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I. Introduction 

Environmental issues have now become a global problem, which requires people to try to be more 
aware of and integrate environmentally friendly aspects into their daily [1]. Since 2015 all leaders in 
the world have committed to solving environmental issues through 17 sustainable development goals 
(SDGs) and 169 targets in it [2]. Each agenda in the SGDs has goals and objectives related to humanity 
because the basic goals of sustainable development have a foundation, namely people, planet, 
prosperity, peace, and partnership. One of the agendas related to production and consumption patterns 
is the 12th agenda, namely responsible production and consumption, considering that environmental 
problems from consumption patterns are increasingly visible. 

As in developing countries, public attention to environmental problems has begun to increase due 
to knowledge and awareness about environmental issues [3]. The company's response to the increasing 
public awareness of the environment encourages companies to try and think about taking advantage 
of opportunities for environmental issues in their business activities. In this case, not only big 
companies are moving to implement green marketing. However, MSMEs (Medium, Small, and Micro 
Enterprises) have also begun to apply green marketing. One of the contributions of MSMEs in 
applying green marketing is the use of environmentally friendly packaging and business equipment 
such as reducing the use of plastic straws in cafes, reducing plastic bags as packaging for ground 
coffee or coffee beans with biodegradable or food-grade paper packaging [4]–[6].  

The MSME sector that contributes to protecting environmental sustainability to reduce 
environmental issues is the MSME Coffee sector [7]–[11]. The contribution of MSME Coffee to 
preserving the environment is using coffee husks as compost [12], [13], the use of coffee bean 
packaging with sacks for a capacity of > 50kg[14], [15] the use of paper packaging for ground coffee 
[8], [16], the use of aluminum or paper straws in coffee drinks at a coffee shop [4], [17]. 
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In addition, the results of observations of 40 consumers show that all respondents feel very 
concerned about the environment and do not want the environment to be damaged so they feel they 
have a responsibility to preserve the environment. The form of concern that is often done is to dispose 
of coffee waste in its place so that the garbage does not scatter and cause natural disasters. Meanwhile, 
related to consumption patterns in buying environmentally friendly products, only 37.5% of 40 people 
did so. This shows that the level of consumer awareness has not been applied to consuming 
environmentally friendly coffee products.. 

II. Methods 

The quantitative research method adopts a descriptive approach to describe the situation to be 
studied with support in the form of literature studies to strengthen the results of the researcher's 
analysis in conclusion. In addition, the verification method to test the truth of the hypothesis is carried 
out by collecting data in the field to analyze the relationship of each variable. 

The unit of analysis is the millennial generation as many as 831,716 people. Based on the 
generation theory of Howe & William (2000), it is determined that the millennial generation, also 
known as Generation Y, is the generation born from 1982 to 2004 or currently aged 18 to 40 years 
[27]. The sampling technique in this study uses a non-probability sampling technique in which the 
sample elements are selected under certain conditions [28]. The minimum number of samples in this 
study is 170 respondents. Data collection techniques used in this study, including library research 
related to theoretical studies and other references. Researchers use books, magazines, articles, 
documents, and so on that are relevant to the research. And field studies through observation and 
distributing questionnaires. Each statement is given weight from 1 to 5. In this Likert scale procedure, 
each answer choice is given weight or value that is arranged in stages. Data from the results of the 
questionnaire distribution was then analyzed using the structural equation model (SEM-PLS). Partial 
least squares (PLS) path modeling is a variance-based structural equation modeling (SEM) technique 
that is widely applied in business and social sciences. In addition to being based on reasons for the 
complexity of the model that reflects the causal relationship between research variables. 

 

Figure 1 Research Model 

III. Result and Discussion 
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Table 1 Direct Effect 

 Original 

Sampe 

Sample 

Mean 
STDEV O/STDEV 

p 

Values 

Implementation intention → actual 

purchase behaviour 
0.829 0.833 0.033 25.504 0.000 

Moral → implementation intention 0.755 0.760 0.047 15.970 0.000 

 

Hypothesis testing shows the t-statistics value of 25.504 > 1.96 and p-value of 0.000 <0.05. It 
means that there is an effect of implementation intention on actual buying behavior. The original 
sample (O) value is 0.829 with a positive value. It implies an increase in implementation intentions 
will encourage the actual purchases of 0.829. These results indicate t-statistics > 1.96 with a 
significance level of p-value <0.05. The results of the study were strengthened by responses from 
respondents about the implementation interest which illustrates that consumers have a desire to buy 
environmentally friendly coffee because of the benefits of these products and are aware of current 
environmental conditions. In addition, some consumers feel that environmentally friendly coffee is 
now quite easy to obtain and there is more information about the product. 

The activity of finding information about the product shows that there is an implementation interest 
from consumers to carry out actual buying behavior. Because according to [29] actual buying behavior 
made by consumers can occur because consumers have perfect information. Thus, according to the 
results of a descriptive analysis related to actual buying behavior, consumers feel that environmentally 
friendly coffee has begun to be needed. Therefore, the behavior of coffee consumers in this study is 
related to implementation interest and actual buying behavior shows the characteristics of vocal green 
consumers. That is, consumers actively seek information and actualize it with buying behavior. 

Research results that are relevant to this research are shown by several studies, namely [18], [30], 
[31] which state that consumers will make purchases of environmentally friendly products if they have 
complete and complete information. when the customer feels they need it. In addition, Doksaeter & 
Nordman's research (2019) shows that vocal green consumers are consumers who buy 
environmentally friendly products according to their interest in implementing them [24]. 

Subsequent hypothesis testing shows the t-statistics value of 2.018 > 1.96 and p-value of 0.024 
<0.05, meaning that there is a moral influence on implementation interest. The original sample value 
(O) is 0.180 with a positive value indicating a moral increase in a person will encourage 
implementation interest of 0.180. In addition, the descriptive analysis illustrates that the morale of the 
respondents in this study showed good morals. Especially in the dimension of the feeling of moral 
obligation, it is evidence that respondents feel they have an obligation to be responsible for the 
environment by changing their consumption patterns. 

The morals possessed by the respondents increase the implementation interest in consuming 
environmentally friendly coffee. Given that morals and attitudes are determinants of behavioral 
interest and can be strong or weak depending on the importance of consumers' attitudes towards a 
subject [18], [24]. The willingness to perform certain behaviors will depend on the morals and 
attitudes of consumers. It is illustrated by the respondents' responses to the dimensions of existence 
and completeness of implementation intentions who have plans to consume environmentally friendly 
coffee but begin by seeking product information. 

This finding is similar to Doksaeter & Nordman (2019) who states that morale is one of the most 
important factors in shaping a consumer's implementation interest [24]. In addition, according to 
Taufique & Vaittanganhan (2018), morals control a consumer's behavior in forming ethical 
consumption interests [32]. 
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Table 2 Indirect effect 

 
Original 

Sampe 

Sample 

Mean 
STDEV O/STDEV p Values 

Moral → implementation intention → 

actual purchase behaviour 
0.626 0.634 0.048 12.984 0.000 

 

The results of hypothesis testing obtained t-statistics value of 9.144 < 1.96 and p-value of 0.003 < 
0.000. The interpretation of these results is that morals affect actual buying behavior through 
implementation interest. The original sample value shows a positive value of 0.559, meaning that the 
more positive a person's morale will be, the more interest in implementation will be encouraged the 
actual purchase behavior. 

The results of the study are relevant to the concept of a moral relationship with interest, namely 
moral as a determinant of a person's interest whether his interest can be strong or weak depending on 
the importance of consumer attitudes towards a subject [18]. Likewise, the results of research from 
Al-Adamat, Al-Gasawneh, & Al-Adamat (2020) studied the moral relationship with the formation of 
a person's interest in ethical behavior in their consumption patterns [25]. In the study it was stated that 
a person who has morals generally has integrity, meaning that he will behave according to principles 
and beliefs, tell the truth, defend what is right, and keep promises. 

The moral picture in this study shows the existence of strong morals in some respondents through 
the dimension of a feeling of moral obligation. This means that respondents have a feeling that they 
are obliged to be responsible for the environment by changing their consumption patterns. The way 
respondents actualize themselves to preserve the environment is to try to consume organic products. 

IV. Conclusion 

It can be concluded that the respondents have morals because they have a sense of responsibility 
for the environment as millennial consumers. The form of concern for the environment is done by 
changing consumption patterns, namely buying environmentally friendly coffee. However, this 
consumption pattern has not been completely consistent. In addition, the interest in implementation 
shows that some respondents have plans to buy environmentally friendly coffee, but respondents start 
by looking for information about the coffee product. However, the assessment of the dimensions of 
intentions strength obtained an assessment with the lowest score, meaning that not all respondents had 
a strong interest. Likewise, actual buying behavior shows the level of confidence that environmentally 
friendly products are by current needs. Although the contribution of coffee to the environment has not 
shown a large contribution. According to the results of hypothesis testing directly or indirectly, it 
shows that morale affects actual buying behavior through implementation intention. It indicates that 
moral consumers will purchase organic coffee. Therefore, coffee MSMEs should promote organic 
coffee more intensely to increase consumer awareness so that they are responsible for the environment 
through their consumption patterns 
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