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Abstract

This study aims to examine the influence of religiosity and environmental literacy on green purchase intention among university
students, as well as the mediating role of pro-environmental identity. The type of research used is descriptive quantitative. The
study applies quantitative analysis with the assistance of SmartPLS 4.0. The population in this research includes all university
students in Surakarta. The sample consisted of 150 students, selected using purposive sampling. Data were collected through
an online questionnaire distributed via Google Forms to predetermined respondents. The data analysis techniques used include
multiple regression analysis, mediation test, t-test, and coefficient of determination (R2). The results of the study are as follows:
(1) Religiosity and environmental literacy have a positive and significant effect on green purchase intention. (2) Pro-
environmental identity has a positive and significant effect on green purchase intention. (3) Religiosity and environmental
literacy have a positive and significant effect on pro-environmental identity. (4) Pro-environmental identity acts as a mediating
variable between religiosity and environmental literacy on students' green purchase intention.
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1. Introduction

Global environmental issues such as pollution, climate change, and the exploitation of natural resources represent
critical challenges to the sustainability of the planet. According to the 2024 Environmental Performance Index
(EPI), Indonesia scored only 33.8 out of 100, ranking 164th out of 180 countries, with significant shortcomings in
waste management, air quality, and carbon emissions. This condition indicates a low level of public environmental
awareness, reflected in unsustainable consumption patterns and the high volume of national waste, reaching 34.2
million tons annually (SIPSN, 2024).

According to Maski Annisa & Purbo Jadmiko (2023), the potential for environmental degradation has encouraged
businesses and the general public to adopt environmentally conscious products. Consumers believe that supporting
eco-oriented brands through their purchase decisions can incentivize industries to implement changes in product
design, packaging, or marketing strategies. This trend is evident in the growing demand for eco-friendly or green
products.

Green purchase intention reflects the consumer’s motivation to support sustainability practices through their
purchasing decisions. This intention goes beyond personal choice and forms part of a broader social responsibility.
Such mativation is particularly relevant in Indonesia—a populous and geographically vast country (Setiabudi et
al., 2022)—known for its rich cultural and spiritual values, with its diverse ethnicities, religions, and languages.
From the ancient kingdoms to the modern era, Indonesia has long been a place where multiple religions flourish.
Currently, the six official religions—Islam, Protestantism, Catholicism, Hinduism, Buddhism, and
Confucianism—are constitutionally recognized, alongside respect for traditional beliefs (Hana et al., 2023). This
religious diversity positions religiosity as a potential determinant in consumer decision-making, especially in the
context of eco-friendly products.

Another significant factor is environmental literacy, which includes knowledge, awareness, and the skills required
to make sustainable decisions (Naz et al., 2020). However, prior studies have shown inconsistent results; these
factors often exert indirect influence, mediated by psychological variables such as pro-environmental identity
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(Whitmarsh & O’Neill, 2010). This identity reflects the extent to which individuals internalize environmental
values as part of their self-concept, reinforcing consistency between attitudes and consumption behavior.

Wang et al., (2020)found that religiosity significantly influences consumer preferences for green products when
mediated by attitude. Similarly, Mufioz-Garcia and Villena-Martinez (2020) highlighted that religious teachings
promote ethical responsibility towards the environment, which is reflected in green purchase intention. However,
Wijekoon & Sabri (2021)argued that religiosity, although often cited as a value-based factor, does not consistently
have a direct impact on green purchase intention unless mediated by environmental awareness. These findings
underline the inconsistencies in the literature regarding the influence of religiosity on green purchase intention.

According to Lee & Hung, (2024), environmental education and knowledge are significant predictors of green
purchase intention. However, their model did not incorporate religious values concurrently. Furthermore,
Whitmarsh and O’Neill (2010) emphasized pro-environmental identity as a strong and consistent predictor of
environmentally friendly behavior. Nonetheless, few studies have integrated religiosity, environmental literacy,
and pro-environmental identity into a single theoretical model to explain green purchase intention.

This research is grounded in the Theory of Planned Behavior (TPB), developed by Ajzen (1991), which is widely
used to understand intentions and behaviors. TPB posits that an individual's intention to perform a behavior—such
as green purchase intention—is shaped by three primary predictors: (1) attitude toward the behavior (positive or
negative evaluation), (2) subjective norm (perceived social pressure to perform or not perform the behavior), and
(3) perceived behavioral control (perceived ease or difficulty of performing the behavior). While TPB has proven
effective in predicting a variety of behaviors, it also allows for the inclusion of external variables that can influence
the core components, making it suitable for integrating religiosity, environmental literacy, and pro-environmental
identity in the context of purchase intention.

In this study, religiosity is conceptualized as a subjective norm, reflecting the moral and ethical values derived
from religious teachings. Environmental literacy is mapped onto perceived behavioral control, as it encompasses
individuals’ knowledge and skills for making sustainable decisions. The second objective of this study is to
examine the mediating role of pro-environmental identity in the relationship between religiosity and environmental
literacy with green purchase intention. This variable is crucial, as it may bridge the gap between attitudes and
sustainable consumption behaviors and explain the inconsistent results found in previous studies. Beyond its
theoretical contributions to TPB development, this research also provides practical implications for university
policymakers to design programs that enhance environmental literacy and strengthen students' religious values—
ultimately encouraging more environmentally conscious consumer behavior.

This article is structured into four main sections. The first section reviews relevant literature on religiosity,
environmental literacy, pro-environmental identity, and green purchase intention. The second section outlines the
research methodology and analytical techniques. The third section presents and interprets the study’s findings.
Finally, the article concludes with a discussion of theoretical and managerial implications and offers suggestions
for future research.

2. Literature Review

2.1. Religiosity

According to Saroglou (2011), religiosity refers to an individual's connection to a religion and the extent to which
they apply their faith in everyday life. El-gohary & El-gohary (2024) further clarify that religiosity differs from
religion itself, as it focuses more on personal religious experiences, beliefs, and rituals. The formation of religiosity
is considered significant because it can cognitively influence consumer purchasing decisions. Shah Alam et al.,
(2011) even suggest that religiosity can be integrated into marketing strategies due to its substantial impact on
consumer behavior. In the context of purchasing behavior, religiosity is associated with how religious moral
standards influence—or even dictate—consumer choices, as well as how individuals align their consumption
decisions with their religious beliefs (Singhapakdi et al., 2013). This includes the level of faith in God and an
individual's commitment to follow divine teachings. As a multidimensional construct, religiosity encompasses
belief, practice, knowledge, experience, and how these elements are manifested in everyday behavior.

2.2. Environmental Literacy
Environmental literacy, according to Morrone et al., (2001), refers to the mastery of environmental concepts
accompanied by a deep awareness of the importance of the natural environment. Individuals with a high level of
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environmental literacy are capable of connecting diverse concepts through critical thinking to solve problems,
while also making informed and responsible decisions when addressing environmental issues. At its core,
environmental literacy encompasses awareness, sensitivity, and concern for the environment and its various
challenges, along with the cognitive, psychomotor, and affective abilities necessary to identify solutions and
prevent the emergence of future environmental problems (McBride et al., 2013). Tomas et al., (2022)further
emphasize that environmental literacy is the individual's ability to understand and interpret environmental
conditions. This understanding enables individuals to make appropriate decisions to protect, restore, and improve
the environment.

2.3. Green Purchase Intention

Perceived green purchase intention according to Ali and Ahmad (2012) is defined as the tendency and interest of
environmentally conscious consumers to choose eco-friendly products over conventional alternatives, whose
production processes often disregard environmental impacts. In line with this, Rizwan et al., (2013) observed a
growing societal trend toward using products that are less harmful to the environment. In fact, many consumers
are even willing to pay a premium for such products that have minimal environmental consequences. Chen et al.,
(2015) define green purchase intention as the likelihood that a consumer will purchase a particular product based
on environmental considerations. This study adopts a broad definition of green products, referring to goods that
are produced and consumed in environmentally friendly, sustainable, and ethical ways. Referring to Joshi et al.,
(2015), green products encompass a wide range of categories, including organic food, energy-efficient appliances,
and eco-friendly household items. Therefore, in this study, green purchase intention refers to students’ intention
to purchase a variety of environmentally friendly products across multiple categories. This broad conceptualization
is intended to capture a more comprehensive view of green consumption behavior, rather than being limited to a
specific product type.

2.4. Pro-Environmental Identity

Pro-environmental identity refers to the extent to which individuals perceive themselves as part of the natural
environment and feel both emotionally and cognitively connected to nature. This concept has been explored in
various international studies, notably by Clayton, (2003) in Identity and the Natural Environment: The
Psychological Significance of Nature, where environmental identity is described as the degree to which individuals
incorporate the natural environment into their self-concept. Pro-environmental behavior includes conscious efforts
to minimize negative impacts on the environment and to adopt more sustainable practices (Fennell & de Grosbois,
2024); Peng et al., 2023). These behaviors may include conserving energy and water, reducing waste, and using
sustainable modes of transportation (Dorigoni & Bonini, 2023). According to Capasso et al., (2025), pro-
environmental identity reflects the extent to which individuals see themselves as environmentally responsible
actors and integrate ecological values into their self-identity. Supporting this, the study by Grebosz-Krawczyk et
al., (2021) found that individuals with a strong pro-environmental identity are more likely to exhibit higher
intentions to purchase green energy or other environmentally friendly products.

Hypothesis Development

Religiosity, Environmental Literacy and Green Purchase Intention

This study is aligned with the findings of Arli & Tjiptono, (2017), who reported that religiosity has a significant
positive influence on green purchase intention among both Muslim and Christian consumers in Indonesia. Their
study found that consumers who regarded religion as a central aspect of their lives tended to exhibit a stronger
pro-environmental identity and more positive attitudes toward sustainability issues. Further support for this
hypothesis is provided by Law et al., (2023) in the Journal of Cleaner and Responsible Consumption, which
demonstrated that environmental literacy exerts a direct and significant effect on pro-environmental behavioral
intentions. Individuals with higher environmental literacy were more likely to engage in environmentally
responsible consumption. Based on these prior findings, the current research proposes the following hypotheses:

H1la: Religiosity positively and significantly green purchase intention among university students.
H1b: Environmental literacy positively and significantly green purchase intention among university students.

Pro-Environmental Identity and Green Purchase Intention

The studies conducted by Law et al. (2023) and Arli et al. (2017), which serve as key references for this research,
emphasize the important role of pro-environmental identity as a direct predictor of pro-environmental behavior,
including the intention to engage in sustainable consumption. Their research, conducted among university students
in Hong Kong, revealed that the stronger an individual's pro-environmental identity, the greater their tendency to
exhibit environmentally friendly behaviors, such as green purchase intention. Pro-environmental identity acts as a
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psychological anchor that motivates individuals to behave consistently with the environmental values they hold.
Supporting this, Grebosz-Krawczyk et al. (2021) found that pro-environmental self-identity significantly
influences green purchase intention. Their study revealed that this identity affects purchase intention through both
social and emotional consumption values. Similarly, Whitmarsh and O’Neill (2010), in the Journal of
Environmental Psychology, demonstrated that pro-environmental identity plays a crucial role in maintaining
behavioral consistency in environmentally friendly actions, including the intention to purchase green products.
Based on these findings, the following hypothesis is proposed:

H2: Pro-environmental identity positively and significantly green purchase intention among university students.

Religiosity, Environmental Literacy and Pro-Environmental Identity

Arli and Tjiptono (2017) demonstrated that religiosity has a significant influence on green behavior, specifically
on pro-environmental identity. Additionally, a study by Milfont & Schultz, (2016), published in Religions,
highlighted the role of religious identity in promoting public pro-environmental behavior. These findings suggest
that religiosity can strengthen positive attitudes toward environmental issues and subjective norms through the
reinforcement of moral and social values. Law et al. (2023) explicitly stated that environmental literacy has a direct
and significant influence on pro-environmental identity. Environmental literacy encompasses individuals’
understanding, skills, and attitudes toward environmental issues, enabling them to make responsible decisions
concerning environmental preservation. Individuals with a high level of environmental literacy tend to develop a
stronger pro-environmental identity, reflecting their commitment to sustainability and environmental stewardship.
Based on this evidence, the following hypotheses are proposed:

H3a: Religiosity positively and significantly pro-environmental identity among university students.
H3b: Environmental literacy positively and significantly pro-environmental identity among university students.

Mediation of the Influence of Religiosity and Environmental Literacy on Green Purchase Intention
Religiosity is believed to influence the development of pro-environmental identity. Religions that emphasize moral
responsibility toward God’s creation can strengthen an individual’s perception that environmental stewardship is
a part of their faith. When such values are internalized, they shape one’s identity as an environmentally conscious
individual. This is consistent with the findings of Arli et al., (2017), who reported that the spiritual aspects of
religiosity significantly contribute to the formation of ecological identity and encourage pro-environmental
behavior among university students. Meanwhile, environmental literacy is also believed to affect green purchase
intention not only directly, but also indirectly through the formation of pro-environmental identity. Individuals
with strong knowledge and understanding of environmental issues tend to feel a greater sense of responsibility and
personal involvement in environmental conservation efforts. According to Law et al. (2023), pro-environmental
identity explicitly functions as a mediating variable that explains the relationship between environmental literacy
and pro-environmental behaviors, including behavioral intentions. They found that individuals with high levels of
environmental knowledge are more likely to internalize this knowledge as part of their identity, and this identity,
in turn, drives their behavioral intentions, such as green consumption. This view is also supported by Koistinen &
Jérvinen, (2009). Based on this theoretical rationale and empirical evidence, the following hypotheses are
proposed:

H4a: Pro-environmental identity mediates the relationship between religiosity and green purchase intention among
university students.

H4b: Pro-environmental identity mediates the relationship between environmental literacy and green purchase
intention among university students.
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Figure 1. Framework of Thinking and Hypothesis Development
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3. Research Methodology

This study employed a quantitative approach using a survey method to examine the influence of religiosity and
environmental literacy on green purchase intention, with pro-environmental identity serving as a mediating
variable. The research subjects were university students in Surakarta, selected through purposive sampling based
on specific inclusion criteria. The sample size was determined using the formula proposed by Hair et al. (2019),
which recommends a minimum of 10 respondents per indicator. Based on this guideline, a total of 150 valid
responses were obtained from 234 distributed questionnaires. Data were collected using a structured questionnaire
distributed via Google Forms. The instrument employed a 7-point Likert scale (1 = strongly disagree to 7 = strongly
agree). The measurement items were adapted from established scales: religiosity from Saroglou (2011),
environmental literacy from Hollweg et al. (2011), pro-environmental identity from Clayton (2003), and green
purchase intention from Chen & Chang (2015) and Lee (2017).

Measurement of variables in this study using questionnaires and tests. Green purchase intention refers to
consumers’ tendency and interest in choosing environmentally friendly products over conventional ones, whose
production processes often overlook environmental impacts (Chen & Chang, 2015). In this study, green purchase
intention was measured using an adapted scale from Chen and Chang (2015) and Lee (2017). The instrument
included three items, such as: “I am willing to pay more for products that help protect the environment.” Religiosity
is defined as the degree of an individual’s connection to a religion and how they apply their beliefs in daily life. It
includes dimensions such as belief, worship, moral behavior, and religious/social identity (Saroglou, 2011).
Religiosity was measured using an adapted version of Saroglou’s (2011) scale, comprising four items, such as: “I
always strive to live my life according to the teachings of my religion.” “I consider religious aspects when choosing
products.” Environmental literacy refers to an individual's awareness, knowledge, attitudes, and skills in
understanding and responding to environmental issues responsibly (Hollweg et al., 2011). This study employed an
adapted scale from Hollweg et al. (2011) with four indicators, including: “Paper is a material that can be
recycled.” T have picked up litter and disposed of it in the trash.” Pro-environmental identity describes the extent
to which individuals integrate environmental values into their self-concept and view themselves as
environmentally responsible (Clayton, 2003). This construct was measured using an adaptation of Clayton’s
(2003) scale, which included four items, such as: “Saving energy is an important part of my life.” “I see myself as
an environmentally friendly consumer.”

The data were analyzed using Structural Equation Modeling—Partial Least Squares (SEM-PLS) with the assistance
of SmartPLS 4.0 software. The analysis was conducted in two stages: evaluation of the outer model and inner
model. The outer model evaluation was performed to assess the validity and reliability of the measurement
instruments. This included tests for convergent validity, discriminant validity, Average Variance Extracted (AVE),
factor loadings, Composite Reliability (CR), and Cronbach’s Alpha. Convergent validity was confirmed with outer
loading values greater than 0.70 and AVE values above 0.50, while discriminant validity was assessed using the
Fornell-Larcker criterion. Reliability was examined through Cronbach’s Alpha and Composite Reliability, both of
which exceeded the threshold of 0.70, indicating that all constructs were internally consistent and reliable. The
inner model evaluation tested the relationships among the latent variables, using coefficient of determination (R?),
path coefficients, and t-statistics obtained via the bootstrapping procedure. Additionally, mediation analysis was
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conducted to assess the role of pro-environmental identity in mediating the effects of religiosity and environmental
literacy on green purchase intention.

4, Result and Discussion

This study consists of Religiosity and Environmental Literacy as independent variables, Green Purchase Intention
as the dependent variable, and Pro-Environmental Identity as the mediating variable. The questionnaire was
distributed online via Google Forms to a sample of 150 university students in Surakarta. The collected data were
subsequently tabulated and analyzed using the following procedures.

Table 1. Respondent Characteristics

Category Frequency Percentage

Gender

Male 44 29,33%

Female 106 70,67%

Education level

Diploma 15 10%

S1 134 89,33%

S2 1 0,67%

S3 - 0%

University

Public 120 80%

Private 30 20%

Age

<20 16 10,67%

21-25 134 89,33%

26 -30 - 0%

>30 - 0%

Table 2. Descriptive Statistics

Variabel 1 2 3 4 5 6 7 8
1. Gender 1
2. Age 0,177 1
3. Edu Level 0,003 0,124 1
4. University 0,029 0,068 0,145 1
5. Religiosity -0,118 -0,090 -0,074 -0,093 1
6.Environmental 0,044 -0,005 -0,101 -0,128 0,613 1
Literacy
7. Green Purchase -0,153 -0,037 -0,087 -0,133 0,578 0,617 1
Intention
8.Pro- -0,131 0,004 -0,038 -0,047 0,574 0,660 0,765 1
Environmental
Identity
Median 0,000 1,000 1,000 1,000 38,000 32,000 30,000 31,000
N 150 150 150 150 150 150 150 150
Min 0,000 0,000 0,000 0,000 6,000 5,000 5,000 5,000
Max 1,000 1,000 2,000 1,000 42,000 35,000 35,000 35,000
Mean 0,313 0,900 0,913 0,813 37,120 30,887 29,333 29,913
Std. 0,464 0,300 0,304 0,390 3,978 3,358 4,195 4,149
Deviation

The results of the descriptive analysis indicate that the majority of respondents exhibit high levels of religiosity,
environmental literacy, pro-environmental identity, and green purchase intention. The mean scores for all variables
were above the midpoint of the 7-point Likert scale, suggesting that students generally hold positive attitudes
toward environmentally friendly product consumption.
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4.1. Results of Analysis Prerequisite
Table 3. Multicollinearity Test Results

Variables Pro-Environmental Identity Green Purchase Intention

VIF VIF

Control Variables

Gender 1,039

Age 1,091

University 1.013

Education Level 1.070

Main Variables

Religiosity (X1) 1,902

Environmental Literacy (X2) 1,902

Mediation Variables 1,018

Pro-Environmental Identity (Z)

The multicollinearity test was carried out using SmartPLS software as a preliminary step in the data analysis
process. This procedure aimed to evaluate the correlation levels among the independent variables in the model and
to verify the presence of multicollinearity. The analysis results show that all Variance Inflation Factor (VIF) values
remain well below the critical threshold of 5, with the highest value observed at 1.902. Therefore, it can be
concluded that the research model does not encounter multicollinearity issues, confirming the independence of the
variables employed in this study.

4.2. Results of Goodness of Fit Model and Significance Test

Table 4. Regression Results for Green Purchase Intention

Variable Model 1 Model 2 Model 3 Model 4 Notes
Control Variables
Gender -0,183 -0,086 -0,129 -0,070
(2,081) (1,186) (2,065) (1,515)
Age 0,054 0,016 -0,013 0,015
(0,546) (0,263) (0,275) (0,368)
University -0,143 -0,046 -0,110 -0,047
(1,908) (0,765) (0,199) (1,002)
Education Level -0,044 -0,052 -0,040 -0,036
(0,519) (0,989) (0,791) (1,048)
Main Variables
Religiosity 0,646**** 0,323**** 0,170**** H1la: Supported
(6,656) (3,526) (2,378)
Environmental Literacy 0,467**** 0,183**** H1b: Supported
(5,560) (2,159)
Mediation Variable
Pro-Environmental Identity 0,547**** H2: Supported
(6,754)
Collinearity Statistic
Religiosity 1,025
Environmental Literacy 1,999
Pro-Environmental Identity 2,535
Good of fitness
R Square 0,055 0,443 0,552 0,683
R Adj 0,029 0,423 0,533 0,667
F Square 0,729 0,243 0,441
SRMR 0,059 0,071 0,074 0,070

The results indicate that religiosity (H1a) and environmental literacy (H1b) have a positive and significant effect
on students’ green purchase intention in Surakarta. These findings support the framework of the Theory of Planned
Behavior (TPB) developed by Ajzen (1991), which suggests that religiosity contributes to the formation of positive

DOI: https://doi.org/10.31004/riggs.v4i3.2598
Lisensi: Creative Commons Attribution 4.0 International (CC BY 4.0)

4140



Annisa Nurhaliza Anggraeni, Muhammad Sabandi
Journal of Artificial Intelligence and Digital Business (RIGGS) Volume 4 Nomor 3, 2025

attitudes, subjective norms, and moral values that encourage environmentally friendly consumption. This result is
consistent with Arli & Tjiptono (2017) and Khanam & Co, (2024), who found that internalized religious values
can increase the tendency to purchase green products. Meanwhile, environmental literacy enhances students’
knowledge, awareness, and perceived behavioral control in the context of sustainable consumption. Students with
higher environmental literacy are more cognitively capable and motivated to make eco-friendly consumption
decisions. This finding is in line with Law et al. (2023) and Gunawan & Hendayani, (2024), and further supports
the claim of Paul et al., (2016)that knowledge and attitudes are critical determinants of behavioral intention.

The study also confirms H2, showing that pro-environmental identity has a positive and significant influence on
green purchase intention. Ecological identity encourages students to act consistently with the environmental values
they endorse. This result aligns with the extended TPB framework and is supported by studies such as Law et al.,
(2023); Zhao et al., (2018); Fu & Omar, (2024) which emphasize the role of identity in reinforcing sustainable
consumption intentions.

Table 5. Regression Results for Pro-Environmental Identity

Variabel Model 5 Model 6 Model 7 Notes
Control Variables
Gender -0,060 -0,110 -0,131
(0,772) (1,552) (1,339)
Age -0,018 -0,047 0,008
(0,387) (1,157) (0,090)
University 0,022 0,057 -0,033
(0,367) (0,998) (0,289)
Education Level -0,025 -0,011 0,005
(0,390) (0,208) (0,054)

Main Variables

Religiosity 0,637**** 0,290%*** H3a: Supported
(5,956) (2,940)

Environmental Literacy 0,501**** H3b: Supported
(5,363)

Mediation Variable

Pro-Environmental Identity

Collinearity Statistic
Religiosity 1,024
Environmental Literacy 1,973

Good of fitness

R Square 0,413 0,541 0,018
R Adj 0,392 0,521 -0,009
F Square 0,674 0,277

SRMR 0,067 0,068 0,055

The results indicate that hypotheses H3a and H3b are supported, showing that religiosity and environmental
literacy have a positive and significant effect on students’ pro-environmental identity in Surakarta. Religiosity
contributes to the formation of ecological identity through the internalization of moral and spiritual values, in
which religious students tend to view environmental concern as part of their religious responsibility. This finding
is consistent with Arli & Tjiptono (2017) and further supported by Sa et al., (2024) and Isa et al., (2022)who
demonstrated that religious values can shape pro-environmental attitudes and identity. Meanwhile, environmental
literacy strengthens pro-environmental identity by enhancing knowledge, skills, and awareness of environmental
issues. Students with a deeper understanding of environmental crises are more likely to internalize sustainability
values as part of their self-concept. These results align with the findings of Law et al. (2017) and (Law et al., 2023),
which emphasize that environmental literacy not only shapes attitudes but also fosters personal commitment to
pro-environmental behavior through the development of ecological identity.
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4.3. Results of Mediation Test
Table 6. Results of Mediation Test

Variables Test Statistic p-value (sig) Decision
X1-Z1-Y 4,699 0,0000 Available Mediation Effect
X2-Z1-Y 5,253 0,0000 Available Mediation Effect

The mediation analysis shows that pro-environmental identity mediates the relationship between religiosity and
environmental literacy on green purchase intention. This indicates that the internalization of environmental values
into one’s self-identity serves as an important psychological mechanism that bridges the influence of moral values
and knowledge on green consumption behavior. This study provides valuable insights into the importance of
strengthening pro-environmental identity among university students as a practical strategy to enhance their
intention to purchase environmentally friendly products. Such efforts can be implemented through environmental
education programs integrated with religious and ethical values, public campaigns that emphasize the moral role
in environmental preservation, and experiential initiatives that foster emotional connectedness with nature.

5. Conclusion

This study aimed to examine the influence of religiosity and environmental literacy on green purchase intention,
with pro-environmental identity as a mediating variable among university students in Surakarta. The study sought
to address research gaps concerning the inconsistency of previous findings on the impact of religiosity on green
purchase intention and the limited integration of religiosity, environmental literacy, and pro-environmental identity
into a single theoretical model grounded in the Theory of Planned Behavior (TPB). The findings reveal that both
religiosity and environmental literacy have a positive and significant effect on green purchase intention.
Furthermore, pro-environmental identity not only exerts a positive influence on green purchase intention but also
mediates the relationships between religiosity, environmental literacy, and green purchase intention. These results
highlight that the internalization of environmental values into one’s self-identity serves as a crucial psychological
mechanism driving sustainable consumption behavior. Implications. This study provides significant theoretical
and practical implications. Theoretically, the findings extend the framework of the Theory of Planned Behavior
(Ajzen, 1991) by integrating religiosity and environmental literacy as value-based and cognitive factors that shape
pro-environmental identity, which in turn mediates their influence on green purchase intention. This model
enriches the TPB with personal and contextual dimensions relevant to Indonesian cultural values while addressing
the research gap through an integrative approach that incorporates spiritual values, environmental literacy, and
ecological identity. Practically, the results highlight the important role of higher education institutions in enhancing
students’ green purchase intention by strengthening religiosity and environmental literacy through curriculum
design, green campus initiatives, and innovative learning methods such as case-based and project-based learning.
Such approaches not only provide technical understanding of environmental issues but also foster pro-
environmental attitudes and identities aligned with moral values, individual responsibility, and sustainability goals.
Limitations. Despite its contributions, this study has several limitations. First, the research sample was limited to
university students in Surakarta, which restricts the generalizability of the findings to other populations. Second,
the data were collected using self-report questionnaires, which may be prone to perceptual bias. Third, the study
focused only on perceptions and intentions, without observing actual consumption behavior. Future research
should expand the scope of respondents across regions and demographic groups, apply mixed-methods for deeper
insights, and consider additional variables such as environmental concern, perceived consumer effectiveness, and
situational factors like price and product availability. This study confirms that pro-environmental identity mediates
the link between religiosity, environmental literacy, and green purchase intention, highlighting the need to further
explore its antecedents (e.g., direct nature experiences, media exposure, and social influence). Future studies are
also encouraged to examine actual green purchasing behavior and refine measurement indicators to avoid
redundancy and strengthen construct validity.
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