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ABSTRACT
Purpose: The construction of homes to meet the primary needs of society results in a
surge of harmful gas emissions into the ecosystem. Globally, the construction sector
alone contributes a staggering 39% of gas emissions, underscoring the urgent need for
green innovation to mitigate their adverse impacts. The concept of green living emerges
as a strategy tm address this challenge; Consequently, this research aims to delve into
the influence of green brand positioning and perceived financial risk on the purchase
intention of green residential properties, with attitude towards environment as a
mediating variable.
Design/ methodology/ approach: This study adopts a quantitative associative approach,
employing purposive sampling technique to target consumers aged at least 21 years old
who live in Indonesia. Data is collected through online questionnaires distributed via
Google Forms, garnering responses from 269 participants. Data is processed using PLS-
SEM with SmartPLS 3.0 program for hypothesis testing.
Findings: The research findings reveal that both functional and emotional positioning
have a significant impact on attitudes towards environmental concerns. However, green
positioning does not exhibit such influence these attitudes. Maoreover, attitude towards
environmental issues significantly affect purchase intentions, although perceived
financial risk does not. This study also intimates that functional and emotional
positioning significantly influence purchase intention, with attitude towards
environment as a mediating variable.
Theory/ Practical implication: Consumer priorities lie in the functional and emotional
attributes of the green homes they purchase, while environmental consciousness needs
to be heightened. However, investing in green living often entails bearing higher costs,
thus creating financial constraints on consumers. This condition also calls for ongoing
education and advocacy initiatives to bolster consumer awareness of green living
practices, fostering consumer environmental awareness and active participation in
efforts to reduce greenhouse gas emissions.
Originality/ value: Research on green living remains limited in Indonesia due to
insufficient understanding and low environmental awareness. It isimperative to address
this issue to foster a deeper understanding of green concepts and promote
environmentally conscious behavior on a wider scale.

Keywords: attitude towards environment, emotional positioning, functional positioning,
green positioning, perceived financial risk, purchase intention
Paper type: Research paper




INTRODUCTION

Residential development poses a risk of emitting gases and harming the environment if
left unchecked. Buildings-GSR reports that buildings and the construction sector emit
37% of carbon dioxide (emission gases), contributing to global warming and disrupting
climate patterns (UNEP, 2023). To mitigate gas emissions and address extreme climate
changes, green innovation (Du, Yu, Sun, & Han, 2021) is crucial. This involves developing
sustainable (Yoong, Lim, Lee, Zakaria, & Foo, 2017) and environmentally friendly
buildings (Cajias & Piazolo, 2013; Chanda, Vafaei-Zadeh, Hanifah, & Thurasamy, 2023).
Green building efforts aim to reduce negative environmental impacts while enhancing
positive effects on both the surrounding environment and residential areas (Zhang, Wu,
& Liu, 2017). Kondo, Fluehr, McKeon, & Branas (2018) suggest that sustainability
concepts, green spaces, and environmental friendliness are market strategies for
developing environmentally conscious and human health-oriented cities.

Each country or region has distinct characteristics regarding climate conditions,
culture, traditions, environment, and economy, all of which influence green building
criteria. The Green Building Council Indonesia (2013) lists several criteria for a building
to be considered 'green’, including Appropriate Site Development, Energy Efficiency and
Conservation, Water Conservation, Material Resources and Cycle, Indoor Health and
Comfort, and Building Environment Management. Residential developments embracing
a harmonious coexistence with nature are referred to as the Green Living Concept (GLC),
which is gaining popularity among consumers seeking homes (Sivadasan, Quoquab,
Mohammad, & Basiruddin, 2020). This concept focuses on comfortable living spaces
where activities such as work and recreation can occur in outdoor settings, enhancing
the quality of life while, most importantly, reducing environmental damage.
Furthermore, Balaban & Puppim de Oliveira (2017) state that green buildings can reduce
energy consumption and gas emissions, save costs, improve users' health, and serve as
long-term investments.

The surge in green residential developments is driven by consumer demand
(Zhang, Chen, Wu, Zhang, & Song, 2018), exemplified by projects like Perumahan Graha
Natura and The Greenlake in Surabaya, which promote healthy and comfortable
lifestyles with ample green open spaces (Wijayaningtyas & Nainggolan, 2020). Zhang et
al. (2018) suggest that campaigns and advertisements for green products raise
consumer awareness of environmental preservation, gradually changing consumer
perspectives on purchasing decisions. Factors such as health awareness, consumer
knowledge, environmental concerns, and personal norms influence consumer attitudes
toward purchase intentions. Attitudes are shaped by moral intensity and perceived risks,
which, in turn, affect purchasing intentions (Yen & Hoang, 2023). Theory of Planned
Behavior (TPB) explains that consumer intentions motivate actions, with stronger
intentions leading to a higher likelihood of action (Fishbein & Ajzen, 1975). Sivadasan et




al. (2020) argue that consumer purchase intentions for green residential properties
motivate property developers to construct the desired green homes.

Perceived risk refers to consumers' negative expectations regarding their
behavior. Companies strive to understand consumers' perceived risks to enhance
purchase intentions (Juliana, Djakasaputra, & Pramono, 2020). Perceived risk plays a
crucial role for consumers, particularly in purchasing new and innovative products such
as sustainable products (Kang & Kim, 2013; Wang & Tian, 2022). Tan & Goh (2018)
identify three risk factors in purchasing green residential properties: financial,
performance, and psychological risks. Research findings demonstrate that financial risk
significantly influences consumer purchase intentions for green residential properties.
The higher the financial risk faced by consumers, the lower their purchase intentions
due to concerns about financial losses resulting from product prices. High financial risk
is also a challenge for green brands if it is not managed properly, such as in product
prices and questionable sustainability claims.

Green brand positioning (GBP) is a corporate strategy to design products that
enhance consumer awareness of the brand and green products, influencing consumer
purchase intentions for green products (Huang, Yang, & Wang, 2014; Situmorang,
Indriani, Simatupang, & Soesanto, 2021). Situmorang et al. (2021) state that consumers
with knowledge of environmentally friendly products tend to make purchases, thereby
significantly influencing their attitude towards the environment (Situmorang, Indriani,
Simatupang, & Soesanto, 2021; Sivadasan, Quoquab, Mohammad, & Basiruddin, 2020).
Attitudeis a strongdriver of product purchase behavior (Ajzen, 1991). A positive attitude
towards the environment leads to consumer awareness of protecting their living
environment. As consumers have a positive attitude towards environment, they tend to
show greater concern for the environmental impact of the product they consume. This
strengthens consumers’ purchase intention towards environmentally friendly products
and creates greater demand for sustainable product.

Previous research in Indonesia shows that energy consumption and
sustainability differ between landed houses and high-rise apartments. Landed houses
often consume more energy due to less efficient design and larger areas that require
cooling. In contrast, high-rise apartments can be more energy-efficient due to shared
walls and centralized systems, but there are still issues with energy use in elevators and
HVAC systems (Svendsen & Schultz, 2022). Both types of buildings often lack sufficient
green building features (IFC, 2023). Due to this gap, developers are promoting green
branding by positioning their properties as eco-friendly. Marwat, Yousafzai, & Akbar
(2023) stated that there is a relationship between Green Brand Positioning (GBP) and
the purchase intention of green living, while the impact of perceived financial risk on
purchase intention remains largely unexplored. To address this gap, a development from
previous research targeted working-age or productive-age groups with a steady income,
specifically consumers aged at least 21 years old who intend to purchase homes through




Home Ownership Credit (KPR) (CIMB Niaga, 2024; Putri & Martana, 2021) prioritizing

green housing products in Indonesia.

2. Literature Review
Green Brand Positioning and Attitude Towards Environment

The term “brand” is defined as the name, term, symbol, design, or combination
thereof, serving to distinguish goods and services offered by sellers from those of
competitors. According to Shahid, Hussain, & Zafar (2017), the brand plays a pivotal role
in influencing consumer purchasing decisions. When it comes to new products,
consumers typically seek information about the product. If the product manages to
meet consumer expectations, they are more likely to exhibit loyalty, thereby
contributing to the brand’s growth (Ercis, Unal, Candan, & Yildirim, 2012). Hence, it is
crucial to build a brand to increase consumer awareness. Keller & Lehmann (2006) state
that brand positioning is a company's action to design offerings and build a brand image
with the hope of occupying a perception in the minds of consumers. Brand positioning
is not about creating something new, but manipulating what already exists in
consumers' minds (Saqib, 2021). However, interpretations of brand positioning in
consumers’ minds may vary due to individual differences in characteristics, goals, values,
mindset, culture, and social factors (Adina, Gabriela, & Roxana-Denisa, 2015).

Huang et al (2014) state that Green Brand Positioning (GBP) is part of the brand
identity and value proposition about environmentally friendly company attributes that
need to be actively communicated to consumers. GBP focuses on highlighting the
unique environmentally friendly features of a brand compared to competitors, (Gong,
Sheng, Peverelli, & Dai, 2020) including functional, emotional (Hartmann, Ibafiez, &
Sainz, 2005), and green positioning (Huang, Yang, & Wang, 2014). Wang's (2017)
research validates that all three attributes significantly influence brand attitude.
Functional positioning demonstrates the superiority of environmentally friendly
products in production processes, product usage, and disposal compared to
conventional products. According to Hartmann et al. (2005), there are three emotional
benefits that influence consumer behavior (1) a sense of well-being that motivates
altruistic actions, (2) positive social expression by using green brands, and (3) sensory
and emoational satisfaction derived from direct contact with nature. Gong et al. (2020)
elaborate on emotional positioning, emphasizing the relationship between humans and
nature. Consumers who care about the environment tend to be sincere, empathetic and
other positive traits towards a brand. Green positioning is therefore a successful
strategy for building a green brand identity that offers tangible environmental benefit
and aligns with the value of environmentally conscious consumers (Huang, Yang, &
Wang, 2014). This approach not only enhances brand reputation but also fosters a
deeper emotional connection between consumers and green products.




H1: Functional positioning significantly influences attitude towards environment
H2: Emotional positioning significantly influences attitude towards environment
H3: Green positioning significantly influences attitude towards environment

Attitude Towards Environment and Purchase Intention

Classical balance theory assumes that humans seek equilibrium between values,
attitudes, and behaviors. In the social psychology literature, Stern (2000) developed the
Attitude-Behavior-Context model, which integrates behavior and the environment,
suggesting that behavior is a function of both the organism and its environment.
Environmental attitude refers to the ability to evaluate environmental conditions with a
certain degree of (dis)agreement (Milfont & Duckitt, 2010), which is also referred to as
environmentally friendly consumer attitudes, sometimes confused with environmental
behavior. Attitude is an individual's assessment of whether a behavior is beneficial or
detrimental to themselves (Ajzen, 1991). The level of environmental concern influences
consumer behavior (Attaran & Celik, 2015). Furthermore, attitude towards environment
impacts the environment, assessed based on a product’s environmental impact,
deforestation, and energy usage (Esmaeilpour & Bahmiary, 2017). Zhuang, Luo, & Riaz
(2021) affirm that attitude positively impacts purchase intention. Individuals with higher
environmental attitudes demonstrate increased concern for environmental issues and
tend to buy products or services that pose minimal harm to the environment
(Situmorang, Indriani, Simatupang, & Soesanto, 2021). However, Chin, et al. (2019)
suggest otherwise, indicating that attitudes toward green brands do not significantly
influence consumer purchase intentions due to perceptions that such products
inadequately protect the environment. Low consumer environmental concern may also
result in dissonance, rendering attitude towards environment unreliable predictors of
purchase intention. Notably, a sense of environmental responsibility effectively predicts
attitudes towards environment and influences consumer behavior (Yue, Sheng, She, &
Xu, 2020).

The Theory of Planned Behavior (TPB) elucidates that intention is the strength of
one’s willingness and the effort they are willing to exert to perform a behavior (Ajzen,
1991). Stronger intentions correspond to a higher likelihood of behavior enactment.
Purchase intention serves as a deferred transaction and a crucial gauge of actual
purchasing behavior. Perceived low product quality or excessive pricing diminishes
consumer purchase intentions (Chang & Wildt, 1994). Shah et al. (2012) state that
purchase intention hinges on brand familiarity, which fosters consumer trust. Brand-
loyal consumers demonstrate a willingness to expend more resources and repeatedly
procure products (Ercis, Unal, Candan, & Yildinm, 2012; Shah, et al., 2012). To
comprehend environmentally conscious consumer behavior, environmental attitudes
stand out as primary and pivotal antecedent variables determining purchase intention
and environmentally friendly consumer behavior (Chen & Tung, 2014; Prete, et al., 2017).




H4:  Attitude towards environment significantly influences purchase intention
Perceived Financial Risk and Purchase Intention

Risk is defined as the likelihood of events occurring that have unfavorable effects
on humans and the environment (Vasvari, 2015). The resulting consequences are
unpredictable, and among the possible outcomes, some may be unpleasant for
consumers (Bauer, 1960). According to Pidgeon (1992), risk perception involves an
individual's beliefs, attitudes, judgments, and feelings, along with broa social or
cultural values and dispositions. Different cultures yield different decisions (Pefia-Garcia,
Gil-Saura, Rodriguez-Orejuela, & Siqueira-Junior, 2020). Risk perception is highly
subjective and influenced by social factors and cognitive biases, meaning that a specific
hazard will have different meanings for different people and in varying contexts. The
risks associated with a product or service purchase cannot be controlled by consumers,
who will face uncertainty and the consequences of their purchase decisions (Lim, 2003;
Hwang & Choe, 2020). The greater the perceived risk, the less likely a purchase will occur
(Chang & Tseng, 2011).

Perceived financial risk refers to the likelihood of monetary loss occurring due to
the value of the purchased product being higher than the value received (Wu, Yeh, &
Hsiao, 2011). Financial risk is crucial in the purchasing process due to the heightened
feelings of monetary loss when consumer expectations are not met (Shapiro, Reams, &
So, 2018). Kang & Kim (2013) suggest that to minimize financial risk, buyers should seek
appropriate prices by gathering information about the price-to-quality ratio. Tan & Goh
(2018) and Njo & Sugeng (2023)demonstrated the impact of perceived financial risk on
green residential purchase intentions. Consumers are inclined to purchase green homes
when the initial and maintenance costs are lower compared to conventional products.

H5: Perceived financial risk significantly influences purchase intention

Green brand positioning encompasses green positioning, functional positioning, and
emotional positioning, all of which influence consumer purchase intention. Green
positioning emphasizes a brand's environmental practices, functional positioning
highlights the sustainable benefits of the product, and emotional positioning creates an
emotional connection through environmental values (Hartmann, Ibafiez, & Sainz, 2005;
Huang, Yang, & Wang, 2014). Attitude towards the environment mediates the impact
can strengthen the influence of green brand positioning on purchase intention (Yue,
Sheng, She, & Xu, 2020). However, the perception of financial risk-free is also important
because consumers may hesitate to buy if they feel the price is too high or lacks value
(Wu, Yeh, & Hsiao, 2011). This explanation is shown in Figure 1, namely the research

conceptual framework.
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Figure 1. Research Conceptual Framework

RESEARCH METHOD 3

This study employs associative research to examine the influence of more than
two variables. The sampling method used is non-probability sampling, with a purposive
sampling technigue based on specific criteria. These criteria include consumers who are
at least 21 years old, which is the minimum age required to apply for a Home Ownership
Loan (KPR) (CIMB Niaga, 2024). Additionally, Le-Hoang et al. (2020) identify the age
group of 25-35 years as adults with a demand for purchasing homes. The age group of
36-45 years comprises individuals with stable incomes who prefer buying homes for
living and investment purposes. Those aged 46 years and above are more inclined
towards investment. The three age groups are the consumers who will be used as
respondents. Data collection was carried out by distributing questionnaires online via
social media using google forms on residents living in cities in Indonesia (such as: Jakarta,
Surabaya and Makassar) who are starting or already have green residential development
in Indonesia.

The questionnaire is structured into two parts: the first part covers respondent
demographics, and the second part covers the latent variables (construct that are
measured through indicators or manifest variables) in the study of purchase intention.
The measurement adaptation for Green Brand Positioning includes Functional
Positioning, Green Positioning, Emotional Positioning, and Attitude Towards
Environment from Sivadasan et al. (2020), Perceived Financial Risk (Tan & Goh, 2018),
and Purchase Intention (Sivadasan, Quoquab, Mohammad, & Basiruddin, 2020; Tan &
Goh, 2018). The questionnaire is presented using statements with a Likert scale
measurement from 1 to 5, ranging from "strongly disagree" to "strongly agree". A 5-
point scale produces a more normal distribution of responses compared to a 4-point
scale where the distribution can be more skewed due to fewer response options (Carifio
& Perla, 2007), and a 5-point scale is more in line with psychological theories of attitude
measurement (Allen & Meyer, 1990).




ata analysis was performed using Structural Equation Modelling (SEM) Partial
Least Square (SmartPLS 4.0). PLS is a component or variance-based SEM model that uses
path diagrams to analyze all observed variables according to the theoretical framework.
Hair et al (2022) stated that SEM-PLS is very useful for testing the relationship between
latent and manifest variables simultaneously, also effective for models involving
complex relationships between many variables. Itis flexible for data that does not meet
the assumption of normality and can be applied to smaller sample sizes. SEM-PLS is
useful for theory development and model validation, including hypothesis testing about
direct and indirect effects between variables. SEM-PLS analysis comprises two models:
the outer model and the inner model. The outer model assesses the relationship
between indicators and Igtent variables, while the inner model analyzes the
relationships among latent variables. The outer model is used to test validity (the
instrument's ability to measure what it intends to measure)gand reliability (the
consistency of the measurement instrument). The evaluation of the outer model
includes (1) Convergent Validity (CV), which explains the correlation of indicators with
latent variables based on outer loading values and Average Variance Extracted (AVE).
Indicators with outer loading value < 0.4 are considered invalid and thus cannot be used.
Outer loading values between 0.4 — 0.7 should be reviewed by removing indicators to
improve AVE and Composite Reliability (CR) values. High outer loading values indicate
that indicators are well explained. (2) Discriminant Validity, which explains the
difference between variables. Discriminant validity is tested using the Fornell-Larcker
criterion and cross-loadings. In the Fornell-Larcker criterion, the square root of the AVE
value of a variable must be greater than the correlation with other variables. For cross-
loadings, the loading value of each indicator for its variable must be higher than its
loading on other variables. If both conditions are met, the variable is considered valid.
(3) Reliability Test, which measures the accuracy, consistency, and precision of the
measurement instrument using Cronbach’s alpha and composite reliability. The
requirement for Cronbach’s alpha and composite reliability values is > 0.70.

The inner model is tested using the t-statistic with bootstrapping, and the R-
Square value is used to explain the extent to which exogenous variables explain
endogenous variables. Predictive relevance (Q-square) is used to assess and observe the
research model. If the Q-square value is > 0, the model is considered to have predictive
relevance (and vice versa) (Hair, Hult, Ringle, & Sarstedt, 2022)

ANALYSIS AND DISCUSSION

The data collection process involved distributing questionnaires via social media
to respondents aged 21 and above, resulting in a total of 269 respondents. The
demographic characteristics of the respondents are described in Table 1.




Table 1. Respondent Profile

Description Frequency (%)
Age (years) 21-25 67 24.9%
26-35 180 66.9%
36-45 15 5.6%
> 45 7 2.6%
Gender Male 115 42.8%
Female 154 57.2%
Education < High School 1 4.1%
Background
Diploma/Undergraduate 219 81.4%
Postgraduate 39 14.5%
Residence Java 162 60.2%
Sulawesi 93 34.6%
Kalimantan 5 1.9%
Papua 2 0.7%
Maluku Islands 3 1.1%
Nusa Tenggara 4 1.5%
Profession Student 29 10.8%
Civil Servant 1 0.4%
Private Employee 121 45.0%
Entrepreneur 76 28.3%
Professional 29 10.8%
Others 13 4.8%
Monthly Income <Rp. 4.200.000 69 25.7%
Rp. 4.200.000 - Rp. 21.000.000 175 65.1%
Rp. 21.000.001 - Rp. 42.000.000 15 5.6%
> Rp. 42.000.000 10 3.7%
Has ever livedin a Yes
green residential 34 12.6%
property
No 235 87.4%

Note: USS1 = Rp.15.000,-

Table 1 shows that 67% of the respondents are aged 26-35, corresponding to the
early working age group. The gender composition is 43% male and 57% female, with
60% residing on the island of Java and 35% on the island of Sulawesi, primarily from
major cities such as Jakarta, Surabaya, and Makassar. These cities have begun offering
and developing green buildings, including green residential property. Developers are
actively promoting green residential property to the public (Rizky, 2022). Additionally,
81% of the respondents have a diploma or bachelor's degree, work as private employees,
and 65% have a monthly income ranging from Rp. 4,200,000 to Rp. 21,000,000. However,
87% of the respondents have never lived in green residential housing due to its limited
availability and perceived high cost. Table 2 displays the mean value and standard
deviation of the indicator of each latent variable measured using a Likert scale of 1
(strongly disagree) to 5 (strongly agree).




Table 2. Description of Variable Indicators with Mean and Standard Deviation Values

Variable Code Indicator Mean SD
Functional FP1 Green residential property is comfortable 4.212 0.788
Positioning FP2 Green residential property is of a high quality 4.193 0.721
(Sivadasan, FP3 Green residential property is very safe 4.037 0.794
Quoquab, FP4 Green residential property is easy to use 3.714 0.946
Mohammad, &
Basiruddin,
2020)
Green GP1 Green residential property is more energy 41.383 0.770
Positioning efficient (LED lights)
(Sivadasan, GP2 Green residential property utilizes an
Quoquab, advanced technology (Home appliances that 3.758 1.072
Mohammad, & utilizes sensors)
Basiruddin, GP3  Green residential property reduces air 4494  0.750
2020) pollution
GP4 Green residential property is modern and 4119 0.850
follows the modern lifestyle
GP5 Green residential property is very innovative 4.327 0.779
Emotional EP1 Green residential property is familial 3.803 1.018
Positioning EP2 Green residential property is well-known 3.368 1.115
(Sivadasan, EP3  Green residential property has a positive 4543  0.630
Quoquab, impact on the environment
Mohammad, & Ep4 Green residential property is of a high value 3.996 0.906
Basiruddin, EP5 Green residential property is modern 4.253 1.196
2020) EP6 Green residential property has an
environmentally friendly concept (the amount 4.201 0.802
of tree planting around the residential area)
Attitude ATE1l | need to protect the environment 4.468 0.714
Towards ATE2 | need to reduce pollution 4.528 0.703
Environment ATE3 | need to take care of the environment 4550 0.611
(Sivadasan, ATE4 | am willing to take care of the environment in
Quoquab, the long tegrm 4554 0641
Mohammad, & ATES  |am responsible for the environment
Basiruddin, 4.372 0.802
2020)
Perceived PFR1  Purchasing a green residential property is an 2 067 1.050
Financial Risk inappropriate use of money ' )
(Tan & Goh, PFR2 Purl:hlasmg agreen rt?5|dent|al property is a 2126 1.005
2018) poor investment choice
PFR3 F'urc_hasmg a green residential property is not 5145 1.041
profitable for me
PFR4 | will regret purchasing a green residential 1.970 1.005
property
Purchase PI1 | intend to purchase a green residential
Intention property in the future due to my concern for 3.870 0.855

the environment




Variable Code Indicator Mean SD

(Sivadasan, P12 | intend to purchase a green residential
Quoquab, property in the future due to its positive 4.019 0.778
Mohammad, & impact on the environment
Basiruddin, PI3 | would be glad to purchase a green
2020; Tan & residential property in the future because of 4.149 0.800
Goh, 2018) the environmentally friendly concept
P14 When purchasing a property, | am planning to
purchase a green residential property rather 3.870 0.868

than a conventional one

PIS When purchasing a property, | prefer
purchasing a green residential property than a 3.851 0.849
conventional one

The first stage is the analysis of the outer ggodel to test the validity and reliability
of the variables used. This analysis measur ge indicators of each latent variable
developed in the study through the process of convergent validity, discriminant validity,
and reliability testing.

Convergent validity (CV) measures the correlation between indicators and their
latent variables, if there is an indicator with an outer loading value of < 0.4 then it will
not be used in the analysis. Table 3 shows the outer model test where the EP-5 and GP-
1 indicators eliminated as their outer loading values are < 0.4. The next examination is
the value of Average Variance Extracted (AVE), where after the two indicators are
eliminated, AVE is > 0.5 so the validity test is accepted. For the discriminant validity,
cross-loadings and Fornell-Larcker criterion are used. The discriminant validity test with
cross-loading values demonstrates that the indicator values for the latent variables are
higher than those of other variables, thereby meeting the validity criteria.

Table 3. Quter Model Assessment

Variable Indicator Outer CA CR AVE
Loadings

Functional FP1 0.774 0.794 0.799 0.770
Positioning FP2 0.788
FP3 0.814
FP 4 0.765

Green GP2 0.566 0.720 0.810 0.751
Positioning GP3 0.829
GP4 0.643
GP5 0.813

Emotional EP1 0.658 0.775 0.807 0.517
Positioning EP 2 0.561
EP3 0.759
EP 4 0.793
EP 6 0.796

ATE1 0.874 0.925 0.927 0.617




Variable Indicator Outer CA CR AVE

Loadings

Attitude ATE 2 0.898
Towards ATE3 0.892
Environment ATE4 0.893
ATES 0.827

Perceived PFR 1 0.841 0.890 0.900 0.521
Financial Risk PFR 2 0.868
PFR3 0.919
PFR 4 0.840

Purchase PI1 0.885 0.918 0.927 0.753
Intention Pl 2 0.886
PI3 0.877
Pl 4 0.845
PI5 0.839

In Table 4,g|e Fornell-Larcker criterion test, which employs the square root AVE
values of each variable, confirms that these values are greater than the correlations with
other variables, thus meeting the specified requirements. Following this, the reliability

st is conducted to measure the accuracy and consistency of the variables using
Cronbach’s alpha and composite reliability, both showing values greater than 0.6.
Indicators' outer loading values are selected based on Composite Reliability (CR), with
each variable displaying values greater than 0.7, confirming the reliability of the
indicators. Tables 3 and 4 present the results of the validity and reliability tests, both of
which meet the required criteria.

Table 4. Fornell-Larcker Criterion

Functional Green Emotional Attitude Perceived Purchase
Positioning Positioning Positioning towards Financial Intention
Environment Risk

Functional 0.786

Positioning

Green 0.564 0.722

Positioning

Emotional 0.663 0.563 0.719

Positioning

Attitude 0.510 0.428 0.625 0.877

Towards

Environment

Perceived -0.151 -0.063 -0.249 -0.279 0.867

Financial

Risk

Purchase 0.601 0.450 0.645 0.595 -0.236 0.867

Intention




The inner model analysis examines the relationships between latent variables using the
R-square coefficient of determination, which measures how well the variance in
endogenous variable explained by exogenous variable. Table 5 displays the R-square
value on attitude towards environment and purchase intention. Changes in attitude
towards environment can be moderately explamﬁ by 41.1% (R>=0.411> 0.25) by green
brand positioning (FP, GP, and EP). Also, changes in purchase intention can be explained
by attitude towgrds environment and perceived financial risk moderately by 35.9% (R?
=0.359 > 0.25) while the remaining (64.1%) is explained by other variable. According to
the research model from conceptual framework, there is a high predictive relevance of
the model because the Q-square value is 62.2% > 0 (Hair, Hult, Ringle, & Sarstedt, 2022).

Table 5. R-square value

R-square
Attitude towards Environmental 0.411
Purchase Intention 0.359
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Figure 2. Diagramof path coefficients and t-statistics

The final stage of the analysis involves hypothesis testing using p-values. Table 6 on the
direct path analysis shows that both functional positioning and emotional positioning
significantly impact attitude towards environment. Additionally, purchase intention is
significantly influenced by the attitude towards environment. Furthermore, the indirect




path analysis reveals that functional positioning and emotional positioning significantly

affect purchase intention (p-values < 0.05).

Table 6. Path Coefficient Result

Variable Original t-statistics  p-values
Sample

Direct Effects
Functional Positioning = Attitude Towards Environment 0.147 2.079 0.038*
Green Positioning - Attitude Towards Environment 0.070 0.863 0.388
Emotional Positioning = Attitude Towards Environment 0.488 6.854 0.000*
Attitude Towards Environment = Purchase Intention 0.574 10.384 0.000*
Perceived Financial Risk < Purchase Intention -0.076 1.299 0.194
Indirect Effects
Functional P05|t|on.|ng - Attitude Towards Environment 0.085 1.980 0.048*
- Purchase Intention
Green Posmonlr.lg - Attitude Towards Environment - 0.040 0.834 0.404
Purchase Intention
Emotional Positioning - Attitude Towards Environment 0.280 6.084 0.000*

- Purchase Intention

Information: Significant at o = 5%

DISCUSSION
Grand Brand Positioning towards Attitude Towards Environment

Green brand positioning, including both functional and emotional positioning
significantly influences attitude towards environment. In contrast, green positioning
does not have a significant effect. This study also demonstrates that both functional and
emotional positioning influence purchase intention through the mediation of
environmental attitudes. Functional positioning emphasizes the practical benefits of
eco-friendly homes, such as comfort, high-quality, and safety. Developers often enhance
these functional aspects by integrating smart home technology, which offers benefits
like energy savings, low carbon emissions, and recyclable materials (Gong, Sheng,
Peverelli, & Dai, 2020). These positive attributes make green homes more appealing to
consumers, increasing their willingness to invest. This finding aligns with Wang (2016)
who states that functional positioning positively influences the adoption of eco-friendly
products, despite challenges like potential user-friendliness issues and imitation by
competitors. Consequently, developers should focus on branding differentiation
strategies for green home. Functional positioning becomes a crucial strategy for
attracting consumer attention and is considered the most advantageous among the
three types of positioning (Huang, Yang, & Wang, 2014).

Emotional positioning also significantly influences attitude towards the
environment. This study demonstrates that green housing is perceived positively as a
modern and eco-friendly product. According to Hartmann et al. (2005), consumers




experience positive emotions when interacting with nature or using nature-related
products. This emational response enhances the value of attitude (Marwat, Yousafzai,
& Akbar, 2023) and motivates consumers to proactively protect the environment by
using eco-friendly products (Sivadasan, Quoquab, Mohammad, & Basiruddin, 2020).
Emotional positioning shapes consumer perceptions, evoking feelings of warmth,
increased social identity, closeness to nature, and anindirect sense of saving energy and
reducing carbon emissions (Gong, Sheng, Peverelli, & Dai, 2020). Therefore, a well-
crafted marketing strategy that leverage emotional positioning can effectively convey
implicit messages through the marketed products (Hartmann, Ibafiez, & Sainz, 2005).

On the other hand, green positioning does not significantly influence attitude
towards environment. This is due to a lack of information and availability of green
housing. A significant 87% of respondents stated they had never lived in green housing
before, indicating a lack of familiarity with or understanding of green housing. To
address this, companies need to enhance their green value and innovate their branding
strategies. Strengthening the green brand image and diversifying green branding
strategies across products and services are essential (Lin & Zhou, 2020). Huang et al.
(2014) emphasize the need for increased green brand knowledge (GBK) to raise
consumer awareness and concern for the environment.

Attitude Towards Environment and Perceived Financial Risk towards Purchase
Intention

This study demonstrates that attitude towards environment significantly
influences purchase intention. A sense of responsibility towards the living
environment—such as efforts to reduce air pollution, preserve the environment, and
maintain long-term environmental sustainability—serves as a positive motivator for
respondents. Sivadasan et al. (2020) stated that attitude drives product purchasing
behavior. Someone with a better attitude would have a higher intention to act (Ajzen,
1991). Consumers strive to protect their surroundings by purchasing or using eco-
friendly products (Ayad, Eshaer, Moustafa, & Azazz, 2021; Jaiswal & Kant, 2018; Tan &
Goh, 2018). Arttachariya (2012) states that consumers using green products develop
environmental values, leading to positive attitudes that shape their perception of eco-
friendly products and discourage them from buying conventional products, even at
lower prices (Ayad, Eshaer, Moustafa, & Azazz, 2021; Wang, Weisstein, Duan, & Choi,
2022). Suki (2016) also emphasizes that for companies to grow and meet their targets,
they must focus on green brand positioning.

This study shows that perceived financial risk does not significantly influence
purchase intention of green homes, it is possible that consumers do not see financial
risks such as higher costs, potential for poor investment and potential regret —as a direct
barrier at the time of purchases. This finding aligns with Tan & Goh (2018) and Ha et al.




(2024), which indicate that perceived financial risks has a limited impact the intention
to purchase green home. Therefore, it is imperative for developers to implement
effective marketing strategies to increase consumer understanding of these products. A
low understanding contributes to consumer hesitation, as green homes are often
considered new and novel products (Hwang & Choe, 2020) and green residential prices
are more expensive than conventional homes (Olanrewaju, Min, Sanmargaraja, &
Ponniah, 2020) resulting in consumers questioning whether the benefits are worth the
additional costs (Wu, Yeh, & Hsiao, 2011) further emphasized that perceived higher
initial and maintenance costs may be deter consumers from purchasing green homes.

Conclusion and Suggestion

Studies has been conducted on purchase intention for green residential
properties in several cities in Indonesian, including Jakarta, Surabaya, and Makassar.
These cities represent active area in developing green living concept. The results
indicates that both functional positioning and emotional positioning significantly
influence purchase intention, with attitude towards environmental as a mediating
variable. However, green positioning does not significantly impact purchase intention.
This is due to a limited development of green homes developed by developers,
insufficient specific regulations and incentives from the government for green homes,
as well as the lack of consumer understanding of the specific differences between
conventional and green houses. To support sustainable environments, there is a need
to enhance consumer knowledge about green housing. In accordance to the Attitugde-
Behavior-Context (ABC) theory, this study expands knowledge by evaluatinguﬁe
mediating role of attitude towards environment in the relationship between green
brand positioning and purchase intention for green residential properties.

Managerial Implications

Managers should adopt a logical and systematic approach to understanding
environmentally conscious consumer attitudes and their purchase intentions for green
homes. Functional and emotional positioning, as well as consumer values, are good
predictors of green purchase intentions. Therfore, marketing managers can develop
innovative marketing strategies and effective policies to boost consumer purchase
intentions. To promote green homes, manager might conduct educational and engaging
advertising campaigns. Positioning a brand as a product in the green living concept
requires a strong commitment to ethical principles in practice. Practioners and
marketers of green living concepts can benefit positively if they instill the positive values
of the offered housing product into consumers.
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Study?mitations and future research

This study did not consider the role of traditional architecture and its contribution to
reducing embedded carbon in Indonesia. Traditional architectural practices often utilize
low-carbon materials and sustainable design principles. Future studies could investigate
how integrating traditional architecture methods into modern green residential
development might impact environmental benefits and consumer appeal. Furthermore,
this study also is cross-sectional, which means it cannot provide definitive conclusions
about how consumer perceptions change over time. Future research should use a
longitudinal design to observe how consumer attitudes and intentions evolve over time.

Ethics Statements

The authors declare that all respondents gave informed consent to participate
voluntarily. No personal information that would allow identifying individuals was
collected.

Disclosure statement

No potential conflict of interest was reported by the author(s).

Corresponding author

Anastasia Njo can be contacted at: anas@ petra.ac.id. Lecturer in Finance and Real Estate
at the Finance & Investment Program, School of Business Management, Petra Christian
University.

References

Adina, C., Gabriela, C., & Roxana-Denisa, S. (2015). Country-of-origin effects on perceived
brand positioning. Procedia Economics and Finance, 23, 422-427. doi:10.1016/52212-
5671(15)00383-4

Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and Human Decision
Processes, 50(2), 179-211. doi:https://doi.org/10.1016/0749-5978(91)90020-T

Allen, N. 1., & Meyer, J. P. (1990). The measurement and antecedents of affective, continuance
and normative commitment to the organization. Journal of Occupational Psychology,

63(1), 1-18. doi:10.1111/].2044-8325.1990.th00506.x

Arttachariya, P. (2012). Environmentalism and green purchasing behavior: A study on graduate
students in Bangkok, Thailand. BU Academic Review, 11(2), 1-11. Retrieved from
https://so01 tci-thaijo.org/index.php/buacademicreview/article/view/81042/64496

Attaran, S., & Celik, B. G. (2015). Students’ environmental responsibility and their willingness
to pay for green buildings. International Journal of Sustainability in Higher Education,
16(3), 327-340. d0i:10.1108/1JSHE-04-2013-0029

Ayad, T., Eshaer, |. A.,, Moustafa, M. A., & Azazz, A. M. (2021). Green product and sustainable
tourism development: the role of green buying behavior. Revista Argentina de Clinica
Psicoldgica, 30(2), 236-249. doi:10.24205/03276716.2020.4022




Balaban, O., & Puppim de Oliveira, J. A. (2017). Sustainable buildings for healthier cities:
Assessing the co-benefits of green buildings in Japan. Journal of Cleaner Production,
163, 568-578. doi:10.1016/].jclepro.2016.01.086

Bauer, R. A. (1960). Consumer behavior as risk taking. In R. S. Hancock (Ed.), The 43rd.
Conference of the American Marketing Association, (pp. 389-398).

Cajias, M., & Piazolo, D. (2013). Green performs better: energy efficiency and financial return
on. Journal of Corporate Real Estate, 15(1), 53-72. d0i:10.1108/JCRE-12-2012-0031

Carifio, J., & Perla, R. J. (2007). Ten common misunderstandings, misconceptions, persistent
myths and urban legends about likert scales and likert response formats and their
antidotes. Journal of Social Sciences, 3(3), 106-116. doi:10.3844/jssp.2007.106.116

Chanda, R. C., Vafaei-Zadeh, A., Hanifah, H., & Thurasamy, R. (2023). Modeling eco-friendly
house purchasing intention: a combined study of PLS-SEM and fsQCA approaches.
International Journal of Housing Markets and Analysis, ahead-of-print{ahead-of-print).
doi:10.1108/1JHMA-04-2023-0059

Chang, E. C,, & Tseng, Y. F. (2011). Research note: e-store image, perceived value and
perceived risk. Journal of Business Research, 66(7), 864-870.
doi:10.1016/].jbusres.2011.06.012

Chang, T. Z., & Wildt, A. R. (1994). Price, product information, and purchase intention: an
empirical study. Journal of the Academy of Marketing Science, 22(1), 16-27.
doi:10.1177/0092070394221002

Chen, M. F., & Tung, P. J. (2014). Developing an extended Theory of Planned Behavior model to
predict consumers’ intention to visit green hotels. International Journal of Hospitality
Management, 36, 221-230. doi:10.1016/].ijhm.2013.09.006

Chin, T. A., Lawi, N. H., Sulaiman, Z., Mas'od, A., Muharam, F. M., & Tat, H. H. (2019). Effect of
green brand positioning, knowledge, and attitude of customers on green purchase
intention. Journal of Arts & Social Sciences, 3(1), 23-33. doi:10.37200/V2411/9442

CIMB Niaga. (2024, March 25). Memahami syarat KPR rumah komersil dan subsidi. Retrieved
from PT Bank CIMB Niaga Tbk:
https://www.cimbniaga.co.id/id/inspirasi/pinjaman/memahami-syarat-kpr-rumah-
komersil-dan-subsidi

Du, G., Yu, M., Sun, C., & Han, Z. (2021). Green innovation effect of emission trading policy on
pilot areas and neighboring areas: An analysis based on the spatial econometric model.
Energy Policy, 156, 1-10. doi:10.1016/j.enpol.2021.112431

Ercis, A., Unal, S., Candan, B., & Yildinm, H. (2012). The effect of brand satisfaction, trust and
brand commitment on loyalty and repurchase intentions. Procedia - Social and
Behavioral Sciences, 58, 1395-1404. doi:10.1016/j.sbspro.2012.09.1124

Esmaeilpour, M., & Bahmiary, E. (2017). Investigating the impact of environmental attitude on
the decision to purchase a green product with the mediating role of environmental




concern and care for green products. Management & Marketing, 12(2), 297-315.
doi:10.1515/mmcks-2017-0018.

Fishbein, M., & Ajzen, |. (1975). Belief, attitude, intention and behavior: An introduction to
theory and research. Reading, MA: Addison-Wesley. Retrieved from
http://www.jstor.org/stable/40237022

Gong, S., Sheng, G., Peverelli, P., & Dai, J. (2020). Green branding effects on consumer
response: examining a brand stereotype-basedmechanism. Journal of Product & Brand
Management, 30(7), 1033-1046. doi:10.1108/1PBM-03-2020-2785

Green Building Council Indonesia. (2013). Perangkat penilaian greenship: greenship untuk
bangunan baru versi 1.2. Divisi Rating dan Teknologi. Indonesia: Green Building Council
Indonesia.

Ha, M. T., Tran, K. T., Sakka, G., & Ahmed, Z. U. (2024). Understanding perceived risk factors
toward mobile payment usage by employing extended technology continuance theory:
a Vietnamese consumers’ perspective. Journal of Asia Business Studies, 18(1), 158-182.
doi:10.1108/JABS-01-2023-0025

Hair, J. F., Hult, G. T., Ringle, C. M., & Sarstedt, M. (2022). A primer on Partial Least Squares
Structural Equation Modeling (PLS-SEM) (3rd ed.). Thousand Oaks: SAGE.

Hartmann, P., Ibafiez, V. A., & Sainz, F. ). (2005). Green branding effects on attitude: functional
versus emational positioning strategies. Marketing Intelligence & Planning, 23(1), 9-29.
doi:10.1108/02634500510577447

Huang, Y. C., Yang, M., & Wang, Y. C. (2014). Effects of green brand on green purchase
intention. Marketing Intelligence & Planning, 32(3), 250-268. doi:10.1108/MIP-10-
2012-0105

Hwang, J., & Choe, J. Y. (2020). How to enhance the image of edible insect restaurants:
focusing on perceived risk theory. International Journal of Hospitality Management,
87. doi:doi.org/10.1016/j.ijhm.2020.102464

IFC. (2023). Green building market stakeholder assessment: Indonesia 2023. UK-IFC Market
Accelerator for Green Construction (MAGC) Research Program. . UK: International
Finance Corporation, World Bank Group. Retrieved from
https://edgebuildings.com/wp-content/uploads/2024/04/2024-04-02-IFC-Green-
Buildings-Indonesia-Stakeholder-Assessment-Report-Final-Revised-2. pdf

Jaiswal, D., & Kant, R. (2018). Green purchasing behaviour: a conceptual framework and
empirical investigation of Indian consumers. Journal of Retailing and Consumer
Services, 41, 60-69. doi:10.1016/].jretconser.2017.11.008

Juliana, Djakasaputra, A., & Pramono, R. (2020). Green perceived risk, green viral
communication, green perceived value against green purchase intention through
green satisfaction. Journal Industrial Engineering & Management Research, 1(2), 124-
139. d0i:10.7777 fjiemar.v1i2




Kang, J., & Kim, S. H. (2013, March). What are consumers afraid of? Understanding perceived
risk toward the consumption of environmentally sustainable apparel. Family and
Consumer Sciences Research Journal, 41(3), 267-283. doi:10.1111 /fcsr.12013

Keller, K. L., & Lehmann, D. R. (2006). Brands and branding: Research findings and future
priorities. Marketing Science, 25(6), 740-759. doi:10.1287/mksc.1050.0153

Kondo, M. C., Fluehr, J. M., McKeon, T., & Branas, C. C. (2018). Urban green space and its
impact on human health. International Journal of Environmental Research and Puliblic
Health, 15(3), 1-28. doi:10.3390/ijerph15030445

Le-Hoang, P. V., Ho, Y. T., Luu, D. X., & Le, T. T. (2020). Determinants of customer's apartment
purchase intention: is the location dominant? Independent Journal of Management &
Production, 11(4), 1303-1322. d0i:10.14807/ijmp.v11i4.1100

Lim, N. (2003). Consumers’ perceived risk: sources versus consequences. Electronic Commerce
Research and Applications, 2(3), 216-228. d0i:10.1016 /51567-4223(03)00025-5

Lin, J., & Zhou, Z. (2020). The positioning of green brands in enhancing their image: the
mediating roles of green brand innovativeness and green perceived value.
International Journal of Emerging Markets, 17(6), 1404-1424. d0i:10.1108/IJOEM-06-
2020-0657

Marwat, N. A_, Yousafzai, M. T., & Akbar, S. (2023). Measuring the impact of green brand
positioning on green brand attitudes in the context of Pakistan. Journal of Managerial
Sciences, 18(1), 47-70. Retrieved from
https://journals.qurtuba.edu.pk/ojs/index.php/jms/article /view/738

Milfont, T. L., & Duckitt, J. (2010). The environmental attitudes inventory: A valid and reliable
measure to assess the structure of environmental attitudes. Journal of Environmental
Psychology, 30, 80-94. doi:10.1016/j.jenvp.2009.09.001

Njo, A., & Sugeng, K. (2023). House purchase intention during pandemic COVID-19 in Surabaya,
Indonesia. Property Management, 41(2), 191-211. doi:10.1108/PM-03-2022-0020

Olanrewaju, A., Min, C. S., Sanmargaraja, S., & Ponniah, V. (2020). What is stopping the
adoption of sustainable residential buildings in Malaysia? In Z. Gou, Green Building in
Developing Countries. Green Energy and Technology (pp. 181-198). Springer, Cham.
doi:10.1007/978-3-030-24650-1_10

Pefia-Garcia, N., Gil-Saura, |., Rodriguez-Orejuela, A., & Siqueira-Junior, J. R. (2020). Purchase
intention and purchase behavior online: A cross-cultural approach. Heliyon, 6, 1-11.
doi:10.1016/j.heliyon.2020.e04284

Pidgeon, N., Hood, C., Jones, D., Turner, B., & Gibson, R. (1992). Risk Perception. In Royal
Society Study Group, Risk: Analysis, Perception, and Management (pp. 89-134).
London: The Royal Society.

Prete, M. |., Piper, L., Rizzo, C., Pino, G., Capestro, M., Mileti, A,, .. . Guido, G. (2017).
Determinants of Southern Italian households’ intention to adopt energy efficiency




measures in residential buildings. Journal of Cleaner Production, 153, 83-91.
doi:10.1016/].jclepro.2017.03.157

Putri, Y., & Martana, |. K. (2021). Prosedur pembiayaan kredit pemilikan rumah (kpr) griya pada
pt. bank syariah mandiri kantor cabang mayestik jakarta. Jurnal Administrasi Bisnis,
1(1), 62-68. doi:10.31294/jab.v1i1.382

Rizky, M. (2022, November 23). Konsep Hunian Hijau Diusung, Seberapa Serius Penerapannya?
(CNBC Indonesia) Retrieved from
https://www.cnbcindonesia.com/news/20221123201006-4-390661/konsep-hunian-
hijau-diusung-seberapa-serius-penerapannya

Saqib, N. (2021). Positioning — a literature review. PSU Research Review, 5(2), 141-169.
doi:10.1108/PRR-06-2019-0016

Shah, 5. S., Aziz, )., Jaffari, A. r., Waris, S., Ejaz, W., Fatima, M., & Sherazi, S. K. (2012). The
impact of brands on consumer purchase intentions. Asian Journal of Business
Management, 4(2), 105-110. Retrieved from https://maxwellsci.com/print/ajbm/v4-
105-110.pdf

Shahid, Z., Hussain, T., & aZafar, D. F. (2017). The impact of brand awareness on the
consumers’ purchase intention. Journal of Marketing and Consumer Research, 33.
doi:10.4172/2168-9601.1000223

Shapiro, S. L., Reams, L., & So, K. K. (2018). Is it worth the price?The role of perceived financial
risk, identification, and perceived value in purchasing pay-per-view broadcasts of
combat sports. Sport Management Review, 22(2), 235-246.
doi:10.1016/j.smr.2018.03.002

Situmorang, T. P., Indriani, F., Simatupang, R. A., & Soesanto, H. (2021). Brand positioning and
repurchase intention: the effect of attitude toward green brand. Journal of Asian
Finance, Economics and Business, 8(4), 491-499. Retrieved from
https://koreascience.kr/article/JAK0202109554061419.view

Sivadasan, R., Quoquab, F., Mohammad, J., & Basiruddin, R. (2020). Residential properties with
green living concept: what drives consumers to buy? International Journal of Ethics
and Systems, 36(3), 427-447. doi:10.1108/1JOES-04-2020-0042

Stern, P. C. (2000). Toward a coherent theory of environmentally significant behavior. Journal
of Sacial Issues, 56(3), 407-424. doi:10.1111/0022-4537.00175

Suki, N. M. (2016, December). Green product purchase intention: impact of green brands,
attitude, and knowledge. 118(12), 2893-2910. doi:10.1108/BFJ-06-2016-0295

Svendsen, A., & Schultz, P. C. (2022). Roadmap for an energy efficient, low-carbon buildings
and construction sector in Indonesia. Copenhagen: Danish Energy Agency. Retrieved
from https://globalabc.org/sites/default/files/2022-
08/Roadmap%20for%20an%20Energy%20Efficient%2C%20Low-
Carbon%20Buildings%20and%20Construction%20Sector%20in%20Indonesia.pdf




Tan, W. L., & Goh, Y. N. (2018). The role of psychological factors in influencing consumer
purchase intention towards green residential building. International Journal of Housing
Markets and Analysis, 11(5), 788-807. doi:10.1108/IJHMA-11-2017-0097

UNEP. (2023). Building materials and the climate: Constructing a new future. Yale Center for
Ecosystems + Architecture (Yale CEA). Paris, France: United Nations Environment
Programme. Retrieved Sept 11, 2024, from
https://wedocs.unep.org/20.500.11822/43293

Vasvari, T. (2015). Risk, risk perception, risk management —a review of the literature. Public
Finance Quarterly, 1, 29-48. Retrieved from
https://www.researchgate.net/publication/278410839_Risk_Risk_Perception_Risk_M
anagement

Wang, D., Weisstein, F. L., Duan, S., & Choi, P. (2022). Impact of ambivalent attitudes on green
purchase intentions: The role of negative moods. International Journal of Consumers
Studies, 46(1), 182-199. doi:10.1111/ijcs.12663

Wang, H. J. (2016). Green brand positioning in the online environment. International Journal of
Communication, 10, 1405-1427. Retrieved from
https://ijoc.org/index.php/ijoc/article/viewFile/3996/1598

Wang, H. J. (2017). A brand-based perspective on differentiation of green brand positioning: A
network analysis approach. Management Decision, 55(7), 1460-1475.
doi:10.1108/MD-04-2016-0251

Wang, T., & Tian, M. (2022). Exploring consumer perceived risk and purchase intention of
water-saving appliances: A moderated dual-mediation model. Frontiers in Psychology,
13(1099897), 1-15. doi:10.3389/fpsyg.2022.1099897

Wijayaningtyas, M., & Nainggolan, T. H. (2020, February). The millennial generation purchase
intention toward green residential building. International Journal of Scientific &
Technalogy Research, 9(2), 2054-2059.

Wu, P. C, Yeh, G. Y., & Hsiao, C. R. (2011). The effect of store image and service quality on
brand image and purchase intention for private label brands. Australasian Marketing
Journal, 19(1), 30-39. doi:10.1016/j.ausmj.2010.11.001

Yen, N.-T. H., & Hoang, D. P. (2023). The formation of attitudes and intention towards green
purchase: An analysis of internal and external mechanisms. Cogent Business &
Management, 10(1), 1-19. doi:10.1080/23311975.2023.2192844

Yoong, H. Q., Lim, K. Y., Lee, L. K., Zakaria, N. A., & Foo, K. Y. (2017). Sustainable urban green
space management practice. Symposium on Innovation and Creativity, 2, 1-4.
Retrieved from
https://www.researchgate.net/publication/320344911_SUSTAINABLE_URBAN_GREEN
_SPACE_MANAGEMENT_PRACTICE

Yue, B., Sheng, G., She, S., & Xu, J. (2020). Impact of consumer environmental responsibility on
green consumption behavior in china: the role of environmental concern and price
sensitivity. Sustainability, 12(5), 1-16. doi:10.3390/su12052074




Zhang, L., Chen, L., Wu, Z,, Zhang, S., & Song, H. (2018). Investigating young consumers’
purchasing intention of green housing in China. Sustainability, 10(1044), 1-15.
doi:https://doi.org/10.3390/su10041044

Zhang, L., Wu, J., & Liu, H. (2017). Turning green into gold: A review on the economics of green
buildings. Journal of Cleaner Production, 172, 2234-2245.
doi:10.1016/].jclepro.2017.11.188

Zhuang, W., Luo, X., & Riaz, M. U. (2021). On the factors influencing green purchase intention:
A meta-analysis approach. Frontiers in Psychology, 12(644020), 1-15.
doi:10.3389/fpsyg.2021.644020




purchase intention green residential

ORIGINALITY REPORT

3% 3% 4, 1o

SIMILARITY INDEX INTERNET SOURCES PUBLICATIONS STUDENT PAPERS

PRIMARY SOURCES

www-emerald-com-443.webvpn.sxu.edu.cn

Internet Source

(K

vital.seals.ac.za:8080

Internet Source

=

(K

Hurriyati Ratih, Tjahjono Benny,
GafarAbdullah Ade, Sulastri, Lisnawati.
"Advances in Business, Management and
Entrepreneurship”, CRC Press, 2020

Publication

(K

pasca.unila.ac.id

Internet Source

(K

Exclude quotes On Exclude matches <1%

Exclude bibliography On



