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Abstract
Since the emergence of negative issues about the environment, caused human awareness level
began to emerge. The green lifestyle is now starting widely applied by the people. The purpose of
this study is to build a research framework, which helps companies to generate green consumption
intention through the predictors of environmental responsibility mediated by environmental concern
and moderated by green product unavailability. This research is classified as quantitative that
used associative design with case study approach on Nutrifood company. The research model
used is Structural Equation Modeling with questionnaire survey method to compile data from 269
people who know and have looked for Nutrifood products in Indonesia. The findings of this study
reveals that environment concern is an important precursor and intermediary that helps encourage
green consumption intention through consumer environment responsibility. The green products
unavailability has moderating role between environment responsibility and green consumption
intentions.
Keywords: consumer environment responsibility; green consumption intention; green purchase;
intention; green product unavailability; green marketing; environmental friendly product
INTRODUCTION
Since the last few years, global warming has always been controversial and has changed the pace the climate
that affects all life on Earth. According to data from the (Copernicus Climate Change Service, 2021), September
2020 was the hottest month in which the Earth's average temperature increased 0.05 degrees Celsius warmer
than the previous record that occurred in September 2019. Meanwhile, in the nine months that have been running
in 2020, three of them breaking the record for the hottest average temperature. These results show a dangerous
trend of increasing temperatures will damage the Earth.
Indonesia ranks as the world's second-largest supplier of plastic garbage in the world with a waste volume
of 187.2 million tons per year. Indonesia is the second-largest source of plastic trash in the oceans, after China.
(Jambeck et al., 2015). In fact, one of the main pollution factors that still plague the Indonesian people is plastic
waste, which has become a kind of hazardous waste that is difficult to dispose of, and it takes decades or hundreds
of years to decompose. Currently, plastic waste is becoming an environmental issue that is increasingly being
discussed by people from various sectors, including the consumer goods industry. It is undeniable that food
and beverage products produced by the consumer goods industry have their own impact on the environment.
Starting from the packaging which is mostly made of plastic material, to the waste its use has such a big impact
on the environment. Repose on this phenomena, it would subsequently as a result of a rise in the number of
businesses adopting the Green Company program in Indonesia, it attempts to decrease energy consumption and
waste in the manufacturing process.
Many companies around the world have embarked on a journey of continuous improvement by using the
word green to implement all management practices and improving the company performance (Zokaei et al.,
2013). Green company is a business facing positive pressures to be environmentally efficient and contribute to
their higher profitability (Moravcikova et al., 2017).
The development of production and consumption of green products has become a global trend where
environmentally friendly behavior is becoming more prevalent, consumers will eventually change their buying
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behavior to be more open to green products, where environmental issues are used as consumer considerations
in contributing to the global environment (Y. S. Chen et al., 2015). Meanwhile, according to (Shabani et al.,
2013), environmentally friendly consumers refer to consumers who care about the environment in their buying
behavior, and consumption habits and consideration of the impact on the environment around them.
The company which implements green marketing strategies in its activity business is Nutrifood which
recently won an award as one of the Indonesia Green Companies 2018 by SWA Magazine in seventh place.
Nutrifood Company is the only company engaged in the food and beverage industry that has succeeded becoming
Indonesia Green Companies 2018.
To become a sustainable company, Nutrifood Company innovates its business strategy by realized through a
sustainable 4R (Reduce, Reuse, Recycle, Replace) program which aims to minimize and reduce production waste.
In addition, Nutrifood uses environmentally friendly ingredients in its production and carries out environmental
conservation activities through the protection of natural resources. Employee education is also carried out as an
effort to provide knowledge about an environmentally friendly lifestyle (Pambudi, 2018).
Therefore, Nutrifood sets aside 5% of its profit for environmental conservation funding activities through its
Corporate Social Responsibility program. The environmental conservation program carried out by Nutrifood includes
community empowerment by providing education by processing plastic waste produced from food wrappers which
then produces goods that have economic value. Nutrifood has also implemented a take back system for its plastic
waste products obtained from its consumers and has succeeded in recycling 526 kg of plastic waste.
Nutrifood acknowledged the growth in sales of supplement segment products in the midst of the Covid-19
pandemic. However, when viewed as a whole, sales data from Nutrifood company products show stagnant sales
in the last few months from 2020 to 2021 as shown in Figure 1 (Apollo, 2021).
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Figure 1. Nutrifood Product Sales Data for April 2019-March 2021

Previous research conducted by many researchers, scholars, and academics has looked at the effect of proenvironmental behavior on green consumption through the TPB (theory of planned behavior) (Ogiemwonyi
et al., 2019). TPB evolved from the theory of reasoned action which a popular tool for analyzing individual
behaviour outcomes (Shi et al., 2017; Wang et al., 2016). Therefore, consumers are more likely to acquire green
consumption intentions if they have a good attitude toward green items (Ru et al., 2018). In the context of
consumer behavior studies, have been shown to encourage individuals to exhibit green buying and consumption
behaviors (Zhou et al., 2013). Therefore, it can be concluded when consumers have strong level of environment
responsibility and there are no barriers in purchasing environmentally friendly products (Lutfie & Marcelino,
2020). They'll be more inclined to set green consumption (purchasing) intention (Yen et al., 2017).
Recently, many researchers have used the theory of planned behavior to examine and observe various
environmental behavioral outcomes. For example, (C. C. Chen et al., 2018) note that TPB is a useful framework
for describing consumer intentions towards recycling. (Klöckner et al., 2013) suggested the TPB as a valid
theory to predict and explain consumer desire to buy environmentally friendly products. In addition, the TPB
model had been applied successfully in various contexts to study green consumption behaviour and has also
been validated in studies of factors that influence green consumption (purchase) intention (A. Chen & Peng,
2012; M. F. Chen & Tung, 2014; Zhou et al., 2013).
This research establishes a research methodology that aids businesses in generating new ideas about
green purchase (consumption) intentions of companies through predictors, namely environment responsibility
mediated by environment concern and moderated by green product unavailability. The increasing concern for
the environment has led to the conceptualization of the “environmental sustainability” term (Ogiemwonyi et
al., 2019). Various businesses and organizations are now embedding sustainable practices into their business
models with a particular focus on the environmental domain in their marketing efforts (Kautish et al., 2019).
One of the main aspects of environmental sustainability is the concept of green consumption (Awuni et al.,

Consumer Environment Responsibility and ...

73

2016). Green consumption has been referred as a purchase behavior that includes a certain level of individual
responsibility towards the environment and nature and has attracted the attention of many consumers (C. C.
Chen et al., 2018). The purchase and consumption of environmentally beneficial green items has been branded
as an effective strategy to curb the adverse effects of environmental degradation (Alam et al., 2019).
Environment responsibility has become an area of interest for academics and organizations with respect to
influence on consumers' buying intentions and behavior (Slavoljub et al., 2015). The previous study perfomed by
(Sadachar et al., 2016; Slavoljub et al., 2015; White & Simpson, 2013; Yue et al., 2020) assume that there was
a substantial impact of environment responsibility on green consumption intention and environment concerns.
Previous studies point to the fact that consumers tend to show a constructive attitude towards protecting the
environment around them (Ting & Cheng, 2017). With the increasing awareness of consumers about the
environment, consumer preferences for different products have changed (Zheng & Chi, 2015). In fact, many
studies have determined that consumers have expressed their desire to buy green products (Sreen et al., 2018).
Consumers are now more driven to products that are more environmentally friendly (Ogiemwonyi et al., 2019).
Consumers with environment concerns who are worried about the environment are more inclined to purchase green
items than those who are not (Dagher et al., 2015). If we look at the previous research findings conducted by (Dagher
et al., 2015; Khaola et al., 2014; Marcelino, 2020; Nilasari & Kusumadewi, 2016; Sreen et al., 2018; Zheng & Chi,
2015) show that the environment concern variable has a favorable impact on the intention to buy green product. As
for the findings of research conducted by (Rahimah et al., 2018; Yue et al., 2020), the environment concern variable
is able to mediate the positive influence of environment responsibility on green consumption intention.
Environment concern has been identified as a key factor influencing green consumption (purchase) intention
(Hojnik et al., 2019; Rahimah et al., 2018; Ting & Cheng, 2017). There is limited literature available to explore
the degree to which environmental concern and green consumption intentions are linked (Yue et al., 2020). It
remains to be seen whether the influence of these constructs are influenced through other constructs (Ogiemwonyi
et al., 2019).
The existing studies mainly only explain the issues of environment responsibility, environment concern, and
green consumption from an organizational perspective. Researchers have observed the effect of environment
responsibility from the corporate context (corporate social responsibility) on environmentally friendly consumption
behavior (Suganthi, 2019) And research from a consumer perspective is still limited and only started recently.
Furthermore, researchers have noted an increasing trend of consumers in developing countries towards the adoption
and consumption of green products. For example, in countries such as Malaysia, consumers tend to exhibit proenvironmental behavior by engaging in the eco-friendly goods purchasing habits (Hameed et al., 2019).
In their study on Chinese consumers examined the influence of consumer environment responsibility and
green consumption intentions through mediating and moderating mechanisms of environment concern and price
sensitivity respectively (Yue et al., 2020). The authors suggest further research replication by introducing new
mechanisms that act as a moderator, such as the green products unavailability. Therefore, this study intends
to bridge this gap by proposing a mediated moderation model to determine of green product unavailability as
moderator variable in the link between consumer environment responsibility, environment concern, and green
purchase (consumption) intentions. In addition, the availability of green products can be an effective solution
that can help reduce the problem of resource exploitation caused by the increase in global population and
unprecedented economic growth especially in developing countries located in the Asian region (Li et al., 2019).
METHODS
This study uses a causal descriptive design with a case study approach because the researcher wants to
describe the relationship of variables to be studied and only focuses on one research object, namely Nutrifood
products. The data obtained from this study were collected at one time and did not aim to see changes in data
that were influenced by time or commonly referred to as cross sectional (Indrawati, 2015).
In this study, the population is all people who know Nutrifood products in the territory of Indonesia, where
the number is not known with certainty. In this case the researcher uses a non-probability sampling method
that uses purposive sampling to determine the sample with certain considerations. The sample in this study is
people who know Nutrifood products in Indonesia, with the consideration that these people have been looking
for Nutrifood products. The reason for these considerations is because in this study there is a moderating
variable of green product unavailability, where the availability of Nutrifood products plays an important role
in this research instrument. This study will employ 269 respondents as a sample, based on a 95% confidence
level and a 5% error rate.
SMART PLS 3.2.9 software was used to run the research model, which is Structural Equation Modeling
(SEM). Partial Least Squares (PLS) was utilized to analyze the data in this study. Because it focuses more on
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data and with limited estimation procedures, model misspecifications have little effect on parameter estimation.
PLS can examine constructs generated using reflexive and formative indicators, which is not feasible with other
methods in covariant based SEM because an unidentified model will occur (Ghozali & Latan, 2015).
Therefore, this study intends to develop a theoretical framework (see Figure 2 in below) from the point
of view of TPB (theory of planned behavior) in order to gain a deeper understanding of whether environment
responsibility, environment concern and unavailability of green products act as the most important indicators
of the inclination to consume green products.
H4
Environmental
Concern (Y)
H1

H3

Consumer
Environmental
Responsibility (X)

Green Product
Unavailability (M)

H5
Green Consumption
Intention (Z)

H2

Figure 2. Research Framework Model

RESULTS
The results of data collection from a sample of 269 respondents were then processed in the SmartPLS
software version 3.2.9. In the questionnaires that have been distributed, there are questions that screen prospective
respondents (screening questions) to be able to participate in this study, this aims to get optimal results for
conclusions of study.
The effect of each indicator and its latent variables was determined using the outer model. It is important to
evaluate the reliability and validity of the indicators employed while evaluating the measurement model (outer
model). This study's measuring model is depicted in Figure 3.
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Figure 3. Outer Model of Structural Equation Modelling

The measurement of the outer model is the most significant stage in the evaluation of the measurement
model. It deals with component analysis which determines the nature of the proposed relationship. There are
two main aspects related to the measurement of the outer model, namely reliability and validity tests. To test
the validity, convergent validity and discriminant validity are the two types of tests performed. In addition to
validating each variable on SEM-PLS study, a reliability test was also performed, which can be used in two
ways, namely composite reliability and Cronbach α. Completely perform convergence validity and reliability
testing carried out on all of research indicators.
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Table 1. Evaluation of SEM Outer Model Output
Outer
Loading

Variable and Indicator
Consumer Environment Responsibility (ER)
1

ER1: My actions have an impact on environmental health

0.805

2

ER2: I had an ability for protect environment

0.863

3

ER3: I could learn how improve environment

0.814

4

ER4: I would work to made my surroundings be a better place

0.801

Environment Concern (EC)
5

EC1: I’m worried about Indonesia’s environment quality decrease

0.871

6

EC2: The environment in Indonesia is my main concern

0.886

7

EC3: I am deeply concerned about the problem of environmental preservation
in Indonesia

0.839

8

EC4: I regularly consider how Indonesia's environmental quality may be
enhanced

0.855

9

GCI1: I intend to buy Nutrifood products because of their concern for the
environment

0.897

10 GCI2: Because of their environmental performance, I want to purchase
Nutrifood goods in the future

0.856

11 GCI3: I would be happy to buy Nutrifood products that are eco-friendly

0.854

Green Consumption Intention (GCI)

Green Product Unavailability (GPU)
12 GPU1: I actually don't know where Nutrifood's products are sold

0.752

13 GPU2: Nutrifood products aren’t sold in stores close to my house

0.855

14 GPU3: Unless I look hard enough, I can't locate Nutrifood items

0.863

Cronbach
Alpha

Composite
Reliability

AVE

0.886

0.921

0.745

0.839

0.892

0.674

0.838

0.903

0.756

0.765

0.864

0.680

We may conclude that all of indicators utilized are valid based on the computation results in Table 1 since
the loading factor value was more than 0.5, allowing us to reach the conclusion that the measurement results
have met the feasibility of convergent validity (Ghozali, 2014). As a result, all indicators in the four variables
above fulfilled the convergent validity requirements.
In this study, Cronbach's Alpha and Composite Reliability were used to assess the reliability of the model.
Each variable must be satisfied in order to be declared as a reliable value, which must be more than 0.60 for
Cronbach's alpha, and must be higher than 0.70 for composite reliability (Ghozali, 2014). All of the variables
utilized are trustworthy, according to Table 1, since their current values satisfy the criterion, their composite
reliability values are more than 0.7, and their Cronbach alpha values are better than 0.6. Demonstrate that all
existing variables are trustworthy, allowing you to test the inner model with any research variable. This indicates
that all of the indicators in the questionnaire are consistent when allocated to respondents based on the findings
of the field investigation.
Once the reliability of the instrument is confirmed, the next logical step is to measure convergent validity,
which assesses the extent to which the constructs have a theoretical relationship with each other. AVE is used
to measure the degree of convergence between constructs. The acceptable threshold value for AVE is more than
0.50. The Table 1 illustrates that all AVE values exceed the minimum AVE threshold value. The range of AVE
values is between 0.674 and 0.756 Therefore, presence of convergent validity is confirmed.
The degree to which one construct differs and is distinct from another is referred to as discriminant validity.
The most widely used in assessing discriminant validity is Fornell-Larcker criterion (Table 2).
Table 2. Evaluation of Discriminant Validity
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It is claimed that discriminant validity has been proven when the square root of the AVE obtained for each
construct is greater than the greatest correlation of the construct with other latent constructs. The table above
describes the results of the Fornell-Larcker method used to measure discriminant validity. The square root of
the AVE of a construct depicted in bold is higher than its greatest correlation with other constructs, as can be
observed. (Ghozali, 2014). Thus it can be ascertained that discriminant validity has been established. Thus,
after the calculations have been carried out, all of the indicators in this study have been certified as legitimate
(valid), which means that they are based on field analysis results, all indicators of questions in the questionnaire
are suitable to be used as measuring tools.
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Figure 4. Inner Model of Structural Equation Modelling

The inner model test (also called inner relation or structural model) is aims to determine the influence of
the constructs, and the importance and value of the R-squared of the research model being conducted, while
considering the value R-square on the endogenous latent variable and the value of t-count on any exogenous
latent variables in the endogenous latent variable from the result of bootstrapping process. The next process is
to see whether there is a significant and strong influence of the independent and dependent variable. The inner
model's route design is depicted in Figure 4. The t statistics of each exogenous to endogenous latent variable
may be viewed. This research use a one-tailed test with 5% error rate to test the hypothesis. Then the critical
value to be reached in this hypothesis test is 1.6506. If the t-statistic value is greater than the critical value
(1.6506), then there is a significant influence between the exogenous and endogenous latent variable, which
can be observed in the Table 3.
Table 3. Evaluation of SEM Inner Model Output
Hypothesis/Path

Path
Coefficient

Standard
Deviation

t-Statistics

P Values

Decision

H1

Environment Responsibility to Environment
Concern

0.857

0.013

66.727

0.000

H1 Accepted

H2

Environment Responsibility to Green
Consumption Intention

0.271

0.063

4.274

0.000

H2 Accepted

H3

Environment Concern to Green Consumption
Intention

0.409

0.061

6.702

0.000

H3 Accepted

H4

Environment Responsibility to Green
Consumption Intention through Environment
Concern

0.351

0.053

6.677

0.000

H4 Accepted

H5

Moderating role of Green Product Unavailability
in Environment Concern to Green Consumption
Intention

-0.074

0.031

2.111

0.009

H5 Accepted
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DISCUSSIONS
This section will discuss the research result from the previous section. The analysis for the results will be
focused on the impact oow growth of income per capita and small change in income inequality.
The results of the direct relationship based on the bootstrap technique and the PLS-SEM algorithm have
been shown in Table 3 above. After a thorough review of the model path coefficients in the outer model, it
can be assessed by examining the t-statistical values in the outer load (ie, path coefficient, standard deviation,
t-statistic value, and P values). The path coefficient depicts the direction of each variable's effect. If it is positive,
it means that the influence of each variable is positive and vice versa. Then t-statistic value and P-value indicate
the significance level of relationship, if the t-count value is above 1.6506, then the influence of each variable is
significant. Other consideration is when the p-value is less than 0.05, the link between the variables is considered
significant. The table above illustrates that all t-statistic values are greater than the acceptable threshold of 1.6506
and the P-value has been smaller than 0.05.
The value of R-square on the environment concern variable means that exogenous variables (consumer
environment responsibility) affect the endogenous variable by 0.735 or 73.5% and the rest is 26.5% influenced
by other factors not examined. Then the value of R-square on the green consumption intention variable means
that the exogenous consumer environment responsibility variable and the mediator environment concern variable
affect the endogenous green consumption intention variable by 0.596 or 59.6% and the rest 40.4% is impacted
by additional variables that have not been investigated. On the assessment criteria using PLS, the R-square
value of 0.67 denotes a 'excellent' model, 0.33 a 'moderate' model, and 0.19 a 'weak' model (Ghozali, 2014).
This study resulted in an R-square value of 0.735 for environment concern and 0.596 for green consumption
intention which indicates that the model in this study is good and moderate.
The underlying objective of this research is to look at the direct effect of environmental responsibility on
green consumption intentions. In addition, the indirect impact of these variables through the mediating role of
environment concern is also analyzed. In addition, the function of green product unavailability as a moderator
in the connection between environment concern and green consumption intentions was also examined. A total
of five hypotheses were developed based on the findings mentioned in the existing literature. This hypothesis
is observed by way of the TPB (theory planned behavior). This section presents a thorough discussion of this
hypothesis in relation to the existing research.
First hypothesis declare that environment responsibility has a positive and significant impact on environment
concern. This theory is supported by the research findings. This indicates that there was a positive effect of
consumer environment responsibility on concern for the environment. Therefore, it can be concluded that an
increase in individual environment responsibility will resulting in a substantial (significant) rise in development
of environment concern. This is as done in previous studies which showed a strong influence of environment
responsibility and concern for the environment (Sadachar et al., 2016; Slavoljub et al., 2015; White & Simpson,
2013; Yue et al., 2020). For example, (Chuang & Huang, 2018) observed that individuals with a stronger sense
of environment responsibility are more concerned about environmental issues and advocate for the usage and
adoption of green products because they believe humans are solely to blame for the emergence of various
environmental problems. Given these findings, it can be said that a higher sense of environment responsibility
leads to the development of a sense of environment concern.
Second hypothesis stated that environment responsibility has a positive and significant influence on green
consumption intention. The research results support this hypothesis. The existence of a positive relationship
means that with increasing consumer environment responsibility, the tendency to develop green consumption
intentions will also increase. This finding is fully in accordance with prior research findings. As example, (Attaran
& Celik, 2015) commissioned a research to assess the impact of environment responsibility on green consumption
behavior. The results reveal that environmentally responsible individuals show a greater tendency to develop
green consumption intentions which in turn makes them describe green consumption behaviors such as buying
green products. This is as done in previous studies showing a positive influence of environment responsibility
and green consumption intentions that have been examined in various cultural contexts (Attaran & Celik, 2015;
Slavoljub et al., 2015; Wu & Yang, 2018; Xu et al., 2020). Therefore, the premise in this investigation is that
there is a significant and positive influence of environment responsibility and green consumption intentions. This
means that environment responsibility is an individual's obligation if he is willing to make efforts to overcome
environmental problems at a personal level.
Then the third hypothesis argued that environment concern has a significant and positive impact on the
inclination to consume green products. The results support this hypothesis. This means that environment concern
and green consumption intentions are positively related to each other. In other terms, an increase in consumer
environment concern will result in a considerable and tangible increase on the development of green consumption
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intentions. This discovery backs up the findings of previous studies carried out in same but different cultural
contexts. For example, (Suki, 2016) suggests that individuals who care more about their environment tend to
develop pro-environmental attitudes which in turn encourage them to develop green consumption intentions. This
is as done in previous studies which showed that environment concern has a direct and positive relationship with
green consumption intentions (McDonald et al., 2015; Suki, 2016; Xu et al., 2020). Therefore, consumers who
have a higher sense of environment concern show more willingness to engage in green consumption behavior
by paying for environmentally friendly products and services.
The fourth hypothesis was environment responsibility has a significant and positive influence in created
green consumption intention through environment concern mediation. The results confirm the indirect effect
of environment responsibility on green consumption intentions through environment concern. This means that
environment concern mediates the relationship between environment responsibility and green consumption
intentions. This conclusion is consistent with prior research findings which also confirmed the mediating role
of environment concern in the same context. For example, (Tsarenko et al., 2013) observed that environment
responsibility passes through environment concerns before influencing individual green consumption behavior.
This is as done in previous studies which showed that environment responsibility positively influences proenvironmental behavior such as green consumption intentions, through the mediating role of the environment
(Rahimah et al., 2018; Tsarenko et al., 2013; Yue et al., 2020). Therefore, it is certain that environment concern
is an important construct that helps illustrate how environment responsibility building has an indirect impact
on green consumption.
The last hypothesis is green product unavailability plays a moderate role in the influence of environment
concern and green consumption intention. The results support this hypothesis. This means that the unavailability
of green products moderates the influence of environment concern and green consumption intentions negatively.
In other words, the unavailability of green products will weaken the influence of environment concern and
green consumption intentions. This is as done in previous studies which showed that the availability of green
products is the primary motivator for customers to engage and develop green consumption intention. Where the
availability of green products encourages consumers to be willing to buy and buy green items or goods (Gottschalk
& Leistner, 2013; Shahnaei, 2012; Shi et al., 2017; Walia et al., 2020; Wang et al., 2016). The unavailability
of green products encourages consumers to buy other conventional products that can pose certain risks to the
environment. However, there are major obstacles that hinder the activation of green consumption behavior among
environmentally responsible consumers. This barrier is mainly due to the unavailability of green products in
the consumer market. Environment responsibility and concern cannot be turned into behavior unless there are
substitutes for green products available in the market that will suppress the demand for conventional products.
The availability of green products is one of the main antecedents that drive consumers to develop green
purchase intentions. However, despite the increased awareness, consumers are still less informed about ecofriendly products and their features and attributes. Before authors suggest further research replication by
introducing new mechanisms that act as a moderator, such as the unavailability of green product. Therefore,
this study intends to bridge this gap by evaluate the moderating impact of green product unavailability in the
link between environment responsibility, environment concern, and green consumption intention, researchers
used a mediated moderation model.
This study strengthens the literature on the connection between consumer environment responsibility,
environment concern and green consumption intentions from the perspective of individual consumers. Although
there is a lot of literature available which focuses about the influence of environment responsibility and green
consumption intentions but mostly examines this relationship through the lens of corporate environment
responsibility. In addition, this study reveals that concern for the environment is an important precursor and
bridge that helps encourage the development of green consumption intentions. This finding is consistent with
several existing studies considering the unavailability of green products as an important antecedent that plays
an important role towards the development of green consumption intentions.
CONCLUSIONS
The findings of this study indicate that consumer environment responsibility, environment concern and green
consumption intentions have a positive and significant influence, which showed that environmental concern is
an important mediating variable in the interplay between environment responsibility and green consumption
intentions. Then this study makes a valuable contribution to the existing literature by examining the function
of green product scarcity as a moderator has negative effect from environment concern to green consumption
intentions significantly.
Nutrifood companies are advised to consistently produce green innovative products, because it can increase
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consumer environment responsibility and concern about environment. If consumer confidence with company’s
green product produced was increased, the consumption of purchasing green products will also increase.
Therefore, it becomes imperative for management of Nutrifood to make collective efforts aimed at acquiring
and adopting pro-environmental values and knowledge to develop environmental awareness and engage in
changing consumption patterns to promote green consumption behavior. For further research, it is recommended
to carry on with the study, but with the addition of factor variables relating to green marketing. Then further
researchers are advised to examine companies that are similar to this research, so that later the results of the
research can be used as a comparative study.
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