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ABSTRACT

This research adopts shopping motivation theory (utilitarian and hedonic) as a framework. The aim of this
research is to investigate the impact of shopping motivation on consumers’ purchase intentions in the
context of environmentally friendly clothing. Data were collected through a questionnaire survey of 185
respondents in Indonesia and analyzed using the SmartPLS v.4.0.0 tool with the SEM (Structural Equation
Modeling) analysis. This research shows that utilitarian and hedonic motivations have a positive and
significant effect on green purchase intention. Availability of information and special offers also have a
positive and significant effect on utilitarian motivation, trends, adventure, and authority, and status. These
findings will help managers and practitioners to promote sustainable consumption through environmentally
friendly clothing. This can encourage cleaner production and sustainable consumption practices that benefit
both the planet and people.

Keywords: Green Purchase Intention, Utilitarian Motivation, Hedonic Motivation, Green Apparel, Green

Product, Sustainable Consumption.

INTRODUCTION

There is currently an increase in
environmental damage caused by the
growing consumption of society.
Consumption waste is a significant issue,
particularly for producers, as the Second
United Nations Environmental
Assembly has pointed out since 2015
(Cheng et al, 2023). Therefore, new
ideas are needed to overcome this
problem (Kumar and Sadarangani,
2021).

Reducing the  environmental
impacts of goods and services is the idea
behind sustainable consumption (Kumar
and Sreen, 2020). According to Kumar
and Yadav (2021), increasing the use of
green products is one way to address this
issue. When compared to alternative
goods in the same category, green
products are those with minimal or even
zero environmental impact (Moser,
2016). Green products are a sensible
alternative to minimize environmental
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damage, according to earlier studies
(ElHaffar et al, 2020).

Consumers' inclination to buy green
products hasn't changed, despite the
growing understanding of their advantages
(Sreen et al, 2018). Scholars argue that
consumers' decisions can be influenced by
their desire to buy green products, although
the evidence for this assertion is weak (To
et al, 2007).

Thus, the purpose of this study is to
investigate the variables related to
purchasing motivation that impact the
decision to purchase green apparel.
According to Chen and Chang (2013),
consumers are less inclined to purchase
green products at the expense of other
features and functions. So, research on the
impact of customer shopping motivation
on particular behavior is required in order
to examine purchasing intentions for green
items. This is because the belief that
customer decisions are influenced by
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utilitarian and hedonistic incentives for
purchases (Scarpi, 2012).

Previous studies by Kumar and
Yadav (2021) assessed how income and
gender in India affected consumers'
desire to buy green apparel. There are
several reasons underlying the conduct
of the research. First, according to
studies on the patterns of purchasing
green products done between 2011 and
2017, there were varying intentions to
purchase  environmentally  friendly
products. So the research was conducted.
Second, only a small number of studies
focused on green apparel to date; most
studies have examined certain product
categories, such as food and household
products. Johnstone and Tan (2015) said

that 67% of consumers  with
environmentally friendly references
preferred organic food to

environmentally friendly clothing. In
fact, clothing waste contributes a lot to

increasing  environmental  pollution
which is a problem.
In Indonesia, despite being

familiar with green products, just 20% of
Indonesians as a whole are concerned
about the environment, according to
research data from the Ministry of
Health (CNNIndonesia, 2018). That is
the reason why this current study intends
to investigate the impact of shopping
motivations on sustainable consumption
in relation to green apparel by applying
the theories of utilitarian and hedonistic
motivation. The process involves the
removal of moderating variables
employed in earlier studies. It is
expected that this study would give a
broad overview of the factors
influencing the purchase green apparel
by Indonesian consumers.

The factors used in this research
are adapted from previous studies. The
theory of shopping motivations in this
research is influenced by two types of
factors, namely internal and external
factors which are referred to as
convenience, information availability,
customized offerings, and selection
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which influence utilitarian motivation and
trend, social, adventure and

authority and status which influence
hedonic motivation. These two theories

influence the intention to purchase
environmentally friendly clothing.
According to Durani et al, (2023),

individuals who want to manage their
resources efficiently tend to have utilitarian
reasons for purchasing, which are
characterized by rationality and no
emotion. According to To et al, (2007),
hedonic motivation is a non-functional
purchasing motive, also called hedonism,
which consists of social and personal goals
centered on hedonic and psychological
demands that are fulfilled when shopping.

RESEARCH METHOD
Type of Study
This study wuses a quantitative

approach to analyze the relationship
between variables. According to Meadow
(2003) quantitative research is research
that deals with data in the form of numbers.
This study investigates the influence of
purchasing motivations (utilitarian and
hedonic) on the intention to purchase
environmentally friendly clothing by
linking internal and external factors that
influence each shopping motivation.

This study requires respondents who
have purchased environmentally friendly
clothing. The research was conducted in
Indonesia. The results of this study are
expected to help managers and
practitioners promote sustainable
consumption through green apparel. This
study uses primary data obtained from the
results of a questionnaire collected using
Google Forms. The questionnaires were
distributed via social media by sending a
private message, inserting the link in the
researcher’s Instagram profile or Facebook
Group Status, as well as directly via
WhatsApp. This survey used a 6-point
Likert scale to measure responses with a
total of 185 respondents reporting
characteristics relevant to the study.
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Population and Sample

According to Ghozali (2016),
population can be defined as the total
number of objects or individual units

observed in the research. The sample is a
subset of the population and the sample
in this study is those who have purchased

environmentally  friendly  clothing
(Ghozali, 2016). Consumers in
Indonesia who have shopped for

environmentally friendly clothing are the
subjects of this research. The number of
respondents required for this research is
185 people. Data from 20 people was
used as a validity and reliability test to
determine the minimum sample size.
The researcher used the following
calculation (Hair et al., 2022) N = 5-10
x number of indicators used = 5 x 33 =
165. This research makes use of a
purposive sampling, namely a non-
probability sampling method by which
certain subjects are selected that align

with the research objectives.

RESULT AND DISCUSSION

Structural Model Test (Inner Model)
This research will explain the

collinearity test, coefficient of

determination test (R-Square), hypothesis
testing, and predictive relevance (Q
Square).

Collinearity VIF Test

In this section, the results of the
collinearity test are described. VIF
collinearity aims to guarantee that
collinearity does not have a significant
impact on the estimation of the structural
model. In this study, the VIF value for each
variable is below 3, which indicates that the
collinearity of the research model does not
experience deviations.

Table 1. Lists The Results of The Collinearity Test

C|IIA[S|CO| UM (T|SO|A|AS| HM GP
C 1.398
IA 1.320
S 1.588
CO 1.419
UM 1.141
T 1.797
SO 2.136
A 1.623
AS 1.505
HM 1.141
GP

Note: Convenience (C), Information Availability (IA), Selection (S), Utilitarian Motivation (UM), Trend (T),
Social (SO), Adventure (A), Authority and Status (AS), Hedonic Motivation (HM), Green Purchase Intention

Source: Primary Data Processed, 2024
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Coefficient of Determination Test (R-
Square)

The following R-Square values have
been found after the data was processed
with the smartPLS 4.0 program:

Table 2. R-Square

R-Square | R-Square Adjusted
Utilitarian Motivation (UM) 0.299 0.291
Hedonic Motivation (HM) 0.528 0.516
Green Purchase Intention (GP) 0.366 0.350

Source: Primary Data Processed, 2024

Based on the data presented in
Table 2. above, it can be seen that the R-
Square value for the utilitarian
motivation variable is 0.299. Such value
explains that the percentage of utilitarian
motivation can be explained by
convenience, information availability,
selection, and customized offerings at
29.9%. Then, the R-Square value
obtained for the hedonic motivation
variable is 0.528. This value explains
that the effectiveness of hedonic
motivation can be explained by trends,
social, adventure, and authority and
status at 52.8%. Finally, the R-Square
value for green purchase intention is
0.366. This explains that the
effectiveness of green purchase intention
can be explained by the utilitarian and
hedonic motivation of 36.6%. In the
table above, the adjusted R-Square value
is also displayed. This value is used if
there is more than one independent
variable. Adjusted R Square is an R2
value that is adjusted so that the image is
closer to the quality of the model
exploration in the population. From the

table above, it shows that the Adjusted R
Square (R2) for the utilitarian motivation
variable is 0.291 or 29.1% while the
remaining 70.9% is explained by other
factors. The hedonic motivation variable
has an adjusted R-Square value of 0.516 or
51.6%, the remaining 48.4% is influenced
by other factors. The green purchase
intention variable has an adjusted R-Square
value of 0.350 or 35%, the remaining 65%
is influenced by other factors.

Hypothesis Testing

The results of this test can be used to
answer the research hypotheses. To test the
hypotheses, T statistics and P values are
evaluated. According to Hair et al. (2022),
there are principles in calculating
hypothesis tests: P value <0.05 and T value
> 1.96.

Seven hypotheses have been
accepted, three have been rejected, since
the P-values <0.05 and T-statistics more
than 1.96. From Table 3, it can be
concluded that the seven hypotheses show
T statistical results of more than 1.96.

Table 3. T-Statistic and P-Value

Original T- P - Results
Sample (O) | Statistics | Values
Con}'em‘ence->Utllltarlan 0.172 1,680 0.093 H1 not
Motivation accepted
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Information Availability- H2
>Utilitarian Motivation 0.328 4.996 0.000 accepted
Sele?t101.1->Utllltar1an 0.125 1222 0.222 H3 not
Motivation accepted
Customized Offering- H4
>Utilitarian Motivation 0.171 2.072 0.038 accepted
Utilitarian Motivation- H5
>Green Purchase 0.368 4.422 0.000 | accepted
Intention

Trend->Hedonic H6
Motivation 0.254 3.051 0.002 accepted
Social->Hedonic H7 not
Motivation 0.167 1.827 0.068 accepted
Adventure-> HS8
Hedonic Motivation 0.321 3.924 0.000 accepted
Authority and Status- H9
>Hedonic Motivation 0.169 2:510 0.012 accepted
Hedonic Motivation- H10
>Green Purchase 0.296 4.138 0.000 | accepted
Intention

Source: Primary Data Processed, 2024

Predictive Relevance (Q Square)
Predictive relevance, also known

as Q-Square, is a measurement used to

determine the quality of fit to data. Just

as coefficient determination (R-Square),

larger Q-Square values can be

considered evidence of  greater

conformity to the data. The following is

the Q-Square calculation:

Q-Square

= 1- [(1-R square 1) x (1-R square 2) x

(1-R square 3)]

=1-[(1-0.299) x (1- 0.528) x (1- 0.366)]

=1-(0.701 x 0.472 x 0.634)

=1-0.209

=0.791

Based on the calculations above,
the Q-Square value of this research is
0.791, which shows that the research
model can explain 79.9% of the diversity
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of research data. Other factors outside
research account for the remaining 20.1%
of the value. Therefore, based on these
findings, it can be said that this research
model is very suitable.

Discussions
Convenience and Utilitarian Motivation
This research investigates whether
convenience has a positive or significant
effect on consumer utilitarian motivation.
The initial hypothesis states that
convenience has a positive or significant
influence on utilitarian motivation. Based
on the results of the hypothesis test, it can
be stated that the P-Value is 0.093 and the
T-Statistics is 1.680. It can be concluded
that these results do not meet the
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assessment criteria of P-Value < 0.05
and T-value> 1.96. So it can be stated
that convenience does not have a
positive and significant influence on
utilitarian motivation or HI1 is not
accepted.

This research finding proves that
convenience has a negative and
insignificant influence on utilitarian
motivation. In other words, the greater
the convenience that consumers get, the
lower

the perceived utilitarian motivation. The
opposite applies; if the lower the
convenience, the higher the consumer's
perceived utilitarian motivation. This
means that if consumers have a short

distance to the shop or easy access to
environmentally friendly products in
both physical shops and online shops, it
does not

increase shopping motivation,
specifically utilitarian motivation.

This finding is in line Kumar and
Yadav (2021) which concluded that
convenience did not have a positive or
significant  effect on  utilitarian
motivation. This shows that saving time
and energy for consumers is not a strong
driver in terms of the usefulness of
environmentally friendly clothing.
Information Availability and
Utilitarian Motivation

This research investigates whether
information availability has a positive or
significant effect on consumer utilitarian
motivation. The initial hypothesis states
that information availability has a
positive or significant influence on
utilitarian motivation. Based on the
results of the hypothesis test, it can be
stated that the P-value is 0.000 and the T-
Statistics is 4.996. It can be concluded
that these results meet the assessment
criteria of P-value < 0.05 and T-value>
1.96. So it can be stated that information
availability has a positive or significant
influence on utilitarian motivation or H2
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is accepted.

This finding proves that information
availability has a positive and significant
influence on utilitarian motivation. In other
words, the greater the information
availability that consumers obtain, the
greater the perceived utilitarian motivation.
The opposite also applies; the lower the
information availability, the lower the
utilitarian motivation the consumers
perceive. This means that if consumers
have easy access to product information
such as product specifications, online and
offline stores, ongoing promotions,

or even environmentally friendly products
that suit consumer needs, this will increase
shopping motivation, specifically
utilitarian motivation.

This finding is different from Kumar
and Sadarangani (2021) which stated that
the information availability offered by
shops did not play a role in increasing
utilitarian motivation. The possibility
explained in Kumar’s and

Sadarangani’s study is that generation Y
tended to easily access any information
about products using the internet, so having
information does not necessarily lead to a
purchase. Excessive product information
can also lead to consumer frustration.
Therefore, it can be concluded that
information availability does not have a
positive or significant influence in this
research. Such differences occur due to
different types of respondents and research
locations. In addition, this research focuses
on online stores with Generation Y buyers
characteristics.

Selection and Utilitarian Motivation
This research investigates whether
selection has a positive or significant effect
on consumer utilitarian motivation. The
initial hypothesis states that selection has a
positive or significant influence on
utilitarian motivation. Based on the results
of the hypothesis test, it can be stated that
the P-Value is 0.222 and the T-Statistics is
1.222. It can be concluded that these results
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do not meet the assessment criteria of P-
Value < 0.05 and T value > 1.96. So it
can be stated that selection does not have
a positive and significant influence on
utilitarian motivation or H3 is not
accepted.

The research finding proves that
selection does not have a positive and
significant influence on utilitarian
motivation. In other words, the greater
the selection, the lower the perceived
utilitarian motivation and vice versa, the
lower the selection, the higher the
perceived utilitarian motivation of
consumers. This means that if consumers
have many choices of environmentally
friendly clothing in an online or offline

store or even compared to other similar
stores, this will make it difficult for them
to make purchase decisions. This
happens

because of the lack of perceived
utilitarian motivation among buyers.
This findings corroborates Mikalef
et al, (2013) revealing that there was an
important role for selection factors in
utilitarian motivation. Even though the
study of Mikalef” et al (2013) only used
the context of online shopping, it is still
relevant. This means that consumers of
environmentally friendly clothing can

freely choose environmentally friendly
clothing via the internet. So it can be
adjusted to suit customer’s needs.

Customized Offerings and Utilitarian
Motivation

This research investigates whether
customized offerings have a positive or
significant effect on consumer utilitarian
motivation. The initial hypothesis states
that customized offerings have a positive
or significant influence on utilitarian
motivation. Based on the results of the
hypothesis test, it can be stated that the
P-Value is 0.038 and the T-Statistics is
2.072. It can be concluded that these
results meet the assessment criteria of P-
Value < 0.05 and T-value> 1.96. So it
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can be stated that customized offerings
have a positive or significant influence on
utilitarian motivation or H4 is accepted.

This finding indicates that the greater
the customized offerings, the higher the
utilitarian motivation will be, and vice
versa, the lower the customized offerings,
the lower the perceived utilitarian
motivation among consumers. This means
that if consumers receive offers that are
tailored to them regarding the
environmentally friendly clothing they
want to buy, then this will increase their
willingness to buy due to increased
shopping motivation, specifically
utilitarian motivation.

This finding is different from the
findings of Mikalef et al, (2013) which
stated that customized offerings had no role
in utilitarian motivation. Their study

focused on online shopping. Thus, the
difference in results is caused by the

research focus on online purchasing and
also the context of the customized offering
adopted. This means that personalized
advertising cannot encourage buyers to
search for the products they need via social
media. Other research by Kumar and
Yadav (2021) aligns with this study.
Offering environmentally friendly clothing
that is tailored and related to clothing
features, payment methods, or packaging
to discounts can meet consumer needs.
Utilitarian Motivation and Green
Purchase Intention

This research investigates whether
utilitarian motivation has a positive or
significant effect on consumers' green
purchase intention. The initial hypothesis
states that utilitarian motivation has a
positive or significant influence on green
purchase intention. Based on the results of
the hypothesis test, it can be stated that the
P-Value is 0.000 and the T-Statistics is
4.422. It can be concluded that these results
meet the assessment criteria of P-Value <
0.05 and T value > 1.96. So it can be stated
that utilitarian motivation has a positive or
significant influence on green purchase
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intention or HS is accepted.

This research finding indicates that
the greater the utilitarian motivation, the
greater the green purchase intention and
vice versa, the lower the utilitarian
motivation, the lower the consumer's
green purchase intention. This means
that if consumers are motivated to shop,
in terms of fulfilling their utilitarian
needs, they will experience an increased
desire to buy environmentally friendly
clothing.

The alignment of offers with the
fulfilment of needs in shopping activities
is key to increasing the intention to
purchase  environmentally  friendly
clothing. This conclusion is also
supported by Kumar and Sadarangani
(2021) who found a positive and
significant influence between utilitarian
motivation and green purchase intention.

Trends and Hedonic Motivation
This research investigates whether

trends have a positive or significant
effect

on consumer hedonic motivation. The
initial hypothesis states that trends have
a positive or significant influence on
hedonic motivation. Based on the results
of the hypothesis test, it can be stated that
the P-Value is 0.002 and the T-Statistics
is 3.051. It can be concluded that these
results meet the assessment criteria of P-
Value < 0.05 and T-value> 1.96. So it
can be stated that the trends have a
positive or significant influence on
hedonic motivation or H6 is accepted.
This research finding indicates the
greater the trends, the greater the hedonic
motivation. The opposite applies; the
lower the trends, the lower the perceived
hedonic motivation among consumers.
This means, regardless of the situation,
trends will always influence the
motivation of hedonic customers. So,
when consumers go to the store, they
may want to buy eco-friendly clothing
without knowing the latest trends. It
turns out that once they are in the store,
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they learn that the trend for such clothing is
on the rise, or conversely, consumers may
want to go to the store because they are
aware that the trend for eco-friendly
clothing is booming. This happens because
apart from the clothes themselves, current

trends can boost buyers' shopping
motivation, in this case hedonic
motivation.

This finding is different from the
findings of Kumar and Yadav (2021). The
study of Kumar and Yadav (2021) found
that consumers were not interested enough
in the environmentally friendly clothing
community. This difference is due to the
differences in location and type of
respondent. This current research involves
the respondents from the environmental
lover community on Facebook. It can be
concluded that consumers in Indonesia are
not initially specifically interested in
environmentally friendly clothing.
However, the concept of environmental
conservation raises their awareness of eco-
friendly apparel products.

Social and Hedonic Motivation

This research investigates whether
social has a positive or significant effect on
consumer hedonic motivation. The initial
hypothesis states that social has a positive
or significant influence on hedonic
motivation. Based on the results of the
hypothesis test, it can be stated that the P-
Value is 0.068 and the T-Statistics is 1.827.
It can be concluded that these results do not
meet the assessment criteria of P-Value <
0.05 and T-value> 1.96. So it can be stated
that social does not have a positive or
significant  influence = on  hedonic
motivation or H7 is not accepted.

The results of this research prove that
social does not have a positive and
significant  influence  on  hedonic
motivation. In other words, the greater the
social, the lower the hedonic motivation
and vice versa, the lower the social, the
greater the hedonic motivation. This means
that social interaction with family, friends,
or community members does not increase
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the desire to shop. This interaction can
increase the desire to shop if the buyer
actually wanted the clothes before and
received support from family, friends, or
community friends.

This finding corroborates Mikalef
et al, (2013) who found that there was no
positive or significant relationship
between social and hedonic motivation.
This means that the influence of social
interaction through various information
about environmentally friendly products
does not meet consumer satisfaction.

Adventure and Hedonic Motivation

This research investigates whether
adventure has a positive or significant
effect on consumer hedonic motivation.
The initial hypothesis states that
adventure has a positive or significant
influence on hedonic motivation. Based
on the results of the hypothesis test, it
can be stated that the P-Value is 0.000
and the T-Statistics is 3.924. It can be
concluded that these results meet the
assessment criteria of P-Value < 0.05
and T-value> 1.96. So it can be stated
that adventure has a positive or
significant  influence on  hedonic
motivation or HS is accepted.

The results of this research prove
that

adventure has a positive and significant
influence on hedonic motivation. In
other words, the greater the adventure,
the greater the hedonic motivation felt
and the opposite applies, the lower the
adventure, the lower the hedonic
motivation. This means that purchasing
environmentally  friendly  clothing
provides a different, different and
impressive experience for buyers. In
addition, it can increase the buyer's
hedonic motivation.

This finding aligns with Kumar
and Yadav (2021) who concluded that
hedonic consumers sought pleasure and
other experiences when shopping for
environmentally friendly clothing. So it
is very possible to buy environmentally
friendly clothes just to fulfill consumer’s
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desires.

Authority and Status and Hedonic
Motivation

This research investigates whether
authority and status have a positive or
significant effect on consumer hedonic
motivation. The initial hypothesis states
that authority and status have a positive or
significant  influence  on  hedonic
motivation. Based on the results of the
hypothesis test, it can be stated that the P-
value is 0.012 and the T-statistics is 2.510.
It can be concluded that these results meet
the assessment criteria of P-value < 0.05
and T-value> 1.96. So it can be stated that
authority and status have a positive or
significant  influence  on  hedonic
motivation or H9 is accepted.

The results of this research prove that
authority and status have a positive and
significant  influence  on  hedonic
motivation. In other words, the greater the
authority and status, the greater the hedonic
motivation and the opposite applies, the
lower the authority and status, the lower the
hedonic motivation. This means that the
feeling of purchasing when shopping for
environmentally friendly clothing
influences increased shopping motivation,
specifically hedonic motivation. The
feeling referred to is feeling satisfied when
shopping.

This finding does not align with

Mikalef et al, (2013) who found that
hedonic consumers derived only a limited
amount of satisfaction when shopping
online. They will only receive a gratifying
shopping experience when they shop
offline.

Hedonic Motivation and Green Purchase
Intention

This research investigates whether
hedonic motivation has a positive or
significant effect on consumers' green
purchase intention. The initial hypothesis
states that hedonic motivation has a
positive or significant influence on green
purchase intention. Based on the results of
the hypothesis test, it can be stated that the
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P-Value is 0.000 and the T-Statistics is
4.138. It can be concluded that these
results meet the assessment criteria of P-
Value < 0.05 and T-value> 1.96. So it
can be stated that hedonic motivation has
a positive or significant influence on
green purchase intention or HI10 is
acceptable.

The results of this research prove
that hedonic motivation has a positive or
significant influence on green purchase
intention. In other words, the greater the
hedonic motivation, the greater the green
purchase intention; the opposite applies,
the lower the hedonic motivation, the
lower the consumer's green purchase
intention. This means that the influence
of the feelings and experiences that
buyers have during the shopping process
significantly influence their intention to
purchase  environmentally  friendly
clothing. This has nothing to do with the
actual use of the items.

This finding corroborates Kumar
and Yadav (2021), and Kumar and
Sadarangani (2021). Hedonic consumers
are people who want to buy something
fun and adventurous, which provides
sensual satisfaction. These consumers
may be influenced by the eco-friendly
clothing trend because celebrities
endorse eco-friendly products to save the
Earth.

CONCLUSION
Conclusion

This study examines how hedonic
and utilitarian incentives affect green
purchase intention in Indonesia. This
will  help  marketing encourage
sustainable fashion buying and green
garment consumption. This research
may aid industry researchers, experts,
and managers. Google Forms was used
to send questionnaires to 165 eligible
respondents. The findings were analyzed
using SmartPLS 4.0. This research
examined numerous hypotheses to
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determine how different factors affect
shopping motivation and green buying
intention.

Based on the results and discussion,

it can be concluded that:

1.

. Utilitarian motivation 1is

Convenience does not boost utilitarian
motivation. Calculations yield a P-value
of 0.093 and a T-statistics of 1.680.
These two values fail the requirement.
No positive and significant influence
can be concluded.

. Information availability significantly

boosts utilitarian motivation.
Calculations yield a P-value of 0.000
and a T-statistics of 4.996. Both values
satisfy conditions. Thus, a favorable and
considerable influence exists.

. Selection does not increase utilitarian

motivation. Calculations yield a P-value
of 0.222 and a T-statistics of 1.222.
These two values fail the requirement.
No positive and significant influence
can be concluded.

. Customized offerings boost customer

utilitarian motivation. According to the
calculations, the P-value is 0.038, and
the T-statistics is 2.072. Both values
satisfy conditions. Thus, a favorable and
considerable influence exists.
positively
correlated with consumer green
purchase intention. Calculations yield a
P-value of 0.000 and a T-statistics of
4.422. Both values satisfy conditions.
Thus, a favorable and considerable
influence exists.

. Trends positively or significantly affect

consumer hedonic motivation.
According to the calculations, P-value
1s 0.002, and T-statistics is 3.051. Both
values satisfy conditions. Thus, a
favorable and considerable influence
exists.

. Social has had no positive impact on

customer hedonic motivation.
Calculations yield a P-value of 0.068
and a T-statistics of 1.827. These two
values fail the requirement. No positive
and significant influence can be
concluded.

. Research shows that adventure boosts

consumer hedonic motivation.
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Calculations yield a P-value of 0.000
and a T-statistics of 3.924. Both
values satisfy conditions. Thus, a
favorable and considerable influence
exists.
9. Consumer hedonic motivation is
positively influenced by authority and
position.  According  to  the
calculations, the P-value is 0.012, and
T-statistics is 2.510. Both values
satisfy conditions. Thus, a favorable
and considerable influence exists.
Research  shows that hedonic
motivation increases green purchase
intention. Calculations yield a P-
value of 0.000 and a T-statistics of
4.138. Both values satisfy conditions.
Thus, a favorable and considerable
influence exists.

10.

Recommendation

Due to study limitations,
qualitative or mixed methods could be
used to gather more customer
exploratory motivation for future
research. Second, consumer utilitarian
and hedonic motivation may differ
between countries. The researcher can
illustrate country identity similarities or
differences (e.g., emergent, developed,
or South East Asia). Finally, other
antecedent factors must be developed.
For further research, product knowledge,
source of information, and re-purchase
intention might be explored.
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