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Abstract:  

This study aims to analyze the effect of perceived value on willingness to pay a 
premium for environmentally friendly bottled drinking water (AMDK) products  

in Bali, by examining the role of environmental awareness as a mediating variable 
and price sensitivity as a moderating variable. This study uses a quantitative 

approach with an explanatory design. Data were collected through a survey of 

130 bottled drinking water consumers in the Sarbagita region (Denpasar, Badung, 
Gianyar, and Tabanan) using purposive sampling and accidental sampling 

techniques. Data analysis was performed using Structural Equation Modeling 
based on Partial Least Squares (SEM-PLS) with the help of SmartPLS 4 software. 

The results showed that perceived value did not have a significant direct effect 
on willingness to pay a premium, but had a positive and significant effect on 

environmental awareness. Furthermore, environmental awareness was proven to 

have a positive and significant effect on willingness to pay a premium, and fully 
mediated the relationship between perceived value and willingness to pay a 

premium. Meanwhile, price sensitivity was not proven to moderate the effect of 
perceived value on willingness to pay a premium. These findings imply that 

AMDK producers need to strengthen consumers' perceived environmental value 
and increase environmental awareness through education and sustainable 

marketing communications to encourage consumers' willingness to pay premium 

prices for environmentally friendly products. 

Keywords: Perceived Value, Environmental Awareness, Price Sensitivity, 

Willingness to Pay Premium, Green Consumer Behavior, Environmentally 

Friendly AMDK 

 

INTRODUCTION 
Waste accumulation is a complex problem that can cause various environmental problems, 

health issues, ecosystem damage, and other negative impacts. Data shows that the proportion of 

waste in Indonesia continues to increase, with nearly 40% of this waste unmanaged (Huda et al., 
2023). Waste reduction efforts are not solely the responsibility of the industrial sector through the 
creation and supply of environmentally friendly products, but also involve interventions on the 
demand side, namely, consumer behavior as the primary waste generator. Therefore, consumers are 

encouraged to shift to more sustainable consumption patterns by choosing products that produce 
minimal waste (Huda et al., 2023). 

Environmental issues, particularly related to the increasing volume of plastic waste, have 
become a crucial issue in various global tourism destinations, including Bali. As an international 
destination promoting sustainability, Bali faces increasing pressure due to the high consumption of 

single-use plastic-based products, one of which is bottled drinking water (AMDK). In line with this, 
environmental awareness among the Balinese people has significantly increased through various 
plastic reduction campaigns and sustainability movements. However, this increased awareness has 
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not yet been fully converted into real consumption behavior, especially in the context of purchasing 
environmentally friendly products. 

In the context of bottled drinking water products, this gap is evident in the low consumer 
interest in products with sustainable packaging, which are generally offered at a higher price. 
Consumers tend to prefer cheaper conventional products, despite their greater environmental 
impact. The concept of willingness to pay refers to the highest price level consumers are able and 

willing to pay for a product or service (García-Salirrosas et al., 2023). It indicates that willingness to 
pay a premium is not only determined by environmental awareness but also by consumers' 
perceived value of the product (Gomes et al., 2023a). 

Perceived value is a key factor in bridging the relationship between environmental awareness 
and willingness to pay. When the environmental benefits offered by a product are not perceived as 

tangible or relevant to consumers, the perceived value is low, thus failing to drive a willingness to 
pay a premium (Wang et al., 2023). On the other hand, the characteristics of bottled water (AMDK) 
products as routine necessities make price a primary consideration, potentially weakening the 
influence of perceived value on premium payment decisions. This phenomenon indicates a gap 

between consumers' perceived value and willingness to pay (behavior gap), which remains a topic 
of debate in the literature on green consumer behavior. 

Furthermore, previous empirical studies have shown that research related to willingness to 
pay for green products is still dominated by non-routine product contexts such as green hotels 

(Galati et al., 2023), green buildings (Al Mamun et al., 2023), the restaurant sector (Bushara et al., 
2023), organic food (Wang et al., 2023; Hu et al., 2024), green fashion (Farzin et al., 2023; Valencia-
Arias et al., 2025), heritage mangroves (Sahabuddin et al., 2024), electric vehicles (Mustafa et al., 
2024), and green packaging (Mahmoud et al., 2022), and focuses more on purchase intention than 
actual behavior (Bushara et al., 2023; Gomes et al., 2023; González-Viralta et al., 2023; Kusuma et al., 

2025; Konyalıoğlu et al., 2025; Ramli et al., 2022; Sayem et al., 2025; Rahardja & Fataya, 2023).  
The Influence of Perceived Value on Willingness to Pay a Premium. The perceived value of 

a product is considered an important factor driving continued consumption and willingness to pay 
a premium price. When purchasing a product, customers typically evaluate its value, consider their 

willingness to pay a higher price, and determine whether to continue the purchase (Hu et al., 2024). 
Research conducted by Hu et al. (2024) shows that perceived value has a positive and significant 
effect on willingness to pay a premium among Chinese consumers. Research conducted by Bushara 
et al. (2023) shows that perceived value has a positive and significant effect on willingness to pay a 
premium among Saudi Arabian consumers. Research (Huda et al., 2023) shows that perceived value 

has a positive and significant effect on willingness to pay a premium among Indonesian consumers. 
H1: Perceived value has a positive and significant effect on willingness to pay a premium 

The Influence of Perceived Value on Environmental Awareness. Researchers and 
environmental activists believe that consumers can make a significant contribution to improving 

environmental quality by purchasing environmentally friendly or green products (Huda et al., 2023). 
Environmental awareness can influence a person's attitude toward green products through several 
mechanisms. First, environmental awareness can increase an individual's knowledge of 
environmental issues related to green products, thereby influencing their attitude toward those 
products. Second, environmental awareness can influence an individual's values related to the 

environment, which in turn influences their attitude toward green products. Third, environmental 
awareness can influence an individual's perception of their social and moral responsibility towards 
the environment, as well as their attitude toward green products (Mustafa et al., 2024). Research 
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conducted (Huda et al., 2023; Mustafa et al., 2024; Sahabuddin et al., 2024) shows that perceived 
value has a positive and significant effect on environmental awareness.  

H2: Perceived value has a positive and significant effect on environmental awareness.  
The Influence of Environmental Awareness on Willingness to Pay Premiums. 

Environmental awareness describes an individual's level of understanding of various ecological 
issues and the underlying relationships that contribute to environmental impacts. From this 
perspective, an individual's perception and knowledge of environmental issues are key factors 
influencing decision-making and behavior. Thus, environmental awareness can act as a predictor of 
pro-environmental behavior (García-Salirrosas et al., 2023). Furthermore, this awareness is seen as a 

crucial determinant influencing consumption patterns, individual actions, sustainability practices, 
and responsibility for environmental preservation. In line with this, Carrión Bósquez et al. (2022) 
emphasized that developing strategic marketing campaigns plays a significant role in increasing 
consumer awareness of the environmental impacts of conventional product use. Ferreira et al. (2023) 

confirmed that environmental awareness positively influences recommendation intentions and 
behavioral intentions, not only for products but also for the use of technologies that contribute to 
environmental preservation. Conversely, García-Salirrosas et al. (2023) revealed that since the 
COVID-19 pandemic, there has been an increase in environmental awareness in consumer behavior, 

followed by an increase in consumer intention to purchase environmentally friendly products, 
particularly in Latin America. Previous studies have emphasized the importance of environmental 
awareness on consumer behavior (Al Mamun et al., 2023; Farzin et al., 2023; García-Salirrosas et al., 
2023; Mahmoud et al., 2022; Valencia-Arias et al., 2025). 
H3: Environmental awareness has a positive and significant effect on willingness to pay a premium. 

The Influence of Environmental Awareness Through Perceived Value on Willingness to 
Pay a Premium. Perceived value is a crucial factor influencing how consumers evaluate a product, 

including environmentally friendly products. When consumers perceive a product as having high 
benefits in terms of quality, environmental benefits, and emotional value, this can increase their 
awareness of the importance of environmental issues. In other words, perceived value not only 
directly influences purchasing decisions but also contributes to shaping consumers' environmental 
awareness (Sahabuddin et al., 2024). Environmental awareness, in turn, plays a role in encouraging 

more responsible consumption behavior. Consumers with a high level of environmental awareness 
tend to be more concerned about the impact of their consumption on the environment and are more 
willing to support environmentally friendly products, including by paying a premium price. 
Therefore, environmental awareness is an important mechanism bridging the influence of perceived 

value on willingness to pay a premium (Al Mamun et al., 2023; Farzin et al., 2023; Hu et al., 2024; 
Valencia-Arias et al., 2025; Wang et al., 2023). 

Several previous studies have shown that perceived value has a positive effect on 
environmental awareness (Huda et al., 2023; Mustafa et al., 2024; Sahabuddin et al., 2024) and that 

environmental awareness influences consumption behavior and decisions, including willingness to 
pay more (Al Mamun et al., 2023; Farzin et al., 2023; Mahmoud et al., 2022). Thus, environmental 
awareness acts as an intervening variable that strengthens the relationship between perceived value 
and willingness to pay a premium. 
H4: Environmental awareness mediates the effect of perceived value on willingness to pay a 

premium. 
The Role of Price Sensitivity in Moderating the Effect of Perceived Value on Willingness 

to Pay a Premium. Price sensitivity refers to the level of attention consumers pay to price compared 
to other attributes when forming perceptions and making purchase decisions (Jacob et al., 2022). In 



 

                                This open-access article is distributed under a  
                                    Creative Commons Attribution (CC-BY-NC) 4.0 license  

945 

the context of perceived value, consumers who perceive high value for a product generally have a 
tendency to pay a premium. However, the influence of perceived value on willingness to pay a 

premium is not always consistent, as it can be influenced by the consumer's level of price sensitivity. 
When consumers have low price sensitivity, the influence of perceived value on willingness to pay 
a premium is stronger. Conversely, for consumers with high price sensitivity, this influence tends to 
weaken because consumers are more price-oriented (Durmaz & Akdoğan, 2024). Several studies 

have shown that price sensitivity acts as a significant moderating variable in the relationship 
between psychological variables and consumer purchase intentions (Bhutto et al., 2022; Durmaz & 
Akdoğan, 2024; Jacob et al., 2022; Lavuri, 2022). 
H5: Price sensitivity moderates the influence of perceived value on willingness to pay a premium 

Furthermore, few studies have integrated the role of environmental awareness as a 

psychological mechanism (mediating) and price sensitivity as a rational limit (moderating) on 
willingness to pay a premium in a single comprehensive model, particularly in the context of daily 
consumption products such as bottled water (AMK) in Bali. This finding presents a novelty in this 
study. 

Based on this gap, the urgency of this research is to develop a model that can explain how the 
perceived value of sustainable bottled water products can drive willingness to pay a premium, 
considering the role of environmental awareness as a mediating variable and price sensitivity as a 
moderating variable. This approach is expected to not only provide theoretical contributions to the 

development of green consumer behavior literature but also provide practical implications for 
industry players and policymakers in designing more effective marketing strategies and 
environmental policies based on consumer behavior. 
 
METHODS 

This study uses a quantitative approach with an explanatory research design. It aims to 
examine the causal relationships between variables in a willingness-to-pay-premium model for 
environmentally friendly bottled water (AMDK) products in Bali. The focus of the study is on 
consumer behavior in paying more for products with environmentally sustainable attributes. The 
population in this study was all bottled water consumers in the Sarbagita  region, which includes 

Denpasar City, Badung Regency, Gianyar, and Tabanan. This region was selected based on its 
characteristics as a center of economic activity and tourism, as well as its relatively high consumption 
of bottled water products in Bali. 

The sample size for this study was 200 respondents, considered adequate based on the 

analytical method used, Structural Equation Modeling based on Partial Least Squares (SEM-PLS), 
which does not require a large sample size and can accommodate complex research models with 
non-normal data distributions (Hair Jr et al., 2021). All variable measurements in this study were 
adopted from relevant previous studies and have been empirically tested. The environmental 

awareness variable was adapted from (Gomes et al., 2023a), the willingness to pay premium variable 
was adapted from (Valencia-Arias et al., 2025), the price sensitivity variable was adapted from 
(Bhutto et al., 2022), and the perceived value variable was adapted from (Mustafa et al., 2024). All 
indicators were then adapted to the research context, namely, environmentally friendly bottled 
drinking water (AMDK) products. 

The sampling technique used was purposive sampling, with the following criteria for 
respondents: (1) at least 20 years old, (2) residing or operating in the Sarbagita  area, and (3) having 
consumed or purchased bottled water products within a certain period. Furthermore, an accidental 
sampling technique was used in the questionnaire distribution process, where respondents who 
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were encountered by chance and met the criteria were selected as the research sample. This approach 
was chosen to facilitate access to respondents who matched the research characteristics in the field.  

Data were analyzed using a Structural Equation Modeling approach based on Partial Least 
Squares (SEM–PLS) with the assistance of SmartPLS version 4 software. The analysis included an 
outer model evaluation to test validity and reliability, an inner model evaluation to analyze causal 
relationships between variables, and hypothesis testing through bootstrapping. The SEM–PLS 

method was chosen because it is flexible in accommodating complex models, capable of analyzing 
reflective and formative constructs simultaneously, and remains robust to relatively limited samples 
without requiring a normal distribution (Susanti & Nurtyastuti, 2025). This approach is expected to 
produce findings that are valid, reliable, and scientifically accountable. 
 
RESULT AND DISCUSSION 

Based on the construct validity and reliability test results, all variables in this study met the 
goodness-of-measure criteria and were therefore suitable for use in further analysis. It is 
demonstrated by the Composite Reliability (CR) values for each construct, which were above the 

minimum threshold of 0.70: Price sensitivity (0.906), Perceived Value (0.854), Willingness to Pay 
(0.868), and Environmental Awareness (0.814). These values indicate that each indicator within each 
construct has a good level of internal consistency in measuring the latent variables studied.  

At the indicator level, all outer loading values ranged from 0.760 to 0.938, exceeding the 
recommended minimum value of 0.70. The indicator with the largest contribution is the Price 

Sensitivity construct, namely indicator M1.1, with a loading factor of 0.938. Meanwhile, the lowest 
indicator is the Environmental Awareness construct, namely Z1.3, with a loading factor of 0.760, but 
still within the valid category. Furthermore, the R² value indicates that the Willingness to Pay 
variable is explained by the independent variables in the model by 68.2%, which falls into the 

moderate to strong category. Meanwhile, the Environmental Awareness variable has an R² value of 
43.9%, indicating the model's explanatory power is in the moderate category. Overall, these results 
confirm that the measurement model (outer model) has met the validity and reliability criteria, 
allowing for further testing of the structural model (inner model). 

 

Table 1. Measurement Model Evaluation Results 

Indicator 
Composite 
Reliability 

cronbanch 
alpha 

AVE R2 
Loading 
Factor 

M1.1 <- Price sensitivity (M) 

0.906 0.898 0.936  

0.938 
M1.2 <- Price sensitivity (M) 0.917 
M1.3 <- Price sensitivity (M) 0.878 
X1.1 <- Perceived value (X) 

0.854  0.852 0.910  
0.876 

X1.2 <- Perceived value (X) 0.867 
X1.3 <- Perceived value (X) 0.900 
Y1.1 <- Willingness To Pay (Y) 

0.868 0.865 0.917 0.682 

0.867 
Y1.2 <- Willingness To Pay (Y) 0.867 
Y1.3 <- Willingness To Pay (Y) 0.925 
Z1.2 <- Environmental Awareness 
(Z) 

0.814 0.737 0.845 0.439 

0.870 
Z1.3 <- Environmental Awareness 
(Z) 0.760 
Z1.4 <- Environmental Awareness 
(Z) 0.768 
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Furthermore, the Cronbach's Alpha test results also showed values above the 0.70 threshold, 
with Price Sensitivity at 0.898, Perceived Value at 0.852, Willingness to Pay at 0.865, and 

Environmental Awareness at 0.737. These findings indicate that the research instrument has 
adequate reliability and is capable of providing consistent measurement results. In terms of 
convergent validity, all constructs demonstrated Average Variance Extracted (AVE) values above 
0.50, with values of 0.936, 0.910, 0.917, and 0.845, respectively. Thus, it can be concluded that each 

construct is able to explain the variance of its indicators strongly, thus meeting the criteria for 
convergent validity. 

 

Table 2. Path Analysis 

Variable 
Original  

sample (O) 
T statistics 

(|O/STDEV|) 
P values 

Environmental Awareness (Z) -> Willingness To Pay (Y) 0.252 2.466 0.014 

Perceived value (X) -> Environmental Awareness (Z) 0.662 10.655 0.000 

Perceived value (X) -> Willingness To Pay (Y) 0.105 0.953 0.341 

Price sensitivity (M) -> Willingness To Pay (Y) 0.598 6.897 0.000 

Price sensitivity (M) X Perceived value (X) -> Willingness 
To Pay (Y) 

-0.019 0.305 0.760 

Perceived value (X) -> Environmental Awareness (Z) -> 
Willingness To Pay (Y) 

0.167 2.559 0.011 

 
Based on the path analysis results in Table 2, it can be seen that not all relationships between 

variables in the research model show a significant effect. The relationship between Environmental 
Awareness and Willingness to Pay shows a positive and significant effect, with a path coefficient of 

0.252, a t-statistic of 2.466 (>1.96), and a p-value of 0.014 (<0.05). This finding indicates that the higher 
a consumer's level of environmental awareness, the higher their willingness to pay for products with 
added value. In other words, environmental concern is a factor that can drive increased consumer 
willingness to pay. 

Furthermore, the effect of Perceived Value (X) on Environmental Awareness (Z) shows a path 
coefficient of 0.662, with a t-statistic of 10.655 and a p-value of 0.000 (<0.05). This finding indicates 
that perceived value has a positive and significant effect on Environmental Awareness, which means 
that the higher the value perceived by consumers towards a product, the higher the environmental 
awareness formed. However, the direct effect of Perceived value (X) on Willingness to Pay (Y) shows 

a coefficient value of 0.105, with a t-statistic of 0.953 and a p-value of 0.341 (>0.05), so that Perceived 
value does not have a significant direct effect on Willingness to Pay. 
 
 

 
 

 
 
 

 
 
 
 



 

                                This open-access article is distributed under a  
                                    Creative Commons Attribution (CC-BY-NC) 4.0 license  

948 

 
 

 
 
 
 

 
 
 
 
 

 
 
 
 
 

Figure 1. Willingness to Pay Model 
 

On the other hand, the Price sensitivity (M) variable showed a positive and significant effect 
on Willingness to Pay (Y) with a path coefficient of 0.598, a t-statistic of 6.897, and a p-value of 0.000 
(<0.05). Thus, Price sensitivity was proven to have a significant effect on Willingness to pay. 
Meanwhile, the results of the Price sensitivity × Perceived value interaction test on Willingness to 

Pay obtained a coefficient value of -0.019, with a t-statistic of 0.305 and a p-value of 0.760 (>0.05), 
indicating that the moderating effect of Price sensitivity on the tested relationship was insignificant. 
In other words, the interaction between the two variables was unable to provide an additional 
influence on Willingness to Pay.  

However, the results of testing the moderating effect between price sensitivity and perceived 

value on willingness to pay did not show a significant influence, with a path coefficient of -0.019, a 
t-statistic of 0.305, and a p-value of 0.760. Thus, price sensitivity is unable to moderate the 
relationship between perceived value and willingness to pay. Overall, the results of this path 
analysis indicate that the variable that has a dominant influence on willingness to pay is price 

sensitivity, followed by environmental awareness, while perceived value plays a more indirect role 
through increasing consumer environmental awareness. 

In addition to the direct effect, the results of the indirect effect test indicate that Environmental 
Awareness significantly mediates the relationship between Perceived Value and Willingness to Pay 

(β = 0.167; t = 2.559; p = 0.011). Considering that the direct effect of Perceived Value on Willingness 
to Pay was insignificant (β = 0.105; p = 0.341), while the indirect effect through Environmental 
Awareness was significant, it can be concluded that Environmental Awareness acts as a full 
mediator in the relationship between Perceived Value and Willingness to Pay. Overall, the results 
confirm that Environmental Awareness acts as a significant mediator, while the moderation effects 

tested in the model were not statistically significant. 
Next, the goodness-of-fit model was evaluated, consisting of Q-square prediction, SRMR, and 

PLS prediction, as follows. 
 
 
 



 

                                This open-access article is distributed under a  
                                    Creative Commons Attribution (CC-BY-NC) 4.0 license  

949 

Table 3. Goodness-of-Fit Model 

Willingness to pay (Y)  
Q² Predict 

0,615 

Environmental Awareness (Z) 0,416 

SRMR 
SRMR 
0,082 

 
Based on Table 3 regarding the goodness-of-fit and model fit, the Q² Predict value for the 

Willingness to Pay (Y) variable is 0.615, while for the Environmental Awareness (Z) variable, it is 
0.416. According to the criteria (Hair Jr et al., 2021), if the Q² value is above 0, the model can be said 

to have predictive relevance. The higher the Q² value, the better the model's ability to predict the 
dependent construct. Thus, a Q² value of 0.615 indicates that the model has strong predictive ability 
for the Willingness to Pay variable, while a value of 0.416 indicates moderate to strong predictive 
ability for the Environmental Awareness variable. It indicates that the constructed structural model 
has adequate ability to explain and predict variation in both endogenous constructs. Therefore, the 

willingness to pay model has predictive relevance and predictive accuracy approaching high.  
 

Table 4. PLS Predict 

Indicator Q²predict PLS-SEM_RMSE PLS-SEM_MAE LM_RMSE LM_MAE 

Z1.2 0.168 0.602 0.458 0.641 0.483 

Z1.3 0.114 0.653 0.504 0.703 0.558 
Z1.4 0.457 0.524 0.421 0.551 0.416 

Y1.1 0.506 0.511 0.380 0.536 0.387 

Y1.2 0.525 0.509 0.352 0.521 0.383 
Y1.3 0.418 0.571 0.396 0.581 0.399 

 
Based on the PLS Predict results in Table 4, all indicators have a Q² predict value > 0, ranging 

from 0.114 to 0.525, indicating that the model has good predictive relevance. In addition, a 
comparison of RMSE values shows that all indicators have a lower PLS-SEM_RMSE value than 

LM_RMSE, so the PLS-SEM model is more accurate than the benchmark linear model in predicting 
data. In terms of MAE, most indicators also show lower error values in the PLS-SEM model, 
although there is one indicator (Z1.4) with a slightly higher MAE value than the linear model. 
Overall, these results indicate that the research model has high predictive power and is suitable for 

use in explaining and predicting endogenous variables in this study. 
The Effect of Perceived Value on Willingness to Pay a Premium. The results of the 

hypothesis testing indicate that perceived value does not significantly influence willingness to pay 
a premium, thus rejecting the first hypothesis (H1) in this study. It is indicated by a path coefficient 
of 0.105, with a t-statistic of 0.953 and a p-value of 0.341, which is greater than the 0.05 significance 

level. These findings indicate that although consumers have a positive perception of value toward a 
product, this perception is not strong enough to increase their willingness to pay a premium price 
directly. In other words, perceptions of the product's benefits, quality, or emotional value do not 
automatically translate into a decision to pay a higher price.  

These findings suggest that, in the context of this study, consumers' decisions to pay a 
premium are likely not solely based on perceived value but also influenced by other factors such as 
price considerations, environmental concerns, and motivations for sustainable consumption. The 
results of this study differ from those of Hu et al. (2024), Bushara et al. (2023), and Huda et al. (2023), 
who found that perceived value had a positive and significant effect on willingness to pay a 
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premium. This difference in findings indicates differences in consumer characteristics, market 
context, and psychological factors that influence premium purchasing behavior. In this study, 

consumers tend to require encouragement in the form of increased environmental awareness before 
their perceived value can develop into a willingness to pay a higher price. Thus, perceived value 
does not directly drive willingness to pay a premium, but rather works through the development of 
consumer environmental awareness. 

The Influence of Perceived Value on Environmental Awareness. The results of the 
hypothesis testing indicate that perceived value has a positive and significant effect on 
environmental awareness, thus H2 is accepted. It is indicated by a path coefficient of 0.662, with a t-
statistic of 10.655 and a p-value of 0.000, which is less than the 0.05 significance level. These findings 
indicate that the higher the value consumers perceive of a product, whether in terms of functional 

benefits, quality, or emotional value, the higher their awareness of environmental issues. In other 
words, when consumers perceive a product as having greater value, particularly in relation to 
sustainability and a positive impact on the environment, they will develop greater concern for 
environmental aspects during the consumption process. Consumers who perceive greater benefits 

from a product tend to perceive that their consumption can make a positive contribution to the 
environment, thus encouraging increased environmental awareness. It suggests that the formation 
of environmental awareness is inseparable from how consumers interpret the value inherent in the 
products they consume. 

The findings of this study align with those of Huda et al. (2023), Mustafa et al. (2024), and 
Sahabuddin et al. (2024), who stated that perceived value has a positive and significant effect on 
environmental awareness. The consistency of these results strengthens the argument that the higher 
the value consumers perceive for green products, the greater their tendency to care and be aware of 
environmental sustainability. Thus, perceived value can be viewed as an important determinant in 

shaping environmental awareness. 
The Effect of Environmental Awareness on Willingness to Pay a Premium. The results of the 

hypothesis test indicate that environmental awareness has a positive and significant effect on 
willingness to pay a premium, thus accepting H3. It is indicated by a path coefficient of 0.252, with 

a t-statistic of 2.466 and a p-value of 0.014, which is less than the 0.05 significance level. This finding 
indicates that the higher the level of consumer awareness of environmental issues, the higher the 
consumer's willingness to pay a premium price for a product. In other words, consumers who are 
concerned about environmental sustainability are more likely to accept a higher price as long as the 
product they purchase is perceived as providing ecological benefits or supporting environmental 

conservation. 
These results indicate that environmental awareness is a crucial factor in shaping 

sustainability-oriented consumption behavior. Consumers who understand the environmental 
impact of their consumption patterns tend to consider ecological aspects in their purchasing 

decisions, including their willingness to incur higher costs as a way of contributing to the 
environment. It confirms that willingness to pay a premium is not solely driven by a product's 
functional benefits but is also influenced by the consumer's perceived environmental values. With 
increasing environmental awareness, consumer preference for more environmentally friendly 
products also tends to increase, including tolerance for the premium prices attached to these 

products. 
The findings of this study align with those of Al Mamun et al. (2023), Farzin et al. (2023), 

García-Salirrosas et al. (2023), Mahmoud et al. (2022), and Valencia-Arias et al. (2025), which show 
that environmental awareness has a positive and significant effect on pro-environmental consumer 
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behavior, including willingness to pay a premium. This consistency of results strengthens the 
argument that environmental awareness is a crucial determinant in encouraging consumers to place 

a higher economic value on products perceived as supporting environmental sustainability. 
Therefore, increasing environmental awareness can be an effective strategy in encouraging 
consumers' willingness to pay a premium for sustainable products. 

The Mediating Role of Environmental Awareness in the Relationship between Perceived 
Value and Willingness to Pay a Premium. The results of the hypothesis testing indicate that 
environmental awareness mediates the influence of perceived value on willingness to pay a 
premium, thus accepting H4. It is indicated by an indirect effect value of 0.167, with a t-statistic of 

2.559 and a p-value of 0.011, which is less than the 0.05 significance level. These findings indicate 
that perceived value can increase willingness to pay a premium by increasing consumer 
environmental awareness. In other words, when consumers perceive a product as having high 
value, whether in terms of benefits, quality, or contribution to the environment, this perception will 

foster stronger environmental awareness, which ultimately increases consumer willingness to pay a 
premium. 

Interestingly, in this study, the direct effect of perceived value on willingness to pay a 
premium was not proven significant, while the indirect effect through environmental awareness 

was significant. This condition indicates that environmental awareness acts as a full mediator in the 
relationship between perceived value and willingness to pay a premium. It means that perceived 
value does not directly encourage consumers to pay more; rather, it must first shape consumers' 
environmental awareness to influence their willingness to pay a premium. This finding confirms 
that psychological aspects, such as environmental concern, are the primary mechanism linking 

perceived value to consumers' decisions to pay a premium. 
The results of this study align with those of Huda et al. (2023), Mustafa et al. (2024), and 

Sahabuddin et al. (2024), which showed that perceived value positively influences environmental 
awareness. They are also supported by the findings of Al Mamun et al. (2023), Farzin et al. (2023), 

Hu et al. (2024), Valencia-Arias et al. (2025), and Wang et al. (2023), which emphasize that 
environmental awareness plays a significant role in driving willingness to pay a premium. Thus, 
environmental awareness is proven to be an intervening variable that significantly bridges the 
influence of perceived value on willingness to pay a premium. 

The Role of Price Sensitivity in Moderating the Effect of Perceived Value on Willingness 
to Pay a Premium. The results of the hypothesis test indicate that price sensitivity is unable to 
moderate the effect of perceived value on willingness to pay a premium, thus rejecting H5. It is 

indicated by an interaction coefficient of -0.019, with a t-statistic of 0.305 and a p-value of 0.760, 
which is greater than the 0.05 significance level. These results indicate that consumers' level of price 
sensitivity neither significantly strengthens nor weakens the relationship between perceived value 
and willingness to pay a premium. Therefore, the level of consumer sensitivity to price does not 

significantly alter the influence of perceived value in shaping willingness to pay a premium.  
This finding suggests that, in the context of this study, consumers tend to assess their 

willingness to pay a premium not solely based on price sensitivity but rather on other factors such 
as perceived benefits, sustainability values, and environmental awareness. Furthermore, because the 
direct effect of perceived value on willingness to pay a premium was also insignificant, the presence 

of price sensitivity as a moderating variable is not strong enough to alter this relationship. It indicates 
that the relationship between perceived value and willingness to pay a premium in this study is 
more complex and likely operates through indirect mechanisms, such as environmental awareness, 
which in this study was shown to act as a significant mediator. 
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The results of this study differ from those of Bhutto et al. (2022), Durmaz and Akdoğan (2024), 
Jacob et al. (2022), and Lavuri (2022), which showed that price sensitivity can act as a significant 

moderating variable in the relationship between psychological factors and consumer purchasing 
behavior. This difference in results indicates that the moderating role of price sensitivity is highly 
dependent on consumer characteristics, product context, and value perceptions formed during the 
consumption process. In this study, price sensitivity was not found to be a factor capable of 

significantly changing the relationship between perceived value and willingness to pay a premium. 
Therefore, price sensitivity was not proven to act as a moderating variable in the relationship 
between perceived value and willingness to pay a premium. 
 
CONCLUSION 

This study shows that perceived value does not have a direct, significant effect on willingness 
to pay a premium for environmentally friendly bottled water (AMDK). However, perceived value 
is proven to have a positive and significant effect on environmental awareness, and environmental 
awareness has a positive and significant effect on willingness to pay a premium. Furthermore, 

environmental awareness is shown to act as a full mediator in the relationship between perceived 
value and willingness to pay a premium. This finding confirms that increasing consumer perceived 
value does not directly drive willingness to pay a premium; it must first shape consumer 
environmental awareness. This study also found that price sensitivity does not play a significant 
role as a moderating variable, meaning that price sensitivity is neither a factor that strengthens nor 

weakens the influence of perceived value on willingness to pay a premium. 

Theoretically, this study adds to the literature on green consumer behavior by demonstrating 
that the relationship between perceived value and willingness to pay a premium is not always direct 
but can operate through psychological mechanisms, with environmental awareness acting as an 
intervening variable. The findings regarding full mediation provide a new perspective that 
environmental awareness is a key pathway in converting perceived value into sustainable 

consumption behavior. In addition, the insignificant role of price sensitivity as a moderator indicates 
that in the context of green products in the daily necessities category, such as bottled water, price is 
not the only major consideration in shaping the willingness to pay a premium. 

For bottled water producers, the results of this study indicate that strategies to increase 
willingness to pay a premium should focus not only on improving product quality but also on 
strengthening consumers' perceived environmental value. Producers need to develop marketing 

communications that emphasize the product's ecological benefits, such as the use of recycled 
packaging, reducing single-use plastics, lowering its carbon footprint, and contributing to 
environmental sustainability in Bali. Furthermore, educational campaigns regarding the 
environmental impact of plastic consumption need to be strengthened to increase consumer 

environmental awareness. This way, consumers will not only purchase products for their functional 
benefits but also because of the perceived sustainability value, which they believe is worth paying 
more for. 

Future research is recommended to expand the model by adding other variables that 
potentially influence willingness to pay a premium, such as green trust, eco-label awareness, brand 
image, or subjective norms, to provide a more comprehensive explanation of the green consumer 

behavior model. Furthermore, future research could expand the research object to other daily 
consumption product categories, such as organic food products, eco-friendly household products, 
or personal care products, to test the model's consistency across different contexts. The use of a 
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mixed methods approach is also recommended to explore further consumers' psychological 
motivations for paying a premium for sustainable products. 
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