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Abstract

Environmental concerns globally, encompassing issues like pollution, global warming, and ozone depletion, highlight the urgency
for sustainability measures. Within the realm of green initiatives, understanding remanufactured products emerges as a facet of
environmental literacy. This research addresses prior inconsistencies by examining mediating factors specifically, the impact of
value consciousness and awareness of green products on the inclination to buy remanufactured goods. Collected data through
distributing 270 questionnaires which is a sample of data from the entire population of Bali province, Structural Equation
Modeling (SEM) via AMOS software version 23 was employed for analysis. Findings indicate the pivotal roles of green
knowledge of remanufactured products, value consciousness, and awareness in shaping the purchase intention to eco-friendly
items. Consequently, this study bears implications for companies aiming to advance sustainable products, and it offers insights for
policymakers and industry stakeholders to formulate strategies that foster consumer awareness and green product development.
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1. Introduction

Environmental issues are currently a major concern around the world. Many threats to environmental health endanger
all living things. Changes in weather, temperature, extreme weather, and other natural disasters have a comprehensive
impact on food security and public health (Zs, 2022). Environmental issues such as pollution, global warming, and
ozone depletion threaten the lives of all living things (Bashir et al., 2019). Environmental pollution does not only
occur due to large industrial activities, household activities also play a role in environmental pollution. Increasing
environmental pollution and depletion of natural resources have created pressure on governments and companies to
implement sustainable economic practices (Liu, 2022).

The concept of sustainability offers an alternate approach to the preservation of ecosystems and the environment.
Efforts to conserve the environment have been made, one of which is the conversion of non-environmentally friendly
everyday products into environmentally friendly products, often known as green products. Green products are the
most superior environmental solutions in many developed countries (Ramayah et al., 2010). Green product value has
a substantial impact on individual and environmental growth and development (Gaffney, 2014). Green understanding
of remanufactured products is one of the sustainability literacy programs included in green products.

Green knowledge about remanufactured products is triggered by environmentally friendly behaviors, attitudes toward
preserving the environment, and efforts to reduce waste and reduce pollution (Pandey & Syam, 2023; Ramirez et al.,
2015; Silva et al., 2020; P. Wang & Kuah, 2017). Remanufacturing is a process that involves transforming discarded
products into functional and valuable products. The process involves the recovery of materials and parts from old
products, their cleaning and repair, and re-assembly to produce products that are as good as new products so that
remanufactured products have a lower price (Aboul-Dahab et al., 2021; Ijomah et al., 1999; Liang et al., 2009; T. Van
Nguyen et al., 2020; Randhawa et al., 2015). The idea of remanufacturing has the potential to promote sustainability
(Singhal et al., 2019). The achievement of sustainability programs through remanufactured products cannot be
separated from the public's understanding of green products.
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The remanufacturing concept allows for the reduction of raw materials, the reduction of production costs, the
conservation of resources, and the preservation of the environment to accomplish the notion of sustainability (Lv et
al., 2021). Consumers who buy remanufactured products also profit since they receive things at low prices while still
receiving excellent value. In their research, Zheng et al., (2021) said that although remanufactured products allow
factories to reduce production costs, demand for remanufactured products is still limited due to customer perceptions.

Understanding green products affects consumer awareness of green products (Ansu-Mensah, 2021). One way to
promote remanufactured products is through value consciousness and green awareness. Value consciousness pertains
to how aware individuals are regarding their actions and their environmental impact. Consumers with green
consciousness tend to avoid any product that can cause environmental damage, harm living organisms, and consume
large amounts of non-renewable energy (Elkington, 1994). Despite the numerous advantages remanufactured
products offer, there remains a segment of consumers unfamiliar with the concept and holding the perception that the
quality of such products is inferior to new or traditional ones. This perception adversely impacts their willingness to
buy. To tackle this issue, it becomes crucial to examine elements that could intervene in the connection between
consumers' understanding of eco-friendly remanufactured products and their intent to purchase. These intervening
factors encompass awareness and the value people place on eco-friendly items. Studying consumer behavior
concerning their comprehension of remanufactured products' eco-friendliness is intricate, as multiple factors play a
role in shaping consumers' decision-making processes.

Attitude or behavior is the assessment an individual makes regarding a specific behavior (Ajzen, 1991). Over time,
numerous theories have surfaced aiming to forecast human behavior. The Theory of Planned Behavior (TPB) is a
consumer behavior theory used to investigate elements affecting consumer conduct. TPB indicates that consumer
attitudes, subjective norms, and perceived control over behavior can impact the intention to purchase a product or
service. Overall, TPB is employed across various studies exploring behavior, intentions, attitudes, and beliefs in
related areas (Ajzen, 1985). Subjective norms are a sign of social pressure that a person can feel to do or not a
behavior (Bashir et al., 2019).

Numerous past research endeavors have established that consumer intentions to make purchases are shaped by
attitudes, subjective norms, and perceived control over their behavior (Kabel et al., 2020; Singhal et al., 2019).
Consumer awareness of benefits, value awareness, moral obligation, environmental awareness, cost knowledge, and
perceived risk are determinants of consumer purchasing behavior toward remanufactured products found in (Ansu-
Mensah, 2021; Kusumawardani et al., 2020; Silva et al., 2020). Consumers with value awareness tend to gather more
information think deeply and then make the right decision (Pillai & Kumar, 2012). However, the research findings of
Lv et al., (2021) found that the similarity of new products and remanufactured products hurts consumer purchase
intentions. Wang & Kuah (2017) research on remanufactured products in Asia revealed that environmentally aware
consumers do not strongly value the idea of remanufactured products.

With the phenomenon related to environmental issues and the inconsistency of previous research findings, a research
study related to sustainability was conducted by examining the relationship between green knowledge about
remanufactured products and how value consciousness and awareness of green products can increase purchase
intentions as an effort to preserve the people of Bali province.

The decision to utilize Bali as the testing ground for this conceptual model is primarily due to its status as a tourist
destination that prioritizes environmental concerns, drawing from local wisdom values and guided by the Tri Hita
Karana philosophy. Second, there is green knowledge of remanufactured products as an effort to implement the
concept of sustainability from an environmental and economic perspective. Third, green remanufactured products are
part of a circular economy that supports sustainability programs.

2. Literature Review

2.1. Value consciousness and Awareness of Green Products from the Perspective of the Theory of Planned Behavior

In the consumer decision-making landscape, value consciousness and awareness of green products are integral in
shaping purchase intentions, particularly within the Theory of Planned Behavior (TPB). Value consciousness involves
a consumer’s recognition of the intrinsic value tied to a product or service, extending beyond immediate costs to
embrace the long-term benefits of environmentally conscious choices. This mindset prompts a holistic perspective in
purchasing decisions, fostering positive attitudes towards green products and influencing the intention to purchase
them.

328



Mawarisma et.al | Quantitative Economics and Management Studies (QEMS), 2024, 5(2): 327-341

Simultaneously, awareness of green products signifies a consumer's informed stance on eco-friendly offerings. This
awareness, rooted in understanding ecological features, benefits, and overall impacts, empowers consumers to make
intentional choices favoring green products. The impact of this awareness lies in its ability to cultivate positive
attitudes, leading to a heightened intention to purchase environmentally friendly products.

Applying the TPB, the interplay between these factors becomes evident. Positive attitudes toward green choices are
shaped by heightened value consciousness and awareness. As societal norms increasingly emphasize sustainability,
consumer intentions align more closely with broader environmental concerns. Moreover, the perceived control
consumers feel over making eco-conscious choices enhances the likelihood of translating intentions into actual
purchases.

In essence, the synergy between value consciousness and awareness of green products, analyzed through the TPB,
reveals a sophisticated network influencing consumer behavior. This understanding is invaluable for businesses and
policymakers, highlighting the importance of fostering value consciousness and increasing awareness to encourage
sustainable consumer choices. By nurturing these elements, stakeholders contribute to cultivating a more eco-
conscious marketplace, recognizing the interconnectedness of consumer attitudes, awareness, and intentions in
steering towards environmentally responsible consumption.

The Theory of Planned Behavior (TPB) builds upon the Theory of Reasoned Action introduced by (Fishbein, 1979).
This theory has been used by several researchers to examine the factors that influence human behavior. Ajzen initially
introduced the Theory of Planned Behavior (TPB) in 1985, and since its inception, it has stood as one of the most
impactful theories employed to comprehend human behavior (Nimri et al., 2020). TPB is generally applicable to
several related study problems consisting of behavior, intention, attitude, and belief (Ajzen, 1985). Intention involves
the exertion individuals put into their actions and is shaped by three key factors: subjective norms, attitudes, and
perceived behavioral control. Subjective norms encompass the expectations and social pressures from others
regarding whether a behavior should be carried out. Attitudes pertain to the assessments of favorable or unfavorable
behaviors, while perceived behavioral control relates to the ease or difficulty of executing the behavior (Shirahada &
Zhang, 2022). Within the framework of the Theory of Planned Behavior, the three components concentrate on the
pressures within an organization and how individuals perceive and engage in knowledge sharing (GAGNE, 2009).
TPB was used in this study to examine consumer behavior regarding the relationship between remanufactured
products, awareness of green products, and value consciousness with consumer purchase intention. The findings of
research conducted by (Singhal et al., 2019) showed results where attitudes and subjective norms positively
influenced consumer purchase intention, while perceptions and perceived control moderately influenced consumer
purchase intention. Other findings by Kim & James (2016) indicated that attitudes, subjective norms, and perceived
behavioral control positively influenced the intention to make a purchase. Pisitsankkhakarn & Vassanadumrongdee
(2020) supported earlier theories, in their research discovering a positive correlation between attitudes and subjective
norms with consumer purchase intentions for remanufactured products. However, Pisitsankkhakarn &
Vassanadumrongdee (2020) found that perceived behavioral control did not significantly impact purchase intention in
their study.

The three elements in the TPB model are related to value consciousness and awareness of green products. Value
consciousness is the basis of individual awareness and emphasizes personal values in the decision-making process.
Values influence attitudes and subjective norms, and these two elements can influence purchase intention and
behavior. Individual values contribute to attitude formation, thus influencing a person's assessment of behavior based
on the values they believe in. Subjective norms can be influenced by value consciousness. Subjective norms
encompass the perceived social expectations and pressures exerted by others. Value consciousness is based on
individual awareness and emphasizes personal values in the decision-making process. Awareness of green products is
based on attitudes, which are influenced by beliefs about the benefits of green products. Subjective norms concerning
awareness of green products are individual perceptions of social norms and expectations regarding the purchase and
use of green products. When individuals feel that people around them value green products, it influences their
purchasing intentions. Perceived behavioral control relates to an individual's perception of their capability to engage
in environmentally friendly behaviors or activities. In the context of green product awareness, product availability,
affordability, knowledge, and skills are related to sustainable consumption. When individuals feel knowledgeable
about green products, this can positively influence their intentions.

The Theory of Planned Behavior offers a structure to comprehend how attitudes, subjective norms, and an
individual's perceived control over their actions connect with consumer intentions to participate in environmentally
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friendly behaviors, such as considering the purchase of remanufactured products. Favorable attitudes, encouraging
social expectations, and a sense of control can bolster someone's resolve to adopt sustainable consumption habits.

2.2. Green Knowledge of Remanufactured Products

Knowledge is an intangible and abstract asset that is independent of the real world where knowledge plays an
important role in everything (Fu et al., 2022). The need for green knowledge has increased significantly as
environmental challenges arise (Yu et al., 2022). Numerous attempts have been made to incorporate nature-oriented
knowledge into novel concepts (M. Song et al., 2020) because fundamentally, green knowledge isn't solely about
facts concerning the natural world. It encompasses extensive deliberations on how to respond to circumstances and
contemplate adopting a more sustainable trajectory in environmental, social, and economic development (Yu et al.,
2022). Awareness of environmental health can encourage remanufacturing practices (Wahjudi et al., 2018).
Remanufactured products use less material and energy, which can contribute to reducing greenhouse gas emissions
(Alyahya et al., 2023). Remanufactured products are items that have been recycled, refurbished, or enhanced from
previously used goods. This process conserves materials by repurposing resources and raw materials, ultimately
resulting in lower production costs and prices compared to new products (Lv et al., 2021; Ullah et al., 2021). Because
less material and energy are used and less labor is required, remanufactured products are a more affordable option.

The application of sustainable practices via knowledge about remanufactured products can yield a notable and
positive influence on the environment. Knowledge of environmental problems and the causes of environmental
problems increases individual motivation to take responsibility for the environment (Amoako & Dzogbenuku, 2019).
With knowledge and literacy related to environmental conservation, all sectors and all levels of society will be
involved in the concept of sustainability. The concept of sustainability itself can provide many benefits, both in terms
of health and the economy.

Findings in Amoako & Dzogbenuku's (2019) research focusing on youth green purchasing were from a company's
point of view, that companies are obliged to increase their green knowledge to increase green purchasing. The results
of Lv et al., (2021) research were related to new products and remanufactured products. Research related to the
similarity of remanufactured products and new products obtained negative results on consumer purchase intentions
and brand reputation negatively moderated the relationship between remanufactured product similarity and perceived
quality of new products. Another discovery from P. Wang & Kuah (2017) suggests that environmentally aware
consumers in Asia might not highly value remanufactured products. This indicates a possibility that Asian consumers,
despite claiming environmental consciousness, might not exhibit environmentally friendly behavior due to their lesser
emphasis on environmental benefits while making purchases.

The way individuals perceive the quality of remanufactured products stands as a primary factor shaping their
intention to make a purchase (Abbey et al., 2015; Hazen et al., 2017; Vafadarnikjoo et al., 2018; Y. Wang & Hazen,
2015). The formation of perceptions undoubtedly stems from understanding remanufactured products, as familiarity
with environmentally friendly items serves as a guide in selecting or exploring the significance of remanufactured
goods. Thus, it is expected that with green knowledge, consumers can understand the contribution of remanufactured
products to the environment and the concept of sustainability, which will later lead to purchase intention and
behavior. Therefore, the following hypothesis is proposed :

H1: The better the green knowledge of remanufactured products, the more it will increase purchase intention.
2.3. Value Consciousness

Before discussing value consciousness, it is necessary to know the correlation between awareness and value in
psychology. Research by Drob (2020) on the axiology model stated that awareness and value are interrelated, where
the desired instrument in awareness has the function of directing attention, interest, and motivation, and there are
related values, namely satisfaction and fulfillment. Value consciousness was said to be an assessment of buying a
product at a price that matches the quality received (Lichtenstein et al., 1993). When consumers realize the value of a
product, they are considered responsible for their purchasing decisions (Randhawa et al., 2015). Consumers who have
an awareness of value tend to pay attention to the suitability of low prices and product quality (Ismail et al., 2019).
The balance between the quality received and the price is a measure of consumer awareness of value. Consumers
focus on low prices but still pay attention to quality. Bhatia (2018), it was said that consumers who have an awareness
of the value of buying counterfeit products tend to underline low prices and sacrifice product quality because the
practical needs and basic values of counterfeit products have been met. Value awareness is not only determined by
the proportion of price and product quality; the ease of purchase, product effectiveness, and time spent also trigger
consumer awareness of product value (Ghosh et al., 2021; Ismail, 2017).
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According to P. Wang & Kuah (2017), consumers who prioritize value are inclined to buy remanufactured products.
When consumers perceive remanufactured products as eco-friendly, it enhances their intent to purchase. Another
finding by Kusumawardani et al., (2020) found that attitudes are influenced by value awareness, brand awareness, and
social influence where the more consumers are aware of what they are buying, the more consumers will understand
the value of the product, and that will shape attitudes. Itani et al., (2019) stated that value-conscious consumers know
the quality, price, and benefits of products and services. Research conducted by Randhawa et al., (2015) on
counterfeit products and value consciousness indicated that consumers are more inclined to purchase counterfeit
goods when they perceive them to offer substantial value at a lower cost. The findings in Soesanto & Halim (2020)
research examining fast fashion brand marketing stated that any marketing activities through social media do not have
much influence on consumers who have value awareness. Fast fashion is a term in the textile industry that refers to a
variety of fashion models or designs that change in a short time. From this, it can be said that consumers who are
aware of value will consider buying fast fashion brands because consumers who have awareness of value will
consider the quality aspects of a product. Therefore, the following hypothesis is proposed :

H2: The higher the green knowledge of remanufactured products, the higher the value consciousness.
2.4. Awareness of Green Products

Green products are a term used to define a product where the product uses environmentally friendly resources and
contributes to preserving the environment (Ansu-Mensah, 2021) Awareness of green products is the ability of
consumers to remember green products. In research by M. Ritter et al., (2015), consumer awareness of green products
can be triggered through product labeling, packaging, and advertising. Research by H. V. Nguyen & Nguyen (2018)
stated that if consumers are aware of the performance and benefits of green products, the goal of maintaining the
environmental ecosystem will be achieved. Awareness of green products can influence consumer decision-making
(Ogiemwonyi & Harun, 2020). Awareness of green products is based on attitudes, where attitudes are influenced by
beliefs about the benefits of green products. Subjective norms are individual perceptions of the social environment of
society or it can be said that the values contained in the social environment encourage individual attitudes to
remember green products. Control over behavior pertains to an individual's perception of their capability to recall and
utilize environmentally friendly products.

Awareness of green products is needed to improve consumers' ability to effectively assess available environmentally
friendly products and choose products that meet consumer needs (Alamsyah, 2021). Consistent with earlier studies,
Yi (2019) findings suggest that having an awareness of green products holds significant importance within the
consumer purchasing process. Ansu-Mensah's (2021) findings indicated that familiarity with environmentally friendly
products influenced consumers' intentions to purchase, driven by factors like pricing, perceived value, and superior
quality. When consumers are knowledgeable about green products, they tend to develop an awareness that translates
into intentions to purchase, as highlighted by (Wong & Tzeng, 2021).

In their study, Wong & Tzeng (2021) observed that although there isn't a direct influence of green product awareness
on consumer purchase intention, mediating factors specifically, attitudes toward food safety and awareness of labeling
play a role in mediating the connection between green product awareness and consumer purchase intention. Green
awareness changes consumers' point of view about green products where consumers begin to reduce the use of
conventional products to environmentally friendly products and even recommend them to others (Suki, 2013).
Looking at the findings of previous results, awareness of green products can increase consumer purchase intention
with the encouragement of several indicators such as literacy related to environmentally friendly products. Therefore
the following hypothesis is proposed :

H3: The higher the green knowledge of remanufactured products, the higher the awareness of green products.
2.5. Purchase Intention

Purchase intention is a consideration of subjective desire for a product which can be an important clue to consumer
predictive behavior (Fishbein & Ajzen, 1975). Other researchers define purchase intention as a consumer's desire to
buy and often describe it as the relationship between purchase behavior and consumer selection behavior for a
product (Farid et al., 2023; Pandey & Syam, 2023; Y. Song et al., 2023; W. Zhang et al., 2023). Consumer purchase
interest is related to purchasing behavior, where interest is triggered by indicators such as quality, effectiveness, price,
usefulness, and so on. Studies on green consumption consist of practices that focus on studies that explain the various
factors that influence purchase intention and consumption of green products (Pandey & Syam, 2023). Y. Wang et al.,
(2013) asserted that purchase intention stands as the most proximate variable utilized in predicting consumer buying
behavior. Additionally, Y. Wang & Hazen (2015) highlighted in their research that perceived risk and perceived value
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hold significance as factors influencing consumer intentions to purchase remanufactured products. Furthermore, Y.
Wang & Hazen (2015) examined supply chain research, indicating that within various supply chain functions, like
consumer intent to purchase and utilize remanufactured products, the supply chain serves as a predictive element for
behavioral intentions.

Numerous research studies have been undertaken to assess markers of consumer intent to purchase, including factors
like product understanding, quality, societal expectations, value, and perceived risk (Kamboj et al., 2023; Y. Wang &
Hazen, 2015; L. Zhang et al., 2023; W. Zhang et al.,, 2023). Research examining consumer purchase intention
collaborates with many indicators that can support consumer purchase intention. Kabel et al., (2020) discovered that
evaluating consumer intent to purchase can be accomplished through attitudes, which hold the most substantial
impact on purchase intention. These attitudes are notably influenced by product quality, perceived risk, pricing
advantages, social pressures, and the accessibility of remanufactured products. Product quality and price are
indicators in P. Wang & Kuah (2017) research to encourage purchase intention. Knowledge of green products is
related to awareness of green products, which can trigger green product purchase intentions (Ansu-Mensah, 2021).
Therefore, we propose two hypotheses, as follows :

H4: The higher the value consciousness, the higher the purchase intention.
H5: The higher the awareness of green products, the higher the purchase intention will be.
2.6. Value Awareness and Awareness of Green Products as Mediating Variables

Value consciousness and awareness of green products are a novelty of research to be studied. The use of these two
variables refers to previous studies involving research indicators. Value awareness among consumers can contribute
to consumer purchase interest (P. Wang & Kuah, 2017). A consumer's inclination to purchase a product or service is
rooted in the inherent values they perceive within the product or service (Ismail et al., 2019). Concerning green
products, consumers with environmental awareness are aware of products that have benefits for the environment.
Indicators such as product packaging, product benefits, and their contribution to the environment can encourage the
behavior of interest in purchasing environmentally friendly products (M. Ritter et al., 2015; H. V. Nguyen & Nguyen,
2018). Ansu-Mensah's (2021) study identified factors like pricing, high value, and superior quality as indicators that
stimulate awareness of green products and shape the intention to purchase environmentally friendly items. Based on
previous research, this study will apply value consciousness and awareness of green products as mediating or
intervening variables. Therefore, we propose two hypotheses, as follows:

H6: Value consciousness can mediate the relationship between green knowledge of remanufactured products and
purchase intention.

H7: Green product awareness can mediate the relationship between green knowledge of remanufactured products and
purchase intention

Research Model. Based on the hypotheses developed in the previous section, the research model is shown in
Figure 1.

3. Research Method and Materials

A sample of 325 individuals was drawn from the overall population of Bali province to gather data. The distribution
of questionnaires was carried out online. Out of the 325 questionnaires distributed, 270 responses were received, with
the remaining 55 questionnaires left unanswered. To determine the measurement indicators, the author adopted
several studies. First, green knowledge indicators of remanufactured products were adapted from studies by Ramirez
et al., (2015), Silva et al., (2020), P. Wang & Kuah (2017), which consisted of environmentally friendly, helping to
preserve resources, reducing waste, and reducing pollution. Second, indicators of value consciousness were adapted
from studies by Bhatia (2018), Randhawa et al., (2015), Silva et al., (2020) consisting of price and quality,
considering buying, looking cheap, low price, and certain requirements. Thirdly, the measure of green product
awareness, derived from Ansu-Mensah (2021) research, encompassed comprehensive comprehension of green
products, recognition of pricing, acknowledgment of value, differentiation between green and traditional products,
and consciousness regarding purchasing green products to promote sustainability. Fourth, purchase intention
indicators were adapted from studies by Bhatia (2018), Kabel et al., (2020) Pandey & Syam (2023) consisting of
product quality, perceived risk, community influence, product availability, as a choice, and environmental benefits.
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Green Knowledge
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Figure 1. The Framework and Hypotheses Underpinning The Research Study
4. Results and Discussion

In this study, the analysis of research data employed structural equation modeling (SEM) via AMOS version 23
software. SEM allows for the examination of intricate causal connections between variables. Furthermore, it
facilitates simultaneous analysis across multiple research variables (Tabachnick & Fidell, 2012).

The validity test results are determined based on the extract of variance value. The qualified value is > 0.5. The
results of the variance extract test indicate that each latent variable is the result of considerable extraction from its
dimensions. Measurement of instrument validity with AVE convergence validity produces good results for each
construct: 0.504, 0.550, 0.600, 0.521 for green knowledge of remanufactured product, awareness of green product,
value consciousness, and purchase intention. The AVE index shows a value > 0.5, then the instrument can be
considered valid. Reliability refers to the degree of trustworthiness in the outcomes of a measurement. The results of a
new measurement can be trusted if, after several attempts at carrying out measurements of the same group or subject,
the same measurement results are obtained (Djaali, 2020). The reliability test is fulfilled when each variable shows
Construct Reliability (CR) > 0,7. The Construct Reliability index used to measure the reliability of green knowledge
of remanufactured products, awareness of green products, value awareness, and intention to purchase was 0.801,
0.857, 0.882, and 0.866, respectively. The Construct Reliability value shows a value > 0.7, so the instrument can be
considered reliable.

If the Critical Ratio (CR) exceeds 1.960 and the P-value is less than 0.05, the hypothesis is considered notably
positive. According to Table 5, Hypothesis 1 records a CR value of 1.960 and a P-value of 0.050. Consequently, there
is no significant relationship between the variables Green Knowledge of Remanufactured Products and Purchase
Intention. For Hypothesis 2, the CR value stands at 3.296 with a P-value of 0.000, indicating a notable positive
relationship between Green Knowledge of Remanufactured Products and Value Awareness. Hypothesis 3 shows a CR
value of 2.751 alongside a P-value of 0.006, demonstrating a significant positive relationship between Green
Knowledge of Remanufactured Products and Green Product Awareness. Considering Hypothesis 4, the CR value is
3.282 and the P-value is 0.001, signifying a notably positive relationship between Value Awareness and Purchase
Intention. In Hypothesis 5, the CR value of 6.726 and a P-value of 0.001 indicate a significant positive relationship
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between Green Product Awareness and Purchase Intention. The goodness of fit test outcomes indicated that over
three criteria met the required cut-off value or were deemed fitting, including CMIN/DF, RMSEA, GFI, TLI and CFlI.
When more than three indicators meet these criteria, the model's goodness of fit can be considered satisfactory (Shi et
al., 2018).

Table 1. Measurement of Validity and Reliability

STD. LOADING CV-AVE

VARIABLE & INDICATOR REFERENCE (Lambda Value) >0,05 CRI 20,07
Green Knowledge of 0.504 0.801
Remanufactured Product . :

Environmentally friendly (SR_amlrez etal, 2(_)15’ 0.578
ilva et al., 2020; P.
Help conserve resources Wang & Kuah, 2017) 0.538
Reduce waste ' 0.689
Decrease pollution 0.681
Value Consciousness 0.550 0.857
Price and quality (Bhatia, 2018) 0.541
Considered to buy (Randhawa et al., 0.799
Appears to be a bargain 2015) (Silva et al., 0.632
Low price 2020) 0.727
Certain requirements 0.611
Awareness of Green Products 0.600 0.882
Detail knowledge and understanding 0.609
of green product
Awareness of price 0.628
Awareness of value 0.698
Awareness of the difference between (Ansu-Mensah, 2021) 0.679
green products and conventional
products
Being aware of buying green 0.676
product contribute to sustainable
Purchase Intention 0.521 0.866
Product quality 0.588
Perceived risk (Bhatia, 2018; Kabel  0.677
Community influence et al., 2020; Pandey & 0.643
Availability product Syam, 2023) 0.547
As a choice 0.69
Environmental benefit 0.737

The variable Green Knowledge of Remanufactured Products indicates an insignificant correlation, suggesting a lack
of direct relationship between the two. In this research, the Sobel test was employed to assess the impact of
intervening variables. According to the Sobel test outcomes detailed in table 6, the Value Awareness variable
registers a z value of 2.32, surpassing 1.96 at a 5% significance level. This substantiates the role of VValue Awareness
as a mediator between Green Knowledge of Remanufactured Products and Purchase Intention, thereby supporting the
acceptance of Hypothesis 6. Similarly, the Sobel test results for the Green Product Awareness variable demonstrate a
z value of 2.55, exceeding 1.96 with a significance level of 5%. This confirms that Green Product Awareness can
serve as a mediator between Green Knowledge of Remanufactured Products and Purchase Intention, consequently
validating the acceptance of Hypothesis 7.

This study develops a conceptual model that aims to answer the research question of how green product literacy
knowledge can significantly increase consumer purchase intention for remanufactured products, supported by value
awareness and consumer awareness of green products. First, the research found no notable positive correlation
between understanding remanufactured products' green aspects and the intent to purchase. This outcome contrasts
with the prior study conducted by Amoako & Dzogbenuku (2019), indicating that familiarity with eco-friendly
elements could drive individuals to purchase environmentally conscious products. It seems that merely grasping the
concept of environmentally friendly products doesn't suffice to elevate consumers' inclination to purchase them.
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Additional factors must be considered to complement the comprehension of green products and bolster consumers'

eagerness to buy them.
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Figure 2. Structural Equation Model Testing
Table. 2 Hypothesis Testing Criteria
Hypothesis Path Estimate S.E. C.R. P-value
H1 REP—PI 0,143 0,073 1,960 0,050
H2 REP—VC 0,298 0,090 3,296 0,000
H3 REP—AGP 0,226 0,082 2,751 0,006
H4 VC—PI 0,235 0,072 3,282 0,001
H5 AGP—PI 0,742 0,110 6,726 0,000
Goodness of Fit Test Cut-off Value Result Conclusion
¥? — Chi Square < 237,240 296,024 Marginal Fit
Probability >0,05 0,000 Marginal Fit
CMIN/DF <2,00 1,794 Good Fit
RMSEA <0,08 0,054 Good Fit
GFI >0,90 0,903 Good Fit
AGFI >0,90 0,877 Marginal Fit
TLI >0,95 0,910 Good Fit
CFlI >0,90 0,922 Good Fit
Sobel Test z P-value
REP—VC—PI 2,32 0,020
REP—AGP—PI 2,55 0,010

Second, a significant positive association materialized between an Green Knowledge of Remenufactured Products
and Value Consciousness. A grasp of environmentally sound remanufactured goods can sway consumers' perception
of these items. Those well-versed in sustainable remanufactured products and their advantages demonstrate an
appreciation for the value of environmentally friendly items. These findings corroborate the outcomes of P. Wang &
Kuah (2017) study, underscores that consumers exhibiting value consciousness tend to favor remanufactured product

purchases.
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Third, a substantial positive link emerged between Green Knowledge of Remanufactured Products and Awareness of
Green Products. Acquaintance with sustainable practices stimulates environmental consciousness. These findings
mirror Wong & Tzeng (2021) research, suggesting that consumers knowledgeable about green products display an
awareness that translates into a proclivity to purchase.

Fourth, the connection between Value Consciousness and Purchase Intention demonstrated a noteworthy positive
outcome. Consumers cognizant of the inherent values within eco-friendly products express a desire to acquire them.
This assertion is in line with P. Wang & Kuah (2017) study, where consumer awareness of these values propels
purchase intent.

Fifth, the correlation between Awareness of Green Products and Purchase Intention displayed significantly positive
outcomes. An individual's consciousness of environmentally friendly items correlates with their comprehension of the
importance of preserving environmental sustainability. Consumers' interest in purchasing remanufactured products
aligns with their level of awareness concerning environmentally friendly items. Corresponding to Ansu-Mensah
(2021) findings, awareness of environmentally friendly products influences consumer interest in purchasing such
items.

Sixth, variables such as value consciousness and awareness of green products mediate the correlation between
understanding remanufactured green products and purchase intent. Hypothesis 1 results show that there is no
meaningful direct correlation between the understanding of environmentally friendly remanufactured products and the
desire to buy them. The presence of mediating variables is expected to increase consumer purchase interest in these
products. The inclusion of these two mediating variables stems from disparities in prior research conducted by Lv et
al., (2021); P. Wang & Kuah (2017); Wong & Tzeng, (2021) regarding product similarity, consumer consciousness,
and purchasing intent. By amalgamating research parameters from diverse sources, researchers unveiled significantly
positive outcomes. These findings mirror the conclusions drawn from research by Ansu-Mensah (2021); P. Wang &
Kuah (2017), indicate that awareness of values contributes to consumer purchase intent, while consumer
consciousness of green products influences their intent to purchase.

5. Conclusion

This study has investigated the complex relationship between important variables in the context of purchasing
environmentally friendly remanufactured products. The analysis outcomes regarding the impact of Green Knowledge
of Remanufactured Products as an independent variable, Purchase Intention as the dependent variable, and two
intermediary variables Value Consciousness and Awareness of Green Products were examined.

The results of the data analysis showed significant and valuable findings. First of all, we can confirm that Green
Knowledge of Remanufactured Products played a very important role in influencing customers' awareness of green
products and their awareness value of the products, this is in line with the findings in (Joshi & Rahman, 2015) study.
This was a finding that was in line with our expectations, given that knowledge of environmentally friendly
remanufactured products will naturally increase customers' awareness and understanding of these products. Second,
the results of the data analysis were in line with the research Ansu-Mensah (2021); P. Wang & Kuah (2017) showed
that Value Consciousness and Awareness of Green Products mediated the relationship between Green Knowledge of
Remanufactured Products and Purchase Intention very significantly. Previously, researchers found that green
knowledge of remanufactured products has no direct influence on consumer purchase intention. However, the role of
the variables Value Consciousness and Awareness of Green Products as an introduction turned out to make a
meaningful contribution. This indicated that knowledge of environmentally friendly remanufactured products not had
a direct impact on customer purchase intentions but through creating awareness of the value of environmental and
product awareness (Amoako & Dzogbenuku, 2019; Ansu-Mensah, 2021; P. Wang & Kuah, 2017). This was an
important finding as it showed that customers who had better knowledge of environmentally friendly remanufactured
products were not only more likely to purchase such products directly but were also more likely to consider
environmental value factors in their purchase decision-making. Third, Purchase Intention, as the dependent variable,
was also found to be positively influenced by Awareness of Green Products and Value Consciousness where this
finding was in line with research (Ansu-Mensah, 2021; P. Wang & Kuah, 2017; Y. Wang & Hazen, 2015). This
showed that customers who had a higher level of awareness about green products and had a strong environmental
value consciousness tended to have a higher intention to purchase environmentally friendly remanufactured products.
Therefore, customers' awareness and understanding of environmental and product values acted as a strong mediator in
influencing purchase intentions. In addition to these key findings, the results of the data analysis also revealed that
other variables such as age, education, and income had a significant influence in this context. For example, customers
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with higher levels of education tended to have a higher level of awareness about green products and environmental
values, which in turn affected their purchase intentions (Ansu-Mensah, 2021). Similarly, customers with higher
incomes may be better able to afford remanufactured products that may have a slightly lower price than new products
(T. Van Nguyen et al., 2020).

The study's findings held significant implications for formulating marketing strategies tailored to environmentally
sustainable remanufactured products. Companies can utilize customers' knowledge of remanufactured products as a
starting point to increase their awareness of the value of environmental awareness and products (Zou et al., 2019). In
addition, companies should also consider demographic factors such as age, education, and income in designing more
effective marketing campaigns. Likewise, companies need to develop products and services that pay attention to
customers' environmental awareness and the value of their awareness. In line with Ahmad et al.'s research, this could
include offering products that focus on environmental aspects or communicating the company's commitment to
environmental sustainability. In addition, the results of this study can guide regulators and industry stakeholders in
developing policies that support green products and environmental awareness among customers. Supportive
regulations and environmental incentives can motivate firms to adopt more sustainable business practices and
environmentally friendly products.

This research has provided valuable insights into how knowledge of environmentally friendly remanufactured
products could influence customers' purchase intentions through the mediation of their green awareness and
awareness scores. This is an important step in understanding customer purchasing behavior in the context of green
products and can help companies and other industry stakeholders take more appropriate actions in setting marketing
strategies to help encourage the purchase of green remanufactured products for the sustainability of our environment.

References

Abbey, J. D., Meloy, M. G., Blackburn, J., & Guide, V. D. R. (2015). Refurbished Products. 57(4), 26-42.

Aboul-Dahab, S., Agag, G., & Hassan Abdelmoety, Z. (2021). Examining the influence of cultural and ethical
ideology on consumers’ perceptions about the ethics of online retailers and its effects on their loyalty. Journal
of Retailing and Consumer Services, 61, 102559.
https://doi.org/https://doi.org/10.1016/j.jretconser.2021.102559

Ajzen, 1. (1985). From Intentions to Actions: A Theory of Planned Behavior BT - Action Control: From Cognition to
Behavior (J. Kuhl & J. Beckmann (eds.); pp. 11-39). Springer Berlin Heidelberg. https://doi.org/10.1007/978-
3-642-69746-3_2

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

Alamsyah, D. P. (2021). Antecedents of Green Awareness for Eco-Friendly Products ANTECEDENTS OF GREEN
AWARENESS FOR INCREASED. 10(2). https://doi.org/10.21002/amj.v10i2.8425

Alyahya, M., Agag, G., Aliedan, M., Abdelmoety, Z. H., & Daher, M. M. (2023). A sustainable step forward:
Understanding factors affecting customers’ behaviour to purchase remanufactured products. Journal of
Retailing and Consumer Services, 70(October 2022). https://doi.org/10.1016/j.jretconser.2022.103172

Amoako, G. K., & Dzogbenuku, R. K. (2019). Do green knowledge and attitude influence the youth ’ s green
purchasing ? Theory of planned behavior. https://doi.org/10.1108/1JPPM-12-2019-0595

Ansu-Mensah, P. (2021). Green product awareness effect on green purchase intentions of university students’: an
emerging market’s perspective. Future Business Journal, 7(1), 1-13. https://doi.org/10.1186/s43093-021-
00094-5

Bashir, S., Ghani, M., Ali, J., & Toheed, H. (2019). Heliyon Extension of planned behavioral theory to consumer
behaviors in green hotel. Heliyon, 5(November), e02974. https://doi.org/10.1016/j.heliyon.2019.e02974

Bhatia, V. (2018). Examining consumers’ attitude towards purchase of counterfeit fashion products. Journal of Indian
Business Research, 10(2), 193-207. https://doi.org/10.1108/JIBR-10-2017-0177

Djaali, H. (2020). Metode Penelitian Kuantitatif (B. Sari Fatmawati (ed.)). PT Bumi Aksara.

337



Mawarisma et.al | Quantitative Economics and Management Studies (QEMS), 2024, 5(2): 327-341

Drob, S. L. (2020). New Ideas in Psychology An axiological model of the relationship between consciousness and
value. New Ideas in Psychology, 2016, 1-7. https://doi.org/10.1016/j.newideapsych.2016.02.002

Elkington, J. (1994). Towards the Sustainable Corporation: Win-Win-Win Business Strategies for Sustainable
Development. California Management Review, 36(2), 90-100. https://doi.org/10.2307/41165746

Farid, S., Cavicchi, A., Rahman, M., & Barua, S. (2023). Heliyon Assessment of marketing mix associated with

consumer ’ s purchase intention of dairy products in Bangladesh : Application of an extended theory of planned
behavior. Heliyon, 9(6), e16657. https://doi.org/10.1016/j.heliyon.2023.e16657

Fishbein, M. (1979). A theory of reasoned action: Some applications and implications. Nebraska Symposium on
Motivation, 27, 65-116.

Fishbein, M., & Ajzen, 1. (1975). Belief, Attitude, Intention, and Behavior: An Introduction to Theory and Research.
Addison-Wesley Publishing Company. https://books.google.co.id/books?id=800QAQAAIAAJ

Fu, Q., Aziz, A., Rahman, A., Jiang, H., Abbas, J., & Comite, U. (2022). Sustainable Supply Chain and Business
Performance : The Impact of Strategy , Network Design , Information Systems , and Organizational Structure.

Gaffney, O. (2014). Sustainable development goals: improving human and planetary wellbeing. Global Change,
82(1), 2023.

GAGNE, M. (2009). A model of knowledge-sharing motivation. Human Resource Management, 48(4), 571-589.
https://doi.org/10.1002/hrm

Ghosh, T., Quality, S., & Satisfaction, C. (2021). THE ROLE OF VALUE CONSCIOUSNESS AND CUSTOMER
ENGAGEMENT TOWARD BRAND LOYALTY IN SOCIAL MEDIA MARKETING : July.

Hazen, B. T., Boone, C. A., Wang, Y., & Khor, K. S. (2017). Perceived quality of remanufactured products: construct
and measure development. Journal of Cleaner Production, 142, 716-726.
https://doi.org/https://doi.org/10.1016/j.jclepro.2016.05.099

ljomah, W. L., Bennett, J. P., & Pearce, J. (1999). Remanufacturing: evidence of environmentally conscious business
practice in the UK. Proceedings First International Symposium on Environmentally Conscious Design and
Inverse Manufacturing, 192-196. https://doi.org/10.1109/ECODIM.1999.747607

Ismail, A. R. (2017). The influence of perceived social media marketing activities on brand loyalty. Asia Pacific
Journal of Marketing and Logistics, 29(1), 129-144. https://doi.org/10.1108/APJML-10-2015-0154

Ismail, A. R., Nguyen, B., Chen, J., Melewar, T. C., & Mohamad, B. (2019). Brand engagement in self-concept (
BESC ), value consciousness and brand loyalty : a study of generation Z consumers in Malaysia. August.
https://doi.org/10.1108/YC-07-2019-1017

Itani, O. S., Kassar, A., Maria, S., & Loureiro, C. (2019). International Journal of Hospitality Management Value get ,
value give : The relationships among perceived value , relationship quality , customer engagement , and value
consciousness.  International Journal of Hospitality Management, 80(March 2018), 78-90.
https://doi.org/10.1016/j.ijhm.2019.01.014

Joshi, Y., & Rahman, Z. (2015). Factors Affecting Green Purchase Behaviour and Future Research Directions.
International Strategic Management Review, 3(1), 128-143.
https://doi.org/https://doi.org/10.1016/j.ism.2015.04.001

Kabel, D., Ahlstedt, S., Elg, M., & Sundin, E. (2020). Consumer purchase intention of remanufactured EEE products
— A study on robotic lawn mowers in Sweden. 90, 79-84. https://doi.org/10.1016/j.procir.2020.01.091

Kamboj, S., Matharu, M., & Gupta, M. (2023). Examining consumer purchase intention towards organic food: An
empirical study. Cleaner and Responsible Consumption, 9(May), 100121.
https://doi.org/10.1016/j.clrc.2023.100121

Kim, M. S., & James, J. (2016). The theory of planned behaviour and intention of purchase sport team licensed
merchandise.  Sport, Business and Management: An International Journal, 6(2), 228-243.
https://doi.org/10.1108/SBM-02-2014-0005

Kusumawardani, K. A., Widyanto, H. A., & Ulfayani, D. (2020). Understanding Indonesian Millennials Intention to
Purchase Counterfeit Fashion Products. The 4th International Conference on Family Business and

338



Mawarisma et.al | Quantitative Economics and Management Studies (QEMS), 2024, 5(2): 327-341

Entrepreneurship, 10.

Liang, Y., Pokharel, S., & Lim, G. H. (2009). Pricing used products for remanufacturing. European Journal of
Operational Research, 193(2), 390-395. https://doi.org/https://doi.org/10.1016/j.ejor.2007.11.029

Lichtenstein, D. R., Ridgway, N. M., & Netemeyer, R. G. (1993). Price Perceptions and Consumer Shopping
Behavior: A Field Study. Journal of Marketing Research, 30(2), 234-245. https://doi.org/10.2307/3172830

Liu, J. (2022). ScienceDirect The impact of the environmental protection law issued in 2015 on different types of
polluters. Energy Reports, 8, 398-407. https://doi.org/10.1016/j.egyr.2022.10.202

Lv, J, Liu, X., & Cheng, S. (2021). The Impact of Remanufactured Products’ Similarity on Purchase Intention of
New Products. In Sustainability (Vol. 13, Issue 4). https://doi.org/10.3390/su13041825

M. Ritter, A., Borchardt, M., L.R. Vaccaro, G., M. Pereira, G., & Almeida, F. (2015). Motivations for promoting the
consumption of green products in an emerging country: Exploring attitudes of Brazilian consumers. Journal of
Cleaner Production. https://doi.org/10.1016/j.jclepro.2014.11.066

Nguyen, H. V., & Nguyen, C. H. (2018). Green consumption : Closing the intention - behavior gap. June, 1-12.
https://doi.org/10.1002/sd.1875

Nguyen, T. Van, Zhou, L., Yee, A., Chong, L., Li, B.,, & Pu, X. (2020). Predicting customer demand for
remanufactured products : A data-mining approach. European Journal of Operational Research, 281(3), 543—
558. https://doi.org/10.1016/j.ejor.2019.08.015

Nimri, R., Patiar, A., & Jin, X. (2020). Journal of Hospitality and Tourism Management The determinants of
consumers ’ intention of purchasing green hotel accommodation : Extending the theory of planned behaviour.
Journal of Hospitality and Tourism Management, 45(April), 535-543.
https://doi.org/10.1016/j.jhtm.2020.10.013

Ogiemwonyi, O., & Harun, A. Bin. (2020). Green product awareness has the potential to promote green consumer
behaviour : Evidence from Kuala-Lumpur.

Pandey, M., & Syam, P. (2023). Understanding the role of individual concerns , attitude , and perceived value in
green apparel purchase intention; the mediating effect of consumer involvement and moderating role of
generation Z & Y. Cleaner and Responsible Consumption, 9(September 2022), 100120.
https://doi.org/10.1016/j.clrc.2023.100120

Pillai, K. G., & Kumar, V. (2012). Differential Effects of Value Consciousness and Coupon Proneness on
Consumers’ Persuasion Knowledge of Pricing Tactics. Journal of Retailing, 88(1), 20-33.
https://doi.org/10.1016/j.jretai.2011.03.002

Pisitsankkhakarn, R., & Vassanadumrongdee, S. (2020). Resources , Conservation & Recycling Enhancing purchase
intention in circular economy : An empirical evidence of remanufactured automotive product in Thailand *.
Resources, Conservation & Recycling, 156(January), 104702. https://doi.org/10.1016/j.resconrec.2020.104702

Ramayah, T., Lee, J. W. C., & Mohamad, O. (2010). Green product purchase intention: Some insights from a
developing country. Resources, Conservation and Recycling, 54(12), 1419-1427.
https://doi.org/https://doi.org/10.1016/j.resconrec.2010.06.007

Ramirez, E., Jiménez, F. R., & Gau, R. (2015). Concrete and abstract goals associated with the consumption of
environmentally sustainable products. European Journal of Marketing, 49(9/10), 1645-1665.
https://doi.org/10.1108/EJM-08-2012-0483

Randhawa, P., Calantone, R. J., & Voorhees, C. M. (2015). The pursuit of counterfeited luxury: An examination of
the negative side effects of close consumer-brand connections. Journal of Business Research, 68(11), 2395-
2403. https://doi.org/10.1016/j.jbusres.2015.02.022

Shi, D., Lee, T., & Maydeu-Olivares, A. (2018). Understanding the Model Size Effect on SEM Fit Indices.
Educational and Psychological Measurement, 79(2), 310-334. https://doi.org/10.1177/0013164418783530

Shirahada, K., & Zhang, Y. (2022). Counterproductive knowledge behavior in volunteer work : perspectives from the
theory of planned behavior and well-being theory. 26(11), 22—41. https://doi.org/10.1108/JKM-08-2021-0612

Silva, M. De, Wang, P., & Kuah, A. T. H. (2020). Why wouldn ’ t green appeal drive purchase intention ?

339



Mawarisma et.al | Quantitative Economics and Management Studies (QEMS), 2024, 5(2): 327-341

Moderation e ff ects of consumption values in the UK and China. Journal of Business Research, January, 0-1.
https://doi.org/10.1016/j.jbusres.2020.01.016

Singhal, D., Jena, S. K., & Tripathy, S. (2019). Factors influencing the purchase intention of consumers towards
remanufactured products: a systematic review and meta-analysis. International Journal of Production
Research, 57(23), 7289-7299. https://doi.org/10.1080/00207543.2019.1598590

Soesanto, J., & Halim, V. (2020). The Effect of Perceived Social Media Marketing Activities on Brand Loyalty in the
Fast Fashion Industry the Mediation Effect of Brand and Value Consciousness. 21139-21146.

Song, M., Yang, M. X., Zeng, K. J., & Feng, W. (2020). Green Knowledge Sharing , Stakeholder Pressure ,
Absorptive Capacity , and Green Innovation : Evidence from Chinese Manufacturing Firms. September 2019,
1-15. https://doi.org/10.1002/bse.2450

Song, Y., Wang, L., Zhang, Z., & Hikkerova, L. (2023). Do fake reviews promote consumers’ purchase intention?
Journal of Business Research, 164, 113971. https://doi.org/https://doi.org/10.1016/j.jbusres.2023.113971

Suki, N. M. (2013). GREEN AWARENESS EFFECTS ON CONSUMERS ° PURCHASING DECISION : SOME
INSIGHTS FROM MALAYSIA. 9(2).

Tabachnick, B. G., & Fidell, L. S. (2012). Using Multivariate Statistics.

Ullah, M., Asghar, |., Zahid, M., Omair, M., AlArjani, A., & Sarkar, B. (2021). Ramification of remanufacturing in a
sustainable three-echelon closed-loop supply chain management for returnable products. Journal of Cleaner
Production, 290, 1256009. https://doi.org/https://doi.org/10.1016/j.jclepro.2020.125609

Vafadarnikjoo, A., Mishra, N., Govindan, K., & Chalvatzis, K. (2018). Assessment of consumers’ motivations to
purchase a remanufactured product by applying Fuzzy Delphi method and single valued neutrosophic sets.
Journal of Cleaner Production, 196, 230-244. https://doi.org/https://doi.org/10.1016/j.jclepro.2018.06.037

Wahjudi, D., Gan, S. S., Anggono, J., & Tanoto, Y. (2018). Factors Affecting Purchase Intention of Remanufactured
Short Life-Cycle Products. International Journal of Business and Society, 19, 415-428.

Wang, P., & Kuah, A. T. H. (2017). Green Marketing Cradle-to-Cradle : Remanufactured Products in Asian
Markets. 2008, 1-13. https://doi.org/10.1002/tie.21925

Wang, Y., & Hazen, B. T. (2015). Consumer product knowledge and intention to purchase remanufactured products.
Intern. Journal of Production Economics, 1-10. https://doi.org/10.1016/j.ijpe.2015.08.031

Wang, Y., Wiegerinck, V., Krikke, H., & Zhang, H. (2013). Understanding the purchase intention towards
remanufactured  product in  closed-loop supply chains An empirical study in  China.
https://doi.org/10.1108/1JPDLM-01-2013-0011

Wong, W. M., & Tzeng, S.-Y. (2021). Mediating Role of Organic Labeling Awareness and Food Safety Attitudes in
the Correlation Between Green Product Awareness and Purchase Intentions.
https://doi.org/10.1177/21582440211061565

Yi, S. (2019). Determinants of Consumers * Purchasing Behavior for Certified Aquaculture Products in South Korea.
Sustainability. https://doi.org/https://doi.org/10.3390/su11143840

Yu, S., Abbas, J., Alvarez-otero, S., & Cherian, J. (2022). Green knowledge management: Scale development and
validation. Journal of Innovation & Knowledge, 7. https://doi.org/10.1016/j.jik.2022.100244

Zhang, L., Tong, H., Liang, Y., & Qin, Q. (2023). Consumer purchase intention of new energy vehicles with an
extended technology acceptance model: The role of attitudinal ambivalence. Transportation Research Part A:
Policy and Practice, 174, 103742. https://doi.org/https://doi.org/10.1016/j.tra.2023.103742

Zhang, W., Zhang, W., & Daim, T. U. (2023). Investigating consumer purchase intention in online social media
marketing: A case study of Tiktok. Technology in Society, 74, 102289.
https://doi.org/https://doi.org/10.1016/j.techsoc.2023.102289

Zheng, M., Shi, X., Xia, T., Qin, W., & Pan, E. (2021). Production and pricing decisions for new and remanufactured
products with customer prejudice and accurate response. Computers and Industrial Engineering, 157(April),
107308. https://doi.org/10.1016/j.cie.2021.107308

340



Mawarisma et.al | Quantitative Economics and Management Studies (QEMS), 2024, 5(2): 327-341

Zou, Z., Wang, F., & Lai, X. (2019). How Does Licensing Remanufacturing Affect the Supply Chain Considering
Customer Environmental Awareness ? https://doi.org/10.3390/su11071898

Zs, P. (2022). Environmental attitudes , environmental problems and party choice . A large-N comparative study.
97(April). https://doi.org/10.1016/j.polge0.2022.102652

341



