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God and Green: Investigating the Impact of Religiousness on Green 
Marketing 

 

Abstract 

As the population increases, more people are now aware of the impact of their consumption 

on the natural environment. Nonetheless, one important factor that is often neglected is 

religiousness. Studies of the impact of religiousness on individual behavior have become 

increasingly important because the majority of the world population belongs to one of the 

major world religions. Thus, the purpose of this study is to investigate the impact of 

consumers’ religiousness toward pro-environmental identity, attitudes toward environmental 

issues, and subjective norms about the environment. Subsequently, this study investigates the 

impact of these variables on purchase intention of green products. Using sampling from 

Indonesia (n = 649), which has the largest Muslim population; the results show significant 

differences between religions. In general, similar findings were identified in both samples of 

Muslim and Christian consumers, where intrinsic religiousness has a positive impact on pro-

environmental identity, attitudes towards environmental issues, and subjective norms about 

the environment. The study also found that the three variables (pro-environmental identity, 

attitudes towards environmental issues, and subjective norms) are positive determinants of 

intention to purchase green products. Nevertheless, the role of extrinsic religiousness is 

different for the two samples. Extrinsic religiousness is negatively related to attitude towards 

environmental issues for Muslim consumers, where it has a positive influence on pro-

environmental identity among Christian consumers. The results of this study have significant 

implications not only to managers but also religious leaders on how to encourage more 

positive attitudes toward the environment. 

Keywords:  religiousness; green marketing, pro-environmental identity; attitudes, subjective 
norms about the environment. 



2 
 

Introduction 

In the debates between climate change’s believers and skeptics, religion has been considered 

to play a significant role (Kalamas et al. 2013; Martin and Bateman 2014; Minton, et al. 

2015). Studies of the impact of religiousness on individual behavior have become 

increasingly important because the majority of the world population belongs to one of the 

major world religions (Engelland 2014). It was estimated that about 4.6 billion people out of 

7.12 billion in the world said that religion is an important part of their daily life (Diener et al. 

2011). A report suggests that Islam and Christianity are among the fastest growing faiths. 

Muslims will reach 2.76 billion while Christianity will reach 2.92 billion in 2050 (CNN 2015; 

Pew Research Center 2015). As the population increases, more people are now aware of the 

impact of their consumption on the natural environment (Mostafa, 2007). As a consequence, 

the numbers of green consumers are increasing and they are willing to pay more for 

environmentally friendly products (Banerjee et al. 1995; Coddington 1993).   

Studies on the impact of religiousness toward the environment have produced 

conflicting results. Smith and Leosrowith (2013) found that American evangelicals were less 

likely to believe that climate change is happening and less likely to express concern and 

worry, compared with the nonevangelicals. This is particularly concerning when more 

companies now devote their efforts toward improving the environment and sustainability. 

Most studies have focused on the impact of religiousness on environmental attitudes 

and behaviors only in the context of the Judeo–Christian context (e.g., Martin and Bateman 

2014; Schultz et al. 2000). One of the studies has indicated the positive impact of 

religiousness toward protecting the environment (Wolkomir et al. 1997). Nevertheless, there 

are still few studies exploring the impact of religion toward green marketing in the Muslim 

context or non-Judeo–Christian’s context (Minton et al. 2015). In addition, little research 

investigates how religious affiliation could influence consumers’ participation in sustainable 
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behaviors (Engelland 2014; Minton et al. 2015; Minton and Kahle 2013). The importance of 

looking at a specific religious belief is that each religion has its own set of values, beliefs, and 

approaches toward a particular behavior (Allport and Ross 1967; Arli and Lasmono 2015; 

Zinnbauer et al. 1997). Thus, individuals living in the Muslim-dominated culture will differ 

significantly in their approach toward the environment compared with their counterparts 

living in a Christian-dominated culture (Aminzadeh 2013; Minton et al. 2015).  Therefore, 

the current study focuses on the Indonesian context, the fourth most populated country with 

the largest number of Muslims in the world.  Specifically, the purpose of the present study is 

to investigate the impact of people’s religiousness toward pro-environmental identity, 

attitudes toward environmental issues, and subjective norms about the environment. This 

study then investigates the impact of these attitudes toward the intention to purchase green 

products.  Subsequently, the study will explore similarities and differences between these 

religions. The results of this comparison will provide an indication of how much each 

religion influences one another. 

 

Literature Review and Hypothesis Development 

Theoretical framework 

The current study applies the theory of religious values, which suggests that religion does not 

directly enforce obligations but usually moralistically offers certain values, beliefs, and 

practices that the believers can use in their day-to-day living (Hirschman et al. 2011; 

Worthington et al. 2003). Studies have indicated that there are two important components of 

religiousness—religious affiliation and religious commitment (Hirschman 1983; Melé 2006; 

Swimberghe et al. 2009; Wilkes et al. 1986; Worthington et al. 2003). The two components 

involve both cognitive and behavioral measures of religiousness (Hirschman 1983). A 

cognitive system in a religion is a “set of beliefs, values, expectations and behaviors that are 
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shared by members of a group” (Esso and Dibb 2004, p. 686). Furthermore, the behavior is 

the consequence of those beliefs embedded in the mind of a religious follower (Swimberghe 

et al. 2009). This will influence their identity and attitudes toward a particular behavior (Melé 

2009;  Zinbauer et al. 1997). 

Allport and Ross (1967) defined religious orientation as the extent to which a person 

lives out his or her religious beliefs. The degree to which an individual is committed to a 

particular belief is one of the most important cultural forces and a key influence in buyer 

behavior (Delener 1990; Esso and Dibb 2004). Allport and Ross (1967) suggested that 

religious motivations can be viewed in terms of intrinsic and extrinsic religiousness. The 

“extrinsically motivated person uses his religion, while intrinsically motivated person lives 

his religion” (Allport 1950, p. 449).  An individual with strong intrinsic religiousness tends to 

live daily life according to her or his religion without expecting anything in return from their 

relationship with God. In contrast, an individual with strong extrinsic religiousness might be 

more influenced by social determinants and participate in religious activities to meet personal 

needs (e.g., source of comfort and peace) or for social goals (e.g., social support) (Allport 

1950; Vitell et al. 2005). Through separating religiousness, Allport and Ross (1967) were 

able to explain discrepancies of findings in the area of religiousness.   Studies have found 

differences between intrinsic and extrinsic religion to a variety of variables, such as coping 

styles (Pargament et al. 1988), ethics (Arli and Tjiptono, 2014), narcissism (Watson et al. 

1987), altruism (Chau et al. 1990), fear of death (Cohen et at 2005) and a wide variety of 

prejudice (Whitley 2009).  

In the marketing literature, studies have shown that religiousness greatly influences 

attitude, which subsequently affects purchasing behavior (Bailey and Sood 1993; Esso and 

Dibb 2004; Delener 1994; Hirchman 1981), such as choice of entertainment (Hirchman 

1983), choice of political party (Will 1991; Kohut et al. 2000), and consumer ethical behavior 
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(Vitell et al. 2005; Arli and Tjiptono 2014) and recently, Minton et al. (2015) found that 

religiousness moderates consumers’ participation in sustainable behavior. In addition, each 

core religious belief may influence consumers’ sustainable behavior differently (Eckberg and 

Blocker 1989; Minton et al. 2015; James 2004).   

 

Hypothesis Development 

The study proposes the impact of consumers’ religiosity (i.e., intrinsic and extrinsic) on pro-

environmental identity, attitudes toward environmental issues and subjective norms. 

Subsequently, the study will test the impact of these variables on consumers’ intention to 

purchase green products. Figure 1 shows our proposed conceptual framework. 

Insert Figure 1 about Here 

 

Pro-environmental identity 

Self-identity can be defined as the label used to describe oneself (Cook et al. 2002). 

Consumers’ beliefs on environmental issues have been linked to positive environmental 

behaviors (Gadenne et al. 2011; Tanner and Kast 2003). Self-identity often serves to 

differentiate oneself from others and to conform to the values, beliefs, and behaviors of the 

social groups (e.g., religion, political party) where they belong (Christensen et al. 2004; 

Whitmarsh and O’Neill 2010). Self-identity has been found to be a significant predictor of 

behavior pertaining to pro-environmental action (Fekadu and Kraft 2001; Sparks and 

Shepherd 1992; Sparks et al. 1995; Terry et al. 1999). One study found that consumers who 

identify themselves as green consumers are more likely to   to consume organic vegetables 

(Whitmarsh and O’Neill 2010). Consumers with stronger pro-environmental beliefs or those 

who think of themselves as people who care about the environment were found to be more 

likely to engage in environmental-oriented purchasing behavior (Gadenne et al. 2011; 
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Mainieri et al. 1997; Pickett-Bake and Ozaki 2008). For Islam and Christianity, the following 

hypotheses are being offered: 

H1 ISLAM: Pro-environmental identity will be positively related to intention to 
purchase green products. 

 
H1 CHRISTIANITY: Pro-environmental identity will be positively related to intention to 
purchase green products. 

 
 
Attitudes toward environmental issues 

Decades of research on pro-environmental behaviors have revealed that psychographic 

characteristics (i.e., attitudes, values) are better predictors than standard demographic 

variables (Cleveland et al. 2005; Guagano 1995; Kalamas et al. 2014). A study has shown 

that attitudes toward the environment are an important determinant in buying organic food 

(Grunert 1993). Positive consumer attitude may translate into various behaviors, such as 

recycling and buying green products. Environmental attitude can be defined as “the collection 

of beliefs, affects, and behavioral intentions a person holds regarding environmentally-related 

activities or issues” (Schultz et al. 2004, p. 31). Most studies on environmental research, 

especially those explaining attitude formation in the adoption of green products and behaviors 

(e.g., Bamberg 2003; Fujii and Taniguchi 2006; Klockner 2013), have relied on Ajzen and 

Fishbein’s (1980) Theory of Reasoned Action (TRA) and Ajzen’s (1991) Theory of Planned 

Behavior (TPB). The theories suggest the process by which consumers’ beliefs form attitudes 

toward certain behaviors and lead to their adoption (Ozaki and Sevastyanova 2011). Greater 

concern for environmental issues has driven consumers of all demographics to participate in 

environmental activities (Granzin and Olson 1991). Banerjee and McKeage (1994) found that 

consumers’ perception about the severity of the environmental problem influenced his/her 

willingness to pay more for environmentally friendly products. In an early study, Webster 

(1975) found that socially conscious consumers had tried to consider the social impact of 

their buying behavior. Numerous follow up studies confirmed that environmental concern 
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leads to ecologically responsible attitude and behavior (Mostafa 2007; Simmons and Widmar 

1990). Hence, for Islam and Christianity, we propose: 

H2 ISLAM: Attitudes toward environmental issues will be positively related to intention 
to purchase green products. 

 
H2 CHRISTIANITY: Attitudes toward environmental issues will be positively related to 
intention to purchase green products. 

 
  

Subjective norms about the environment 

Subjective norm refers to an individual’s perceived social pressure to perform a certain 

behavior (Ajzen 1985; Sparks et al. 1992). Subjective norms about the environment plays an 

important role in green product purchases (Peattie 2010). Ozaki (2011) found that the 

strength of social and community can influence consumers to adopt a green electricity tariff. 

The intention to undertake a particular behavior is strongly affected by social norms 

(Bamberg 2003). Gadenne et al. (2011, p. 7686) argue that “presenting a positive image of 

oneself is very important and this encourages people to conform to the norms of the groups to 

which they want to belong.” Numerous studies show that consumers are influenced by the 

actions and opinions of others (i.e., family, friends) who are important to them (Jager 2006; 

Pickett-Baker and Ozaki 2008; Sidiras and Koukios 2004).   Subjective norms or perceived 

social pressure  have been found to influence individuals’ behavior related to intention to 

consume green products (Bamberg 2003; Kalafatis et al. 1999; Kim and Chung 2011).  

Hence, the following hypotheses are put forward: 

H3 ISLAM: Subjective norms about the environment will be positively related to 
intention to purchase green products. 

 
H3 CHRISTIAN: Subjective norms about the environment will be positively related to 
intention to purchase green products. 

 
 

 

 



8 
 

Religiousness - Islam 

In the context of environment and sustainability, Islamic law supports the preservation and 

protection of the environment (Bazzi 2013). One of the most popular Hadiths (i.e., the 

collected report of what the prophet Muhammad said) on the environment is ‘the earth is 

green and beautiful and Allah has appointed you his stewards over it.’ Moreover, the Caliph 

Abu Bakt (the father-in-law of Islamic prophet Muhammad) once said, “do not destroy palm 

trees, don’t burn houses or fields of wheat, never cut down fruit trees, and kill cattle only 

when you need to eat it” (Schwarte 1992, p. 270).  

In addition, cleanliness is an indispensable part of being faithful in Islam. Before 

praying, a Muslim needs to wash his/her face, hands, feet, and mouth with pure water three 

times. Merchant (1992 p. 124) argues that “Islam presents a brilliant set of information on 

ecological issues. In an Islamic perspective, man is God’s vice regent on the earth. The Quran 

teaches that the universe, nature, and the environment are all signs of the Creator of the 

world. No religion has ever warned so forcefully against devastating the environment and 

animal life or prohibited the destruction of God’s gifted natural wealth and resources as Islam 

has.” In Islamic culture, humans are part of the larger scheme to bring a perfect equilibrium 

to things. Thus, they are entrusted to manage the earth as a steward of God. This concept is in 

contrast to the Judeo–Christian view of humans as the ones who dominate nature (Mostafa 

2007; Schultz et al. 2004). This is an indication that, in Islam, human beings have been given 

the responsibility to preserve and maintain the natural environment (Zafar 2014). Thus, we 

propose the following hypotheses. 

H4 ISLAM: Intrinsic religiousness will be positively related to pro-environmental 
identity. 

 
H5 ISLAM: Intrinsic religiousness will be positively related to attitudes toward 
environmental issues. 

 
H6 ISLAM: Intrinsic religiousness will be positively related to subjective norms. 
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In the context of extrinsic religiousness, Vitell et al. (2005) suggest that individuals 

with a high degree of extrinsic religiousness might not necessarily be as committed to his/her 

religion as they might appear to be, thus, might not be as caring for the environment 

compared with individuals with high intrinsic religiousness. Donahue (1985) found that 

extrinsic religiousness was correlated less with religious commitment. Thus, in the context of 

Islam, we will examine the following hypotheses: 

H7 ISLAM: Extrinsic religiousness will be negatively related to pro-environmental 
identity. 

 
H8 ISLAM: Extrinsic religiousness will be negatively related to attitudes toward 
environmental issues. 

 
H9 ISLAM: Extrinsic religiousness will be negatively related to subjective norms. 

 

Religiousness - Christianity 

Concern for the environment is one of the most controversial issues facing Christians today 

(Merrit et al. 2010; Schreck 2004).  Studies on the impact of religiousness (Christian context) 

produced conflicting results. The first group of studies showed that high religiousness or (i.e., 

intrinsic religiosity) is correlated with a lower level of environmental concern (Biel and 

Nilsson 2005; Eckberg and Blocker 1996; Guth et al. 1995; Sherkat and Ellison 2007). 

American evangelicals are less likely to believe that global warming is happening (Smith and 

Leiserowitz 2013) and less likely to engage in environmentally friendly behaviors than the 

nonreligious consumers (Engelland 2014; Martin and Bateman 2014) and less concerned 

about environmental impacts on plants and animals (Schultz et al. 2000). 

In contrast, other studies found that individuals who attend church (i.e. frequencies of 

attendance) are more likely to engage in environmentally friendly behavior (Kanagy and 

Willits 1993; Wolkomir et al. 1997; Woodrum and Wolkomir 1997). Tucker (2003) argues 

that religion has the unique ability to construct moral and ethical frameworks that can 
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encourage human beings to protect the earth, a place created by God. Many have argued that 

Christians have a moral responsibility to protect God’s creation (Kearns 1997; Robinson 

2010). In many of his messages, Pope Benedict XVI urged Catholics to preserve the 

environment. Among the messages are: “We are all responsible for the protection and care of 

the environment. This responsibility knows no boundaries”, “The relationship between 

individuals or communities and the environment ultimately stems from their relationship with 

God”, and “… the Church considers matters concerning the environment and its protection 

intimately linked to the theme of integral human development.” (The Interfaith Center for 

Sustainable Development 2015).  Recently, Pope Francis’ encyclical letter Laudato Si’ calls 

for an ‘ecological conversion’. The Pope suggested that Christians have misinterpreted 

scripture and “must forcefully reject the notion that our being created in God's image and 

given dominion over the earth justifies absolute domination over other creatures" (Pope 

Francis 2015, p. 49). He further explains that the Bible tells us to “till and keep” the garden of 

the world, where “tilling” refers to “cultivating, ploughing or working”, whereas “keeping” 

means “caring, protecting, overseeing and preserving” (p. 49). This is a strong message to 

accept responsibility for protecting the environment. In general, recent studies indicated that 

highly religious consumers (i.e. intrinsic religiosity), in the context of Western religions, are 

more likely to participate in sustainable behaviors than less religious consumers (Djupe and 

Gwiasda 2010; Minton et al. 2015). Moreover, studies in the context of developing countries 

indicated that religion influences ethical behaviors (Arli and Tjiptono 2014; Casidy et al 

2016). Hence, we propose the following hypotheses for Christianity: 

H4 CHRISTIANITY: Intrinsic religiousness will be positively related to pro-
environmental identity. 

 
H5 CHRISTIANITY: Intrinsic religiousness will be positively related to attitudes toward 
environmental issues. 

 
H6 CHRISTIANITY: Intrinsic religiousness will be positively related to subjective norms. 
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Because studies show conflicting results between religious and nonreligious people in 

their attitude toward the environment, individuals with a high degree of extrinsic 

religiousness will be different in their perception and attitude toward the environment 

compared with individuals with high intrinsic religiousness. Thus, we propose the following 

hypotheses: 

H7 CHRISTIANITY: Extrinsic religiousness will be negatively related to pro-
environmental identity. 

 
H8 CHRISTIANITY: Extrinsic religiousness will be negatively related to attitudes toward 
environmental issues. 

 
H9 CHRISTIANITY: Extrinsic religiousness will be negatively related to subjective 
norms.  

 

 
Methodology 

Data collection 

As a religious society where about 98% of individuals participating in the Gallup World Poll 

from 2005 to 2009 reported that religion was an important part of their daily life (Diener et al. 

2011), Indonesia is an ideal context to investigate the impact of religiousness on consumer 

behavior. Indonesia is a country of cultural diversity and home to the largest Muslim 

population (86.1%) in the world, followed by 8.7% Protestant/Catholic, 3% Hindu, and 1.8% 

others (World Population Review 2014). Indonesia is the fourth most populous nation in the 

world with approximately 253 million people and it is the largest country in Southeast Asia 

(World Population Review 2014). Officially, each citizen is required to state his/her religion 

on their identity cards. 

Data were derived using a convenience sampling of student and nonstudent samples. 

Student samples were approached in classrooms and public spaces (e.g., canteens and 

students’ lounge rooms) of three large universities (i.e., one public and two major private 
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universities) in Yogyakarta, Indonesia. Nonstudent samples were interviewed in two 

shopping malls and several housing areas in the city. A total of 700 questionnaires were 

distributed; 684 returned; but only 649 were usable, thereby offering an overall response rate 

of 93%. Male and female respondents were 45.8% and 54.2%, respectively. A majority of the 

respondents was single (61.9%), followed by married (34.4%) with 27.9% between the ages 

of 18 and 20 years and 37% aged above 26 years old. In terms of religions, about 36.2% of 

the respondents were Muslims and 63.8% of them were Catholics/Protestants.  Table 1 

summarizes the demographic profiles of respondents.  The religion profile of the sample  

differs from the actual populations, 36.2% versus 86.1% (actual Muslims Indonesia). 

Nonetheless, it is still an indication of the majority of sample.  As the purpose of this study is 

the compare and contrast the impact of religion on consumers’ identity, attitudes and their 

subjective norms.  The proportion of the sample can be deemed acceptable.  

Insert Table 1 about Here 

Measures 

All scales were Likert-type scales adapted from established multi-item scales. The 

intrinsic/extrinsic religiousness scales were adapted from Allport and Ross (1967). Allport’s 

Religious Orientation Scale (ROS) is one of the most frequently used measures to determine 

the degree to which a person internalizes and practices religious beliefs and values (Donahue 

1985; Vitell et al. 2009). The intrinsic dimension contains eight items, exemplified by items 

such as “I try hard to live all my life according to my religious beliefs.” The extrinsic 

dimension includes three items, such as “I go to religious services mostly to spend time with 

my friends.” Pro-environmental identity was measured using an adapted scale from Cook 

with item from Cook et al. (2002) with items such as “I think of myself as someone who is 

very concerned about environmental issues.” Attitudes toward environmental issues were 

measured using items from Bohlen et al. (1993). An example of such an item is “The 
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environment is one of the most important issues facing society today.” Subjective norms 

about the environment were measured using items adapted from Fishbein and Ajzen (1975). 

An example of such an item is “Most people who are important to me buy environmentally 

friendly household products.” Finally, purchase intention was evaluated by asking 

participants “In the next six weeks, how likely are you to purchase environmentally friendly 

household products?” It was rated on a scale ranging from 1 (not at all likely) to 5 (extremely 

likely). Tables 2 and 3 report correlations and mean values of the scales. Subsequently, Table 

4 reports the scale items used in this study. 

Insert Tables 2-4 about Here 

 

Reliability and validity of the measures 

Following procedures by Mathieu and Taylor (2006), we performed confirmatory factor 

analysis (CFA) for the model constructs. Using analysis of moment structures (AMOS), we 

conducted a CFA test to examine all measures simultaneously. The model fits the data 

adequately (CFI = 0.908, IFI = 0.909, RMSEA = 0.041). The confirmatory (CFI) and 

Incremental (IFI) fit indexes both were above the 0.90 cutoff (Hu and Bentler, 1999). We 

assessed the validity and reliability of the measures in multiple ways. To assess the 

convergent validity, we evaluated Cronbach’s α, average variance extracted (AVE), factor 

loadings, and composite reliability. For all constructs, the Cronbach α and factor loadings 

reached values above the required thresholds of 0.7 and 0.5, respectively (Fornell and Larcker 

1981). The AVEs for all constructs were greater than the 0.50 benchmark (Fornell and 

Larcker 1981; Hair et al. 2006). All CR values exceeded the threshold of 0.60, providing 

support for the reliability of the scales exceeding the cutoff of 0.60 for satisfactory internal 

reliability. Overall, these results support the convergent validity of the scales (Andersen and 

Gerbing 1988). As shown in Table 4, all constructs met the criterion for discriminant validity. 
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Hypothesis Testing Results 

Islamic samples 

The results suggest that pro-environmental identity (H1 ISLAM: β = 0.416, p < 0.01), attitudes 

toward environmental issues (H2 ISLAM: β = 0.201, p < 0.01), and subjective norms about the 

environment positively influenced consumer intention to purchase green products (H3 ISLAM: 

β = 0.298, p < 0.01).  Thus, H1 ISLAM, H2 ISLAM, and H3 ISLAM are all supported. 

 

Furthermore, Intrinsic religiousness positively influences pro-environmental identity 

(H4 ISLAM: β = 0.292, p < 0.01), attitudes toward environmental issues (H5 ISLAM: β = 0.248, p 

< 0.01), and subjective norms about the environment (H6ISLAM: β = 0.278, p < 0.01). Hence, 

H4 ISLAM, H5 ISLAM, and H6 ISLAM are all supported.  Finally,  from the perspective of extrinsic 

religiousness, our results show that H8 is supported. Extrinsic religiousness negatively affects 

consumer attitudes toward environmental issues (H8 ISLAM: β = –0.158, p < 0.01). However, 

H7 ISLAM and H9 ISLAM are not supported. Extrinsic religiousness did not affect consumer pro-

environmental identity and subjective norms about the environment.  

  

Christian samples 

Similar to the Muslims’ consumers, H1CHRISTIAN, H2CHRISTIAN, and H3 CHRISTIAN  are 

supported. The results suggest that pro-environmental identity (H1 CHRISTIAN: β = 0.449, p < 

0.01), attitudes toward environmental issues (H2 CHRISTIAN: β = 0.212, p < 0.01), and 

subjective norms about the environment positively influence consumer intention to purchase 

green products (H3 CHRISTIAN: β = 0.341, p < 0.01).   

Furthermore, the results reveal that H4 CHRISTIAN, H5 CHRISTIAN and H6 CHRISTIAN are 

supported. Intrinsic religiousness positively affects pro-environmental identity (H4 CHRISTIAN: 
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β = 0.293, p < 0.01) attitudes toward environmental issues (H5 CHRISTIAN: β = 0.237, p < 0.01), 

and subjective norms about the environment (H6 CHRISTIAN: β = 0.315, p < 0.01).  Moreover, 

extrinsic religiousness positively influences consumer pro-environmental identity 

(H4CHRISTIAN: β = 0.129, p < 0.01). Thus, H7 is not supported due to its opposite direction. 

Subsequently,  H8 CHRISTIAN  and H9 CHRISTIAN  are not supported. The effect of extrinsic 

religiousness on attitudes toward environmental issues and subjective norms about the 

environment were not significant. Tables 5 and 6 summarize the hypothesis testing results. 

Insert Tables 5 and 6 about Here 

Discussion and Implications 

Similarities between religions 

The main findings indicate consistent positive impacts of intrinsic religiousness on pro-

environmental identity, consumer attitudes toward environmental issues, and subjective 

norms about the environment across both Muslim and Christian consumers in Indonesia. 

Previous studies have shown that people with high intrinsic religiousness tend to have more 

concern with higher ethical or moral standards (Arli and Tjiptono 2014; Minton et al. 2015; 

Vitell, et al. 2005; Weibe and Fleck 1980).  The present study reveals that religious 

consumers see themselves as someone who cares about the environment. They see earth as 

God’s creation and are willing to sustain it.  Moreover, intrinsic religiousness also positively 

influences subjective norms about the environment. As a result of living in a religious 

community, consumers constantly receive opinions, ideas, and suggestions from others, 

especially their religious leaders. In many cases, the religious leaders are often people they 

look up to.   Consequently, in order to deliver an effective message to increase people’s 

concern and awareness of the environment, government and other environmental agencies 

can work with these leaders to promote pro-environmentally friendly behavior. Approval by 
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religious leaders is an important part to promoting any behavior, as their approval often is 

interpreted as an approval from ‘God.’ 

Another consistent finding across the two religion samples is that pro-environmental 

identity, attitudes toward environmental issues, and subjective norms about the environment 

positively influence consumer intention to purchase green products. Higher intention to buy 

environmentally friendly products will be found among those who perceive themselves as 

environmentally-friendly consumers, have positive attitudes toward environmental issues, 

and perceive a high degree of social pressures to purchase green products. In the current 

study, the proxy used for responsible consumption is purchase intention of environmentally 

friendly household products―which are easily found in most supermarkets and minimarkets 

in Indonesia. 

 

Differences between religions 

The differences between religions are found in the role of extrinsic religiousness. For Muslim 

consumers in Indonesia, extrinsic religiousness had a negative effect on attitudes toward 

environmental issues but insignificant impacts on pro-environmental identity and subjective 

norms about the environment. Those who view religious activity as “a means to other 

personal and potentially more selfish ends” (Ghorbani et al. 2002, p. 70) tend to have more 

negative attitudes toward environmental issues. The inconsistent results of the role of 

extrinsic religiousness may suggest that  it is a complex phenomenon (Ghorbani et al. 2002), 

where it can have positive as well as negative impacts (Pargament, 1992) and  it has a very 

limited impact on ethical behavior (Vitell, 2014). It seems that there is a clear distinction 

between intrinsic and extrinsic religiousness for Muslim consumers. Extrinsic religiousness is 

either a non-significant or a negatively significant determinant of self-identity, attitudes, and 
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subjective norms about the environment. In contrast, for Christian’s consumers in Indonesia, 

extrinsic religiousness positively affects consumers’ pro-environmental identity but not their 

attitudes toward environmental issues and subjective norms about the environment. These 

results also indicate differences between religious and non-religious consumers. The study 

supports the idea that religiousness can affect consumer behavior, influence managerial 

action, and promote change (Engelland 2014; Minton et al. 2015; Njoh 2012). The present 

study highlights the importance of religiousness when exploring consumers’ attitude toward 

green marketing and purchase intention of green products, especially for consumers living in 

a religious society. Irrespective of religions, consumers with high intrinsic religiousness are 

more likely to display positive attitude toward the environment. The results show the 

importance of collaboration between government, businesses, and religious institutions to 

reach and improve consumers’ awareness on the importance of environmental sustainability 

and subsequently supporting a green cause.  

Recently there is a growing “authentic Islamic environmental movement” in a number 

of Muslim countries, including Indonesia (Nasr, cited in Wihbey 2012). In Indonesia, Muslim 

organizations have long been one of the most important key drivers for social and political 

change (Brownlee, 2009).  The two largest mass-based Islamic organizations, Nahdlatul 

Ulama (NU) and Muhammadiyah, have shown their concerns about environmental issues by 

establishing national and local bodies dedicated to the environment. Actions taken include 

training their religious leaders on knowledge of environmental issues and instilling 

curriculum on environmental issues in Islamic schools from elementary school to university 

level (Simamora 2010). Such initiatives may be influential in creating or reinforcing positive 

attitudes towards environmental issues, stronger subjective norms about the environment, and 

stronger pro-environmental beliefs. This is relevant due to the fact that many studies have 



18 
 

indicated that Muslim organizations have been perceived to be the most legitimate institution 

that Indonesians trust (Brownlee 2009). 

Similarly, the Catholic Church has long highlighted the importance of the protection 

and care of the environment. For instance, all quotations about the environment from Pope 

Benedict XVI (2012) were published in a book by Our Sunday Visitor. The Catholic Church 

in Indonesia has initiated many programs (e.g., education, negotiation, and advocacy) for 

several community groups (Dokumen Gereja Katolik 2013). The Bishops’ Conference of 

Indonesia (Konferensi Waligereja Indonesia = KWI) issued a pastoral memorandum on the 

Church’s involvement in preserving God’s creation (Dokumen Gereja Katolik 2013). The 

most recent publication of “Encyclical Letter Laudato Si’ of the Holy Father Francis on Care 

for Our Common Home” presents the Catholic Church position on environment and 

sustainability (Pope Francis 2015).  Pope Francis pointed out the importance of religious 

institution in raising people awareness toward the environment: “All Christian communities 

have an important role to play in ecological education. It is my hope that our seminaries and 

houses of formation will provide an education in responsible simplicity of life, in grateful 

contemplation of God’s world, and in concern for the needs of the poor and the protection of 

the environment” (Pope Francis, 2015, p. 156). Ignoring individuals’ religiousness will 

eventually reduce the effectiveness of a program or campaign toward these consumers.   

 

Limitation and Future Research 

Despite some important findings, there are some caveats in interpreting the results. 

Environmental concern in general and green behavior in particular is a complex issue. A 

2010 Pew Global Attitudes survey found that about 61% of the Indonesian respondents 

believed that protecting the environment should be prioritized despite the potential costs 

(slower economic growth and job cuts) (Pew Research Center 2010). However, when asked 
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about their willingness to pay higher prices to address climate change, only 32% of the 

Indonesian respondents agreed to do so. Other studies in different countries found an attitude-

behavior gap, where positive attitude towards the environment does not translate into green 

purchase behavior (Follows and Jobber 2000; Fraj and Martinez 2007; Mostafa 2007; Young 

et al. 2010). Several strategies have been proposed to overcome the gap, including “social 

normalization” to make green behavior (e.g. buying environmentally-friendly household 

products, taking own shopping bags to the shops, and using energy-saving light bulbs) 

‘normal’, i.e. “what most people generally do” (Rettie, Burchell and Barnham 2014, p. 9; 

Rettie, Burchell and Riley 2012, p. 421).  Thus, future research may investigate the gap 

between attitude and behavior in regards to sustainable consumption.  

Moreover, the data employed are cross-sectional in one country, thus definitive 

statements about causal relationships between variables cannot be made. The religion profile 

of the sample differs from the actual populations, where only 36.2% of Muslim respondents 

participated. Therefore, the generalizability of the study may be limited. Nevertheless, since 

the focus of the study is to examine the impact of religiousness on consumers’ identity, 

attitudes and their subjective norms, the study can provide useful insights into the comparison 

of the influences within the Muslim and Christian samples. Future research may investigate 

other religions, such as Buddhism and Hinduism. Other comparisons may also be conducted, 

such as religious versus nonreligious consumers, cross-national study, and so forth. 

Moreover, the study did not look at the impact of income and education, as we are focusing 

on individuals’ religiousness. Future research may investigate the impact of these 

demographics, in regard to religion, on their intention to purchase green products especially 

in regards to their willingness to pay.  
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Appendix 

Figure 1. Research Model 
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Table 1. Demographic Profiles of Samples 

Demographic Percentage 
Age  

<18 years old 2.5% 
18-20 years old 27.9% 
21-23 years old 16.5% 
24-26 years old 16.2% 
> 26 years old 37.0% 

Gender  
Male 45.8% 

Female 54.2% 
Marital Status  

Single 61.9% 
Married 34.4% 
Other 3.7% 

Religion*  
Islam 36.2% 

Christianity 63.8% 
Note: *Indonesia consists of 86.1% Muslim, followed by 8.7% Protestant/Catholic, 3% Hindu, and 1.8% others  
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Table 2. Correlations and Descriptive Statistics (ISLAM) 
 
n = 235 1 2 3 4 5 6 
1. Intrinsic Religiousness 1      
2. Extrinsic Religiousness 0.449** 1     
3. Pro-Environmental Identity     -0.196 -0.201 1    
4. Attitudes towards Environmental Issues       -0.123        -0.257 0.415** 1   
5. Subjective Norms      0.368  0.034 0.463** 0.352** 1  
6. Purchase Intention of Green Products     -0.304  0.151 0.560*      0.518* 0.020 1 
M 4.15 2.61 3.43 3.34 4.01 3.37 
SD 0.68 1.03 0.63 0.66 0.64 0.72 
** p< 0.01; *p< 0.05 
 
 
Table 3. Correlations and Descriptive Statistics (CHRISTIANITY) 
 
n=414 1 2 3 4 5 6 
1. Intrinsic Religiousness 1      
2. Extrinsic Religiousness      -0.023 1     
3. Pro-Environmental Identity 0.193*     -0.052 1    
4. Attitudes towards Environmental Issues          0.076     -0.249 0.250** 1   
5. Subjective Norms  0.235**     -0.053 0.499** 0.175** 1  
6. Purchase Intention of Green Products       0.156*     -0.050 0.425**      0.175* 0.470** 1 
M 4.00 2.41 3.35 3.33 4.18 3.08 
SD 0.61 0.93 0.62 0.70 0.53 0.64 
** p< 0.01; *p< 0.05 
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Table 4.  Scale Items 

CODE  SCALE ITEM SL AVE CR α 
INTRINSIC RELIGIOUSNESS  
INT01 I enjoy reading about my religion. 0.67      
INT02 It is important to me to spend time in private thought and prayer. 0.61      
INT03 I have often had a strong sense of God’s presence.  0.65      
INT04 I try hard to live all my life according to my religious beliefs 0.81      
INT05 My religion is an important part of my life 0.80      
INT06 My whole approach to life is based on religion 0.73      
INT07 As a religious person, my religion affects my daily life 0.74 0.52 0.88 0.88 
EXTRINSIC  RELIGIOUSNESS 
EXT12 I go to a religious service mostly to spend time with my friends.  0.79    
EXT13 I go to a religious service because I enjoy seeing people I know there.  0.94    
EXT14 I go to a religious service because it helps me to make friends. 0.87 0.76 0.90 0.76 
 PRO-ENVIRONMENTAL IDENTITY 
PI01 I think of myself as someone who is very concerned about environmental issues. 0.61    
PI02 I think of myself as an environmentally-friendly consumer.  0.89 0.58 0.73 0.71 
ATTITUDES TOWARDS ENVIRONMENTAL ISSUES 
ATEI01 The environment is one of the most important issues facing society today. 0.75    

ATEI02 Unless each of us recognises the need to protect the environment, future generations will 
suffer the consequences. 0.72    

ATEI03 The benefits of protecting the environment do not justify the expense involved.   0.68    
ATEI04 The importance of the environment is not being exaggerated. 0.72 0.52 0.81 0.81 
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Table 4.  Scale Items (continued) 

CODE  SCALE ITEM SL AVE CR α 
SUBJECTIVE NORMS ABOUT THE ENVIRONMENT 
SN01 Most people who are important to me buy environmentally-friendly household products. 0.78      

SN02 Most people who are important to me are concerned about issues related to the 
environment.  0.85      

SN03 Most people who are important to me think it is important to buy environmentally-friendly 
household products. 0.86 0.69 0.87 0.86 

INTENTION TO PURCHASE GREEN PRODUCTS   

ITPGP01 In the next six weeks, how likely are you to purchase environmentally-friendly household 
products?  0.82    

ITPGP02 I intend to buy environmentally-friendly household products during the next six weeks.  0.61 0.52 0.68 0.78 
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  Table 5.  Model Estimates (ISLAM) 
 
 Standardized parameter 

estimates (Std. Errors) 
Hypothesized 

Effects 

Hypothesis 
Testing 
Results 

H1ISLAM Pro-environmental identity  Purchase Intention   0.416**  (0.059) (+) Supported 

H2ISLAM Attitudes towards environmental issues  Purchase 
Intention  0.201** (0.058) (+) Supported 

H3ISLAM Subjective norms about the environment  Purchase 
Intention 0.298** (0.041) (+) Supported 

H4ISLAM Intrinsic Religiousness  Pro-environmental identity  0.292** (0.036) (+) Supported 

H5ISLAM Intrinsic Religiousness  Attitudes towards 
environmental issues   0.248** (0.032) (+) Supported 

H6ISLAM Intrinsic Religiousness  Subjective norms about the 
environment 0.278** (0.045) (+) Supported 

H7ISLAM Extrinsic Religiousness  Pro-environmental identity          0.071 (0.022) (-) Not Supported 

H8ISLAM Extrinsic Religiousness  Attitudes towards 
environmental issues   -0.158** (0.021) (-) Supported 

H9ISLAM Extrinsic Religiousness  Subjective norms about the 
environment         -0.014 (0.029) (-) Not Supported 

** p< 0.01; *p< 0.05 
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Table 6.  Model estimates (CHRISTIANITY) 
 

 

Standardized 
parameter 

estimates (Std. 
Errors) 

Hypothesized 
Effects 

Hypothesis 
Testing 
Results 

H1CHRISTIANITY Pro-environmental identity  Purchase Intention 0.449** (0.073) (+) Supported 

H2CHRISTIANITY Attitudes towards environmental issues  Purchase 
Intention  0.212** (0.083) (+) Supported 

H3CHRISTIANITY Subjective norms about the environment  Purchase 
Intention 0.341** (0.048) (+) Supported 

H4CHRISTIANITY Intrinsic Religiousness  Pro-environmental identity 0.293** (0.048) (+) Supported 

H5CHRISTIANITY Intrinsic Religiousness  Attitudes towards 
environmental issues   0.237** (0.040) (+) Supported 

H6CHRISTIANITY Intrinsic Religiousness  Subjective norms about the 
environment 0.315** (0.064) (+) Supported 

H7CHRISTIANITY Extrinsic Religiousness  Pro-environmental identity      0.129* (0.028) (-) Not Supported 

H8CHRISTIANITY Extrinsic Religiousness  Attitudes towards 
environmental issues    -0.077 (0.025) (-) Not Supported 

H9CHRISTIANITY Extrinsic Religiousness  Subjective norms about the 
environment     0.042 (0.039) (-) Not Supported 

** p< 0.01; *p< 0.05 

 
 
 

 

 

 


