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Abstract 

 

This study aims to analyze the role of green brand image, green trust, and green 

perceived value (GPV) as mediators between Corporate Social Responsibility (CSR) 

and consumer responses, including green purchase intention (GPI), word-of-mouth 

(WOM), and willingness to pay (WTP), in the context of developing and marketing 

environmentally friendly products in Indonesia's oil and gas industry. Data was 

collected through an online survey targeting consumers of oil and gas products, 

focusing on their perceptions of the benefits of environmentally friendly products and 

the company's CSR initiatives. The independent variable in this study is CSR, while 

the mediating variables include green brand image, green trust, and green perceived 

value. The dependent variables are green purchase intention (GPI), word-of-mouth 

(WOM), and willingness to pay (WTP). The data were analyzed using the Structural 

Equation Modeling (SEM) method to explore direct and indirect relationships among 

variables. The findings of this study are expected to help companies understand the 

factors influencing consumer behavior, enhance the adoption of environmentally 

friendly products, and support sustainability strategies in the energy sector. 
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INTRODUCTION 

balance economic growth with environmental sustainability. In Indonesia, the oil and 

gas industry remains a strategic sector that contributes substantially to national economic 

development and domestic energy supply. With proven oil reserves of approximately 3.6 

billion barrels and natural gas reserves reaching 55.76 trillion cubic feet (TCF) as of February 

2024, Indonesia holds considerable potential in hydrocarbon resources (Kementerian Energi 

dan Sumber Daya Mineral, 2024a). However, the sector faces pressing challenges, including 

declining domestic oil production due to insufficient investment in exploration and 

exploitation, increasing reliance on crude oil imports estimated at around one million barrels 

per day in 2024 and growing global pressure to mitigate carbon emissions and align with 

international climate commitments (Kementerian Energi dan Sumber Daya Mineral, 2024b). 

Amid these challenges, the transition toward cleaner and more sustainable energy 

sources has become an imperative for the oil and gas industry. This shift is not only driven 

by regulatory mandates but also by evolving consumer expectations and corporate 

responsibility to reduce environmental footprints. As part of this global movement, 

Pertamina the largest state-owned energy company in Indonesia has introduced innovative 

products such as Pertamax Green 95 , a biofuel blend designed to reduce carbon emissions 

by up to 30% compared to conventional gasoline (Pertamina, 2023a). This initiative aligns 

with the Indonesian government’s broader strategy outlined in the National Energy General 

Plan (Rencana Umum Energi Nasional or RUEN), which targets a 23% share of new and 

renewable energy in the national energy mix by 2025 and aims to achieve net-zero emissions 

by 2060 through a structured energy transition roadmap (Kementerian Energi dan Sumber 

Daya Mineral, 2024b). 

Globally, major energy companies are also redefining their operational strategies to 

incorporate sustainability. TotalEnergies has invested in second-generation biofuels derived 

from non-food biomass, while Eni has transformed its traditional refineries into biorefineries 

capable of producing biodiesel from organic waste. Cosmo Energy Holdings in Japan plans 

to supply sustainable aviation fuel (SAF) made from used cooking oil starting in 2025, and 

BP is advancing green hydrogen projects in Australia powered by renewable energy. Shell, 

too, is expanding electric vehicle infrastructure to support low-emission transportation 

(Reuters, 2025). These developments underscore a shared recognition across the industry that 

environmental stewardship must be embedded within business models. 

In Indonesia, however, the adoption of environmentally friendly fuels like Pertamax 

Green 95 remains constrained by several barriers. Chief among them are limited consumer 

awareness of the benefits associated with green fuels, skepticism regarding corporate 

sustainability claims (often referred to as greenwashing ), and the relatively higher cost of 

eco-friendly alternatives compared to conventional fuels (Nguyen-Viet et al., 2024). 

Moreover, while product innovation is essential, it is increasingly evident that technological 

solutions alone are insufficient to drive behavioral change among consumers. A 

complementary approach involving strategic communication and stakeholder engagement is 

necessary to foster trust, enhance perceived value, and ultimately influence purchasing 

intentions. 

Corporate Social Responsibility (CSR), particularly Environmental CSR (ECSR), has 

emerged as a powerful tool for bridging this gap. Beyond fulfilling legal and ethical 

obligations, CSR initiatives can serve as effective marketing and communication instruments 
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that shape consumer perceptions and behaviors. Pertamina, for instance, has implemented 

various ECSR programs aimed at promoting sustainable energy practices and enhancing 

public trust. Notable among these are the PROPER program a government-led initiative 

recognizing corporate environmental performance under which Pertamina received 34 Gold 

and 76 Green ratings in 2023 (Pertamina, 2023b). Additionally, the Desa Energi Berdikari 

(DEB) program seeks to improve rural access to clean energy through the use of locally 

sourced renewable resources, while the Biodiesel B35/B40 campaign supports 

decarbonization efforts and enhances brand credibility. 

These initiatives align with theoretical frameworks such as the Stimulus-Organism-

Response (SOR) model, which posits that external stimuli such as CSR activities can 

influence internal psychological states, including green perceived value (GPV), thereby 

shaping positive behavioral responses like green purchase intention (GPI), willingness to pay 

(WTP), and word-of-mouth (WOM) behavior (Jacoby, 2002; Nguyen-Viet et al., 2024). 

Empirical studies have demonstrated that effective ECSR strategies can significantly enhance 

GPV and build green trust, both of which are critical precursors to pro-environmental 

consumer behavior (Ahmad et al., 2023; Nguyen-Viet et al., 2024). 

Despite growing evidence supporting the role of ECSR in influencing consumer 

behavior, there remains a notable gap in literature focusing specifically on the energy sector 

in emerging markets like Indonesia. Most existing studies have concentrated on consumer 

goods and manufacturing industries, leaving the unique dynamics of the oil and gas sector 

largely unexplored. Furthermore, the interplay between ECSR, GPV, and behavioral 

intentions in the context of sustainable fuel adoption in Indonesia has not been sufficiently 

examined. 

Therefore, this study aims to investigate how Pertamina’s Environmental CSR 

initiatives influence consumers’ green perceived value and, subsequently, their behavioral 

intentions toward adopting Pertamax Green 95 . By applying the SOR framework, this 

research seeks to contribute both theoretically and practically by offering insights into how 

ECSR can be leveraged to promote sustainable energy consumption in Indonesia. The 

findings are expected to provide actionable recommendations for energy companies and 

policymakers aiming to accelerate the country’s transition toward a greener economy, in line 

with global sustainability goals and national climate commitments. 

 

REVIEW OF LITERATURE 

The behavior of consumers toward environmentally friendly products has 

increasingly become a focal point in marketing and sustainability research. One of the 

foundational theories used to explain this behavioral process is the Stimulus-Organism-

Response (SOR) model introduced by Jacoby (2002). This theory provides a theoretical basis 

for understanding how external stimuli influence internal psychological processes, ultimately 

leading to behavioral responses. In the context of this study, Corporate Social Responsibility 

(CSR), particularly Environmental CSR (ECSR), serves as the stimulus that affects consumer 

cognition and emotion referred to as organism such as green brand image (GBI) and green 

trust (GT). These internal states then shape consumer behavioral intentions (response), 

including willingness to pay (WTP), word-of-mouth (WOM), and green purchase intention 

(GPI) (Nguyen-Viet et al., 2024). 
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The SOR framework has been widely applied in studies examining consumer 

behavior within sustainability contexts. For instance, Sun et al. (2021) demonstrated that 

CSR initiatives can trigger positive emotional reactions that reinforce consumer intentions to 

purchase eco-friendly products. CSR not only benefits companies, the environment, and 

society at large but also serves as a strategic approach to strengthening long-term 

relationships with consumers. Specifically, CSR can enhance green trust and encourage 

consumers to adopt green products by building confidence in the company’s commitment to 

environmental sustainability. 

Behavioral intention, as a key indicator in predicting consumer actions, reflects the 

extent to which individuals are inclined to perform specific behaviors such as purchasing or 

recommending a product. According to Siqueira et al. (2022) in the Theory of Planned 

Behavior, the stronger the intention, the higher the likelihood of actual behavior occurring. 

Zeithaml et al. (1996) outlined four major dimensions of behavioral intention: complaining 

behavior, purchase intention, price sensitivity, and WOM communication. Subsequent 

studies, such as Konuk et al. (2015), have refined this into three primary components: WOM, 

WTP, and GPI. Lee et al. (2010) proposed a similar triadic structure, identifying WOM, WTP 

for premium pricing, and revisit intention as critical indicators of behavioral outcomes. 

Green brand image (GBI) refers to consumer perceptions of a brand's environmental 

responsibility, reflecting the company’s green values and public awareness of its involvement 

in environmental issues (Y.-S. Chen, 2010). A strong GBI enhances consumer tendencies to 

trust the brand based on environmental performance, credibility, and corporate competence. 

This trust significantly contributes to consumer loyalty, positive WOM, and willingness to 

pay premium prices for sustainable products. Research by Wu et al. has shown that consumer 

intent to switch to green products is influenced by their level of satisfaction and awareness 

regarding green brand image. Similarly, Lee et al. (2010) identified a strong link between 

positive green awareness, behavioral intentions, and affective brand images such as 

repurchase intent, recommendation behavior, and premium price willingness. Martínez 

García de Leaniz et al. (2018) further emphasized that GBI positively influences behavioral 

intentions, including consumer loyalty, positive WOM, and willingness to pay more, 

highlighting its role in driving sustainable consumer behavior. 

Green trust plays a crucial role in shaping consumer behavioral intentions toward eco-

friendly products. Green trust represents the level of confidence consumers place in a 

product, brand, or service based on its visible environmental performance and credibility (Y.-

S. Chen, 2010). This trust arises from consumer belief in the sustainability of the product, 

encompassing aspects such as eco-friendliness, reliability, and competence. When consumers 

believe that a product is genuinely environmentally friendly, they are more likely to exhibit 

positive behaviors such as WOM, WTP, and increased GPI (Chen & Chang, 2013; Hur et al., 

2020; Konuk et al., 2015). Mayer et al. (1995) highlighted that trust is essential in maintaining 

long-term relationships between consumers and companies. In the context of green products, 

green trust reflects consumer reliance on environmental claims made by firms. Wang et al. 

(2018) and Hang et al. (2022) noted that green trust develops from consumer beliefs about a 

company’s reputation, benevolence, and environmental performance. If a company’s 

environmental claims are perceived as exaggerated or untrustworthy, green trust may decline, 

leading to negative product evaluations. 
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Green perceived value (GPV) is defined as the consumer’s awareness and perspective 

on the benefits gained from a product or service relative to the cost incurred (Hutt & Speh, 

2007). GPV combines various psychological and technical attributes that consumers perceive 

as advantageous in the context of green product usage (Oriade & Schofield, 2019). Jabeen et 

al. (2021) and Mohd Suki & Mohd Suki (2019) explained that GPV is a key factor influencing 

green purchase decisions. Consumers who perceive greater added value from green products 

compared to conventional alternatives are more likely to intend to purchase them. Therefore, 

GPV acts as a bridge between consumer attitudes and psychological behaviors during 

decision-making and serves as an important mediator in the relationship between CSR and 

GPI. Confente et al. (2020) noted that GPV helps consumers understand the value offered by 

green products and how they contribute to environmental sustainability, ultimately 

influencing purchase interest. 

Corporate Social Responsibility (CSR) is defined as actions taken by companies that 

go beyond legal obligations, focusing on social and environmental benefits, incorporating 

economic, ethical, legal, and philanthropic dimensions (Leppelt et al., 2013). In the context 

of environmental CSR (ECSR), companies aim to reduce negative environmental impacts, 

such as emissions and pollution, while protecting ecosystems (Bekmezci, 2015). Research 

indicates that ECSR enhances brand image and reputation (Javed et al., 2020; Liu et al., 

2021), and influences consumer behavioral intentions, including purchasing decisions and 

brand loyalty (Allahar, 2018). Effective CSR implementation increases consumer trust in a 

company’s environmentally friendly practices (Hang et al., 2022; Wang et al., 2018), 

ultimately boosting consumer intent to purchase green products. Stakeholder theory supports 

the importance of CSR in connecting companies with various stakeholders, including 

consumers (Harrison et al., 2015). In the oil and gas industry in Indonesia, ECSR provides a 

competitive advantage by demonstrating concern for sustainability and environmental issues 

(Ahmad et al., 2023). Through ECSR adoption, companies can increase green perceived 

value in the eyes of consumers, potentially enhancing green purchase intention in the sector. 

Numerous studies have demonstrated the mediating roles of green brand image, green 

trust, and green perceived value in linking CSR to green purchase intention. Gil and Jacob 

(2018) found that green trust improves corporate credibility, encouraging consumers to buy 

green products. CSR also strengthens green perceived value by increasing consumer 

perception of the benefits associated with green products, thereby boosting purchase 

intentions (Ahmad & Zhang, 2020; Bolton & Drew, 1991). He and Lai (2014) emphasized 

that a strong and positive brand image built through transparent and sustainable CSR 

practices can enhance consumer loyalty and influence their decision to purchase green 

products. Similarly, Su et al. (2014) showed that developing a solid GBI through CSR 

reinforces the relationship between the company and consumers, ultimately increasing 

purchase intention for green products. Tian et al. (2020) and Yu et al. (2021) confirmed that 

green trust is a key factor linking CSR to purchase intention, reinforcing the idea that trust 

motivates more positive consumer behavior, including increased green purchase intention. 

Several prior studies have explored the roles of CSR, GPV, and GT in influencing 

GPI using various analytical methods such as Partial Least Squares Structural Equation 

Modeling (PLS-SEM). These studies have demonstrated that psychological and social factors 

play significant roles in consumer decisions related to green products. However, most of 

these studies have focused on specific industries and regions such as Vietnam, China, and 
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Taiwan. For example, Nguyen-Viet et al. (2024) investigated the mediating roles of GBI and 

GT in Vietnam’s marine coating industry and found that GT had a stronger mediating effect 

than GBI. Ahmad et al. (2023) examined CSR determinants of GPI during the pandemic in 

China and found that GPV had a greater mediating impact than GT and GS. Chen and Chang 

(2012) studied electronic products in Taiwan and found that GPV enhanced both GPI and 

GT, while green perceived risk reduced both. These findings highlight the need to extend 

such investigations to other sectors, particularly the oil and gas industry in Indonesia, where 

limited research has been conducted. 

This literature review underscores the significance of CSR, especially ECSR, in 

shaping consumer perceptions and behavioral intentions toward green products. While 

previous studies provide valuable insights, there remains a gap in understanding how these 

constructs operate specifically within the energy sector in emerging markets like Indonesia. 

Therefore, this study aims to fill this gap by analyzing how Pertamina’s ECSR initiatives 

influence green perceived value and subsequently shape consumer behavioral intentions in 

the Indonesian oil and gas industry. 

 

RESEARCH METHOD 

This study adopts a quantitative research design to examine the influence of 

Environmental Corporate Social Responsibility (ECSR) on consumer behavioral intentions, 

particularly Green Purchase Intention (GPI), Willingness to Pay (WTP), and Word-of-Mouth 

(WOM), with a focus on the mediating role of Green Perceived Value (GPV). The theoretical 

foundation is based on the Stimulus-Organism-Response (SOR) model introduced by Jacoby 

(2002), which provides a framework for understanding how external stimuli such as CSR 

initiatives trigger internal psychological responses (e.g., GPV, Green Trust [GT], and Green 

Brand Image [GBI]) that ultimately lead to behavioral responses. The SOR model has been 

widely applied in sustainability-related studies, including Nguyen-Viet et al. (2024), who 

explored the impact of CSR on behavioral intentions through GBI and GT in Vietnam’s 

marine coating industry. 

The research methodology follows a cross-sectional survey design , where data were 

collected at a single point in time to assess the relationships among variables within the 

proposed conceptual model (Hair et al., 2019). A structured online questionnaire was 

developed based on validated scales adapted from prior empirical studies, particularly those 

conducted by Nguyen-Viet et al. (2024) and Ahmad et al. (2023). These instruments have 

demonstrated strong reliability and validity in measuring CSR, GPV, GT, GBI, and 

behavioral intentions in emerging markets. The questionnaire was translated into Indonesian 

and adjusted to reflect the context of environmentally friendly fuel products in Indonesia, 

particularly Pertamax Green 95—a biofuel blend introduced by Pertamina to reduce carbon 

emissions by up to 30% compared to conventional gasoline (Pertamina, 2023a). 

Data collection was carried out using Google Forms , distributed via social media 

platforms and instant messaging applications such as WhatsApp to reach a diverse sample of 

consumers across Indonesia. The sampling technique employed was purposive sampling , 

targeting respondents aged 17 years and above who had experience purchasing conventional 

fuels (e.g., Pertalite, Solar) but had not yet used green fuels like Pertamax Green 95 (Ahmad 

et al., 2023; Nguyen-Viet et al., 2024). This approach ensured relevance to the study's 
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objective of exploring the potential adoption of green fuels among current users of traditional 

petroleum-based products. 

Prior to full-scale data collection, a pre-test was conducted involving at least 30 

respondents meeting the inclusion criteria. This step aimed to evaluate the clarity, relevance, 

and reliability of the measurement items (Hair et al., 2019). Validity was assessed using 

Kaiser-Meyer-Olkin (KMO) and Bartlett’s Test of Sphericity, while reliability was evaluated 

using Cronbach’s alpha, with acceptable values exceeding 0.6 (Nguyen-Viet et al., 2024). 

Any ambiguous or misinterpreted items were revised accordingly before the final distribution 

of the questionnaire. 

The sample size was determined based on recommendations for structural equation 

modeling (SEM), requiring between five to ten times the number of indicators used in the 

model (Hair et al., 2019). Given that the final model included 39 measurement items, the 

minimum required sample size ranged from 195 to 390 respondents. To ensure robust 

statistical power and generalizability of findings, the target sample size was set at at least 250 

completed responses , accounting for potential dropouts and non-response bias in an online 

survey setting. 

The data analysis was performed using Structural Equation Modeling (SEM) with the 

Partial Least Squares (PLS) approach, implemented via SmartPLS software. PLS-SEM is 

particularly suitable for predictive models and complex relationships among latent 

constructs, especially when dealing with non-normal data distributions and small-to-

moderate sample sizes (Hair et al., 2019; Nguyen-Viet et al., 2024). The analysis involved 

two stages: (1) evaluation of the measurement model to assess validity and reliability, and 

(2) evaluation of the structural model to test hypotheses and determine direct and indirect 

effects. 

In the measurement model assessment , several criteria were applied: (1) internal 

consistency reliability was evaluated using Cronbach’s alpha (≥ 0.6) and composite 

reliability (≥ 0.7); (2) convergent validity was confirmed through outer loadings (≥ 0.7) and 

average variance extracted (AVE ≥ 0.5); and (3) discriminant validity was tested using 

heterotrait-monotrait ratio (HTMT < 0.85) and cross-loadings (Hair et al., 2019; Nguyen-

Viet et al., 2024). These steps ensured that the measurement items accurately reflected the 

underlying constructs. 

For the structural model assessment , path coefficients were estimated using 

bootstrapping with 5,000 resamples to determine significance levels (p < 0.05). Key fit 

indices included the coefficient of determination (R²), which indicates the proportion of 

variance explained in the endogenous constructs; predictive relevance (Q²), calculated using 

Stone-Geisser’s test, where Q² > 0 suggests good predictive relevance; and effect size (f²), 

interpreted as small (0.02), medium (0.15), or large (0.35) (Hair et al., 2019; Tian et al., 

2020). Additionally, multicollinearity was checked using Variance Inflation Factor (VIF), 

with values below 10 indicating no serious collinearity issues (Hair et al., 2019). 

Descriptive statistics were also computed to summarize the demographic profiles of 

respondents and provide an overview of their general perceptions toward green products and 

CSR initiatives. Frequency distributions and mean scores were analyzed to describe 

respondent characteristics and attitudinal responses. Normality testing was conducted using 

skewness and kurtosis values, with thresholds between -1 and +1 considered indicative of 

normal distribution (George & Mallery, 2018). These preliminary analyses helped ensure 
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that the assumptions underlying parametric tests were met before proceeding to advanced 

modeling. 

This methodological approach ensures a rigorous and systematic investigation of how 

ECSR influences consumer behavior in the context of sustainable energy consumption in 

Indonesia. By integrating theoretical frameworks with empirical data, the study contributes 

both academically and practically by offering insights into effective CSR strategies that can 

enhance consumer trust, perceived value, and purchase intention toward green fuel products 

in Indonesia’s evolving energy landscape. 

 

RESULTS AND DISCUSSION 

The results of this study offer valuable insights into the influence of Environmental 

Corporate Social Responsibility (ECSR) on consumer behavioral intentions, particularly 

Green Purchase Intention (GPI), Willingness to Pay (WTP), and Word-of-Mouth (WOM)—

with Green Perceived Value (GPV) serving as a key mediating mechanism. Drawing from 

the Stimulus-Organism-Response (SOR) model and integrating frameworks from Nguyen-

Viet et al. (2024) and Ahmad et al. (2023), the research explores how CSR initiatives 

stimulate internal psychological responses that ultimately shape consumer behavior toward 

sustainable fuel products such as Pertamax Green 95. 

A total of 306 valid responses were collected from consumers across Indonesia who 

had experience using conventional fuels but had not yet adopted green alternatives. The data 

were analyzed using Partial Least Squares Structural Equation Modeling (PLS-SEM) via 

SmartPLS software, following established guidelines by Hair et al. (2019). The measurement 

model demonstrated strong reliability and validity, with all constructs meeting or exceeding 

the recommended thresholds for Cronbach’s Alpha (> 0.7), Composite Reliability (> 0.7), 

Average Variance Extracted (AVE > 0.5), and discriminant validity confirmed through 

Fornell-Larcker criterion and HTMT ratios (< 0.85). Results of the normality test indicate 

that all indicators fell within acceptable skewness (-1 to +1) and kurtosis (-2 to +2) ranges, 

ensuring the data's suitability for parametric analysis. This confirms the robustness of 

subsequent structural modeling. 

The structural model revealed that 18 out of 20 hypotheses were statistically 

significant, supporting the theoretical framework and extending previous findings in 

sustainability marketing and consumer behavior. Specifically, CSR showed significant 

positive effects on GPV, GBI, GT, GPI, WOM, and WTP. Among the mediating variables, 

GPV emerged as the strongest mediator between CSR and GPI, followed by GT and GBI, 

respectively. These findings align with Nguyen-Viet et al. (2024), who emphasized the role 

of GPV in shaping pro-environmental purchase decisions. 

Figure 1 illustrates the final path model derived from bootstrapping analysis, 

highlighting the direct and indirect effects among latent constructs. The R² values indicated 

that the model explained 73.2% variance in GPI , 49.3% in GBI , and 33.8% in GPV , 

demonstrating moderate to strong explanatory power. Predictive relevance, measured via 

Stone-Geisser Q², was positive for all endogenous constructs, confirming the model’s 

predictive accuracy. 
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Figure 1. 

Final Structural Model Based on Bootstrapping Analysis 

 

Path coefficients represent standardized beta values; * p < 0.05, ** p < 0.01, *** p 

< 0.001. Green Perceived Value (GPV) shows the strongest mediating effect between CSR 

and Green Purchase Intention (GPI). 

Table 1  

Direct Effect 

 Original 

Sample (O) 

Sample 

Mean (M) 

Standard 

Deviation 

(STDEV) 

T Values P Values 

CSR -> GBI 0.702 0.706 0.052 13.459 0.000 

CSR -> GPI 0.092 0.089 0.054 1.687 0.046 

CSR -> GPV 0.715 0.718 0.052 13.758 0.000 

CSR -> GT 0.340 0.335 0.086 3.937 0.000 

CSR -> WOM 0.007 0.003 0.069 0.099 0.461 

CSR -> WTP 0.271 0.275 0.073 3.703 0.000 

GBI -> GPI 0.279 0.280 0.052 5.327 0.000 

GBI -> GT 0.430 0.438 0.087 4.936 0.000 

GBI -> WOM 0.325 0.338 0.082 3.949 0.000 

GBI -> WTP 0.083 0.080 0.060 1.391 0.082 

GPV -> GPI 0.336 0.338 0.051 6.651 0.000 

GPV -> WOM 0.358 0.354 0.052 6.927 0.000 

GPV -> WTP 0.220 0.223 0.069 3.187 0.001 

GT -> GPI 0.273 0.271 0.058 4.684 0.000 
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 Original 

Sample (O) 

Sample 

Mean (M) 

Standard 

Deviation 

(STDEV) 

T Values P Values 

GT -> WOM 0.232 0.227 0.059 3.945 0.000 

GT -> WTP 0.355 0.352 0.083 4.253 0.000 

Source: Research data processed using SmartPLS 4 

 

Table 2  

Indirect Effect 

 
Original 

Sample 

(O) 

Sample 

Mean 

(M) 

Standard 

deviation 

(STDEV) 

T values P values 

CSR -> GBI -> GT -> GPI 0.082 0.084 0.027 3.101 0.001 

CSR -> GT -> GPI 0.093 0.092 0.033 2.796 0.003 

CSR -> GPV -> GPI 0.241 0.242 0.038 6.350 0.000 

GBI -> GT -> GPI 0.117 0.119 0.035 3.379 0.000 

Source: Research data processed using SmartPLS 4 

 

Further analysis of multicollinearity using Variance Inflation Factor (VIF) values 

confirmed no issues, with all VIF scores below the threshold of 5 (Hair J et al., 2014). The 

VIF results, showing maximum collinearity at 2.616, indicating that each construct 

independently contributes to the model without redundancy. 

The study also explored the indirect effects of CSR on behavioral intentions through 

mediating variables. As shown in Table 3, GPV significantly mediated the relationship 

between CSR and GPI (β = 0.23, p < 0.001), WOM (β = 0.15, p < 0.01), and WTP (β = 0.12, 

p < 0.05). Similarly, GT played a significant mediating role, reinforcing the importance of 

trust-building mechanisms in promoting green consumption. However, GBI only partially 

mediated WOM and GPI, with no significant effect observed on WTP, suggesting that brand 

image may not be a strong driver of price sensitivity in this context. 

These findings contribute both theoretically and practically to the literature on CSR 

and green consumer behavior. From a theoretical perspective, this study extends the SOR 

model by incorporating GPV as a central mediator in the energy sector an area less explored 

compared to manufacturing and retail contexts. Practically, the results suggest that energy 

companies like Pertamina can enhance consumer acceptance of green fuels by strengthening 

CSR communication strategies that build perceived value and trust. 

Furthermore, the study identifies two non-significant paths: (1) the direct effect of 

GBI on WTP, and (2) the direct effect of CSR on WOM. These findings indicate that while 

CSR enhances WOM indirectly through GPV and GT, it does not have a direct impact on 

word-of-mouth behavior. Similarly, while GBI influences GPI and WOM, its impact on WTP 

appears minimal, possibly due to cost sensitivity being more influenced by economic rather 

than reputational factors. 

In comparison to previous studies such as those conducted in Vietnam (Nguyen-Viet 

et al., 2024) and China (Ahmad et al., 2023), this research highlights the contextual 
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differences in emerging markets, where consumer perceptions are shaped by both economic 

constraints and environmental awareness. The integration of GPV as a mediator provides a 

novel contribution to the existing body of knowledge, offering a refined understanding of 

how CSR translates into behavioral outcomes in the oil and gas industry. 

Finally, the study supports the broader application of PLS-SEM in analyzing complex 

relationships in sustainability research, particularly in emerging markets where data 

availability and variability may limit traditional covariance-based approaches. The results 

underscore the need for energy firms to adopt holistic CSR strategies that go beyond 

compliance and engage consumers emotionally and cognitively. 

 

CONCLUSION 

This study examines how Environmental Corporate Social Responsibility (ECSR) 

influences consumer behavioral intentions such as Green Purchase Intention (GPI), 

Willingness to Pay (WTP), and Word-of-Mouth (WOM) with Green Perceived Value (GPV) 

acting as a key mediator. Using the Stimulus-Organism-Response (SOR) model and data 

collected from 306 Indonesian consumers via an online questionnaire, the research applied 

Partial Least Squares Structural Equation Modeling (PLS-SEM) to analyze the relationships 

between variables. The findings show that ECSR significantly enhances GPV, Green Brand 

Image (GBI), and Green Trust (GT), which in turn positively influence consumer behavioral 

intentions. Specifically, GPV emerged as the strongest mediator in the relationship between 

ECSR and GPI, highlighting its importance in shaping consumer decisions toward 

sustainable fuel products like Pertamax Green 95. These results support both theoretical 

development by extending the SOR framework into the energy sector and practical 

implications for companies aiming to improve green product adoption through strategic CSR 

communication.. 
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