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Abstract

This study aims to analyze the effect of green supply chain management practices on consumers' purchase
intention and willingness to pay premium using mediation and moderation analysis. This study obtained data by
distributing online questionnaires to Generation Z and Millennial consumers who had purchased products from
coffee shops that had implemented green supply chain management practices in Jakarta. The sample used in this
study consisted of 289 respondents. The data analysis method used was SEM-PLS analysis using SmartPLS
software. The results of this study indicate that green supply chain management practices have a positive effect
on perceived product performance, willingness to pay premium, and consumer purchase intention. The results
also show that perceived product performance mediates purchase intention but does not mediate consumers'
willingness to pay more. Consumers' moral orientation towards the environment does not moderate the direct
effect of green supply chain management practices on the other three variables.

Keywords: Consumer Moral Orientation towards the Environment; Consumer Perceived Product
Performance; Consumer Purchase Intention; Consumer Willingness to Pay More; and Green Supply Chain
Management Practices.

INTRODUCTION

Over the past two decades, the world has faced a variety of complex environmental and social issues
(wicked problems), such as climate change, increasing waste, and disruptions to global supply chains. These
challenges demand changes in business practices, shifting from profit-oriented to sustainability. Elkington's
Triple Bottom Line concept emphasizes that a company's success is measured not only by profit but also by
people and planet. Therefore, companies are required to integrate economic, social, and environmental interests
into their operations. In a management context, this is closely related to the concept of operations management,
which is the activity of managing resources to produce valuable goods or services (Heizer et al., 2024). One
crucial aspect of operations management is supply chain management, which is the process of coordinating all
activities from raw materials to products to consumers to increase customer value. An effective supply chain
focuses not only on cost efficiency but also on sustainable value creation.

With the growing environmental awareness, the concept of Green Supply Chain Management (GSCM)
has emerged. GSCM is the integration of environmental aspects into all supply chain activities, from raw
material procurement and production, distribution, and waste management. This practice encompasses various
activities such as reduce, reuse, recycle, and reverse logistics, aimed at minimizing negative environmental
impacts while improving company performance (Herrmann et al., 2021; Majeed et al., 2025). The
implementation of green supply chain management practices not only impacts operational efficiency but also
influences consumer perceptions of products. According to consumer behavior theory, consumers evaluate a
product through a stimulus process that includes exposure, attention, and interpretation (Solomon & Russell,
2024). In this process, consumers form perceptions of the product's perceived quality or performance, which
then influence purchasing decisions. Furthermore, value perception theory explains that consumers compare the
benefits obtained with the costs incurred. If consumers perceive an environmentally friendly product to have
higher value, they tend to have greater purchase intention and are even willing to pay a premium price
(willingness to pay more). This is in line with previous research showing that environmentally friendly practices
can improve consumer value perceptions and purchasing decisions. However, in practice, there is an attitude-
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behavior gap, a gap between consumer attitudes and behavior. Although many consumers express concern for
the environment, not all of them realize this in their purchasing decisions. This phenomenon indicates that other
factors, such as perceived product quality and price, remain primary considerations in consumer behavior. In
addition to perception, consumers' moral orientation toward the environment is also an important aspect in
explaining consumer behavior. Based on consumer identity and moral orientation theory, consumers tend to
choose products that align with their values and self-identity (Solomon & Russell, 2024). Consumers with a
strong environmental moral orientation are more likely to support environmentally friendly products and avoid
products that damage the environment. However, the influence of this moral orientation is not always consistent
because it can be influenced by situational factors such as price and product availability.

In an industrial context, the food and beverage sector, particularly coffee shops, is a relevant industry to
study. This industry produces large amounts of waste and consumes significant resources in its operational
processes. In Indonesia, the increase in coffee consumption and the number of coffee shops demonstrates high
market potential, but also increases pressure on the environment. On the other hand, although consumer
awareness of environmentally friendly products is increasing, there is a gap between consumer intentions and
actual behavior. Many consumers want to purchase sustainable products, but only a small percentage actually
do so. This indicates that the implementation of green supply chain management practices has not been fully
understood and translated into perceived benefits by consumers. A lack of understanding of the influence of
green supply chain management practices on consumer purchase intention and willingness to pay more can
impact the ineffectiveness of corporate strategies. Therefore, research is needed that examines this relationship
more deeply, taking into account the mediating role of perceived product performance and the moderating role
of consumers' moral orientation toward the environment.

LITERATURE REVIEW
Green Supply Chain Management

Green Supply Chain Management (GSCM) is a concept that integrates environmental aspects into all
supply chain activities, from raw material procurement and production processes, distribution, and waste
management. GSCM aims to minimize negative environmental impacts without compromising a company's
operational and economic performance. According to Herrmann et al. (2021), GSCM practices encompass three
main dimensions: strategy, innovation, and operations. These practices include green procurement, eco-design,
environmentally friendly production, and reverse logistics. The implementation of GSCM can increase resource
efficiency, reduce waste, and enhance a company's image in the eyes of consumers.

Consumer Perceived Product Performance

Consumer-perceived product performance is a subjective evaluation of the quality and benefits of the
product received. This perception is formed through a stimulus process consisting of exposure, attention, and
interpretation (Solomon & Russell, 2024). Consumers evaluate products based on their experience, information,
and expectations. The higher the perception of product performance, the greater the likelihood of consumer
satisfaction and the greater the likelihood of making a purchase. Therefore, this perception is a crucial factor in
influencing consumer behavior.

Consumer Purchase Interest

Consumer purchase intention is an individual's tendency or intention to purchase a product based on
previous evaluations. Purchase intention is influenced by various factors such as perceived quality, product
value, price, and brand image. In consumer behavior theory, purchase intention is the stage before an actual
purchase decision. Consumers who have a positive perception of a product, including environmentally friendly
products, tend to have higher purchase intention. Therefore, purchase intention is often used as an early
indicator in predicting purchasing behavior.

Consumer Willingness to Pay More

Consumer willingness to pay more is the level of consumer readiness to pay a higher price than the
normal price for a product. This typically occurs when consumers perceive a product to have added value, such
as better quality or environmental friendliness. This concept is related to the theory of perceived value, where
consumers compare the benefits received with the costs incurred. Products with high environmental value are
often perceived as having additional benefits, thus increasing consumers' willingness to pay a premium price.
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Consumer Moral Orientation towards the Environment

Consumer moral orientation toward the environment is the level of concern and ethical values
consumers hold toward environmental issues. Consumers with a strong moral orientation tend to choose
environmentally friendly products and avoid products that damage the environment. Based on consumer
identity theory, individuals use products as a means to express their values and identity. Therefore, a moral
orientation toward the environment can influence purchasing decisions and strengthen the relationship between
company practices and consumer behavior.

METHOD

This study uses a quantitative approach with a survey method and is included in causal research that
aims to examine the effect of green supply chain management practices on consumer purchasing intention and
willingness to pay more, by considering the mediating role of perceived product performance and the
moderating role of consumer moral orientation towards the environment. Data were collected cross-sectionally
through the distribution of online questionnaires to Generation Z and Millennial consumers who have purchased
products from coffee shops that implement environmentally friendly practices in Jakarta. The sampling
technique used purposive sampling with a total of 289 respondents. The research instrument used a Likert scale
of 1-5, and the data obtained were analyzed using the Structural Equation Modeling method based on Partial
Least Square (SEM-PLS) with the help of SmartPLS software, which includes validity and reliability tests, as
well as hypothesis testing both directly, mediation, and moderation.

RESULTS AND DISCUSSION
Hypothesis Testing Results

Table 1. Hypothesis Testing Results
Original
Sample

Hypothesis p-value Decision

Green supply chain management practices have a
H1. | positive impact on perceived product performance . 0.294 0,000 Supported
consumer.

Practice management supply chain  green
H2. | positive influence to consumer willingness to 0.283 0.002 Supported
pay more.

Green supply chain management practices have a
H3. | positive impact on consumer purchasing interest.

0.229 0.003 Supported

Consumer perceived product performance has a
H4. | positive effect on consumer willingness to pay

more. 0.209 0.039 Supported

Consumer perceived product performance has a
H5. | positive influence on purchasing interest.

Consumer 0.327 0,000 Supported

Green supply chain management practices have a
positive effect on consumers' willingness to pay
more, mediated by consumer-perceived product 0.062 0.064 Not Supported
performance.

Green supply chain management practices have a
positive effect on consumer purchasing interest,
mediated by product performance perceived by 0.096 0.003 Supported
consumers.

H6.

H7.

Green supply chain management practices have a
positive effect on consumers' willingness to pay
more, moderated by Consumer Moral Orientation 0.029 0.145 Not Supported
towards the Environment.

H8.
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Hypothesis CS):r%ISIael p-value Decision
Green supply chain management practices have a
H9 positive effect on consumer-perceived product
" | performance, moderated by consumer moral -0.032 0.024 Supported
orientation towards the environment.
Green supply chain management practices have a
H10 positive effect on consumer purchasing intention,
" | moderated by consumer moral orientation towards 0.023 0.060 Not Supported
the environment.
DISCUSSION

The Influence of Green Supply Chain Management Practices on Consumer-Perceived Product
Performance

The results of testing the first hypothesis demonstrated that green supply chain management practices
have a positive effect on consumer-perceived product performance. This suggests that the better the green
supply chain management practices implemented by a company, the greater the perceived product performance
of Gen Z and Millennial consumers in companies in the coffee shop industry in Jakarta. These results support
previous research that found that consumers perceive better product performance and increased satisfaction
when using products from companies that have implemented green supply chain management practices (Gupta
et al., 2023; Kim & Lee, 2018). These results also support previous research by Karim et al. (2024) and Lee et
al. (2021) that found that consumer-perceived product performance increases when using products from
companies that implement green supply chain management practices.

The results of the hypothesis test indicate that coffee shops that implement environmental management
systems in their supply chain practices provide greater benefits to consumers who purchase and use the
products. Furthermore, coffee shops that source raw materials from suppliers that meet environmental
sustainability targets, design products with minimal energy consumption, and utilize equipment as low as
possible have greater value for consumers. For example, Kedai Kopi Tuku supplies raw coffee and palm sugar
from trained partner farmers, making consumers feel healthier from consuming these products (Silaban, 2025).
Consumers perceive the benefits of lower environmental emissions because raw materials are sourced from
closer locations using environmentally friendly methods. Thus, green supply chain management practices can
improve product performance as perceived by consumers. Although the test results show a significant direct
effect, the magnitude of the effect value of 29.4 percent indicates that green supply chain management practices
only play a role in almost one-third of the product performance as perceived by consumers. This indicates that
approximately 71.6 percent of product performance is determined by other factors outside the research model.
This indicates that the role of green supply chain management practices is quite moderate in influencing the
benefits and value obtained from the consumer perspective.

The Impact of Green Supply Chain Management Practices on Consumer Willingness to Pay More

The results of testing the second hypothesis demonstrated that green supply chain management
practices positively influence consumer willingness to pay more. This suggests that the better a company's
green supply chain management practices, the higher Gen Z and Millennial consumers are willing to pay for
products from companies in the coffee shop industry in Jakarta. These findings support previous research that
found consumers are willing to pay higher prices for products from companies implementing green supply
chain management practices (Karim et al., 2024; Loaiza-Ramirez et al., 2022). These findings also support other
research that found green supply chain management practices positively influence consumer willingness to pay
more (Gupta et al., 2023; Sun & Yoon, 2022).

The results of this hypothesis test indicate that coffee shops with environmental certifications and
sourcing from certified suppliers will encourage consumers to pay more because these practices can help
preserve the environment. Consumers are also willing to pay higher prices if the coffee shop collaborates with
consumers to design more environmentally friendly products and production processes. For example, Starbucks
holds general shareholder meetings, public exposes, and publishes sustainability reports regularly at least once a
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year (MAP, 2024). The results of these meetings communicate to consumers the reasons for the relatively
higher product prices in the market. These practices also allow Starbucks to survive in the market despite
having products with relatively higher prices compared to similar products (Feirisa, 2023). Therefore, the better
the implementation of green supply chain management practices by coffee shops, the higher consumers are
willing to pay for the products offered. Although the test results showed a positive effect, the influence value of
28.3 percent indicates that other, more significant factors are considered when consumers purchase products
from green supply chain management practices. When faced with a choice, consumers are more willing to pay
more for conventional products that are superior in other aspects than for green products. This indicates that
products from green supply chain management practices are not competitive enough to compete in the market.

The Influence of Green Supply Chain Management Practices on Consumer Purchase Intention

The results of testing the third hypothesis demonstrated that green supply chain management practices
have a positive effect on consumer purchasing intention. This suggests that the better a company implements
green supply chain management practices, the higher Gen Z and Millennial consumers' purchasing intention for
products from the coffee shop industry in Jakarta. These findings support previous research that found increased
consumer purchasing intention for products from companies with green supply chain management practices
(Karim et al., 2024; Loaiza-Ramirez et al., 2022). Other research also suggests that internal and external green
supply chain practices can increase consumer satisfaction, leading to greater consumer interest in purchasing
green products (Kim & Lee, 2018; Lee et al., 2021).

The results of testing this hypothesis indicate that coffee shops with product designs that can be reused,
recycled, or reused will be more attractive to consumers than non-green products. Furthermore, consumers will
be more interested in purchasing products from coffee shops if the company selling them has an
environmentally friendly management system and regularly supplies raw materials from suppliers who also
have environmental conservation targets. For example, Kedai Kopi Nako recycles consumer plastic packaging
at its waste management facility (Werdiono, 2025). Recycled packaging increases consumer purchasing
interest, making them more willing to purchase green products than non-green ones.

Although the results of the hypothesis testing showed an effect, the magnitude of the effect of green
supply chain management practices on consumer purchasing intention was small, at 22.9 percent. This influence
has nearly the same consequences as consumer willingness to pay more, meaning consumers only slightly
consider green supply chain management practices seriously when making purchases. Conventional products
have a better chance of being more popular than products produced using green supply chain management
practices.

The Influence of Consumer Perceived Product Performance on Consumer Willingness to Pay More

The results of testing the fourth hypothesis indicate that consumer-perceived product performance has a
positive effect on consumer willingness to pay more. This indicates that the better the product performance
perceived by consumers, the higher the willingness of Gen Z and Millennial consumers to pay. These results
support previous research that states that consumer-perceived product quality has an indirect effect on consumer
willingness to pay more through green brand equity (Akturan, 2020; de Medeiros et al., 2016). These results
also support the results of other studies that state that product quality and perceptions of product performance
influence consumer willingness to pay more (Gomes et al., 2023; Kim & Lee, 2018).

The results of this study indicate that the added benefits of green products make consumers willing to
pay more than non-green products. Furthermore, the study also found that consumers remain loyal to products
that address multiple environmental issues even when their prices change. Consumers will also continue to
purchase products with green brands because the benefits they offer exceed the price they pay. For example,
consumers are willing to pay more for coffee made with plant-based milk, such as oat milk. This is because
these milks require less land and energy to produce, thus reducing environmental emissions overall (Riofrio &
Baykara, 2022). Thus, consumers perceive green products as more beneficial to their health.

Although the test results show that consumer-perceived product performance influences consumer
willingness to pay more, the effect size of 20.9 percent indicates that consumers only consider about one-fifth of
product performance when making purchases based on this research model. This indicates that consumers are
only slightly influenced when asked to compare the benefits of conventional and environmentally friendly
products. Consumers are likely to prefer conventional products that offer greater value and performance due to
the additional benefits they receive compared to environmentally friendly products.
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The Influence of Consumer Perceived Product Performance on Consumer Purchase Interest

The results of the study on the fifth hypothesis indicate that consumer-perceived product performance
has a positive effect on consumer purchase intention. This indicates that the better the product performance
perceived by consumers, the higher the purchase intention of Gen Z and Millennial consumers for coffee shop
companies in Jakarta. These results support previous research that states that consumer-perceived product
performance has an influence on consumer purchase intention (Ariffin et al., 2016; Kumar et al., 2025). These
results also support previous research that states that consumer-perceived product effectiveness performance has
a positive effect on long-term purchase intention (Tan et al., 2025; Waris & Hameed, 2020).

The results of this study indicate that the added value of environmentally friendly products can increase
consumer effort in purchasing green products. Furthermore, the benefits and added value gained from green
products can increase consumer involvement in purchasing these products in their daily lives. Thus, consumer-
perceived product performance or performance in green products can increase consumer purchase intention for
green products. For example, Fore Coffee Shop uses packaging that avoids hazardous materials, making
consumers feel safe and healthy, thus encouraging them to regularly purchase coffee at the coffee shop (Fore,
2024). Although this hypothesis, valued at 32.7 percent, represents the largest influence in testing the direct
effect hypothesis, it still only has a moderate impact on consumer purchase intention. Consumers perceive a
third of the value or benefits derived from green products when deciding to purchase them. Products that
provide benefits and value in other aspects may potentially be more desirable than products that excel solely
through green supply chain management practices.

The Effect of Green Supply Chain Management Practices on Consumer Willingness to Pay More as
Mediated by Consumer-Perceived Product Performance

The results of the study on the sixth hypothesis indicate that green supply chain management practices
have a positive effect on consumer willingness to pay more, not mediated by consumer-perceived product
performance. This indicates that consumer-perceived product performance does not act as an intermediary or
explain the relationship between green supply chain management practices and consumer willingness to pay
more. The results of this study contradict the results of studies by Loaiza-Ramirez et al. (2022) and Karim et al.
(2024) which state that consumer-perceived product performance has a mediating role in this influence. The
results of this study also do not support the studies by Gonzalez-Viralta et al. (2023) and Leonardo (2023)
which state that consumer-perceived product quality in green products has a positive effect on consumer
loyalty.

The results of this study indicate that the added value generated by products produced through
environmentally certified supply chains is not sufficient to increase consumers' willingness to pay more.
Furthermore, consumers do not perceive any added benefit and are willing to pay more when coffee shops use
environmentally friendly packaging that can be recycled or reused. The added benefit generated by green
products that source raw materials from suppliers that meet environmental sustainability targets does not
increase consumers' willingness to pay more for green products. For example, consumers do not perceive any
benefit or added value from products using plastic packaging in the majority of coffee shops in Jakarta. Plastic
packaging, which can have a negative impact on the environment, is always the preferred choice when serving
coffee for dine-in or takeaway. As a result, consumers are more skeptical of coffee shops' commitment to
environmentally friendly supply chain management practices and are therefore reluctant to pay more (Kamil,
2023). The results of this study are also reflected in the hypothesized effect size of 6.2 percent. The weakness of
the mediation effect can also be compared with the descriptive statistical data for the mean of the consumer
willingness to pay more variable, which is approximately four. This indicates that although consumers are
positively willing to pay more, this positivity does not contribute to concrete actions. This accurately describes
the gap in attitudes toward consumer behavior.

The Influence of Green Supply Chain Management Practices on Consumer Purchase Intention Mediated
by Consumer Perceived Product Performance

The results of the study on the seventh hypothesis indicate that green supply chain management
practices have a positive effect on consumer purchase intention, mediated by consumer-perceived product
performance. This indicates that consumer-perceived product performance acts as an intermediary or explains
the relationship between green supply chain management practices and consumer purchase intention. The better
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a company's green supply chain management practices, the better consumer-perceived product performance will
be, and this will continuously increase consumer purchase intention. These results support the findings of
research conducted by Loaiza-Ramirez et al. (2022) and Karim et al. (2024), which stated that consumer-
perceived product performance plays a mediating role in this influence. These results also support the results of
other previous studies that stated that the perception of green product performance is higher than that of non-
green products, thereby increasing consumer trust and increasing consumer purchase intention (Kim & Lee,
2018; Moller & Herm, 2021).

The results of this study indicate that the added value generated by products manufactured with
environmentally friendly packaging can increase consumer purchasing interest in green products. Furthermore,
the benefits and performance of products that implement environmental management will increase the
likelihood of buyers purchasing green products in the future. Companies that implement green supply chain
management practices from upstream, such as suppliers, by ensuring that suppliers also practice
environmentally friendly practices will increase overall consumer purchasing interest because the performance
of a product is perceived to be improved. For example, Fore Coffee uses more biodegradable plastic materials.
These materials are obtained from suppliers who can produce more environmentally friendly packaging (Fore,
2024). More environmentally friendly packaging increases the added value perceived by consumers, thus
making them interested in purchasing green products.

Although consumer-perceived product performance has been shown to mediate the influence of green
supply chain management practices on consumer purchase intention, the influence value of 9.6 percent indicates
that the mediating variable is very weak as an intermediary between the two variables. This indicates that green
products play a very small role in product performance, so consumers can easily ignore the benefits of
environmentally friendly products when deciding to make a purchase. Conventional products that can provide
more non-environmental benefits have the potential to be superior in the eyes of consumers compared to
products that excel through green supply chain management practices.

The Effect of Green Supply Chain Management Practices on Consumer Willingness to Pay More
Moderated by Consumer Moral Orientation towards the Environment

The results of the study on the eighth hypothesis indicate that consumers' moral orientation towards the
environment does not moderate the positive influence of green supply chain management practices on
consumers' willingness to pay more. This indicates that consumers' moral orientation towards the environment
does not play a role in influencing the strength of the influence between green supply chain management
practices and consumers' willingness to pay more. The results of this study contradict the results of studies by
Loaiza-Ramirez et al. (2022) and Kamboj & Matharu (2021) which stated that consumers' moral orientation
towards the environment has a moderating role in this influence. The results of this study also do not support the
results of previous studies by Alam et al. (2023) and (Gonzélez-Rodriguez et al., 2020) which stated that
attitudes towards the environment have a positive influence on consumers' willingness to purchase
environmentally friendly products.

The results of this study explain the gap between the phenomena that occurred and previous research
references. The results of this study found that consumers who believe that green products can reduce pollution
do not increase their willingness to pay more if the coffee shop uses environmentally friendly product
packaging. Furthermore, consumers who believe that green products can save natural resources do not increase
their willingness to pay more when purchasing products from coffee shops with environmental certification. For
example, consumers are less confident that products from coffee shops have not fully implemented green supply
chain management practices, which creates the phenomenon of greenwashing. This results in consumers being
less optimistic about green products being able to save nature and preserve natural resources (Lin et al., 2025).
The insignificant results of the hypothesis testing are also reflected in the resulting influence value. The
moderating variable showed an influence value of 2.9 percent. However, the mean value in the statistical testing
for the moderating variable was approximately four out of five. This indicates that a good understanding of
environmental issues does not automatically translate into actual consumer action.

The Effect of Green Supply Chain Management Practices on Consumer-Perceived Product Performance
Moderated by Consumer Moral Orientation Towards the Environment

The results of the study on the ninth hypothesis indicate that consumers' moral orientation towards the
environment negatively moderates the positive influence of green supply chain management practices on
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consumer-perceived product performance. This indicates that consumers' moral orientation towards the
environment weakens the influence of green supply chain management practices on consumer-perceived
product performance. The results of this study are consistent with the results of research by Loaiza-Ramirez et
al. (2022) and Li et al. (2022) which stated that consumers' moral orientation towards the environment has a
moderating role in this influence. The results of this study also support previous research by Rana & Solaiman
(2023) and Ogiemwonyi & Jan (2023) which stated that consumers' moral orientation towards the environment
can trigger perceived product performance in environmentally friendly products.

This study found that consumers who understand and care about the environment will weaken their
perceptions of the performance of products derived from green supply chain management practices. Consumers
who believe that green products can reduce pollution will weaken their perceptions of green products as having
higher value. Furthermore, consumers who believe that green products can conserve nature and natural
resources do not perceive green products to perform better than those that do not. For example, various coffee
shops in Jakarta sell cloth bags as an alternative to plastic bags for taking home large quantities of drinks.
Although cloth bags have been proven to reduce carbon emissions, many consumers do not reuse cloth bags
when ordering takeout and online motorcycle taxis. This can have a negative impact on the environment
because cloth bags generally require more energy to produce and recycle. Factors such as differences in
material composition, patterns, and colors in bags can also complicate the recycling process (Fitri, 2023).

A significant hypothesis test result does not preclude the company from evaluating the research
findings. A negative value of 3.2 percent indicates that environmentally conscious consumers do not
automatically view all implemented green supply chain management practices as having a positive impact on
the environment. The differing perspectives held by consumers represent important information that companies
need to consider going forward.

The Effect of Green Supply Chain Management Practices on Consumer Purchase Intention Moderated
by Consumer Moral Orientation Towards the Environment

The results of the study on the tenth hypothesis indicate that consumers' moral orientation towards the
environment does not moderate the positive influence of green supply chain management practices on consumer
purchasing intention. This indicates that consumers' moral orientation towards the environment does not play a
role in influencing the strength of the influence between green supply chain management practices and
consumer purchasing intention. The results of this study contradict the results of studies by Loaiza-Ramirez et
al. (2022) and Hoang & Tung (2024) which stated that consumers' moral orientation towards the environment
has a moderating role in this influence. The results of this study also do not support the results of other previous
studies by Naalchi Kashi (2019) and Sun & Yoon (2022) which stated that there is a significant relationship
between environmental concern and attitudes towards purchasing green products.

The results of this hypothesis test explain the gap between the phenomena that occurred and previous
research references. The results of this study found that consumers who believe green products can reduce
pollution do not necessarily have interest in purchasing products produced using green supply chain
management practices. Furthermore, consumers who believe green products can save the environment and
conserve natural resources do not strengthen consumer intentions to purchase products from coffee shops that
collaborate with consumers in designing environmentally friendly products, production, and packaging. For
example, consumers who are increasingly exposed to greenwashing issues will be more skeptical when offered
to purchase environmentally friendly products (Lin et al., 2025). Coffee shops that claim to implement green
supply chain management practices but do not provide concrete and objective data reduce consumer purchasing
interest. The unsupported test results are also reflected in the effect size of 2.3 percent. This indicates that
consumers' understanding of the importance of environmental protection is not embedded as a significant value
to be realized. This indication is supported by the mean value of the moderating variable, which is
approximately four on a scale of five. Consumers who are aware that green products can reduce pollution and
conserve natural resources do not realize their attitudes toward appropriate actions.

CONCLUSION

The results of this study indicate that all direct effect hypotheses are supported. Furthermore, the
research findings indicate that consumer-perceived product performance mediates consumer purchase intention
but does not mediate consumer willingness to pay more. Therefore, it can be concluded that consumers can
perceive the value and benefits of green products and are willing to purchase them. However, the value and
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benefits of green products perceived by consumers are not sufficient to increase consumer willingness to pay
more. Finally, the data analysis in this study indicates that all moderation hypotheses are not supported. This
indicates that consumers' perception that green products can reduce pollution and maintain environmental
sustainability does not reflect this in their daily purchasing behavior. Therefore, the conclusions that can be
drawn from this study are:
1. Green supply chain management practices have a positive impact on consumer-perceived product
performance.
2. Green supply chain management practices have a positive impact on consumers' willingness to pay
more.
Green supply chain management practices have a positive impact on consumer purchasing interest.
Consumer perceived product performance has a positive effect on consumer willingness to pay more.
Consumer-perceived product performance has a positive effect on consumer purchasing interest.
Green supply chain management practices have a positive effect on consumers' willingness to pay more
without being mediated by consumer-perceived product performance.
7. Green supply chain management practices have a positive effect on consumer purchasing interest
mediated by consumer-perceived product performance.
8. Green supply chain management practices have a positive effect on consumers' willingness to pay
more, unmoderated by consumers' moral orientation towards the environment.
9. Green supply chain management practices have a positive effect on consumer-perceived product
performance, moderated by consumers' moral orientation towards the environment.
10. Green supply chain management practices have a positive effect on consumer purchasing intention
without being moderated by consumer moral orientation towards the environment.
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