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ABSTRACT The Covid-19 Pandemy has increased consumer’s awareness of the health issues and what they eat on a daily basis. 

Within the fast-moving consumer goods (FMCG) category, ecolabel is used to differentiate environmental friendly food and 

conventional food. However, not all of the healthy products are having ecolabel. This might happened because consumers do not 

know about the product, the price does not fit with their budget, the promotion does not reach the consumers and many other 

reasons. During the Covid-19 Pandemy, food manufacturing companies may need to adjust the massage to meet their targetted 

market. Therefore, this study examines how green marketing, ecolabel and Covid-19 pandemic relate to consumer’s purchase 

intention of food products. What aspects are they considering? An online survey was conducted in May – June 2020, involving 

349 valid respondents, from 34 provinces in Indonesia. This study found that green marketing mix is positively associated with 

consumer attitude. Interestingly, only green products and green promotion are positively associated with the green marketing mix. 

Green price and green place are not significantly related to the green marketing mix. Furthermore, ecolabel and Covid-19 

pandemic are positively associated with consumers’attitude. This consumers attitude is then positively associated with green food 

products’ buying intention. The findings of this study imply the need for food producers to allocate attention to food labelling, 

through good products and promotion. As of Covid-19 pandemic, this study found that the respondents will continue their healthy 

habit to protect themselves against health issue in the future. This offers positive signals to producers and marketing communication 

to develop a better communication approach for consumers. 

Keywords: Covid-19, Ecolabel, Green Marketing Mix, Purchase intention. 

1. INTRODUCTION 

Fast Moving Consumer Goods (FMCG) are products that 

relate closely to consumers. They include homecare, 

personal care, foods and beverages [1]. Kantar  [2] reports 

that foods and beverages contribute most to FMCG 

transactions. The number of FMCG manufacturers grow 

up to 6% annually [3], which indicate a positive economic 

development, however, these FMCG companies growth 

also result in the increasing pollution of their packaging. 

Green issues, such as green products, ecolabel, and 

greenways of doing business are proposed to balance the 

economic growth of the FMCG sector while also 

protecting the environment. 

Ministry of Industry [4] reports that food and beverage 

(F&B) manufacture are the subsector that contributes 

significantly to the Indonesia economy (almost 35% of 

the GDP comes from F&B subsector in 2018). In 2019, 

Covid- 19 pandemic has started in China, and it reaches 

Indonesia in March 2020. [5] This pandemic has resulted 

in the increased attention of healthy lifestyles, such as 

through food consumption. The sales of products with an 

ecolabel is believed to be in demand. However, Kantar  [2] 

reports that out of the top ten Indonesia consumer 

products, seven of them are F&B products but only two 

of   them   have   ecolabelling.    Therefore,  a   study that
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investigates how green marketing, ecolabel and purchase 

intention on food products during Covid-19 pandemic is 

needed. The objectives of this study are two folds. Firstly, 

to identify the relationship between green marketing mix 

and ecolabel to consumer attitude and their intention to 

buy. Secondly, to identify the characters of green products 

consumers. The results of this study may provide a better 

understanding of consumer attitude in buying green 

products, which is valuable to both academics, 

manufacturers and environmental bodies. 

 

2. LITERATURE REVIEW 
 
2.1. FMCG, Green FMCG and Ecolabel 

Morel & Kwakye [6] define Fast Moving Consumer 

Goods (FMCG) as products that are fastly transacted, 

with low cost of a transaction. Green FMCG is a subsector 

of that focuses on recycling, reducing the impact of their 

product waste and package, to minimise the negative 

impact on the environment. The marketing of this green 

FMCG is called Green Marketing Mix. 

There are four aspects of the green marketing mix. They 

are: green product, green price, green place and green 

promotion [7].Green products stress the concern that the 

products are not harmful to humans and the environment, 

have minimal impact on the environment, do not produce 

excessive waste, are economical in resources, and do not 

involve cruelty to animals [8]. Green price stresses that 

the price set by a company consider environmental value. 

Green Place concern on the most effective location 

determined by the company to sell and distribute products 

to prospective buyers without damaging the environment. 

Green Promotion includes environmental sustainability  

[9]. These Green FMCG has been researched widely in 

the developed countries, such as Sweden as the former 

research by Morel and Kwakye but limited is known 

about Indonesia FMCG. 

Within the FMCG groups in Indonesia, food and beverage 

dominate their transactions [2], and the F&B green 

products are reflected in their eco-labelling. Ecolabel is a 

reflection of the company concern of the environmental 

values, which is shown in their products, process and 

commitments. This ecolabel is issued by an independent 

institution. However, up to July 2015, only 200 

Indonesian products that comply with institutional 

ecolabelling [10]. This reflects only less than 1% of 

Indonesia F&B has institutional ecolabel, and stress the 

need for a study in the area of ecolabel in Indonesia. 

 

2.2. Consumer’s attitude, environmental issue 

and their buying intention 

 

The consumer is unique. In the marketing field, it is 

necessary to understand consumer's attitude, an 

expression of consumer's perception about the product 

[11]. Studies found that the consumer's attitude is 

associated with their knowledge. With regards to the 

green product, it relates to the information they 

read/received, such as in the ecolabel. 

On the other hand, consumers may also learn or obtain 

knowledge from public sources. Awareness-raising 

frequently promotes environmental issues, including 

public health and or long term public concern [12]. In this 

pandemic Covid-19 period, the government constantly 

promote public awareness of health issues. 

In the area of marketing, consumer's knowledge and 

attitude are measured in their intention to buy. The green 

intention to buy is a tendency to buy product or service 

that has considered environmental values [13]. 

Combining all the above, this study reflects the previous 

study in the following model: 

 

 
 

 

There are four hypotheses of this study: 

H1: Green marketing mix is positively associated with 

consumer attitude attitude toward green F&B 

H2: Ecolabel is positively associted with consumer 
attitude attitude toward green F&B 

H3: Awarenss of Covid-19 is associated with consumer 
attitude toward green F&B 

H4: Consumer attitude toward green product is 
positively associated with their intention to buy green 

F&B. 

3. METHODOLOGY 

An online survey was conducted in May – June 2020, 

responded by 363 respondents through an online survey. 

The number meet minimum requirements for Structural 

Equation Modelling of this study (29 variables x 10). The 

respondents are F&B consumers in Indonesia, who 

consumed green F&B products in the last three months 

before data collection. There are four variables of this 

study: green purchase intention variables are measured by 

four indicators that range from consumer's interest, plan 

to buy, want to buy and try to buy [2] [11], the green 

marketing mix variables are measured by twelve 

indicators [14], that cover green products, green price, 

green place and green promotion; the ecolabel variable is 
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measured using five indicators developed [15], [16], the 

influence of environmental issues is measured by 

indicators developed by [17] and the questions are 

adjusted to fit with Covid-19 pandemic context. The 

consumer attitudes variable is measured by four 

indicators developed by [2] [6]. Each question is using a 

5 level scale, and the variable is measured by averaging 

the responses on each indicator, to maintain the consistent 

meaning of each variable in this study. Outlier test, 

normality test and linearity tests were conducted to ensure 

that only valid and clean data are used for analysis. Each 

variables has minimum reliability score(Cronbach alpha 

> 0,7) [18], which indicate reliable measures. 

4. FINDINGS and DISCUSSION 

The table below summarises Structural Equation 

Modelling Analysis. 

Table 4.1. Summary of Hypotheses testing 

 

***: <0,001 

This study has four hypotheses. H1, H2, H3 and H4 are 

accepted. H1 has four sub hypothesis, two of them are 

accepted and two others are rejected. In general, the 

marketing mix is positively associated with the 

consumer's attitude. Within the marketing mix 

dimension, only green products and green promotion 

matter. Green price and green place are not significantly 

related to the green marketing mix. Furthermore, ecolabel 

and the consumer's knowledge about Pandemy Covid-19 

is positively associated with consumer behaviour, which 

further result in consumer purchase intention. 

The study confirms that green purchase intention is 

influenced by green consumer attitude, which is 

influenced by the three variables: Green marketing mix, 

ecolabel and consumer's awareness of Covid-19 

pandemic issue. Out of these three variables, the green 

marketing mix is having highest influence to consumer's 

attitude (with significant relationship coefficient 0,59), 

followed by the knowledge about Covid-19 issue on 

health (relationship coefficient 0,21) and ecolabel 

(relationship coefficient 0,19). This means that F&B 

manufacturers need to put attention on their marketing 

mix, especially the green products and green promotion. 

This study was responded mainly by female consumers 

(65%), university graduate (52%), age 18-25 years (46%), 

with income less than IDR 2 million (33%). These 

findings indicate that the green attitude and intention to 

buy green products do not necessarily come from high-

income earners, but the marketing mix, ecolabel and 

consumer's awareness. Indeed, the respondents of this 

study said that they will continue healthy living habit 

when the Covid-19 pandemic ends. In average, the 

respondents earn IDR 1 337 000 per month, and 35% of 

them allocate budget for F&B around 21-40%, with the 

average value of the transaction between IDR 50 000 – 

IDR 250 000. Most of them read ecolabel and buy offline 

to get green products. This finding consistent when cross 

tab analysis was conducted against a different level of 

income and different level of education. The findings 

offer potentials for green products to expand their 

(offline) market and reaching wider consumers. 

5. CONCLUSION 

This study aims to identify the relationship between green 

marketing mix and ecolabel to consumer attitude and 

their intention to buy. The study confirms that green 

marketing mix and ecolabel is positively associated with 

consumer attitude and their intention to buy. 

The second objective of this study is to identify the 

characters of green products consumers. Through a 

survey of 363 respondents from 34 provinces, this study 

Hypot 

hesis 

 

Variable relationship 
Std. 

Coef. 

P- 

value 

Re 

mar 

ks 

 

H1 

Green 

Marketing 

Mix 

→ 

(+) 

Consumer 

Attitude 

 

0,58 

 

*** 

Acc 

epte 

d 

 

H1A 
Green 

Product 

→ 

(+) 

Green 

Marketing 

Mix 

 

0,60 

 

*** 

Acc 

epte 

d 

 

H1B 
Gree

n 

Price 

→ 

(+) 

Green 

Marketing 

Mix 

 

0,43 

 

0,217 

Reje 

cted 

 

H1C 
Gree

n 

Place 

→ 

(+) 

Green 

Marketing 

Mix 

 

0,22 

 

0,448 

Reje 

cted 

 

H1D 
Green 

Promotion 

→ 

(+) 

Green 

Marketing 

Mix 

 

0,49 

 

0,012 

Acc 

epte 

d 

 

H2 

 

Ecolabel 
→ 

(+) 

Consumer 

Attitude 

 

0,17 

 

0,011 

Acc 

epte 

d 

 

H3 
Covid-19 

Pandemic 

→ 

(+) 

Consumer 

Attitude 

 

0,21 

 

0,004 

Acc 

epte 

d 

 

H4 
Consumer 

Attitude 

→ 

(+) 

Green 

Purchase 

Intention 

 

0,78 

 

*** 

Acc 

epte 

d 
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confirms that green consumers are mainly female, either 

university students or graduate. Their income are less than 

2 million, and spend up to 40% of their income on food. 

With the young age of these consumers and their 

awareness of health issue, the green food manufacturers 

should build the consumer's knowledge and build the 

relationship. This group of consumer awareness of a 

healthy lifestyle, as they are mainly read ecolabel. 

The Covid-19 pandemic confirms that consumers aware 

of their health and agree to buy green products to secure 

their health. Interestingly, they said that they will 

continue a healthy lifestyle after the Covid-19 pandemic. 

Therefore, manufactures are suggested to develop 

customer relationship, such as through ecolabel as their 

communication channel, and regular online seminars on 

the area where the consumer can find their products. By 

doing so, consumers believe that green manufacturer care 

of their health and may willing to spend more of their 

disposable income to buy green products. 

This study was conducted during Covid-19 pandemic, on 

one hand, it offers opportunities for green products, and 

online platform. However, this study found that most of 

the consumers are still buying green products offline. It 

may call for further analysis and exploration of the green 

consumer to buy online and understanding better channel 

of distribution. 

Although this study has responded by representatives 

from 34 provinces, 57% of them come from East Java 

province. Further study may conduct an online survey to 

have an equal proportion of the sample. But this may also 

indicate that the green products are not available in the 

other areas of Indonesia. Such situation offer market 

potential for green products manufacturers. 
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