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Abstract

The environment has recently been of concern because it has been damaged. This is very much
influenced by human life, thus encouraging changes in consumer behavior to become more aware
of the environment. This study aims to analyze the effect of green advertising and personal values
on the development of individual beliefs about the environment. The need for consumer
preservation and green products is increasingly increasing consumer demand. This study
examines the Green Advertising variables and personal norms that affect the ecological attitude.
This study used student respondents from UPN "Veteran" Yogyakarta, who were already pro-
environment. The number of samples is 100 people. The data that has been collected is then
analyzed by several tests, namely the validity test using Convergent Validity and Discriminant
Validity, and the reliability test using the Average Variance Extracted (AVE). While the data
analysis technique used to answer the hypothesis is descriptive statistical analysis and Partial
Least Square (PLS) using the SmartPLS 3.2.8 software program. The results showed that the
variables of green advertising and personal norms had an effect on ecological attitude.
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I. INTRODUCTION

The environment has recently been concerning because it has been damaged. It is very much
influenced by human life. One of the reasons is because humans throw away garbage, which is
difficult to recycle. Most of the waste comes from the plastic product packaging sector, namely as
much as 146 tons per year (Our World in Data, 2015). Based on Research by McKinsey (2015),
Indonesia is the second-largest producer of plastic waste after China. The problem of the current
situation gives rise to Green Consumerism, where consumers show a preference for environmentally
friendly products and environmental concerns, and many actions have been taken by governments,
non-governmental organizations, businesses, and individuals to protect the environment. The form
of action taken by the government is the existence of Law of the Republic of Indonesia Number 32
of 2009 regarding the prohibition on environmental protection and management, which includes the
prohibition of conducting pollution, introducing hazardous and toxic objects (B3), entering waste
into environmental media, clearing land by burning, and so on.
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According to Research by Lakatos et al. (2016), consumer attitudes affect the environment and
protection of the environment and protection of the environment in Romania. This Research shows
that the environment in Romania is not positive for environmental awareness, but this attitude is not
in line with the real situation. However, these activities should be continued to help increase
consumer and SMEs awareness. Globalization makes sharing of knowledge about environmental
problems that occur, but attitudes and behavior towards the environment are still different depending
on the culture of each country (Laroche et al., 2001). It is necessary to discover environmental values
and personal norms that show a general relationship to understand the differences between cultures
(Zyglidopoulos, 2002)

Previous Research has increased consumer interest in green products, and the pro-environmental
attitude must pay attention to the factors that influence green purchase intention. According to Rahmi
et al. (2017), green purchase intention is influenced by green brand awareness, green brand image,
green advertising, and eco knowledge. The role of norms or moral values in encouraging potential
consumers to purchase organic food has always been a debate among researchers. However, many
studies argue that personal norms affect consumer attitudes (Klockner and Ohms, 2009) and,
according to Lakatos et al. (2016), show that, although Romanian consumers show positive attitudes
regarding environmental protection, their sustainable consumption behavior is in stark contrast to
their recognized environmental care.

II. LITERATURE REVIEW

Theory of Green Marketing

Green Marketing is considered as a process, and activity is taken by companies by sending
environmentally friendly goods or services to create consumer satisfaction (Soonthonsmai, 2007).
Green marketing is a marketing activity that seeks to reduce the social and environmental impacts
that occur from products or services that do not damage the environment. Usually, companies that
adopt green marketing face many challenges, such as variability in demand, unfavorable consumer
perceptions, and high production costs (Gurau and Ranchhod, 2005). According to Yan and
Yazdanifard (2014), Green marketing consists of various business activities aimed at meeting
consumer needs and desires, although reduce the negative impact on the environment. Green
marketing, in its application in companies, adopts the four elements of the conventional marketing
mix. Green marketing is a way for companies to take advantage of the environment of a product to
promote sales (Chen, 2010).

Ecological attitude

According to Simamora (2004), attitude is an expression of feelings, which reflects whether someone
is happy or displeased, likes or dislikes, and agrees or disagrees with objects and is the most important
concept in the study of consumer behavior, by influencing the attitude of consumer marketers hoping
to influence consumer buying behavior. Schultz et al. (2004) stated that environmental attitudes are
a collection of beliefs, influences, and intentions that a person has related to environmental activities.
This individual considers himself part of the environment. Most environmental sociologists argue
that the attitude towards the natural environment is a concern for the environment.

Green Advertising

According to Chan (2004) defines that environmentally friendly advertising is a claim that the
advertised product or production process has shown that it cares for the environment and protects the
environment. Environmental advertisements or green advertisements will provide product
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information that does not damage the environment so as to attract pro-environmental consumers to
buy and use these products (Prastiyo, 2016). Advertising aims to communicate indirectly to
consumers to provide information about the advantages of the product so that it will lead to an attitude
to make a purchase. Green advertising is one way to influence pro-environmental attitudes by
displaying advertisements in order to attract buying green products that do not pollute the
environment (Delafrooz et al., 2014).

H1: Green Advertising has an effect on the ecological attitude of pro-environmental
students

Personal Norms (PN)

Personal Norms are an obligation and moral to act with the personal value system itself (Schwartz,
1977). Someone will have a pro attitude towards the environment if they seem to have an obligation
to protect the environment in general. Belief in morals causes a person to realize the consequences
of their behavior on the environment and to accept responsibility for protecting the environment. The
VBN theory found by Stren (2000) proposes that personal values will influence the development of
their belief in the environment. This belief causes them to become aware that deviating from their
personal norms will make them feel guilty, and they realize that their behavior can damage the
environment. Personal norms and values will make a person aware of the actions to prevent their
negative behavior towards nature and make them aware that, in fact, human actions can affect nature
positively or negatively. The role of moral values in influencing someone to buy green products is a
debate among experts. However, many experts argue that the moral value of personal norms has a
positive and significant effect on consumer attitudes (Klockner & Ohms, 2009). From the explanation
above, the hypothesis of this research is:

H2: Personal norms affect the ecological attitude of pro-environmental students

Thinking Framework

Green

Advertising \
Ecological

Attitude

Personal Norms

Figure 1: Research Framework

III. RESEARCH METHODOLOGY

This Research was conducted to test the hypothesis. The population of this study was pro-
environmental students of UPN 'Veteran' Yogyakarta Indonesia. The sample in this study was UPN
'Veteran' Yogyakarta students who have behaved environmentally friendly. Sampling was using a
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non-probability sampling method. The criteria for respondents are individuals who have been or have
been involved in environmental conservation activities. Respondents can act as initiators, influencers,
users, or decision-makers. The number of samples taken was 100 respondents.

The data collection procedure in this study used a list of questions or a questionnaire. The data in this
study were obtained by providing a list of questions or questionnaires to respondents online, using
this study using a structural equation analysis model that explains the relationship between variables.
The data analysis tool used in this study was Smart PLS 3.2.8. PLS can analyze latent variables,
indicators, and measurement errors directly. PLS can be used with a small number of samples and
can be applied at all data scales. PLS analysis uses a two-step approach, (1) the evaluation model is
the external measurement model used for instrument testing, and (2) the inner model is used to test
the hypothesis of the path analysis proposed in the study.

Variables Indicator Source
GA 1. Environmental advertising increases my knowledge about | (Agustiningsih,
environmentally friendly products environmental 2016) and
2.advertising shows the company represents public aspirations about | (Delafrooz et al.,
environmental issues 2014)

3. I'll pay more for products/services advertised as green products
4. T trust more products in green advertising versus product in
commercial advertising.

5. I am more loyal to products/services made by companies that make
green advertising.

6. I enjoy watching environmental commercials and helping make
informed purchasing decisions

PN 1. I feel a moral obligation to take care of nature. (Cinjarevi¢ et al.,
2. When I buy food, environmental protection is important to me 2018) and
3. I would prefer organic food over conventional food (Bronfman et al.,
4. 1 feel I have to protect the environment. 2015)

5. I will feel guilty when wasting water and energy
6. I feel that I have to protect the environment in my daily life

EA 1. I am worried that the food I eat contains chemicals (Chan and Lau,
2. 1 am angry at the government's ignorance of helping control = 2000 and Nguyen
environmental pollution. etal., 2016)

3. I feel uncomfortable when looking at the environmental damage

4. The number of industries that cause environmental pollution makes
me worried

5. The whole problem of air pollution makes me annoyed

IV. FINDING AND DISCUSSION

In data analysis and This discussion explains about analyzing Green Advertising variables and
personal norms that affect an Ecological attitude. This study uses student respondents who are pro-
environment. The number of samples is 100 people.

Descriptive Analysis of Respondents
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Table 1. Characteristics of Respondents

Characteristics of Respondents %
Age
18-21Years 30%
22-25 Years 67%
26-29 Years -
30-33 Years 3%
>33 Years
Income / Allowance per Month
(IDR) 65%
<1,000,000 31%
> 1,000,000- 3,000,000 -
> 3,000,000 - 5,000,000 1%
> 5,000,000- 7,000,000 3%
> 7,000,000
STUDENTS
S1 74%
S2 20%
S3 6 %

Quantitative Analysis of Respondents

Testing Results Outer Model

The result of the measurement model test is carried out to assess the validity and reliability of the
model, as previously described. Because the indicators are reflective, assessments through
convergent validity, discriminant validity, composite reliability, Cronbach alpha, and AVE, the
previous data shows that green advertising variables meet the requirements, so they must remove
several indicators so that the data presented in tables 2 and 3. The data above shows each variable
indicator has a value of> 0.7. All indicators are declared feasible or valid, as seen from tables 2 and
3. The results have met the validity and reliability values.

Table 2.
Construct Reliability and Validity
Cronbach's rho_A Composite AVE
Alpha Reliability
EA 0.894 0.897 0.922 0.705
GA 0.704 0.779 0.831 0.623
PN 0.856 0.864 0.898 0.640
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Figure 3 - Algorithm (OuterModel)
Table 3
Cross Loading
EA GA PN

X12 0.434 0.706 0.329
X14 0.409 0.770 0.272
X16 0.700 0.881 0.632
X21 0.681 0.424 0.863
X22 0.648 0.691 0.810
X24 0.592 0.491 0.838
X25 0.690 0.477 0.828
X26 0.549 0.123 0.639
Y11 0.835 0.643 0.594
Y12 0.831 0.692 0.682
Y13 0.760 0.299 0.770
Y14 0.916 0.663 0.672
Y15 0.849 0.540 0.615

1)
Structural Model Testing Results (Inner Model) The

following are the inner model test results:
Table 4. Inner Model
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Testing Results Criteria
The Coefficient of Determination (R-square) High. The percentage of
EA 0.713 ecological attitude can be

explained through the green
advertising variable and
personal norms of 71.3%.

Predictive Relevance (Q-square) well, it means that the
Q*=1-(1-R1%)(1-R2?)...(1-Rp2) observed values of the
0.508 | reconstructed well by
Q>=0.428 providing relevant predictive
the Goodness of Fit (GoF) Large. The results of the

GoF value are above 0.36, so
47% it can be said that the model

GoF = \/average AVE x average R?

used is very fit.
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Figure 4.Testing Results from Inner Model

Table 5
Path Coefficient
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(0) (M) (STDEV) T Statistics P
Values
GA - 0.345 0.383 0.142 2.429 0.015
EA
PN -> 0.601 0.548 0.182 3.302 0.001
EA
DISCUSSION

Green Advertising and Ecological Attitude

Based on the path coefficient table, there is an effect of green advertising on an ecological attitude
of 0.345, and it is significant because the T-statistic is 2.429> 1.96, and the P-value is 0.015 <0.05.
Thus, it can be stated that the higher the green advertising, which shows concern for the environment,
the level of consumer awareness of environmental conservation, the better the behavior to preserve
the environment. Green advertising is used by companies as a way to communicate indirectly with
consumers who provide information about the benefits of advertised products and their relationship
with the environment so that it can affect a person's attitude to be happier and happier with
environmental care activities. The results of this study support research by Delafrooz et al. (2014)
argued that green advertising is a way to influence consumer attitudes.

Personal Norms and Ecological Attitude. Based

on the path coefficient table, there is an effect of green advertising on an ecological attitude of 0.601,
and it is significant because of the T-statistic. 3.302> 1.96 and a P value of 0.001 <0.05. Personal
norms show awareness that their behavior can prevent activities that can damage the environment
and realize that the higher the morale a person has, the greater the attitude of concern for the
environment. Awareness that individual actions affect nature positively or negatively. The results of
the study support research conducted by Shaw et al. (2015), showing that consumers have moral
obligations to act prudently in communities and environments that are vulnerable to their activities
have an influence on their attitudes to behave in protecting their environment.

V. CONCLUSION AND FURTHER RESEARCH

This study uses data obtained by 100 respondents by survey using google-form. Respondents are
pro-environmental students. Based on the data analysis carried out in this study, the conclusions that
can be presented from the results of this study are as follows: green advertising and personal norms
have a significant and positive effect on ecological attitude. The results of this study are expected to
be an able reference for future researchers who examine the influence of green advertising, personal
norms, and ecological attitude. The results of this study can be used as information and consideration
for companies and governments in determining steps and actions to implement green marketing and
social marketing practices related to increasing consumer care for the environment. This Research
can also provide direction for companies and governments to prioritize environmental-based
advertising in product campaigning.

The results showed that green advertising and personal norms have a significant and positive
influence on ecological attitudes, and personal norms had the strongest influence in increasing
ecological attitude. So it is suggested that any marketer who displays environmental advertisements
is more attractive to consumers. In addition, the norm or environmental responsibility of consumers
is concerned about the environment so that consumers can behave in an environmentally friendly
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manner. Thus, consumer behavior towards environmental preservation behavior can also be
improved, and environmental conservation efforts made by the government, companies, and
communities can be achieved. This Research can only be generalized to the scope of Research that
has certain criteria for subjects and research objects. Research is limited to the scope of green
consumer students in the Special Region of Yogyakarta. For the next Research, it is hoped that the
research setting is not only in the Special Region of Yogyakarta and uses variables but many other
factors that can actually be used to predict the effect of ecological attitude. Further Research needs
to develop questionnaire questions to measure green advertising, personal norms, and ecological
attitude.
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