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Abstract: This study investigates how green knowledge, green economic value, and green perceived quality 
influence the purchase intention of green turf equpment in golf courses. As the environmental impact of the 
sports sector gains attention, golf emerges as a resource-intensive activity due to its high consumption of water, 
energy, and chemicals, contributing to pollution and ecological degradation. In Indonesia, with approximately 170 
golf courses in operation, the adoption of sustainable technologies remains limited despite growing environmental 
concerns. Grounded in the Theory of Planned Behavior (TPB), this study focuses on Generation X decision-
makers responsible for equipment purchasing at golf courses. Data from 142 respondents were analyzed using 
Partial Least Squares Structural Equation Modeling (PLS-SEM). The study confirms that green knowledge and 
green perceived quality significantly drive purchase intention for green turf equipment, while green economic 
value shows no effect. This suggests that Generation X consumers prioritize quality and environmental 
responsibility over economic considerations, underscoring the importance of psychological and value-based 
factors in sustainable purchasing. 
 
Keywords: Green knowledge, Green economic value, Green perceived quality, Purchase intention, green turf 
equipment, Golf course sustainability, Theory of Planned Behavior 

1. INTRODUCTION 
 
Sustainability has become a pressing global issue due to increasing environmental pressures driven by economic 
growth, urbanization, and excessive natural resource consumption. According to the World Bank (2025), 
environmental pollution poses severe threats to human health and ecosystems, with significant economic losses 
particularly impacting low- and middle-income countries. Indonesia ranks among the world’s top contributors to 
air pollution, resulting in reduced life expectancy and urgent demands for cross-sectoral environmental action 
(AQLI, 2023; BBC Indonesia, 2023). 
 
The sports sector, traditionally overlooked in environmental discourse, is gaining attention for its substantial 
resource use and pollution contributions. Golf, in particular, requires intensive turf maintenance involving high 
water, energy, and chemical inputs, which generate considerable greenhouse gas emissions and environmental 
impacts (Bekken et al., 2024; Ow & Chan, 2021; Matz et al., 2025). Despite Indonesia’s growing golf industry with 
170 courses nationwide the adoption of sustainable turf maintenance technologies remains low, hindered by 
limited awareness, economic constraints, and perceived risks. 
 
This study applies the Theory of Planned Behavior to examine how green knowledge, economic value, and 
perceived quality influence the purchase intention of green turf equipment among Generation X decision-makers 
in Indonesian golf courses, addressing a critical but underexplored area of sustainable sports management. 
 
Previous studies have demonstrated that green knowledge, green perceived quality, and green economic value 
significantly influence consumers’ green purchase intentions. Green knowledge enhances consumers’ 
understanding of the environmental impacts of conventional products and opens opportunities for transitioning 
to green alternatives (Zhang et al., 2024). Green perceived quality plays a crucial role in shaping positive 
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perceptions of the performance and benefits of green products, often correlating strongly with purchase intention 
when the perceived quality matches or exceeds conventional products (Yadav & Pathak, 2017). Meanwhile, green 
economic value appeals especially to Generation X consumers, who tend to adopt sustainable consumption based 
on pragmatic and rational (Dabija & Bejan, 2018). 
 
However, some studies report inconsistent findings, indicating that green knowledge, green perceived quality and 
green economic value may not always directly impact purchase intention, with effects potentially mediated by 
other variables or influenced by context (Yulianingsih et al., 2025; Mabkhot et al., 2024; Jan et al., 2019). While 
much research on green purchase intention focuses on individual consumers, there is a lack of studies examining 
professional decision-making in technical and investment-intensive industries like golf course management, where 
Generation X dominates purchasing authority. 
 
This study addresses this gap by investigating how green knowledge, green economic value, and green perceived 
quality affect green purchase intention for green turf equipment among Generation X decision-makers in the 
Indonesian golf industry. 
 
1.1 Problem Formulation 
 
1. Does Green Knowledge (GK) affect Purchase Intention (PI) for green turf equipment? 
2. Does Green Perceived Quality (GPQ) affect Purchase Intention (PI) for green turf equipment? 
3. Does Green Economic Value (GEV) affect Purchase Intention (PI) for green turf equipment? 
 
2. LITERATURE REVIEW 
 
2.1 Theory of Planned Behavior (TPB) 

 
As discussed earlier, the adoption of green turf equipment in Indonesia’s golf industry is influenced by various 
psychological and social factors. To explore the determinants of purchase intention, this study adopts the Theory 
of Planned Behavior (TPB), a widely used framework for predicting human behavior (Ajzen, 1991). TPB 
highlights three core predictors of behavioral intention: attitude towards behavior, subjective norm (perceived 
social pressure), and perceived behavioral control, all of which have been applied extensively in environmental and 
green consumption research. 
 
In the context of purchasing green turf equipment, these constructs explain how decision-makers’ positive 
attitudes toward sustainability, perceived expectations from peers or stakeholders, and confidence in their ability 
to adopt new technology collectively influence their purchase intentions. This study therefore examines the roles 
of green knowledge, perceived quality, and economic value in shaping these TPB components and, ultimately, the 
intention to invest in green turf equipment technologies among Generation X professionals in the Indonesian golf 
industry. 
 
2.2 Sustainable Development Goals (SDGs) and Sustainable Golf Practice 
 
This study supports two key Sustainable Development Goals (SDGs) established by the United Nations: SDG 12 
Responsible Consumption and Production and SDG 13 Climate Action. SDG 12 aims to ensure sustainable 
consumption and production patterns, with Target 12.2 emphasizing efficient management of natural resources by 
2030 (Goal 12, n.d.). In the context of golf course maintenance, the reliance on fossil fuel-powered machinery 
contradicts SDG 12 principles due to its contribution to pollution and greenhouse gas emissions. 
 
Research by Braun et al. (2023) highlights the importance of transitioning to more efficient, low-carbon 
technologies in turf maintenance, such as adopting electric or hybrid equipment, which significantly reduces fossil 
fuel consumption and carbon emissions. Similarly, SDG 13 focuses on urgent climate action, with Target 13.2 
stressing the integration of climate measures into national policies to mitigate climate change impacts (Goal 13, 
n.d.). Fossil fuel use in golf course machinery exacerbates global warming, while adopting renewable energy-
powered alternatives supports SDG 13 by lowering carbon footprints (Braun et al., 2023). 
 

https://ijmsssr.org/


International Journal of Management Studies and Social Science Research 

 

38 www.ijmsssr.org                                                             Copyright © 2025 IJMSSSR All rights reserved  

 

Thus, promoting green turf equipment aligns with global efforts to reduce environmental impacts and advance 
sustainable golf practices, contributing directly to the achievement of SDG 12 and SDG 13. 
 
2.3 Green Purchase Intention (GPI) 
 
Green purchase intention is a consumer’s likelihood and willingness to prioritize environmentally friendly 
products over conventional alternatives based on beliefs, values, knowledge, and attitudes (Ahmad & Zhang, 
2020). It reflects consumers’ tendency to engage in sustainable purchasing behavior driven by environmental 
concern and pro-environmental attitudes (Chen et al., 2024). 
 
2.4 Green Knowledge (GK) 
 
Green knowledge refers to consumer awareness of environmentally friendly products and the efficient use of 
energy and resources (Wang & Hazen, 2016). It plays a key role in encouraging sustainable consumption, as 
consumers with higher green knowledge tend to prefer products that minimize environmental harm (Mohd Suki, 
2015; Michaud & Llerena, 2011). Green knowledge also supports improved environmental performance by 
promoting sustainable practices within businesses (Saleem et al., 2024; Salimi, 2019). 
 
H1: Green Knowledge positively and significantly influences purchase behavioral intention. 
 
2.5 Green Perceived Quality (GPQ) 
 
Green perceived quality refers to consumers’ evaluation of a product’s overall environmental superiority, 
reliability, durability, and effectiveness compared to conventional alternatives (Nekmahmud & Farkas, 2020). It 
reflects consumers’ perception of the benefits, quality of natural ingredients, and eco-friendly attributes, which 
influence their trust and satisfaction with green products (Hashish et al., 2022). Higher green perceived quality has 
been shown to positively affect consumers’ green purchase intention by reinforcing the product’s value and 
environmental benefits (Wibowo et al., 2022; Leonardo & Riza, 2023). 
 
H2: Green Perceived Quality positively and significantly influences purchase behavioral intention. 
 
2.6 Green Economic Value (GEV) 
 
Hassan et al. (2022) define economic value as the direct monetary aspect reflected in price, discounts, 
expenditures, and investments. In the context of green products, this value is considered equivalent to the 
functional value, which is derived from product attributes such as durability, reliability, and price (Jan et al., 2019). 
A positive economic value serves as an economic driver that accelerates purchasing decisions, as consumers 
perceive that the costs incurred are commensurate with the benefits obtained (Watanabe et al., 2020). 
 
H3: Green Economic Value positively and significantly influences purchase behavioral intention. 
 
 
 
 
 
 
 
 
 

 
 
 
 

Figure 1:  Conceptual Framework 
Source: Researcher 
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Result and Discussion 
 
3.1 Result  
 
The table below presents the complete results of the calculations using SmartPLS 4.0. 
 
Tabel. 3 Hypothesis Test 
 

 
Variable 

 
Koefisien 

 
t-statistic 

 
p- value 

 

 
Result 

GK (X1) -> GPI (Y) 0.276 3.027 0.002 Supported 
 

GPQ (X2) -> GPI (Y) 0.481 6.056 0.000 Supported 
 

GEV (X3) -> GPI (Y) 0.038 0.408 0.684 Not Supported 
 

 
Source: Researcher 
 
3.2 The Influence of Green Knowledge on Purchase Intention 
 
The analysis shows that green knowledge (GK) has a positive and significant effect on purchase intention (PI), 
with a coefficient of 0.276 and a p-value of 0.002. This indicates that the more consumers know about eco-
friendly products and green technologies, the more likely they are to purchase sustainable turf equipment. In the 
case of Generation X, this relationship becomes particularly relevant, as this cohort is generally well-educated and 
values practical information in their decision-making.  
 
This finding aligns with previous studies, such as Karatu & Nik Mat (2015), who reported a positive relationship 
between perceived green knowledge and green purchase intention. Similarly, Salimi (2019) demonstrated that 
green knowledge influences intention both directly and indirectly through attitudes, subjective norms, and 
perceived behavioral control. Furthermore, Alalei and Jan (2023) explicitly incorporated environmental knowledge 
into the Theory of Planned Behavior (TPB) framework to predict green purchase intention. In addition, 
Kamalanon et al. (2022) emphasized that the level of environmental knowledge can reinforce the psychological 
mechanisms that drive the formation of behavioral intentions. 
 
Within the framework of the Theory of Planned Behavior (Ajzen, 1991), environmental knowledge operates as an 
antecedent variable that extends the explanatory power of the model, functioning either as an additional predictor 
or as a substitute for perceived behavioral control (Galván-Mendoza et al., 2022; Bevan-Dye & Synodinos, 2025). 
An enhanced level of green knowledge among golf course managers may therefore play a critical role in facilitating 
the adoption of environmentally friendly and sustainable turf equipment. 
 
3.3 The Influence of Green Perceived Quality on Purchase Intention 

 
Green perceived quality (GPQ) demonstrates the strongest positive and significant effect on purchase intention 
(PI), with a path coefficient of 0.481 and a p-value of 0.000. This indicates that among all the examined variables, 
consumers’ perception of the quality of green turf equipment exerts the greatest influence in shaping their 
purchase intentions. Specifically, for Generation X consumers, this finding suggests that when they perceive such 
products as durable, reliable, and functionally superior, their willingness to adopt and purchase environmentally 
friendly turf equipment increases substantially.  
 
This finding is consistent with Wasaya et al., (2021), who showed that perceived green quality significantly 
influences purchase intention in energy-saving products. Consumers perceiving green products as reliable and 
effective are more likely to trust and adopt them. In golf course maintenance, perceived durability, performance, 
and environmental benefits of turf equipment such as electric mowers or low-emission sprayers can strengthen 
product credibility and purchasing intention. Similarly, Chen & Chang (2013) and Yadav & Pathak (2017) 
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emphasized that Green Perceived Quality (GPQ) is a critical determinant of green purchase intention, 
underscoring its role in driving environmentally responsible consumer behavior.  
 
Within the Theory of Planned Behavior (TPB), Green Perceived Quality (GPQ) shapes consumers’ attitude toward 
behavior (Echchad & Ghaith, 2022). As Ajzen (1991) notes, favorable attitudes based on beliefs in product benefits 
and quality strengthen intention. Thus, perceiving green turf equipment as high quality, reliable, and durable 
enhances positive attitudes, which subsequently foster purchase intention. 
 
3.4 The Influence of Green Economic Value on Purchase Behavioral Intention 
 
This study found that Green Economic Value (GEV) does not significantly influence Purchase Intention (PI) (β = 
0.038; p = 0.684), thereby rejecting the initial hypothesis predicting a positive relationship. For Generation X 
consumers, considerations of price, economic benefits, and cost efficiency related to green turf equipment are not 
the dominant factors driving purchase intention.  
 
This result aligns with Jan et al. (2019), who examined the value–attitude–behavior model and demonstrated that 
economic value had no significant effect on attitudes toward buying green products, whereas factors such as 
health and safety played a stronger role. Similarly, Kirana et al. (2025) reported that GEV was not a significant 
determinant of PI. These findings suggest that although consumers may recognize potential long-term economic 
benefits, such perceptions are not sufficiently strong to shape purchase intentions. Instead, consumers prioritize 
factors such as product quality and environmental consciousness over cost savings.  
 
Within the framework of the Theory of Planned Behavior (Ajzen, 1991), economic value is expected to function 
as a behavioral belief shaping attitude toward behavior. However, the findings reveal that economic value is not 
internalized into a strong attitude, thus failing to influence purchase intention. 
 
4. Conclusion 
 
This study on green turf equipment purchase intentions reveals several key findings: 
 

1. The study confirms that green knowledge significantly influences purchase intention for green turf 
equipment. Higher levels of knowledge about environmental benefits and sustainable technologies 
increase consumers’ likelihood of adopting green products. For Generation X, this effect is particularly 
strong, as their pragmatic and analytical nature makes reliable information a key driver of purchase 
decisions. 

2. Green perceived quality emerges as the strongest determinant of purchase intention. When Generation X 
consumers perceive green turf equipment as durable, reliable, and high performing, their willingness to 
purchase increases substantially. This highlights that product quality, rather than price or economic value, 
serves as the most powerful factor shaping their intention to adopt environmentally friendly technologies. 

3. The study finds that green economic value does not significantly influence purchase intention. For 
Generation X, considerations of price efficiency and long-term economic benefits are not sufficient 
motivators in deciding to purchase green turf equipment. Instead, this cohort places greater emphasis on 
product quality and environmental awareness, underscoring that cost-related factors remain secondary in 
shaping sustainable purchase intentions. 

 
This study shows that for Generation X, green knowledge and green perceived quality strongly influence purchase 
intention of green turf equipment, while economic value plays a minor role. Manufacturers should therefore focus 
on consumer education about environmental benefits and technical features, tailored to Gen X’s pragmatic 
orientation. At the same time, product quality and reliability must be emphasized through certifications, 
demonstrations at golf courses, and strong after-sales service to build trust. While cost efficiency is not decisive, 
highlighting long-term savings and providing financing options can still support adoption and expand market 
reach. 
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