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Abstract 
Water is treated as a public or social good in Malaysia. Malaysians believe that providing good quality water for households’  use is the 
government’s responsibility. The government has been subsidizing the cost of water for its population since pre-Independence Day. 
However, the increased cost of providing good quality water to the public meant that the current water tariff charged needs to be re-
evaluated. This study investigates the role played by various factors, namely, perceived conditional value, perceived environmental 
value, social norm, perceived risk and perceived cost on Malaysian consumers’ willingness to pay for water provided to households. The 
target of the study was paid water consumers in Malaysia. The results of online survey participated by 867 willing paid water consumers 
analysed by Partial Least Square-Structural Equation Modelling (PLS-SEM) show that only perceived conditional value, perceived 
environmental values, and perceived risk were significantly related to Malaysian consumers’ willingness to pay (WTP) for proposed 
higher water tariff while social norm and perceived cost show insignificant influences on consumers’ WTP. Overall, conditional value 
shows the strongest effect towards consumers’ WTP. The study’s findings have provided insights for the government and water 
providers on how Malaysian household water consumers behave on the issue of implementing higher water tariff. It is now known that 
Malaysian consumers’ perceived values, in particular, conditional value as well as risks they perceived to be existent are significant in 
influencing their WTP behaviour on proposed higher water tariff. These findings suggest that any future plan to increase current water 
tariff may not be accepted by the public unless their perceived values and risk on the issue are considered and inserted in any of the 
water education campaigns by the government and water providers.   
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INTRODUCTION   
The importance of water and its related issues is highly 
acknowledged. For instance, the United Nations considered 
water as a human right issue and it is placed under one of its 17 
Sustainable Development Goals (SDGs) to be achieved globally. 
Its goal no 6 – Clean Water and Sanitation emphasizes on the 
need for every government to ensure every citizen have access to 
clean and safe water for drinking as basic human right. In 
Malaysia, while getting access to drinking water is not a problem 
for its population, tackling expectation and perception issues 
related to drinking, domestic or household water issues is for the 
government and water services providers since Malaysians will 
not accept anything less than quality drinking water for their 
homes (Abdul Wahid, 2018).  
 
The public highly expects the government and water operators to 
provide them with consumable water direct from the tap that is 
also expected to be tasty, safe and of quality. As for perceptions, a 
study by Abdul Wahid et al. (2019) focusing on 12 drinking 
water issues concludes that the Malaysian public in general was 
found to have their own opinions (perceptions) about drinking 
water, on which they can be agreeable or disagreeable about 
with each of the 12 issues investigated; the socio-demographic 
backgrounds (e.g. gender, age, household size, the states they live 
in, income, level of education) were found to have influenced 
their views. The same study concludes that Malaysian public 
lacks awareness on the importance and role of water services 
providers; the lack of awareness and knowledge were wide and 
varied; for instance, not many were aware that water services 
industry in Malaysia has undergone restructuring process, or 
that Water Services Industry Act (WSIA) and Suruhanjaya 
Perkhidmatan Air Negara Act (SPAN Act) were the outcome 
legislations from the exercise. Other examples include the charge 
made on water tariff for each state, or on why the need arises for 

water services providers to increase water tariff. This conclusion 
is in line with Abdul Wahid’s (2017) findings when she reported 
respondents’ failure in naming their water services providers 
apart of everything else. Mainly, this may be due to Malaysians 
perceiving that providing their households with good quality 
water is the government’s responsibility (Abdul Wahid & 
Abustan, 2015).  
 
In Malaysia, water is treated as a public or social good as the 
government continues to subsidize water costs for its population 
practiced since pre-Independence Day. However, increased 
public expectation on water quality, increased demand and 
increased cost of providing good quality water to the public 
meant that the current water tariff charged which is found to be 
reasonably low to other countries needs to be re-evaluated. 
Using competitive theory as the basis of the research framework, 
this study investigates the role played by various factors, namely, 
perceived conditional value, perceived environmental value, 
social norm, perceived risk and perceived cost on Malaysian 
consumers’ willingness to pay for water provided to households. 
Obvious impact of the study findings would be on the 
government and water services industry in Malaysia. The 
insights could be used to find suitable strategies to gain public 
acceptance on the idea of increasing water tariff for domestic 
use.  
 
LITERATURE REVIEW  
Consumers’ Willingness to Pay and Competing Theories 
In general, consumers’ willingness to pay refers to the intention 
of consumers to pay for something that they perceive to be 
important and of value. This act could be translated to be either 
‘in-principle’ WTP (in principle, consumers agree to make 
payment) or in ‘amount’ WTP. Theories on WTP describe it as 
consumers’ preferences in relation to changes in water services 
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and prices; or as expected payment a user is willing to pay for a 
given service or product or a given change in service level or 
product attributes. In terms of water quality and services, Rama 
Chanderam et al. (2017) note WTP as an economic concept 
which aims to determine the amount of money consumers would 
pay to get their supply of water; and that WTP is also often 
associated with individuals’ attitude and behaviour. WTP is thus 
summarized as a condition when consumers are dealing with the 
level of increase in payment that leaves them to be indifferent to 
the pre- or post- situation of change that takes place.  
 
While the topic of willingness to pay can be investigated from 
various angles, many of past studies have been based on single 
theory use to help explain people’s behaviour. Although some 
understanding of phenomenon investigated (like WTP) can be 
gained from the application of a single theory, the literature has 
reported on calls made by researchers who opine that the use of 
a single theory rather than multiple theories to underlie a study’s 
model would limit the depth understanding of the phenomena in 
question (Liebe et al., 2016; Wall et al., 2007). By combining 
competing theories in a model, the variables proposed within 
these theories could then be investigated simultaneously; the 
results would direct one to have deeper understanding of the 
variables’ roles and their level of importance of the phenomena. 
For instance, Liebe et al. (2016) and Wall et al. (2007) had 
argued and favoured the view supporting the need to compare 
and combine theories to explain pro-environmental behaviour 
(e.g. intention). They believed that analysed data from only one 
single theory may mislead the understanding of the actual pro-
environmental intention issue. They opined that interpretation of 
study results should depend very much on which explanatory 
determinants, models or theories researchers consider or test 
when using multiple or competing theories. This view could also 
be applied for investigation of WTP.  
 
Following the call from Liebe et al. (2016) and Wall et al. (2007) 
on the need to combine competing theories in a model, this study 
combines Value Consumption Theory (VCT), Relational Theory of 
Risk (RTR) and Basic Economic Model as the variables from 
these theories and model were taken for investigation. The main 
reason for why Value Consumption Theory is selected is due to 
the importance of the value concept to human beings. According 
to Schwarts and Bilsky (1987), relative priorities of people’s 
value and belief would lead them to desire certain end 
behaviours over specific situations, or to evaluate of behaviours 
and events. In other words, value that people have would 
determine their preferences, judgments and on their behaviour 
(Goncalves et al., 2016). If this view is followed, then in the 
context of WTP, it means that consumers would depend on 
values they upheld (like conditional value, environmental value 
and social value) when deciding on whether they would be 
willing to pay or not to pay for domestic water tariff.   
 
According to Boholm and Corvellec (2011), the relational theory 
of risk (RTR) explains how the relationship of risk can emerge 
when individuals cognitively decide the threat that comes out 
from a relationship between a risk object and an object at risk. In 
other words, similar to Value Consumption Theory, RTR is a 
theory that theorizes about the interpretive nature of risk as a 
way to explain why and how something is considered a risk. 
Thus, under RTR, risk can emerge from various and broad 
sources, like risk communication, risk governance, and risk 
management that justify individual’s thoughts and action about 
the risk object and object at risk. Hansson (2010) explains how 
RTR is fundamentally divided by its two contradictory concepts; 
namely, the concept of risk that is based on facts (objective, 
determined by physical facts) and the concept of risk that is 
based on social value constructs (subjective, independent of 
physical facts). He argued that both objectivist and subjectivist 
view are only the failed attempts of researchers to avoid a 

complex risk concept as they oversimplified the risk concept. The 
real challenge is for researchers to identify the various types of 
factual and valuation components in statements about risk with 
understanding of how they are combined. Thus, in this study, 
perceived risk is considered as one variable that combines both 
objective and subjective nature of risk while cost is considered 
under basic economic model. 
 
Conditional Value and Willingness to Pay 
According to Sheth et al. (1991), conditional value is a perceived 
utility value embraced by individuals when they faced with 
alternative(s) due to specific or a set of conditions. As explained 
by Sovacool (2012) and Abodher et al., (2018), government’s 
incentives or tax exemption can be conditional value perceived 
by consumers when they are deciding on pro-environmental 
behaviour like embracing green products (green energy). Studies 
found that conditional value significant in influencing consumers’ 
behaviour on various physical and environmental contingencies 
(Lin & Huang, 2012) or in consuming sustainable products 
(Biswas & Roy, 2015). Based on the literature supports, the 
following hypothesis 1 is proposed:  
H1: Conditional value is positively related to consumers’ 
willingness to pay for water tariff.  
 
Environmental Value and Willingness to Pay 
According to Khan and Mohsin (2017), environmental value 
refers to consumers’ attitude towards issues that would affect 
the environment. For instance, consumers would indicate their 
feelings or beliefs on pollution, energy conservation, or waste 
that make impact on their surrounding environment, atmosphere 
and natural habitats. Environmental value has been found to 
show influence over pro-environmental behaviour; for instance, 
to adopt green consumption (Khan & Mohsin, 2017; Biswas & 
Roy, 2015). In line with the literature supports, the following 
hypothesis 2 is forwarded:  
H2: Environmental value is positively related to consumers’ 
willingness to pay for water tariff.  
 
Social Norm and Willingness to Pay  
Social norm is a popular variable which can be found in Theory of 
Reasoned Action as well as in Value Consumption Theory. It is 
also known as a social value. In Value theory, social norm or 
social value refers to perceived utility of product/service that 
consumers believe they gain when associating it with one or 
more of consumers’ social groups. Examples include those from 
demographic, socio-economic, and cultural factors. Consumers 
believe that their social group would accept them, think highly of 
them, and embrace them if they follow the behaviour that society 
accepts as the norm. Studies have acknowledged the importance 
of social norm on consumer’s behaviour, like when they choose 
to purchase or use a particular product or services (Sangroya & 
Nayak, 2017), intend to purchase green product (Awuni and Du, 
2016), or to invest in green product technology (Masini and 
Menichetti, 2013). With these supports, hypothesis 3 is 
proposed:  
H3: Social value is positively related to consumers’ willingness to 
pay for water tariff.  
 
Perceived Risk and Willingness to Pay 
Perceived risk, is a subjective anticipation of loss that would be 
affecting how consumers behave as a result of the insecurity. 
This is why for consumers’ behaviour like willingness to pay or 
intention to purchase, it is assumed to be negatively influenced 
by perceived risk. The impact of perceived risk has been studied 
in several contexts, which include e-commerce, online shopping 
and renewable energy. Chen and Chang’s (2012) study for 
instance found that lowering perceived risk would increase 
consumers’ intention to purchase a product. Thus, perceived risk 
has a negative relationship with consumers’ purchase intention. 
In addition, Park and Kwon (2017) suggest that in the case where 
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consumers assume that the perceived risk of purchasing and 
using a particular product is greater than the perceived values, 
then, purchase intention and usage will decline. Their study 
found that consumers considered purchasing a high-tech product 
a risky decision due to market and technological uncertainties. 
The following hypothesis 4 is thus proposed:  
H4: Perceived risk is negatively related to consumers’ willingness 
to pay for water tariff.  
 
Perceived Cost and Willingness to Pay 
An individual’s financial background, education exposure and 
social influences can be factors that will affect them to view or 
perceive cost they incur from different perspective. As Jayaraman 
et al. (2017) explain, cost need not be looked at only from the 
monetary point of view as it can be looked at from the point of 
benefit that individual would gain from the purchased items. 
Similar to perceived risk, perceived cost is also believed to have a 
negative relationship with consumers’ behaviour, like in 
willingness to pay or willingness to purchase (purchase 
intention). Zhai and Williams’s (2012) study identified perceived 
cost as one of the factors that caused the consumers hesitating to 
adopt green energy. In another study however, Smith and 
Paladino (2010) reported finding on which perceived cost (price) 
was not significant in influencing consumers’ purchase intention. 
These lead to the following hypothesis 5:  
H5: Perceived cost is negatively related to consumers’ willingness 
to pay for water tariff.  
 
Research Framework  
Variables taken from multiple theories within competitive 
theories become the framework for the study’s model. This is 
why the five independent variables were sourced from different 
theories found in the literature. The first three variables namely, 
consumers’ conditional value (H1), environmental value (H2), 
and social (norm) value (H3) were from the Value theory; the 
fourth, i.e. perceived cost (H4) was from the Basic Economic 
Model, and the last variable, perceived risk (H5) was from the 
Risk theory. These variables were hypothesized to be the 
determinants on the dependent variable investigated, i.e. 
willingness to pay for higher water tariff.  
  
RESEARCH METHODOLOGY 
In this study, willingness to pay is represents intentional 
behaviour of Malaysian consumers to pay willingly possible 
increase of household’s water tariff (public good). The 
population of study is represented by paid water household 
segment in Malaysia with the households representing the unit of 
analysis for this study. Respondents were selected via snowball 
sampling whereby latter respondents were gathered through 
prior respondents that identify them as qualified person 
representing their households that are paying for domestic water 
consumption all the time. The respondents participated in the 
study’s online survey willingly and were made known of their 

rights to leave or stop taking part in the survey at any point of 
time they feel they want to. The study managed to collect 867 
useable responses for further analysis. According to Hair (2009), 
multivariate data analysis requires a sample size between 200 to 
500, thus, the total collected for the study was more than enough 
and valid.  
 
The study’s questionnaire items were either adapted or adopted 
from past studies (e.g. Abdul Wahid and Chew, 2015; Khan and 
Mohsin, 2017; Mas’Ud et al., 2018; Sangroya and Nayak, 2017; 
Abdul Aziz et al., 2017). Section 1 of the questionnaire was 
focused on getting respondents’ background information while 
Section 2 on items measuring respondents’ perceived values, 
namely, conditional value, environmental value and social norm. 
The last section contained questions on respondents’ willingness 
to pay water tariff. A five point Likert scale ranging from 1 
(strongly disagree) to 5 (strongly agree) was used to evaluate the 
different factors measured in the study. This study used SPSS 
20.0 for descriptive analysis. Data analysis for the measurement 
model assessment to determine direct relationships between the 
independent variables and the dependent variable hypothesized 
was carried out using Smart PLS 3.2.7. 
 
RESULTS   
The demographic profile of the respondents shows that majority 
of respondents were from Perlis (18.1%), Kedah (14.2%) and 
Perak (12.7%). Pahang has the least percentage of respondents 
participating in the study (1/8%). Males (53.0%) dominated 
slightly over the females in terms of gender. Majority were 
educated with at least a Bachelor degree (39.2%); were from the 
range of income group of RM4001 – RM6000 (29.7%), household 
size of between four to seven persons (66.8%), and in the age 
category of 21- 41 years old (51.2%). The profile revealed that 
while majority of the respondents paid around RM20 and below 
for their water bill (43.0%), majority of them also unfortunately 
did not know the current water tariff they are being charged 
(72.1%). 
  
Assessment of the Measurement model  
Composite Reliability (CR) was used as a measurement of 
internal consistency reliability whereby CR for all constructs 
must be higher than 0.7 to be regarded as satisfactory for 
advanced stage of research (Hair et al., 2017). Convergent 
validity was tested via outer loadings of the indicators and the 
average variance extracted (AVE) in order to determine whether 
a specific indicator correlated absolutely with the alternative 
indicator of the same construct. Based on Hair et al. (2009), outer 
loadings should be above 0.50 and AVE should be more than 0.50. 
Table 1 shows all indicators on outer loadings were above 0.5 
and the AVE of the constructs were above 0.5. Therefore, all the 
latent variables explained at least 50 percent of each indicators’ 
variance. 

 
Table 1. Results of measurement model – loading, AVE and Composite Reliability (n = 687) 

Latent variable Item Loading AVE Composite 
Reliability 

1.Conditional value 
(CV) 

CV1 attractive incentives 
CV2 subsidized rate 
CV3 easy for quality 
CV4 not in sustainable condition 

0.867 
0.864 
0.859 
0.678 

0.674 0.891 

2.Environmental value 
(ENV) 

ENV1 real pollution threat to environment 
ENV2 approach limit Earth can sustain 
ENV3 choose less harmful to the environment 

0.800 
0.837 
0.861 

0.687 0.867 

3.Social norm value 
(SN) 

SN1 others will accept me 
SN2 how others perceive me will improve 
SN3 I make good impression on others 

0.932 
0.945 
0.936 

0.867 0.963 

4.Perceived risk (PR) PR1 something may be wrong with performance 
PR2 quality design may not work properly 
PR3 may be penalized or incur losses 

0.791 
0.710 
0.869 

0.668 0.909 
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PR4 there is a chance it will affect the environment 
PR5 possible damage to reputation/status 

0.911 
0.791 

5.Perceived cost (PC) EV1 it is expensive  
EV2 not worth spending on water quality and/or 
services 
EV3 worth spending  
EV4 saving amount for investing in water quality 

0.693 
0.911 
0.888 
0.717 

0.653 0.881 

6.Willingness to Pay 
(WTP) 

WTP1 will be willing to pay with current quality 
WTP2 intend to pay with improved water quality in 
future 
WTP3 willing with improved water quality and/or 
services 

0.902 
0.943 
0.953 

0.871 0.953 

 
According to Fornell and Larcker (1981), discriminant validity 
can be identified by making AVE comparison of each construct 
with the shared variance between the constructs in the model. 
Discriminant validity is supported if AVE of each construct is 
found to be greater than its shared variance with any other 
construct. Based on results shown in Table 2 results, 
discriminant validity is confirmed. The literature also 
acknowledged the use of Heterotrait-Monotrait (HTMT) ratio of 

correlation as way of determining discriminant validity although 
the value was not agreed in consensus. While Kline (2011) 
suggests that the figure should be less than 0.85, Gold et al. (2001) 
considered that that the figure can be less than 0.90. As shown in 
table 2 results on HTMT, none of the confidence interval had 
exceeded 0.90 value. This means that discriminant validity is also 
confirmed using HTMT.  

 
Table 2. The result of discriminant validity of measurement model (n = 687) 

Fornell and Larcker 
Construct CV EV PR PC WTP SN 

CV 0.821      
EV 0.450 0.829     
PR -0.234 -0.092 0.817    
PC -0.118 -0.159 0.403 0.808   
WTP 0.574 0.506 -0.334 -0.281 0.933  
SN 0.177 0.051 0.108 0.061 0.147 0.931 

Heterotrait-Monotrait Ratio (HTMT) 
Construct CV EV PR PC WTP SN 

CV       
EV 0.534      
PR 0.254 0.151     
PC 0.135 -0.179 0.432    
WTP 0.643 0.587 0.358 0.280   
SN 0.202 0.066 0.117 0.100 0.154  

 
Assessment of structure model 
According to Hair et al. (2013), there comprised of three criteria 
in order to test for the significance of all structural model 
relationships: t-value, p value and bootstrap confidence intervals. 
The significance of the paths was assessed by using subsamples 
of 5,000 and applying the one tailed test for examining the direct 
effects. As shown in Table 3 results, significant effects specified 
by the research model were evaluated and the results revealed 
that the effect of conditional value on consumers’ willingness to 
pay for water tariff ( = 0.281, t-value = 5.621, p < 0.001), 
environmental value on WTP ( = 0.181, t-value = 3.402, p < 
0.001), and perceived risk on WTP ( = -0.105, t-value = 2.263, p 
< 0.05), were positive and significant. However, both social norm 
on WTP ( = -0.042, t-value = 0.904, p < 0.001) and perceived 
cost on WTP ( = -0.06, t-value = 1.43, p > 0.001), the results 

were negative and insignificant. Thus, based on the results of the 
structure model2, only H1, H2 and H4 were supported while H3 
and H5 were rejected. The R2 result shown in Table 4 indicate 
that 58.5 percent of Malaysian consumers’ willingness to pay for 
higher water tariff was indeed influenced by the measured 
proposed determinants.  
 
Effect size denoted by f2 where sample size was not taken into 
consideration with condition of f2 > 0.02 indicate small or near to 
no effect, f2 > 0.15 indicate medium effect and f2 > 0.35 indicate 
large or strong effect within two variables. In this study, 
conditional value shows the strongest or having the largest 
relationship effect with Malaysian consumers’ willingness to pay 
for water tariff. The summary of results is presented in Table 3.  

 
Table 3. Significance of direct effects-path coefficient (n =867) 

Hypotheses Relationship Beta-value Standard 
error 

t-value p-value f2 (Effect  
Size) 

Decision 

H1 CV  WTP 0.281 0.050 5.621*** 0.000 0.120 (S) Supported 

H2 ENV  WTP 0.181 0.053 3.402*** 0.000 0.049 (S) Supported 

H3 SN  WTP -0.042 0.047 0.904 0.183 0.003 (NE) Not 
supported 

H4 PR  WTP -0.105 0.046 2.263* 0.012 0.019 (S) Supported 

H5 PC  WTP -0.06 0.042 1.43 0.076 0.006 (NE) Not 
supported 

    Note: *p < 0.05 (t > 1.645), **p < 0.01 (t > 2.33), ***p<0.001(t > 3.09) 
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R2 value and predictive relevance (Q2) 
The current study revealed R2 value for willingness to pay for 
water tariff is at 0.585. In general, high R2 value and high number 
of supported hypotheses being tested suggest the suitability of 
this model for predicting determinants of Malaysian consumers’ 
WTP. In addition, through the blindfolding procedure, Q2 is used 
for the predictive validity of a model using PLS. Fornell and Cha 
(1994) suggest that the value of Q2 should be higher than zero, 
which displayed a predictive significance of the exogenous 
constructs for the endogenous construct. For this study, the value 
of Q2 Willingness to Pay (Q2 = 0.448 > 0) means that it shows a 
good predictive relevance of the model.  
 

Table 4. R2 and predictive value (n = 867) 
Endogenous variable R2 Q2 
Willingness to Pay 0.585 0.448 

 
DISCUSSION AND CONCLUSION 
This study focused on the issue of consumers’ willingness to pay 
for household or domestic water. Household water has long been 
considered a public or social good in Malaysia. The cost of 
delivering it at the quality expected of Malaysian public has risen 
and thus needed to be revisited if continued quality or improved 
quality of water is to be provided for the country’s population. 
The public keeps expecting better quality of water to be provided 
by the government and water services providers in Malaysia. The 
literature has acknowledged many factors that may determine 
the willingness to pay behaviour which were identified via 
separate theories. Liebe et al. (2016) as well as Wall et al. (2007) 
had argued and suggested for researchers to compare and 
combine relevant theories known as competing theories to 
explain consumers’ pro-environmental intentions instead of 
keeping to only one single theory to explain the behaviour. 
Noting the importance, this study investigated the role of various 
value factors (perceived conditional value, perceived 
environmental value and social norm) from the Value 
consumption theory, perceived risk from Risk theory and 
perceived cost from economic basic model as determinants of 
Malaysian consumers’ willingness to pay for higher domestic or 
household water tariff.  
 
The relationships between independent variables and the 
dependent variable were tested via the development of five 
hypotheses in this study. The research hypotheses were 
inspected through evaluation of the beta value for each predictor 
variable. Results showed Malaysian consumers rely most on the 
perceived conditional value attached to domestic water when 
deciding on their willingness to pay for higher water tariff 
followed by values they have for environmental aspect. Another 
determinant identified was perceived risk while social norm and 
perceived cost play no role whatsoever in determining 
consumers’ willingness to pay of water tariff. The study’s 
findings on the significant roles played by conditional and 
environmental values on pro-environmental behaviour seem to 
concur with past studies (e.g. Khan and Mohsin, 2017; Goncalves 
et al., 2016; Biswas and Roy, 2015). The current study’s finding 
suggests that Malaysian consumers will have tendency to pay for 
water tariff when they are aware of the availability of attractive 
incentives and on threats put on the environment. The 
insignificance of social norm found here is also similar to past 
studies results (e.g. Biswas and Roy, 2015; Kalafatis et al., 1999). 
This indicates that consumers do not succumb to social pressure 
or norms of the society when it comes to paying for higher water 
tariff.  
 
In conclusion, the study’s findings have provided insights for the 
government and water providers on how Malaysian household 
water consumers behave on the issue of implementing higher 
water tariff. It is now known that Malaysian consumers’ 
perceived values, in particular, conditional value as well as risks 

they perceived to be existent are significant in influencing their 
WTP behaviour on proposed higher water tariff. These findings 
suggest that any future plan to increase current water tariff may 
not be accepted by the public unless their perceived values and 
risk on the issue are considered and inserted in any of the water 
education campaigns by the government and water providers.  
 
LIMITATION AND SUGGESTION FOR FUTURE RESEARCH  
The main limitation of the study is that it is focused on combining 
only value consumption theory, relational theory of risk and 
basic economy model when more theories or models could also 
be investigated together. The understanding of the WTP 
phenomena could be better enhanced if more theories or models 
are integrated. In addition, consumers’ knowledge about green 
energy could be added as possible determinant in future study as 
the result may provide insight for stakeholders to understand the 
relationship between knowledge of green energy and purchase 
intention of green energy as well.   
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