E-Bikes: The Impact Of ...



