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Abstract. Currently, public awareness of the importance of environmentally 

friendly products still requires greater attention, particularly in major urban areas. 

Companies play a critical role in educating and informing the public about eco-

friendly products and their benefits. However, to enhance consumer intentions to 

purchase such products, further research is needed to identify the factors 

influencing consumer behavior. This study aims to analyze the role of 

anthropomorphism in promoting pro-environmental attitudes and green product 

purchase intentions. Additionally, it examines how pro-environmental attitudes 

mediate the influence of anthropomorphism on green product purchase 

intentions. A sample of 200 respondents from the city of Bandung was selected 

for this research, using structural equation modeling based on partial least squares 

(SEM-PLS), with SmartPLS 3.0 employed as the data analysis tool. The results 

indicate that anthropomorphism positively influences both pro-environmental 

attitudes and the intention to purchase green products directly. Moreover, pro-

environmental attitudes positively mediate the relationship between 

anthropomorphism and green product purchase intentions. These findings 

suggest that anthropomorphism can serve as an effective communication tool for 

influencing consumer behavior and increasing green product purchase intentions. 

Therefore, this study's results can assist companies in designing more effective 

advertising and promotional campaigns to raise public awareness and interest in 

environmentally friendly products. 
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1. INTRODUCTION 

https://doi.org/10.2991/978-94-6463-608-6_15

The declining environmental quality problem has become an essential concern to the 

global community, including in Indonesia. Consumer consumption patterns are one of 

the leading causes of environmental damage due to exploiting natural resources to 

achieve higher profits for the industry. The company seeks to include environmental 

issues in its marketing strategy by offering environmentally friendly products and 

corporate social responsibility related to the natural environment. Environmental 
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problems are increasingly urgent and can impact human survival in the future. The 

company's role is to provide an understanding of the value of green to society as 

consumers and users of environmentally friendly products. Companies must provide 

information about green products and raise awareness about environmental conditions 

that are increasingly threatened, which is also the duty of the government. There is an 

assumption that environmentally friendly products are lower quality than ordinary 

products. Therefore, efforts are needed to change people's perceptions of these 

environmentally friendly products through anthropomorphism {Formatting 

Citation}[1]. 

 Anthropomorphism is human nature and character given to non-human entities 

such as nature, animals, goods, and brands. Marketers often use anthropomorphism to 

give human characteristics to products because consumers are more easily connected 

with products with human characteristics. For example, products can be assigned 

human-like characteristics to make them memorable and convey desirable qualities. 

Some products are even considered to have a soul or genetic code like humans [2]. 

Anthropomorphism can increase user engagement, encourage engaging interactions, 

and influence consumer decision-making behavior [3]. 

 A pro-environmental attitude is a general tendency that is formed or learned 

when a person responds consistently to environmental conditions, which can be in the 

form of likes or dislikes based on their perceptions and knowledge of environmental 

issues [4]. Then, according to [5] explains that pro-environmental consumer attitudes 

influence green consumer decisions. The concept of behavior is closely related to the 

idea of belief, which is closely related to the concept of attitude. Attitudes can reflect 

consumer feelings towards an object and explain consumer beliefs about the 

characteristics and advantages of the object. Therefore, consumer awareness about the 

product, quality, and advantages is critical to maintaining their trust. 

 Based on research, the anthropomorphism found in an object positively 

correlates with pro-environmental consumer attitudes [6]. Experimental evidence 

shows that manipulating anthropomorphism can increase pro-environmental consumer 

attitudes. This is due to human traits in non-human objects, so individuals can reflect 

on their behavior and believe that these objects have human-like consciousness. In this 

case, anthropomorphism can lead to social bonds with objects and ultimately affect 

consumer attitudes.  

 The literature review results show that anthropomorphism can influence the 

purchasing behavior of potential consumers toward environmentally friendly products. 

This is supported by previous research that anthropomorphism in mass media 

advertisements such as magazines, television, and radio significantly influences 

consumer buying behavior [7]. This finding is reinforced by the study of [8], which 

explains that anthropomorphism is a simple description of non-human entities with 

human characteristics. In two experiments, the use of anthropomorphism as a marketing 

tactic shows that consumers are more likely to choose hotel advertisements that use 

anthropomorphism than those that do not use anthropomorphism, so it can be said that 

the role of anthropomorphism can influence consumer buying behavior [8]. 

 According to [9] pro-environmental attitudes significantly influence the desire 

to buy green products. This means that when a person or consumer cares more about 

124             F. Munawar



   

the environment, they are more likely to repurchase environmentally friendly products. 

In addition, consumer attitudes also significantly impact their desire to buy 

environmentally friendly products. This suggests that customers with strong 

environmental values prefer green products and may be willing to pay more. 

 Based on the results of a systematic review from [6], it can be concluded that 

anthropomorphism can strengthen the intention to use green products through a pro-

environmental attitude. This is because when consumers are exposed to an 

anthropomorphic object, they will form an attitude toward it, influencing purchase 

intention. According to [10], consumer responses to anthropomorphism positively 

relate to pro-environmental attitudes and significantly affect purchase intentions. 

Posters with environmental themes that add human characteristics to objects can also 

influence people to behave pro-environmentally [11]. 

 The results of previous research still have limitations in examining the role of 

anthropomorphism in the Indonesian context. In addition, previous studies only 

conducted limited experimental studies examining anthropomorphism’s role in 

consumer behavior. Therefore, this study aims to fill the gap in the use of 

anthropomorphism in increasing the purchase intention of environmentally friendly 

products more broadly. In addition, this study also wanted to examine the role of pro-

environmental attitudes in mediating the relationship between anthropomorphism and 

green product purchase intentions. Therefore, it is essential to examine the effect of 

anthropomorphism on pro-environmental attitudes and its impact on green product 

purchase intentions. 

 

2. METHOD 

 This study examines the role of anthropomorphism, pro-environmental 

attitudes, and green product purchasing intentions. This study’s primary data was 

obtained by asking respondents to answer several questions in the research instrument. 

Respondents used in this study were taken from 200 samples of consumers who had 

used environmentally friendly products in Bandung and its surroundings and lived in 

the area. This research analyzes data using Partial Least Squares (PLS) Structural 
Equation Modeling using SmartPLS 3.0 software. The research instruments include 

anthropomorphism variables, pro-environmental attitudes, and green product 

purchasing intentions. Respondents were asked to fill out a questionnaire using a seven-

point Likert scale, where values from strongly disagree to agree strongly were used to 

measure the research construct. The validity and reliability of the research instruments 

were tested through factor loading, average variance extract or AVE, convergent 

validity, discriminant validity, Cronbach alpha, and composite reliability [12]. In 

addition, factor weight testing is also carried out to ensure that each question item is 

classified in each variable.  Based on the theoretical framework and previous research 

conducted by [6]; [7]; [8]; [9]; [10]; and [11] can be hypothesized as follows: 

H1:  There is a positive influence between anthropomorphism and pro-environ 

 mental attitudes 
H2:  There is a positive influence between anthropomorphism and the intention  

 to buy green products 

H3: There is a positive influence between pro-environmental attitudes on green prod-

uct purchasing intentions 
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H4:  Pro-environmental attitudes mediate the relationship between anthropomor-

phism and green product purchasing intentions 

 

3. RESULT AND DISCUSSION 

  Based on respondent’s descriptive statistic were taken from 200 samples of 

consumers who had used environmentally friendly products, it was explained that the 

information provided by the respondents was broken down into several categories, 
namely gender, age, frequency of seeing environmentally friendly advertisements, and 

the environmentally friendly products used. Most respondents (68.5%) were women, 

and the majority (58.0%) were aged 21-25. Most respondents (49.0%) also stated that 

they often see eco-friendly advertisements. The types of environmentally friendly 

products most used by respondents were eating and drinking utensils (43.0%). In 

addition, the results of the descriptive statistics show that the values of the research 

variables anthropomorphism, pro-environmental attitudes, and intention to buy green 

products are pretty high, with respective values of 5.21, 5.68, and 5.29. This shows that 

the respondents gave a good assessment of the application of anthropomorphism, pro-

environmental attitudes, and the intention to buy green products. 

Table 1. Validity Test 

Construct      Factor Weights  t-statistics   p -values          Description 

Anthropomorphism (AVE=0.668) 

A1       0.815         25.947     0.000      Valid  
A2       0.897         47.849     0.000     Valid  
A3       0.820        19.413     0.000     Valid  

A4       0.769         16.708     0.000     Valid  
A5       0.871         34.203     0.000      Valid  
A6       0.716         11.182     0.000      Valid  
Pro-Environmental Attitude (AVE=0.558)     

SPL1       0.733        13.550     0.000    Valid    
SPL2       0.741         13.331     0.000      Valid  
SPL3       0.727         12.453     0.000    Valid  
SPL4       0.786         28.734     0.000      Valid  

Purchase Intention (AVE=0.732)     

IP1       0.840         30.095    0.000      Valid    
IP2       0.847         18.320     0.000     Valid  
IP3       0.837        31.853     0.000     Valid  
IP4       0.898         47.923     0.000     Valid  

 In Table 1, a validity test was carried out to determine whether the research 

instrument used was valid or not using the SmartPLS 3.0 program . The independent 

variable in this study is anthropomorphism, while the dependent variable is pro-

environmental attitudes and green product purchasing intentions. Convergent validity 

is used to evaluate the validity of each variable through the evaluation of cross-loading 

factors, where each factor weight must be greater than 0.5. The results of this evaluation 

are described in Table 1, which shows the constructs, factor weights, t-statistic values, 

p-values, and descriptions. Based on the findings of the validity test, all indicators of 

the anthropomorphism, pro-environmental attitude, and purchase intention of green 

products have a factor weight greater than 0.5 and a t-statistic value greater than t-table 
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(> 1.97), which indicates that the research instrument used is valid and can be continued 

to the next stage. 

 In this study, a validity test was carried out to determine whether the research 

instrument used was valid or not using the SmartPLS 3.0 program. The independent 

variable in this study is anthropomorphism, while the dependent variable is pro-

environmental attitudes and green product purchasing intentions. Convergent validity 

is used to evaluate the validity of each variable through the evaluation of cross-loading 
factors, where each factor weight must be greater than 0.5. The results of this evaluation 

are described in Table 1, which shows the constructs, factor weights, t-statistic values, 

p-values, and descriptions. Based on the findings of the validity test, all indicators of 

the anthropomorphism, pro-environmental attitude, and purchase intention of green 

products have a factor weight greater than 0.5 and a t-statistic value greater than t-table 

(> 1.97), which indicates that the research instrument used is valid and can be continued 

to the next stage. 

 The R-square value obtained using PLS is listed in Table 2, where the pro-

environmental attitude variable has an R-Square value of 0.108, and the green product 

purchase intention variable has an R-Square value of 0.510. That is, anthropomorphism 

can explain 10.8% of pro-environmental attitudes and 51.0% of green product 

purchasing intentions, while other factors outside the research model can influence the 
rest. 

 

Table 2. R-Square 

Construct        R-Square     R Square Adjusted 

Pro-Environmental Attitude         0.108      0.103 
Purchase Intention              0.510      0.505 

 

 The data processing results using SmartPLS 3.0 have shown the results of the 

research hypothesis test in Table 3. Based on the findings of this study, it can be 

concluded that the anthropomorphism variable positively influences pro-environmental 

attitudes with an estimated value of 0.329 and a significance level of less than 0.01 (t -

statistics 3,554). Therefore, it can be stated that this study supports hypothesis 1. 

Furthermore, the research findings show that the anthropomorphism variable also 

positively affects the intention to purchase green products with an estimated value of 

0.195 and a significance level of less than 0.01 (t-statistic 3.146). This indicates that the 
role of anthropomorphism has a positive influence on the purchase intention of green 

products, and this study supports hypothesis 2. 

 Furthermore, the findings show that pro-environmental attitudes also positively 

affect purchase intentions of green products, with an estimated path analysis value of 

0.626 and a significance level of less than 0.01 (t-statistic 11.478). This indicates a 

positive and significant influence between the effectiveness of green advertising and 

the purchase intention of green products, and this study supports hypothesis 3. Finally, 

the research findings also show that pro-environmental attitudes mediate the effect of 

anthropomorphism on green product purchase intentions with an estimated path 

analysis value of 0.206 and a significance level of less than 0.01 (t-statistic 4.469). 

Therefore, it can be concluded that anthropomorphism can indirectly influence the 

intention to purchase environmentally friendly products through the effectiveness of 
green advertising, and this study supports hypothesis 4. 
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Tabel 3  Hypothesis Testing Result 

Hipotesis          Original Sample  Mean    T-Statistik   Description 

Direct Effect 

H1: Anthropomorphism      0,329    0,345       3,554    Accepted** 
       →Pro-Environmental Attitude              
H2: Anthropomorphism    0,195    0,208       3,146            Accepted** 
      →  Purchase Intention                   
H3: Pro-Environmental Attitude  0,626    0,621        11,478           Accepted** 

       → Purchase Intention     
Indirect Effect (Mediation) 

H4: Anthropomorphism    0,206    0,211        4,469         Accepted** 
       →Pro-Environmental Attitude  
       →Purchase Intention    

Note: **sig. < 0,01 

 

 The results of this study found that anthropomorphism has a positive impact on 
pro-environmental attitudes. This means that the higher the role of anthropomorphism 

used by marketers, the more pro-environmental attitudes of consumers towards green 

products will increase. Therefore, it can be concluded that anthropomorphism 

positively influences consumer attitudes. According to [10], anthropomorphism 

increases consumer attitudes towards non-human objects, especially moral attitudes 

towards nature. When an object is designed to have human-like properties or 

characteristics, it will encourage feelings related to objects used by non-humans. In 

addition, consumer’s attitude towards environmental issues increases when presented 

with anthropomorphic messages about ecosystem challenges [13]. For example, 

presenting a picture of a sad tree can evoke a strong attitude response from consumers 

and can persuade them to contribute to nature [10]. Besides  that, anthropomorphism 

can strengthen consumers' intentions to use green products and their attitudes toward 
them [6]. 

 

 In this study, it is also seen that anthropomorphism can have a positive impact 

on the purchase intention of green products. This is confirmed by [7] which state that 

anthropomorphism in advertisements such as multimedia magazines, television, and 

radio can significantly affect consumer buying behavior. In line with that, 

anthropomorphism describes human characteristics in non-human objects [8]. The 

study shows that anthropomorphic tactics in hotel advertisements can increase 

consumer preference for these advertisements, so anthropomorphism can influence 

consumer purchase intentions. This finding is also supported by the research of [14] 

who examined the effect of anthropomorphism on buying behavior in online stores and 
found that anthropomorphism can encourage buying behavior for environmentally 

friendly products. The findings of [15] also show that anthropomorphism can 

significantly positively affect consumer feelings, attitudes towards advertisements, 

brands, and buying behavior. 

 The findings of this study also show that pro-environmental attitudes positively 

influence green product purchasing intentions. This opinion is supported by [16] who 

states that consumer attitudes toward the environment significantly influence green 

purchasing behavior. That is, consumers with a pro-environmental attitude tend to be 
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more interested in buying environmentally friendly products. According to [17] stated 

the same thing that consumer attitudes have a significant influence on green buying 

behavior, while behavioral control, consumer effectiveness, and subjective norms also 

have a positive impact on green buying behavior. Consumers with a strong attitude 

towards green products tend to be more inclined to buy green products [18]. Therefore, 

consumer attitudes can positively and significantly influence green product buying 

behavior. Then, consumer purchase intentions are influenced by their perceptions of 
product quality and their attitudes toward these products, so consumer attitudes are a 

determining factor in purchasing behavior [19]. 

 Based on the findings of this study, it was found that pro-environmental attitudes 

can play an essential role in mediating the relationship between the use of 

anthropomorphism and the purchase intention of green products. An experimental 

study by [20] shows that anthropomorphism can improve consumer attitudes and 

increase purchase intentions. Therefore, anthropomorphism can be considered an 

effective communication tool for influencing consumer attitudes and purchase 

intentions to buy environmentally friendly products. In order to make effective use of 

green advertising, companies can use the appeal of anthropomorphism as part of their 

marketing strategy. Anthropomorphism could be an effective tool for strengthening 

intentions to use environmentally friendly products by developing a pro-environmental 
attitude [6]. This research states that when consumers are exposed to anthropomorphic 

objects, they will form a positive attitude toward them, ultimately affecting the desire 

to buy the product. Besides that, consumer responses to anthropomorphism were 

positively correlated with pro-environmental attitudes and significantly influenced 

purchase intentions for green products [10]. Thus, it can be concluded that 

anthropomorphism in green product advertising can effectively influence consumer 

attitudes and purchase intentions. 

 

 

4. CONCLUSION 

 In this study, we aim to explore the role of anthropomorphism in influencing 
attitudes and purchase intentions of green products and the mediating role of pro-envi-

ronmental attitudes in the relationship between anthropomorphism and purchase inten-

tions. Our findings show that anthropomorphism can positively influence pro-environ-

mental attitudes and green product purchasing intentions. Furthermore, we found that 

pro-environmental attitudes can mediate the relationship between anthropomorphism 

and the purchase intention of green products. Therefore, the results of this study indi-

cate that anthropomorphism can be an effective tool to attract consumers' attention and 

influence their green buying behavior by developing pro-environmental attitudes. The 

results of this study imply that marketers should consider using anthropomorphism in 

their advertising to increase pro-environmental attitudes and attract consumers to buy 

eco-friendly products. 
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which permits any noncommercial use, sharing, adaptation, distribution and reproduction in any
medium or format, as long as you give appropriate credit to the original author(s) and the
source, provide a link to the Creative Commons license and indicate if changes were made.
        The images or other third party material in this chapter are included in the chapter's
Creative Commons license, unless indicated otherwise in a credit line to the material. If material
is not included in the chapter's Creative Commons license and your intended use is not
permitted by statutory regulation or exceeds the permitted use, you will need to obtain
permission directly from the copyright holder.
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