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Abstract

Research aims: To examine the impact of different consumption values
(functional, epistemic, emotional, social, and conditional) on green purchase
behavior and green word of mouth, particularly within the context of green
products like Jadah Tempe.

Design/Methodology/Approach: A quantitative approach with a cross-sectional
descriptive design was used using a questionnaire distributed to 200 respondents
in Yogyakarta both online and offline. From the distributed questionnaire,
complete data was obtained from 188 respondents to be used in the analysis
process.

Research findings: The findings indicate that emotional and conditional values
significantly influence green purchase behavior and green word-of-mouth.
Specifically, emotional values have a positive relationship with green purchase
behavior, while conditional values demonstrate the strongest effect on consumer
choices. Green purchase behavior serves as a crucial mediator in these
relationships, suggesting that consumers with emotional attachments and
contextually relevant values are more likely to engage in and promote sustainable
purchasing.

Theoretical Contribution/Originality: This research provides unique insights into
the consumer behavior of Jadah Tempe, emphasizing local sustainable food
products' importance and offering a foundation for future studies in sustainable
consumption practices.

Practitioners/Policy Implications: Marketers should focus on emotional
connections and context in their campaigns to promote sustainability, enhancing
consumer engagement with products like Jadah Tempe. Understanding the
influence of emotional and conditional values on young consumers can help SMEs
create inclusive marketing strategies that resonate with diverse segments and
promote sustainable products.

Research Limitations/Implications: Although this study is limited to the
Yogyakarta region, it opens up opportunities for further research in other areas to
understand different contexts. The findings of this study still make a strong
contribution to understanding consumer behavior and provide a solid foundation
for future studies.

Keywords: Green Consumption Values; Green Purchase Behavior; Green Word of
Mouth; Eco-Friendly Products; SMEs
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Introduction

As a developing country, Indonesia is actively promoting its economic recovery, one of
which is through the green economy to achieve the vision of Golden Indonesia 2045 (Eko
& Eka, 2022). According to the Katadata Insight Center (KIC) "Katadata Consumer Survey
on Sustainability," 60.5% of consumers purchase sustainable or eco-friendly products to
help preserve the earth (Jayani, 2021). This indicates that the majority of consumers in
Indonesia are aware of the importance of environmental preservation. In the context of
SMEs, green business is closely tied to green purchase behavior (Mittal et al., 2024).
Several studies have indicated that green purchase behavior is a measure of successful
green marketing by companies (Maheshwari, 2014; Sugandini et al., 2020). Meanwhile,
green word-of-mouth (WoM) plays a role in spreading product information and is a crucial
conceptin business sustainability (Chung et al., 2017; Salem & Alanadoly, 2021). However,
very few studies have examined green purchase behavior and green WoM among SMEs
(Ansu-Mensah, 2021; Hazaea et al., 2022), utamanya di Indonesia.

On the other hand, the SMEs fostered by the Jadah Tempe IKM Center are currently facing
significant challenges in marketing their green food product, namely Jadah Tempe. Jadah
Tempe falls into the category of green food products because it is made from tempeh,
which is produced through an efficient soybean fermentation process using local raw
materials. Additionally, Jadah Tempe uses eco-friendly packaging that reduces waste and
supports sustainability. To address these challenges, it is crucial to identify
environmentally-oriented purchasing behavior (green purchase behavior) as well as the
green word-of-mouth (green WoM) phenomenon to ensure the sustainability of green
business practices among SMEs. Previous studies have shown that a deep understanding
of these two aspects can help SMEs optimize their marketing strategies, raise consumer
awareness, and ultimately support the success and growth of their business in an
increasingly environmentally conscious market (Alkaabi, 2022; Aravindan et al., 2023).

There are many theories that can be used to explain green purchase behavior, such as
sustainable consumer theory, theory of planned behavior, value-belief-norm theory, or
the theory of consumption value. However, previous research has shown that the values
in the theory of consumption value (TCV) have a strong influence in explaining green
purchase behavior (Mason et al., 2023; Rana & Solaiman, 2023). According to TCV,
purchase behavior can be identified through functional value, epistemic value, emotional
value, social value, and conditional value (Dilotsotlhe & Duh, 2021; Sheth et al., 1991) ,
also known as consumption value (Afful-Dadzie & Egala, 2022). Once purchase behavior
occurs, consumers develop preferences for products, which in turn creates a desire to
share product information with others (WoM) (Albarg & Al Doghan, 2020; Nyilasy, 2007).
In any choice situation, a consumer's decision to select a particular option will be driven
by one or a combination of factors in consumption value (Mason et al., 2023; Sheth et al.,
1991).

Although some studies consider TCV a strong model for explaining purchase behavior,

other studies argue that functional value, social value, and emotional value do not
significantly influence consumer purchase behavior (Peiris et al., 2024). Some literature
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even questions the applicability of these consumption values (e.g., Fiandari et al. (2019);
Sharma and Klein (2020)). Liu et al. (2021) also note that consumption value is often used
to predict consumer purchase behavior, but how these value perceptions shape other
consumer behavior tendencies remains under-researched. Therefore, in addition to green
purchase behavior, this study examines how consumption values influence consumers'
green WoM. Moreover, the study of how green purchase behavior affects green WOM is
still scarcely explored, even though green WoM will impact the choice of green products
by potential customers in both the short and long term (Prendergast et al., 2010). Most
existing research focuses on how green WoM influences green purchase behavior (e.g.,
Aravindan et al. (2023); Guerreiro and Pacheco (2021); Jaini et al. (2020)), yet how green
WoM, such as positive reviews from customers who have purchased products, plays an
equally important role in ensuring business sustainability (Dias et al., 2023).

This research aims to fill three gaps: 1) the lack of studies on green purchase behavior and
green WoM in Indonesian SMEs, 2) the limited research on how values in the TCV
framework explain green purchase behavior, and 3) the few studies on how green
purchase behavior influences green WoM. Practically, this research is important because
it shows how consumption values affect green purchase behavior and green WoM,
helping SMEs create better marketing strategies for eco-friendly growth. Theoretically, it
enhances understanding of how these values influence green purchasing and green WoM,
and evaluates the relevance of consumption value theory for green products in SMEs. This
study uniquely examines the impact of green consumption values on green purchase
behavior and green word-of-mouth within the context of local sustainable food products
like Jadah Tempe. Furthermore, it provides a novel exploration of the indirect effect of
green purchase behavior between these consumption values and green word-of-mouth,
which has not been extensively studied in the context of Indonesian SMEs. Addressing
these gaps is essential for advancing both green business theory and practice.

Literature Review and Hypotheses Development
Theory of Consumption Value (TCV)

Since it was first introduced by Sheth et al. (1991), TCV has successfully explained most
consumer choice behaviors (Kaur et al., 2021). According to TCV, consumer choice
behavior is determined by several constructs within consumption values (Afful-Dadzie &
Egala, 2022). These consumption value constructs in TCV include functional value,
epistemic value, emotional value, social value, and conditional value (Sheth et al., 1991).
TCV has been frequently used to understand consumer behavior in choosing products and
brands in various contexts, such as food consumption (Kaur et al., 2021; Rahnama, 2017,
Thomé et al., 2021; Toni et al., 2018), marketing (Tanrikulu, 2021), including green
marketing and sustainability (e.g., Amin and Tarun (2021); Lin et al. (2020); Rana and
Solaiman (2023); Wang et al. (2020)). Given that this study aims to explain consumer
behavior related to green food products such as Jadah Tempe, we attempt to develop TCV
into the concept of green consumption values, as has been done by (Roh et al., 2022; Tan
etal., 2022; Wang et al., 2020). Sangroya and Nayak (2017) argue that green consumption
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value is a second-order multidimensional reflective construct developed from the values
in TCV.

Functional value shapes consumer purchasing behavior by highlighting the practical
benefits gained during consumption, such as convenience and price, which are core to
sustainable consumption (Kremel, 2024; Sheth et al., 1991; Watanabe et al., 2020).
Studies indicate that consumers prefer eco-friendly products when quality matches non-
green alternatives, underscoring the importance of both tangible and intangible benefits
like environmental contributions (Corbos et al., 2024; Mason et al., 2023). Green products
with high functional value not only offer environmental benefits but also efficiently meet
consumer needs. Therefore, high functional value will increase the attractiveness of green
products and encourage purchase behavior. Epistemic value drives green purchase
behavior through consumer curiosity and knowledge about green products,
strengthening purchase intentions and emphasizing the novelty and informational
aspects of products (Rana & Solaiman, 2023; Roh et al., 2022; Tan et al., 2022). Consumers
with more knowledge about green products are more likely to purchase them because
they feel more aware of their positive environmental impact. Hence, high epistemic value
will increase purchase intentions and decisions for green products. Emotional value,
derived from affective states and beliefs about environmental preservation, significantly
impacts green purchasing decisions by making consumers feel meaningful and special
(Kashif et al., 2023; Kumar et al., 2023; Li et al., 2021). Green products that can evoke
positive emotional responses in consumers are more likely to be chosen because
consumers feel that their actions have a significant positive impact on the environment.
Therefore, high emotional value will strengthen green product purchase decisions. Social
value enhances green purchasing by acting as a social signal that consumers care about
the environment, making them feel more socially attractive (Caniéls et al., 2021; Dagher
& Itani, 2014). Consumers who want to be seen as environmentally conscious individuals
are more likely to purchase green products to enhance their social image. Thus, high social
value will strengthen consumers' motivation to buy green products. Lastly, conditional
value influences green purchase behavior by providing perceived benefits in specific
situations, with certain conditions prompting consumers to spend more on eco-friendly
products (Awuni & Du, 2016; Peiris et al., 2024; Woo & Kim, 2019). Based on these
considerations, the following hypotheses are proposed. In certain situations, such as
when there are incentives or supporting conditions, consumers may be more likely to
choose green products because they see additional benefits offered in those contexts.
Therefore, high conditional value will increase the likelihood of consumers purchasing
green products.

Hi: Functional value has a positive and significant impact on green purchase behavior.
H,: Epistemic value has a positive and significant impact on green purchase behavior.
Hs: Emotional value has a positive and significant impact on green purchase behavior.

H,: Social value has a positive and significant impact on green purchase behavior.
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Hs: Conditional value has a positive and significant impact on green purchase behavior.

Green Purchase Behavior on Green WoM

Green WoM is defined as word-of-mouth communication that focuses on the eco-friendly
aspects of a product. It involves recommending the environmental benefits of a product
after using green products. WoM communication that focuses on eco-friendly aspects can
influence product choice and customer risk decisions in both the short and long term
(Prendergast et al., 2010). By raising customer awareness and facilitating information
dissemination, WoM helps businesses expand their market share and gain a competitive
edge (Konuk, 2019). Effective green WoM can amplify the perceived value of green
products by highlighting their environmental benefits, thereby influencing potential
customers' purchase decisions. Additionally, green WoM can reduce perceived risks
associated with green products by sharing positive user experiences and testimonials,
making it more likely for other consumers to follow suit.

Pelletier and Collier (2018) state that the purchasing experience plays a role in driving
word-of-mouth promotion. Jacobsen (2018) also shows that if consumers are satisfied
with their purchasing experience, they will praise and recommend the retailer to their
friends. Conversely, if the experience is disappointing, consumers tend to blame the
retailer and are reluctant to recommend the product to others (Cheung Millissa & To,
2021). When consumers have positive experiences with green products, they are more
likely to share their satisfaction with others, thereby generating positive green WoM.
Conversely, negative experiences can lead to negative WoM, which can deter potential
customers from purchasing green products. This underscores the importance of ensuring
high-quality green products and positive customer experiences to foster positive green
WoM.

Hs: Green purchase behavior has a positive and significant impact on green WoM.

Functional
value

Epistemic
value

Green
» purchase
behavior

Emotional
value

Social value

Conditional
value

Figure 1 Research Framework
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Research Methods

This study employs a quantitative approach with a descriptive and cross-sectional design,
relying on primary data. The research population consists of Jadah Tempe consumers in
Yogyakarta. Jadah Tempe is categorized as an eco-friendly food product because it is
made from efficiently fermented soy-based tempeh, uses local raw materials, and is
packaged with sustainable materials. Given that the population is not limited, the
sampling technique used is purposive sampling, where respondents were selected based
on the criterion that they had purchased and consumed Jadah Tempe at least once in the
past six months. The target sample size is 200 respondents, considered sufficient based
on Stevens (1996) , who suggested a minimum sample size of 15 times the number of
observed variables to obtain optimal estimates.

The research used a questionnaire created from a thorough literature review and adapted
from previous scales on consumption value, green purchase behavior, and green word-
of-mouth (WoM). Before finalizing it, the questionnaire was tested on a small group of 40
Jadah Tempe consumers to check its clarity and relevance. Feedback led to revisions and
removals to improve its validity and reliability. The final instrument includes 24
statements across several constructs: 4 items of functional value (Kremel, 2024; Sheth et
al.,, 1991), 4 items of epistemic value (Roh et al.,, 2022; Tan et al., 2022), 3 items of
emotional value (Li et al., 2021; Sheth et al., 1991), 3 items of social value (Caniéls et al.,
2021; Dagher & Itani, 2014), 3 items of conditional value (Peiris et al., 2024; Woo & Kim,
2019), 3 items of green purchase behavior (Sheth et al., 1991), and 4 items of green WoM
(Cheung et al., 2023; Konuk, 2019). The items of instruments used to measure each
construct of this study can be seen in Table 2. Responses were measured using a Likert
scale from 1 (strongly disagree) to 5 (strongly agree). Demographic information like
gender, age, marital status, employment, education, and purchase frequency was also
collected for descriptive analysis. The questionnaire was distributed online and offline to
consumers in Yogyakarta, including traditional markets and shops, over a two-month
period (January to February 2024), resulting in 188 completed responses.

The data were analyzed using SEM-PLS via SmartPLS 3.0. Confirmatory Factor Analysis was
used to evaluate construct validity and reliability. Structural equation modeling was
employed to test the hypothesized relationships among the constructs, and
bootstrapping was used to assess the significance of these relationships (Hair Jr et al.,
2021).

Results and Discussion
Respondent Characteristics
From the total of 188 respondents who participated in this study, the demographic
characteristics revealed interesting diversity. The majority of respondents were female

(52.13%), reflecting a higher potential involvement in decision-making for purchasing eco-
friendly products like Jadah Tempe. In terms of age, the younger age group (18-28 years)
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dominated, with a total of 49 respondents aged 18—22 years (26.06%) and 44 respondents
aged 23-28 years (23.4%). This indicates that younger generations are more aware and
interested in products that support sustainability, potentially becoming agents of change
in future consumer behavior.

Table 1 Respondent Characteristics

Gender Female 98 52.13
Male 78 41.49
| prefer not to say 12 6.38
Age 18-22 49 26.06
23-28 44 23.40
29-35 32 17.02
35-49 36 19.15
50-65 27 14.36
Marital Status Married 109 57.98
Single 55 29.26
| prefer not to say 24 12.77
Employment Status Employed 98 52.13
Unemployed 90 47.87
Level of Education No formal education 23 12.23
Basic education 83 44.15
Diploma 46 24.47
Degree 33 17.55
Postgraduate degree 3 1.60
Shopping frequency 1-2 times 71 37.77
2-3 times 49 26.06
3-4 times 34 18.09
5-6 times 18 9.57
More than 6 times 16 8.51

Note: N = 188 respondent

Regarding marital status, more than half of the respondents were married (57.98%),
which may influence their purchasing patterns, considering family health and
sustainability concerns. Employment status showed a balance between working
respondents (52.13%) and non-working respondents (47.87%), indicating that this
product appeals to various segments of society, both with stable income and without. In
terms of education, most respondents had a basic to diploma-level education, with
44.15% having basic education and 24.47% holding diplomas. This suggests that eco-
friendly products can be accessible to people from diverse educational backgrounds, thus
increasing the market potential for SMEs producing Jadah Tempe. Shopping frequency
also provided important insights; the majority of respondents purchased this product
between 1-2 times (37.77%), indicating the potential to raise awareness and promote
Jadah Tempe more frequently among consumers.

Overall, the demographic characteristics of the respondents show a significant

opportunity to market this eco-friendly product, particularly by targeting young
consumers who are concerned about sustainability. See Table 1.
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Validity and Reliability Testing Results

Based on the Confirmatory Factor Analysis (CFA) results processed using Smart PLS, all
constructs demonstrated strong performance. The factor loading values for each
construct item were above 0.70, indicating that each item made a significant contribution
to the measured construct. For example, in the Functional Value (FUV) construct, the
FUV1item had a loading of 0.816, signifying a strong relationship with the construct. Both
Cronbach's Alpha (CA) and rho_A also showed adequate values for all constructs, with CA
ranging from 0.742 to 0.884. This indicates that all constructs have good internal
consistency. For instance, the Functional Value (FUV) construct had a CA of 0.799, well
above the minimum threshold of 0.70, suggesting excellent reliability. The Average
Variance Extracted (AVE) values for all constructs were also above 0.50, indicating that
each construct explained more than 50% of its item variance. For example, the AVE for
Functional Value (FUV) was 0.616, demonstrating that this construct is strong in
explaining the measured variables. The full results can be seen in Table 2.

Table 2 Validity, Reliability, and Multicollinearity Test Results

Functional Values FUV1.Jadah tempe is beneficial 0.861 1.999 0.799 0.832 0.616
(Kremel, 2024; as described

Sheth et al., 1991) FUV2. The quality of jadah 0.702 1.756
tempe is consistent
FUV3. The benefits of jadah 0.824 1.790

tempe exceed its price

FUV4. Consuming jadah tempe  0.752 1.602

supports sustainability
Epistemic Values EPV1. Interested in jadah tempe 0.782 1.494 0.756 0.766  0.562
(Roh et al., 2022; as a green food
Tan etal., 2022) EPV2. Want to find information  0.799 1.383

about jadah tempe

EPV3. Jadah tempe increases 0.706  1.425

curiosity

EPVA4. Jadah tempe changes the 0.731 1.467

view on green food
Emotional Values EMV1. Jadah tempe fosters 0.876 1.689 0.752 0.777 0.669
(Lietal.,, 2021; affection for green food
Sheth et al., 1991) EMV?2. Enjoy consuming jadah 0.866 1.771

tempe

EMV3. Jadah tempe brings back 0.734 1.338

positive memories

Social Values SOV1. Jadah tempe reflects an 0.831 1.691 0.742 0.742 0.661
(Caniéls et al., eco-friendly lifestyle
2021; Dagher &  SOV2. Jadah tempe shows love  0.853 1.824
Itani, 2014) for the environment
SOV3. Jadah tempe connectsus  0.754 1.291
to nature

Jurnal Manajemen Bisnis, 2025 | 80



Religia, Ramawati & Said
Connecting Green Consumption Value to Green Word-of-Mouth: ...

Table 2 Validity, Reliability, and Multicollinearity Test Results (cont’)

Conditional COV1. Choosing jadah tempe 0.890 2.542 0.876 0.884 0.729
Values when visiting Kaliurang
(Peiris et al., COV2. Jadah tempe as an 0.866 2.362
2024; Woo & Kim, alternative souvenir
2019) COV3. Jadah tempe is unique as  0.832 2.123
green food

COVA4. Easy to find jadah tempe  0.831 1.884
in culinary centers
Green Purchase  GPB1. Choosing jadah tempe for 0.823 1.565 0.742 0.747 0.661

Behavior its natural ingredients
(Sheth et al., GPB2. Buying jadah tempe with  0.753  1.366
1991) a sustainability label

GPB3. Jadah tempe empowers 0.868 1.813
green economy

Green WoM GWML. Discussing the benefits  0.815 1.911 0.871 0.882 0.720
(Cheung et al., of jadah tempe often

2023; Konuk, GWM2. Recommending jadah 0.846 2.427

2019) tempe to close ones

GWM3. Happy when close ones  0.877  2.259
consume jadah tempe

GWMA4. Sharing info about eco- 0.879 2.684
friendly jadah tempe

Moreover, the Variance Inflation Factor (VIF) values for all items were below 5, indicating
that there were no significant multicollinearity issues among the constructs. Therefore, it
can be concluded that the research instruments are valid and reliable, providing a solid
foundation for further analysis of the relationships between consumption values, green
purchase behavior, and green word-of-mouth (GWM).

Table 3 Fornell-Larcker Test Results

1. Funcional Values 0.785

2. Epistemic Values 0.554 0.750

3. Emotional Values 0.502 0.666 0.818

4. Social Values 0.412 0.431 0.338 0.813

5. Conditional Values 0.468 0.745 0.580 0.444 0.854

6. Green Purchase Behavior  0.404 0.589 0.573 0.578 0.692 0.813

7. Green WoM 0.543 0.684 0.694 0.688 0.466 0.376 0.849

The discriminant validity analysis based on the Fornell-Larcker criterion showed that all
constructs in this study had adequate discriminant validity. Discriminant validity is
assessed by comparing the square root of the Average Variance Extracted (AVE) for each
construct with the correlations between that construct and the others. From Table 3, the
results showed that the square root of the AVE for each construct, such as Functional
Values (0.785), Epistemic Values (0.750), Emotional Values (0.818), Social Values (0.813),
Conditional Values (0.854), Green Purchase Behavior (0.813), and Green Word-of-Mouth
(0.849), was higher than the correlation values between that construct and the others.
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These findings indicate that each construct can be significantly distinguished from the
others, confirming the discriminant validity and reliability of the measurement
instruments in this study.

Hypothesis Testing Results

Hair et al. (2019) does not recommend measuring model fit in Smart PLS using SRMR or
Chi-Square, as the PLS approach focuses more on estimating relationships between
variables rather than on the assumption of normal distribution. Instead, Hair Jr et al.
(2021) suggests that model fit can be assessed using R? and Q2. This is because R?
measures the proportion of variance explained by independent variables on the
dependent variable, while Q2 evaluates the model's predictive ability against the observed
data, providing important information about the extent to which the model represents
the relationships between variables. With R? values of 0.504 for GPB and 0.334 for GWM,
along with Q2 values reflecting good predictive power, these results emphasize the
importance of these values in driving positive behaviors and communication related to
eco-friendly products.

The hypothesis testing results revealed that hypotheses H3, H5, and H6 were supported,
with B values of 0.144, 0.489, and 0.578, respectively, and significant p-values (0.029 for
H3 and 0.000 for both H5 and H6). This indicates that emotional values and conditional
values have a positive influence on green purchase behavior (GPB), and green purchase
behavior positively influences green word-of-mouth (GWM). Conversely, hypotheses H1,
H2, and H4 were rejected, suggesting that functional values, epistemic values, and social
values do not have a significant impact on GPB. Additionally, the analysis of indirect
effects indicated that emotional values and conditional values also have a significant
effect on GWM through GPB, with B values of 0.083 and 0.283, respectively, showing that
consumers who perceive emotional and conditional values are more likely to share
information about green products.

Table 4 Hypothesis Testing Results

H1 FUV -> GPB 0.034 0.578 0.282 Not Supported
H2 EPV -> GPB 0.079 0.939 0.174 Not supported
H3 EMV -> GPB 0.144 1.905 0.029 Supported
H4 SOV -> GPB 0.062 1,011 0.156 Not Supported
H5 COV -> GPB 0.489 7.112 0.000 Supported
H6 GPB -> GWM 0.578 10.265 0.000 Supported
Indirect Effect
FUV -> GPB -> GMW 0.020 0.577 0.282 Not Significant
EPV -> GPB -> GMW 0.045 0.905 0.183 Not Significant
EMV -> GPB -> GMW 0.083 1.893 0.029 Significant
SOV -> GPB -> GMW 0.036 0.995 0.160 Not Significant
COV -> GPB -> GMW 0.283 5.277 0.000 Significant

Note : R GPB = 0.504; R GWM = 0.334; Q2 GPB = 0.313; Q?GWM = 0.230
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The main findings of this research indicate that emotional and conditional values
significantly influence green purchase behavior, whereas functional, epistemic, and social
values do not show the same impact. These results align with previous studies, such as
Zhang et al. (2018), which affirm that emotional values, like satisfaction and closeness to
the product, can drive consumers’ decisions to choose eco-friendly products. Additionally,
research by Chen and Chang (2012) supports these findings by showing that conditional
values, reflecting the purchasing situation and context, play an important role in
consumers' decision-making regarding green products. This research adds to the evidence
that, in the context of local food products like Jadah Tempe, emotional and situational
factors have a stronger influence than functional values, which may be considered more
relevant in other product contexts. Thus, these findings provide important contributions
to understanding the factors that influence green purchase behavior in local markets.

The high loading values on the emotional and conditional value constructs indicate that
consumers feel emotionally connected to the product and consider the context when
making purchasing decisions. This supports previous findings by Wijekoon and Sabri
(2021), who emphasized that emotional and conditional influences are highly significant
in consumers' decisions to choose green products. Meanwhile, the lower loading values
on functional and social values suggest that consumers may not prioritize these factors as
much in the context of Jadah Tempe. This is consistent with research by Peiris et al. (2024),
which found that functional value often has less impact in the food category compared to
other products.

Finally, the analysis results show a significant indirect effect of emotional and conditional
values on green word-of-mouth through green purchase behavior. This finding reflects
that consumers who perceive emotional and conditional value in Jadah Tempe are more
likely to actively share positive information about the product. Interestingly, the
demographic characteristics of the respondents show that the majority of consumers are
women and are predominantly young (18-28 years old), a group known for its high
awareness of sustainability issues. This is consistent with previous studies indicating that
younger generations are more responsive to environmental values and contribute to
promoting green products through positive communication (Witek & Kuzniar, 2021).
Additionally, this study emphasizes the importance of emotional value in motivating
green purchasing behavior, which is also seen among married respondents, who may
place greater emphasis on health and sustainability in their product choices. Thus, the
combination of demographic characteristics and identified indirect effects presents an
interesting picture of consumer behavior dynamics, particularly among environmentally
conscious young people.

This study’s findings show that emotional and conditional values significantly influence
green purchase behavior and green WoM, while other factors like functional and social
values do not show strong support. The key takeaway is the importance of building an
emotional connection with consumers and creating a context that supports sustainability
in marketing products like Jadah Tempe. Theoretically, these findings enrich the literature
on eco-friendly consumer behavior by emphasizing the role of emotional and situational
values in decision-making. Practically, marketers can focus on communication strategies
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that evoke emotions and highlight the uniqueness of products within the local cultural
context to attract more consumers. Additionally, the social implications of this study's
findings indicate that young consumers and women are more responsive to sustainability
issues and have a high awareness of eco-friendly products. This shows the potential to
increase awareness about eco-friendly products among the younger generation, which
has a significant influence in promoting green products through positive communication.
Although this study has some limitations, such as its focus on the Yogyakarta region, this
also opens opportunities for further research in other areas to understand different
contexts. Thus, the findings of this study still make a strong contribution to understanding
consumer behavior and provide a solid foundation for future studies.

Conclusion

This study highlights the important role of emotional and conditional values in driving
environmentally friendly purchasing behavior and word-of-mouth (WoM) promotion
among consumers of Jadah Tempe in Yogyakarta. Consumers who develop emotional
attachments to a product tend to be more active in recommending it and engaging in
environmentally friendly purchasing behavior. This indicates that marketing strategies
focused on building emotional relationships with consumers can significantly enhance the
acceptance of sustainability-based products. Furthermore, this research provides
valuable insights into how local social and cultural contexts influence consumer
preferences for environmentally friendly products. Conditional values, which encompass
unique aspects and local relevance, have proven to be important factors in determining
consumer choices. Therefore, marketers should design campaigns that emphasize
sustainability while also fostering deep connections with local values to enhance product
appeal.

This study also reveals a significant indirect effect of emotional and conditional values on
green WoM through green purchasing behavior, highlighting the importance of creating
positive consumer experiences. The dominance of young female consumers among Jadah
Tempe buyers indicates the potential to raise awareness of environmentally friendly
products among the younger generation. The diverse educational backgrounds and
purchasing frequencies among respondents suggest opportunities for SMEs to develop
inclusive marketing strategies for various segments of society. This research contributes
to the understanding of consumer behavior in the environmentally friendly food market,
paving the way for future studies to explore demographic variables and socio-cultural
dimensions in marketing environmentally friendly products.

References

Afful-Dadzie, E., & Egala, S. B. (2022). Medical practitioners’ decision making on quality of
online medical information: A consumption values theory analysis. Health Policy and
Technology, 11(4), 100685. https://doi.org/10.1016/1.hlpt.2022.100685

Jurnal Manajemen Bisnis, 2025 | 84


https://doi.org/10.1016/j.hlpt.2022.100685

Religia, Ramawati & Said
Connecting Green Consumption Value to Green Word-of-Mouth: ...

Albarq, A. N., & Al Doghan, M. (2020). Electronic word-of-mouth versus word-of-mouth in
the field of consumer behavior: a literature review. Journal of critical reviews, 7(14), 646-
654. https://doi.org/10.31838/jcr.07.14.187

Alkaabi, K. A. (2022). Customers’ purchasing behavior toward home-based SME products:
evidence from UAE community. Journal of Enterprising Communities: People and Places in
the Global Economy, 16(3), 472-493. https://doi.org/10.1108/JEC-11-2020-0187

Amin, S., & Tarun, M. T. (2021). Effect of consumption values on customers’ green putrchase
intention: a mediating role of green trust. Socal Responsibility Journal, 17(8), 1320-1336.
https://doi.org/10.1108/SR]-05-2020-0191

Ansu-Mensah, P. (2021). Green product awareness effect on green purchase intentions of
university students’ an emerging market’s perspective. Future Business Journal, 7(1), 48.
https://doi.org/10.1186/s43093-021-00094-5

Aravindan, K. L., Ramayah, T., Thavanethen, M., Raman, M., Ilhavenil, N., Annamalah, S., &
Choong, Y. V. (2023). Modeling Positive Electronic Word of Mouth and Purchase
Intention Using Theory of Consumption Value. Swstainability, 15(4).
https://doi.org/10.3390/sul15043009

Awuni, J. A., & Du, J. (2016). Sustainable consumption in Chinese cities: green purchasing
intentions of young adults based on the theory of consumption values. Sustainable
Development, 24(2), 124-135. https://doi.org/10.1002/sd.1613

Caniéls, M. C. J., Lambrechts, W., Platje, J., Motylska-Kuzma, A., & Fortunski, B. (2021).
Impressing my friends: The role of social value in green purchasing attitude for
youthful  consumers.  Jowrnal  of  Cleaner — Production, — 303,  126993.
https://dot.org/10.1016/j.jclepro.2021.126993

Chen, Y. S., & Chang, C. H. (2012). Enhance green purchase intentions: The roles of green
perceived value, green perceived risk, and green trust. Management Decision, 50(3), 502-
520. https://doi.org/10.1108/00251741211216250

Cheung Millissa, F. Y., & To, W. M. (2021). The Effect of Consumer Perceptions of the Ethics
of Retailers on Purchase Behavior and Word-of-Mouth: The Moderating Role of
Ethical  Beliefs:  JBE.  Jowrnal  of  Business  Ethies, 171(4), 771-788.
https://doi.org/10.1007/s10551-020-04431-6

Cheung, S. T., Jayawickrama, U., Olan, F., & Subasinghage, M. (2023, 2023). An Investigation
on Cloud ERP Adoption Using Technology-Organisation-Environment (TOE) and
Diffusion of Innovation (DOI) Theories: A Systematic Review. Decision Support
Systems XIII. Decision Support Systems in An Uncertain World: The Contribution
of Digital Twins, Cham.

Chung, N., Song, H. G., & Lee, H. (2017). Consumers’ impulsive buying behavior of restaurant
products in social commerce. lnternational Journal of Contemporary Hospitality Management,
29(2), 709-731. https://doi.org/10.1108/IJCHM-10-2015-0608

Corbos, R.-A., Bunea, O.-1., Triculescu, M., & Misu, S. I. (2024). Which Values Matter Most
to Romanian Consumers? Exploring the Impact of Green Attitudes and
Communication on Buying Behavior. Sustainability, 16(9).

Dagher, G. K., & Itani, O. (2014). Factors influencing green purchasing behaviour: Empirical
evidence from the Lebanese consumers. Journal of Consumer Bebaviour, 13(3), 188-195.
https://doi.org/10.1002/cb.1482

Dias, A., Sousa, B., Santos, V., Ramos, P., & Madeira, A. (2023). Wine Tourism and
Sustainability Awareness: A Consumer Behavior Perspective. Sustainability, 15(0).

Dilotsotlhe, N., & Duh, H. I. (2021). Drivers of Middle-Class Consumers’ Green Appliance
Attitude and Purchase Behavior: A Multi-Theory Application. Social Marketing
Quarterly, 27(2), 150-171. https://doi.org/10.1177/15245004211013737

Jurnal Manajemen Bisnis, 2025 | 85


https://doi.org/10.31838/jcr.07.14.187
https://doi.org/10.1108/JEC-11-2020-0187
https://doi.org/10.1108/SRJ-05-2020-0191
https://doi.org/10.1186/s43093-021-00094-5
https://doi.org/10.3390/su15043009
https://doi.org/10.1002/sd.1613
https://doi.org/10.1016/j.jclepro.2021.126993
https://doi.org/10.1108/00251741211216250
https://doi.org/10.1007/s10551-020-04431-6
https://doi.org/10.1108/IJCHM-10-2015-0608
https://doi.org/10.1002/cb.1482
https://doi.org/10.1177/15245004211013737

Religia, Ramawati & Said
Connecting Green Consumption Value to Green Word-of-Mouth: ...

Eko, S. M. N. C,, & Eka, R. D. (2022, 2022/12/24). Indonesia’s Green Economy Growth
Prospects During the Covid-19 Pandemic: An Analytical Review from a Good
Governance Perspective. Proceedings of the International Conference on Sustainable
Innovation on Humanities, Education, and Social Sciences (ICOSI-HESS 2022),

Fiandari, Y. R., Surachman, S., Rohman, F., & Hussein, A. S. (2019). Perceived Value
Dimension In Repetitive Fish Consumption In Indonesia By Using An Extended
Theory Of Planned Behavior. British  Food  Jowrnal, 121(6), 1220-1235.
https://doi.org/10.1108/BF]-07-2018-0429

Guerreiro, J., & Pacheco, M. (2021). How Green Trust, Consumer Brand Engagement and
Green Word-of-Mouth Mediate Purchasing Intentions. Sustainability, 13(14).

Hair Jr, J. F., Hult, G. T. M., Ringle, C. M., Sarstedt, M., Danks, N. P., & Ray, S. (2021). Partial
least squares structural equation modeling (PLS-SEM) using R: A workbook. Springer Nature.

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and how to report
the results of PLS-SEM.  Ewropean  Business  Review,  31(1),  2-24.
https://doi.org/10.1108/EBR-11-2018-0203

Hazaea, S. A., Al-Matari, E. M., Zedan, K., Khatib, S. F. A.; Zhu, J., & Al Amosh, H. (2022).
Green Purchasing: Past, Present and Future. Sustainability, 14(9).

Jacobsen, S. (2018). Why did I buy this? Journal of Research in Interactive Marketing, 12(3), 370-
395. https://doi.org/10.1108 /JRIM-12-2017-0102

Jaini, A., Quoquab, F., Mohammad, J., & Hussin, N. (2020). “I buy green products, do
you...?”. International Journal of Pharmacentical and Healthcare Marketing, 14(1), 89-112.
https://doi.org/10.1108/1JPHM-02-2019-0017

Jayani, D. H. (2021). _Alasan Membeli Produk Berkelanjutan/ Ramalh Lingkungan. databoks.

Retrieved December from https://databoks.katadata.co.id /produk-
konsumen /statistik/a7c5e69df2a64¢c6/5-alasan-konsumen-belanja-produk-ramah-
lingkungan

Kashif, U., Hong, C., Naseem, S., Khan, W. A., Akram, M. W., Rehman, K. U., & Andleeb, S.
(2023). Assessment of millennial organic food consumption and moderating role of
food neophobia in  Pakistan.  Current  Psypchology, 42(2),  1504-1515.
https://doi.org/10.1007/s12144-021-01520-1

Kaur, P., Dhir, A., Talwar, S., & Ghuman, K. (2021). The value proposition of food delivery
apps from the perspective of theory of consumption value. International Journal of
Contemporary Hospitality Management, 33(4), 1129-1159.
https://doi.org/10.1108/1JCHM-05-2020-0477

Konuk, F. A. (2019). The influence of perceived food quality, price fairness, perceived value
and satisfaction on customers’ revisit and word-of-mouth intentions towards organic
food restaurants. Jowrnal of Retailing and Consumer Services, 50, 103-110.
https://doi.org/10.1016/j.jretconser.2019.05.005

Kremel, A. (2024). Consumer Behaviour in a Circular System — How Values Promote and
Hinder the Participation of Young Adults in the Swedish Deposit-Refund System for
Beverage Packaging. Circular  Economy —and — Sustainability, 4(2), 1427-14406.
https://doi.org/10.1007/s43615-023-00333-7

Kumar, R., Kumar, K., Singh, R., S3, J. C., Carvalho, S., & Santos, G. (2023). Modeling
Environmentally Conscious Purchase Behavior: Examining the Role of Ethical
Obligation and Green Self-Identity. Sustainability, 15(8).

Li, G, Yang, L., Zhang, B., Li, X., & Chen, F. (2021). How do environmental values impact
green product purchase intention? The moderating role of green trust. Environmental
Science and Pollution Research, 28(33), 46020-46034. https://doi.org/10.1007/s11356-
021-13946-y

Jurnal Manajemen Bisnis, 2025 | 86


https://doi.org/10.1108/BFJ-07-2018-0429
https://doi.org/10.1108/EBR-11-2018-0203
https://doi.org/10.1108/JRIM-12-2017-0102
https://doi.org/10.1108/IJPHM-02-2019-0017
https://databoks.katadata.co.id/produk-konsumen/statistik/a7c5e69df2a64c6/5-alasan-konsumen-belanja-produk-ramah-lingkungan
https://databoks.katadata.co.id/produk-konsumen/statistik/a7c5e69df2a64c6/5-alasan-konsumen-belanja-produk-ramah-lingkungan
https://databoks.katadata.co.id/produk-konsumen/statistik/a7c5e69df2a64c6/5-alasan-konsumen-belanja-produk-ramah-lingkungan
https://doi.org/10.1007/s12144-021-01520-1
https://doi.org/10.1108/IJCHM-05-2020-0477
https://doi.org/10.1016/j.jretconser.2019.05.005
https://doi.org/10.1007/s43615-023-00333-7
https://doi.org/10.1007/s11356-021-13946-y
https://doi.org/10.1007/s11356-021-13946-y

Religia, Ramawati & Said
Connecting Green Consumption Value to Green Word-of-Mouth: ...

Lin, J., Guo, J., Turel, O., & Liu, S. (2020). Purchasing organic food with social commerce: An
integrated food-technology consumption values perspective. International Journal of
Information Management, 51, 102033. https://doi.org/10.1016/}.ijinfomgt.2019.11.001

Liu, H., Meng-Lewis, Y., Ibrahim, F., & Zhu, X. (2021). Superfoods, super healthy: Myth or
reality? Examining consumers’ repurchase and WOM intention regarding superfoods:
A theory of consumption values perspective. Journal of Business Research, 137, 69-88.
https://doi.org/10.1016/j.jbusres.2021.08.018

Maheshwari, S. P. (2014). Awareness of green marketing and its influence on buying behavior
of consumers: Special reference to Madhya Pradesh, India. AIMA Journal of
Management Research, 8(1/4), 0974-0497.

Mason, M. C., Oduro, S., Umar, R. M., & Zamparo, G. (2023). Effect of consumption values
on consumer behavior: a Meta-analysis. Marketing Intelligence & Planning, 41(7), 923-
944. https://doi.org/10.1108/MIP-03-2023-0100

Mittal, A., Raheja, K., Raut, R., & Deshpande, A. (2024). Fostering petrceived wealth among
SMEs through green business: unveiling the mediating influence of consumers' green
attitude. Management of Environmental Quality: An International Journal, 35(2), 341-357.
https://doi.org/10.1108/MEQ-06-2023-0167

Nyilasy, G. (2007). Wotd of mouth: what we really know—and what we don't. In Connected
marketing (pp. 161-184). Routledge. https://doi.org/10.4324/9780080476797-13

Peiris, T. K. A, Jasingha, D., & Rathnasiri, M. S. H. (2024). Examining the effect
of consumption values on green FMCG purchase behaviour: a focus on the theory of
consumption values. Management & Sustainability: An Arab Review, abead-of-print(ahead-
of-print). https://doi.org/10.1108/MSAR-07-2023-0040

Pelletier, M. J., & Collier, J. E. (2018). Experiential Purchase Quality: Exploring the
Dimensions and Outcomes of Highly Memorable Experiential Purchases. Journal of
Service Research, 21(4), 456-473. https://doi.org/10.1177/1094670518770042

Prendergast, G., Ko, D., & Siu Yin, V. Y. (2010). Online word of mouth and consumer
purchase intentions. Infernational  Jowrnal —of  Advertising, 29(5), 687-708.
https://doi.org/10.2501/50265048710201427

Rahnama, H. (2017). Effect of Consumption Values on Women’s Choice Behavior Toward
Organic Foods: The Case of Organic Yogurt in lran. Journal of Food Products Marketing,
23(2), 144-166. https://doi.org/10.1080/10454446.2017.1244790

Rana, S. M. S., & Solaiman, M. (2023). Moral identity, consumption values and green purchase
behaviour. Journal of Islamic Marketing, 14(10), 2550-2574.
https://doi.org/10.1108 /JIMA-01-2021-0030

Roh, T., Seok, J., & Kim, Y. (2022). Unveiling ways to reach organic purchase: Green perceived
value, perceived knowledge, attitude, subjective norm, and trust. Joumal of Retailing and
Consumer Services, 67, 102988. https://doi.org/10.1016/}.jretconser.2022.102988

Salem, S. F., & Alanadoly, A. B. (2021). Personality traits and social media as drivers of word-
of-mouth towards sustainable fashion. Journmal of Fashion Marketing and Management: An
International Journal, 25(1), 24-44. https://doi.org/10.1108 /JEMM-08-2019-0162

Sangroya, D., & Nayak, J. K. (2017). Factors influencing buying behaviour of green energy
consumer. Journal of Cleaner Production, 151, 393-405.
https://doi.org/10.1016/j.jclepro.2017.03.010

Sharma, V. M., & Klein, A. (2020). Consumer Perceived Value, Involvement, Trust,
Susceptibility to Interpersonal Influence, and Intention to Participate in Online
Group Buying. Jowrnal of Retailing and  Consumer — Services, 52(1), 1-11.
https://doi.org/10.1016/j.jretconser.2019.101946

Jurnal Manajemen Bisnis, 2025 | 87


https://doi.org/10.1016/j.ijinfomgt.2019.11.001
https://doi.org/10.1016/j.jbusres.2021.08.018
https://doi.org/10.1108/MIP-03-2023-0100
https://doi.org/10.1108/MEQ-06-2023-0167
https://doi.org/10.4324/9780080476797-13
https://doi.org/10.1108/MSAR-07-2023-0040
https://doi.org/10.1177/1094670518770042
https://doi.org/10.2501/S0265048710201427
https://doi.org/10.1080/10454446.2017.1244790
https://doi.org/10.1108/JIMA-01-2021-0030
https://doi.org/10.1016/j.jretconser.2022.102988
https://doi.org/10.1108/JFMM-08-2019-0162
https://doi.org/10.1016/j.jclepro.2017.03.010
https://doi.org/10.1016/j.jretconser.2019.101946

Religia, Ramawati & Said
Connecting Green Consumption Value to Green Word-of-Mouth: ...

Sheth, J. N., Newman, B. I., & Gross, B. L. (1991). Why we buy what we buy: A theory of
consumption  values.  Journal  of  Business  Research,  22(2),  159-170.
https://doi.org/10.1016/0148-2963(91)90050-8

Stevens, J. (1996). .Applied multivariate statistics for the social sciences. In. Lawrence
Erlbaum.

Sugandini, D., Susilowati, C., Siswanti, Y., & Syafri, W. (2020). Green supply management and
green marketing strategy on green purchase intention: SMEs cases. Journal of Industrial
Engineering Management, 13(1), 79-92. https://doi.org/10.3926 /jiem.2795

Tan, T. M., Makkonen, H., Kaur, P., & Salo, J. (2022). How do ethical consumers utilize
sharing economy platforms as part of their sustainable resale behavior? The role of
consumers’ green consumption values. Technological Forecasting and Social Change, 176,
121432. https://doi.org/10.1016/j.techfore.2021.121432

Tanrikulu, C. (2021). Theory of consumption values in consumer behaviour research: A review
and future research agenda. International Journal of Consumer Studies, 45(6), 1176-1197.
https://doi.org/10.1111 /ijcs. 12687

Thomé, K. M., Cappellesso, G., & Pinho, G. M. (2021). Food consumption values and the
influence of physical activity. British  Food  Journal, 123(3), 943-957.
https://doi.org/10.1108/BF]-05-2020-0432

Toni, D. D., Ebetle, L., Larentis, F., & Milan, G. S. (2018). Antecedents of Perceived Value
and Repurchase Intention of Organic Food. Journal of Food Products Marketing, 24(4),
456-475. https://doi.org/10.1080/10454446.2017.1314231

Wang, J., Wang, J., & Gao, J. (2020). Effect of Green Consumption Value on Consumption
Intention in a Pro-Environmental Setting: The Mediating Role of Approach and
Avoidance Motivation. Sage Open, 10(1), 2158244020902074.
https://doi.org/10.1177/2158244020902074

Watanabe, E. A. d. M., Alfinito, S., Curvelo, L. C. G., & Hamza, K. M. (2020). Perceived value,
trust and purchase intention of organic food: a study with Brazilian consumers. British
Food Journal, 122(4), 1070-1184. https://doi.org/10.1108 /BE]-05-2019-0363

Wijekoon, R., & Sabri, M. F. (2021). Determinants That Influence Green Product Purchase
Intention and Behavior: A Literature Review and Guiding Framework. Sustainability,
13(11).

Witek, L., & Kuzniar, W. (2021). Green Purchase Behavior: The Effectiveness of
Sociodemographic Variables for Explaining Green Purchases in Emerging Market.
Sustainability, 13(1).

Woo, E., & Kim, Y. G. (2019). Consumer attitudes and buying behavior for green food
products. British Food Journal, 121(2), 320-332. https://doi.org/10.1108 /BF]-01-2018-
0027

Zhang, L., Li, D., Cao, C., & Huang, S. (2018). The influence of greenwashing perception on
green purchasing intentions: The mediating role of green word-of-mouth and
moderating role of green concern. Journal of Cleaner Production, 187, T40-750.
https://doi.org/10.1016/j.jclepro.2018.03.201

Jurnal Manajemen Bisnis, 2025 | 88


https://doi.org/10.1016/0148-2963(91)90050-8
https://doi.org/10.3926/jiem.2795
https://doi.org/10.1016/j.techfore.2021.121432
https://doi.org/10.1111/ijcs.12687
https://doi.org/10.1108/BFJ-05-2020-0432
https://doi.org/10.1080/10454446.2017.1314231
https://doi.org/10.1177/2158244020902074
https://doi.org/10.1108/BFJ-05-2019-0363
https://doi.org/10.1108/BFJ-01-2018-0027
https://doi.org/10.1108/BFJ-01-2018-0027
https://doi.org/10.1016/j.jclepro.2018.03.201

