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Abstract: Green cosmetics are becoming increasingly popular as consumers' 

awareness of the environment grows. This study explores the relationship 

among Indonesian consumers' attitudes toward green cosmetics, environmen-

tal consciousness, behavioral control, subjective norms, product knowledge, 

purchase intention, and purchasing behavior. Data were collected from 310 

respondents through an online questionnaire from various groups of men and 

women, then analyzed using Descriptive Statistical Analysis and SEM (Struc-

tural Equation Modeling). The research findings indicate that attitudes towards 

green cosmetics significantly influence purchase intention, and environmental 

consciousness also plays a crucial role in driving purchase intention. Percep-

tions of behavioral control and subjective norms also significantly affect pur-

chase intention. Product knowledge has a significant impact on attitudes to-

wards green cosmetics. Purchase intention significantly influences actual pur-

chasing behavior. Exciting differences are observed between men and women. 

Environmental consciousness significantly impacts women's purchase inten-

tion, while behavioral control and subjective norms are more dominant in in-

fluencing men's purchase intention. The implications of this research are es-

sential for producers and marketers of green cosmetics, offering insights for 

developing effective marketing strategies. This study highlights the im-

portance of different approaches when targeting male and female consumers, 

considering the factors influencing their purchase intentions and behavior. 

These findings contribute to a deeper understanding of consumer behavior re-

lated to green cosmetics, encouraging environmentally friendly consumption 

patterns. 
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INTRODUCTION 

 In recent decades, environmental sustaina-

bility has become a central issue in global discus-

sions (Addai et al., 2023; Mensah, 2019; Zhang et 

al., 2022). Increased public awareness and an inc-

reasingly intense series of environmental disasters 

and climate change drive this phenomenon (Abb-

ass et al., 2022; Maran and Begotti, 2021). This is 

reflected in the behavior of consumers, who are 

now more concerned about the environmental im-

pact of the products they consume (Panda et al., 

2020). In response, many companies have begun 

to adopt environmentally friendly practices, fuel-

ing the emergence of the sustainable products mar-

ket (Reddy et al., 2023). One industry that reflects 

significant growth in this regard is the green cos-

metics industry (Amberg and Fogarassy, 2019). 

Despite increasing global interest in green prod-

ucts, regional variations in their acceptance still 

exist, raising questions about the factors driving 

such differences (Wang, 2023).  

 As one of the most populous countries in 

Asia, Indonesia is a crucial market for the cosmet-

ics industry (Nurhayati-Wolff, 2023). A Rakuten 

Insight survey revealed that around 79% of respon-

dents in Indonesia indicated their willingness to 

pay more for sustainable products, such as green 

cosmetics (Statista, 2023). Increased interest in 

sustainable cosmetics is driven by health and en-

vironmental awareness and the risks of synthetic 

chemicals (Martins and Marto, 2023). In addition, 

local culture and values play a role in shaping per-

ceptions and acceptance of environmentally frien-

dly products (Ghazali et al., 2021). Although Indo-

nesians' interest in eco-friendly cosmetics is grow-

ing (Sutikno et al., 2020), actual purchases of these 

products are still below expectations. Compared 

to overall cosmetic products, the market share of 

green cosmetics in Indonesia appears insignificant 

(Chin et al., 2018). The gap between interest and 

action is a phenomenon worthy of research. It rais-

es the question: why do Indonesian consumers, de-

spite their high awareness, not reflect their com-

mitment to sustainability in their purchasing beha-

vior? This phenomenon is called the "green attitu-

de-behavior gap" (Park and Lin, 2020; Qi et al., 

2020). A theory often used to explain this pheno-

menon is the Theory of Planned Behavior (TPB), 

which highlights the importance of purchase inten-

tions in determining consumer behavior (ElHaffar  

et al., 2020).  

 Indonesia was chosen as the object of re-

search because of the paradoxes in this country. 

With its incredible natural wealth and biodiver-

sity, environmental awareness in Indonesia should 

be a priority. Although the cosmetics industry in 

Indonesia is growing, and many consumers show 

interest in eco-friendly products, the actual adop-

tion of these products still needs to grow (Chin et 

al., 2018). We see an opportunity to dig deeper in-

to the potential factors that may influence this phe-

nomenon.  

 The Theory of Planned Behavior (TPB) has 

been widely applied in understanding consumer 

behavior. However, its application within the In-

donesian milieu, especially in green cosmetics, re-

mains sparse (Askadilla and Krisjanti, 2017). To 

our knowledge, no research in Indonesia has com-

bined the constructs of environmental awareness 

and product knowledge and considers gender as a 

potential moderating variable. Chen and Deng 

(2016) posit that product knowledge enriches con-

sumers' comprehension of products, strengthening 

rational evaluations and influencing purchase de-

cisions. Concurrently, the rising global emphasis 

on environmental sustainability refines this theo-

retical perspective by incorporating an understand-

ing of environmental consciousness. As the global 

discourse on sustainability intensifies, consumers 

are increasingly aware of mitigating harmful eco-

logical impacts through well-informed purchasing 

choices. Such an evolving environmental conscio-

usness directs consumer preferences toward eco-

friendly products, resulting in a more favorable 

purchase assessment (Khaleeli and Jawabri, 2021). 

While the TPB's wide adoption is recognized, its 

adaptation and augmentation in the Indonesian set-

ting—particularly with the inclusion of variables 

such as environmental awareness, product know-

ledge, and gender as potential moderating fac-

tors—offer a novel perspective. This avenue brid-

ges a literature gap and sheds light on the intricaci-

es and distinctiveness of Indonesian consumer be-

havior. 

 Understanding the factors influencing con-

sumers' decisions to purchase environmentally fri-

endly cosmetics has become increasingly crucial 

in Indonesia. This research is distinctive for incor-

porating additional variables into the Theory of 

Planned Behavior (TPB) model, using gender as a 
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moderating variable. By examining the percepti-

ons of Indonesian consumers towards green prod-

ucts and considering their unique cultural and so-

cial contexts, this study seeks to elucidate the crit-

ical determinants of their buying decisions. These 

insights offer invaluable guidance for marketers in 

devising strategies that resonate with local consu-

mers' specific needs and preferences.  

 

LITERATURE REVIEW 

Green Cosmetics 

 Consumer behavior regarding environmen-

tally friendly cosmetic products in developing co-

untries has been explored by researchers (ElHaffar 

et al., 2020; Jaini et al., 2020). However, previous 

studies on this topic could be more extensive, war-

ranting further investigation (Shimul et al., 2022). 

His study examines Indonesian consumers' pur-

chasing behavior toward green cosmetics. 

 In the 21st century, heightened global envi-

ronmental consciousness has prompted the cosme-

tics industry to produce environmentally friendly 

products (Quoquab et al., 2020). Cosmetics are 

dubbed as "green" or frequently termed "natural 

and organic cosmetics" (Chin et al., 2018) when 

they primarily contain plant-based active ingredi-

ents, including minerals, rather than those synthe-

sized in laboratories. It is imperative that these 

products not only employ eco-friendly processes 

but also source ingredients from organic farming 

practices. To further reduce environmental impact, 

it is optimal for these cosmetics to be sourced near 

the production sites or to employ sustainable trans-

portation methods (Dini and Laneri, 2021; Rocca 

et al., 2022). This research uses "green cosmetics" 

to delve into consumer behavior. Consumers are 

shifting towards green cosmetics due to concerns 

about the long-term effects of chemical cosmetics 

on health and the environment (Quoquab et al., 

2020). The use of green cosmetics aligns with a 

lifestyle focused on self-care and the environment 

(Lin et al., 2018), with many companies formulat-

ing environmentally friendly cosmetic products to 

support environmental sustainability. 

 

Theory of Planned Behavior and Extended 

Theory of Planned Behavior Model  

 The Theory of Planned Behavior (TPB), in-

troduced by Ajzen in 1991, is a widely accepted 

framework for understanding human social behav-

ior. It emphasizes the significance of individual in-

tentions in decision-making and predicts human 

behavior based on personality and psychological 

factors (Ajzen, 1991; Juschten et al., 2019). The 

core of TPB lies in motivational factors, where str-

onger intentions lead to a higher likelihood of car-

rying out actions. Intentions are immediate predic-

tors of behavior, influenced by individual willing-

ness and control over the intended behavior (Ka-

malanon et al., 2022). 

 TPB considers attitude formation, subjecti-

ve norms, and perceived behavioral control as crit-

ical determinants of behavioral intentions. The per-

ception of action characteristics influences attitu-

des, while subjective norms reflect social influen-

ce and normative beliefs. Perceived behavioral co-

ntrol depends on individuals' perceptions of avail-

able resources and opportunities (Ajzen, 1991). 

 

HYPOTHESIS DEVELOPMENT 

Purchase Intention and Actual Purchase Be-

havior  

 The Theory of Planned Behavior (TPB) em-

phasizes that intention is a crucial factor influenc-

ing consumer behavior (Ajzen, 1991; Fishbein and 

Ajzen, 1983). Intention is an individual's willing-

ness to behave (Ajzen, 1991). Studies by (Singh 

and Verma, 2017) reveal a positive correlation be-

tween intention and action. Researchers such as 

(Mohammed, 2020). Recognize the significance 

of behavioral intention in measuring actual cus-

tomer behavior. However, most existing studies 

only assess the intention to purchase organic prod-

ucts without considering the link between purcha-

se intention and actual purchase behavior (Bai et 

al., 2019). The "Theory of Planned Behavior" also 

acknowledges the importance of measuring the ac-

tual consumer behavior, not just intention (Ajzen, 

1991). Consequently, this study examines the ac-

tual purchase of green cosmetics concerning the 

intention to buy them.  

H1 : The intention to buy green cosmetics has a 

significant influence on consumers' actual 

purchasing behavior. 

 

Key Cognitive Determinants of Purchase In-

tention 

 The Theory of Planned Behavior (TPB) em-

phasizes behavioral intentions as a critical factor 

in explaining consumer actions, relying on three 



 WWW.JURNALJAM.UB.AC.ID 

VOLUME 21 ISSUE 4 DECEMBER 2023 

 

 
 

JURNAL APLIKASI MANAJEMEN 

 

1137 
 

 

cognitive variables: attitude toward behavior, sub-

jective norms, and perceived behavioral control 

(Ajzen, 1991). When considering green cosmetics, 

an individual's attitude towards the product is cru-

cial in shaping their purchase intention. Favorable 

evaluations of green cosmetics, driven by their be-

nefits for individuals and the environment, tend to 

encourage purchase behavior, while negative per-

ceptions may deter individuals from purchasing. 

Hence, an appreciation for the environment beco-

mes essential before individuals are inclined to buy 

eco-friendly products (Witek and Kuźniar, 2021). 

 Numerous studies have shown a strong associ-

ation between attitude and the intention to purcha-

se eco-friendly products (Jan et al., 2019; Limbu 

et al., 2022; Warganegara and Hendijani, 2022). 

For instance, (Kim and Chung, 2011) found a pos-

itive and significant relationship between consum-

er attitude and the intention to buy organic perso-

nal care products, which aligns with similar find-

ings in studies by (Chin et al., 2018), (Hsu et al., 

2017), and (Ghazali et al., 2017). Additionally, 

consumer attitudes have been found to influence 

the desire to purchase paraben-free cosmetics (Ha-

nsen et al., 2012).  

 However, (Trivedi et al., 2018) reported incon-

sistent results regarding the influence of environ-

mental attitudes on green purchase intention. Whi-

le environmental attitude focused on individual re-

sponsibility significantly affects the intention to 

purchase green products (Leonidou et al., 2010), 

attitudes centered around societal needs, such as 

social movements, laws, and politics to protect the 

environment (Leonidou et al., 2010), do not appe-

ar to have a significant influence on green purcha-

se intention. Our study aims to clarify the relation-

ship by proposing a hypothesis to address this in-

consistency: 

H2 : Attitude towards green cosmetics significant-

ly influences consumers' purchase intention. 

 

 Subjective norms (SN) refer to social pres-

sures perceived subjectively by individuals, which 

can influence their engagement in specific behav-

iors. Prior studies have examined the impact of 

subjective norms on purchase intentions. For in-

stance (Park and Lin, 2020) found a positive effect 

on the intention to purchase recycled products, 

while (Jung et al., 2021) reported a positive influ-

ence on consumers' intention to buy sustainable 

clothing products in China; similarly, in the con-

text of developing countries (Yadav and Pathak, 

2016). However, some studies have shown contra-

dictory results, such as (Kumar et al., 2017), who 

found no significant impact on consumers' intenti-

on to buy green products in more collectivist soci-

eties. Similarly, (Rausch and Kopplin, 2021) also 

found no significant influence on green purchas-

ing behavior. To address this inconsistency, we 

propose the following hypothesis: 

H3 : Subjective norms significantly influence pur-

chase intention.
 

 
 

Figure 1. Research Framework 
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 Perceived behavioral control (PBC) refers to 

an individual's perception of the ease or difficulty 

in performing a specific behavior (Ajzen, 1991). It 

reflects one's estimation of available resources as 

opportunities or barriers to adopting a particular 

behavior. If someone feels they have high control 

over the behavior, this perception will encourage 

their involvement in that behavior (Li and Wu, 

2019). Conversely, if they perceive difficulty, it 

may discourage them from continuing the action.  

  Previous studies have found a significant 

relationship between perceived behavioral control 

and intention. For example, the perceived behav-

ioral control by consumers has a positive and sig-

nificant influence on their intention to use reusable 

bags while shopping (Wang and Li, 2022) and to 

purchase green food (Qi and Ploeger, 2021).  

H4 : Perceived Behavior Control has a significant 

impact on purchase intention. 

 

Environmental Consciousness and Purchase 

Intention 

  Environmental Consciousness refers to the 

awareness of environmental issues and the will-

ingness to contribute to solving them (Paola et al., 

2020). It involves individuals' perceptions of the 

environment, often accompanied by common em-

otions such as worry, dissatisfaction, uncertainty, 

and empathy (Kumar et al., 2017; O'Connor and 

Assaker, 2021). Environmental Consciousness is 

considered a social-altruistic value orientation that 

fosters care for the environment and impacts the 

lives of others (Jan et al., 2019). Despite the incre-

ased awareness of environmental issues, consump-

tion levels continue to rise (Grooten and Almond, 

2018). This disparity between heightened Environ-

mental Consciousness and higher consumption le-

vels warrants further investigation into how envi-

ronmental consciousness, directly and indirectly, 

influences the intention to engage in sustainable 

consumption behavior. 

  Previous research has shown that Environ-

mental Consciousness directly and significantly 

influences green consumption intention (Kamala-

non et al., 2022; Park and Lin, 2020; Prakash and 

Pathak, 2017). However, most prior studies, based 

on the Theory of Planned Behavior (TPB), treat 

Environmental Consciousness as an antecedent of 

attitude rather than behavioral intention (Chen et 

al., 2021; Chwialkowska et al., 2020). Building 

upon the extension of TPB, this study aims to con-

firm the direct influence of Environmental Consci-

ousness on consumers' intention to purchase green 

cosmetic products, proposing the hypothesis: 

H5 : Environmental Consciousness significantly 

influences purchase intention. 

 

Product Knowledge and Attitude towards 

Green Cosmetics 
  Knowledge of environmentally friendly 

products is crucial in shaping consumers' attitudes 

and behaviors towards such products (Kim and 

Stepchenkova, 2020). This knowledge can be ac-

quired through various means, such as training, 

workshops, educational programs, and real-life 

experiences (X. Chen et al., 2022). Studies have 

shown that higher levels of product knowledge 

positively influence consumers' overall evaluation 

of environmentally friendly products (Cho et al., 

2013). Understanding the benefits of green prod-

ucts compared to conventional ones leads to better 

attitudes and intentions toward sustainable con-

sumption (Sun and Wang, 2020). 

  However, there have been conflicting find-

ings in previous research. Some studies have indi-

cated a positive relationship between knowledge 

and attitudes toward environmentally friendly pro-

ducts (Joshi and Rahman, 2016; Liobikiene et al., 

2016), while others found no significant relation-

ship (Paço et al., 2018) or even a negative relation-

ship between knowledge and attitudes (Erhabor 

and Don, 2016) Given these inconsistent findings, 

this research aims to revalidate the relationship be-

tween environmental product knowledge and pro-

environmental behavioral attitudes, forming hypo-

thesis: 

H6 : Product knowledge significantly influences 

attitudes towards green cosmetics. 

 

Gender as a Moderating Variable 

  Existing research indicates that sociodemo-

graphic factors, particularly gender, can influence 

the development of green consumption habits (Co-

sta-Pinto et al., 2014). Gender plays a significant 

role in consumer behavior across various domains, 

including green consumption (Kreczmańska-Gi-

gol and Gigol, 2022; Phillips and Englis, 2022). 

However, there is inconsistent empirical support 

for the extent of gender differences in predicting 

consumer green behavior (Brough et al., 2016; 
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Kreczmańska-Gigol and Gigol, 2022; Phillips and 

Englis, 2022). 

  Some studies suggest moderate gender dif-

ferences in green knowledge and consumption be-

havior (Costa-Pinto et al., 2014; Zhao et al., 2021), 

while others do not find such distinctions (Bailey 

et al., 2018). There are conflicting findings on gen-

der-related environmental consciousness, with so-

me research showing women exhibit stronger pro-

environmental attitudes (Garcia-Vazquez et al., 

2022; Xiao et al., 2022) and others suggesting men 

may have environmental knowledge and more pro-

found concern for environmental issues (Migheli, 

2021; Visser and Dlamini, 2021; Zhao et al., 2021) 

  Regarding Perceived Behavior Control and 

subjective norms, men and women are influenced 

by their ability to make product purchases. How-

ever, men may emphasize their ability and control 

when making choices, while women may be more 

open to changing preferences based on their be-

liefs (Shin et al., 2020). Some research indicates 

that women tend to be more agreeable or conform 

to rules than men (Eagly and Wood, 2000). Never-

theless, recent studies show a different relation-

ship, with men being more responsive to subjecti-

ve norms in sharing information intentions (Tseng, 

2022). In conclusion, research on gender differen-

ces in green consumption behavior remains ambi-

guous. Further studies are needed to understand 

how gender influences the relationship between 

green attitudes and behavior, especially in the con-

text of green cosmetics.  

  

Table 1. Operational Research on ATGC, PI, SN, and PBC Variables 

 

Variable Names 
Item 

Code 
Indicator 

Loading 

Factor 

Attitude Towards  ATGC 1.    Feeling proud when purchasing green cosmetics 0.865 

Green Cosmetics  2.    The use of eco-friendly products is always prioritized 0.869 

(Limbu et al., 2022; 

Shimul et al., 2022) 
 3.    Firm belief exists that green cosmetics are more effective than 

conventional ones 
0.88 

  4.    The preference would be green, given the choice between 

green and conventional cosmetics at the same price. 
0.854 

Purchase Intention PI 
1.     They will be more inclined to buy environmentally friendly 

cosmetic products. 
0.924 

(Chin et al., 2018)  2.     They intend to purchase green cosmetic products immedi-

ately after running out of their current cosmetic products. 
0.882 

  3.     I intend to recommend green cosmetic products to others. 0.859 

Subjective Norms SN 
1.     Preferential selection of environmentally friendly cosmetics 

occurs when recommended by a family member 
0.862 

(Promotosh et al., 

2011) 
 2.     They tend to choose green cosmetics when they receive rec-

ommendations from friends. 
0.865 

  3.     Parents have been taught to differentiate between green and 

conventional cosmetics 
0.785 

  
4.     Peers have assisted in the acquisition of knowledge regarding 

the differentiation between green cosmetics and conventional 

ones 

0.844 

  5.     Social media can significantly influence the decision-making 

process of purchasing green cosmetics. 
0.636 

Perceived            PBC 1.      Having sufficient funds to purchase green cosmetic products; 0.743 

Behavior Control  2.      Being aware of the location to buy green cosmetic products; 0.894 

(Sun and Wang, 

2020) 
  

3.      It is being able to decide whether or not to purchase green 

cosmetic products. 
0.817 
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Table 2. Operational Research on EC, PK, and APB Variables 

 

Variable Names 
Item 

Code 
Indicator 

Loading 

Factor  

Environmental 

Consciousness 
EC 

1.      Opting for Green Cosmetics is preferable as it helps reduce 

environmental issues. 
0.899 

(Kapoor et al., 

2019) 
 2.      Choosing Green Cosmetics is a better option as it is envi-

ronmentally safe. 
0.924 

  3.      Prefer Green Cosmetics due to natural ingredients 0.882 

  4.      Opting for Green Cosmetics is a way to contribute to a 

healthier environment. 
0.859 

Product  PK 1.    Know a lot about green cosmetic products. 0.827 

Knowledge 
 2.    The purchasing experience with green cosmetic products has 

been good 
0.881 

(Ghazali et al., 2017)  3.    Understand the benefits of green cosmetic products 0.866 

  4.    The knowledge of eco-friendly cosmetic products is better 

than that of those known. 
0.815 

Actual Purchase  APB 1.    Often, they buy green cosmetic products. 0.882 

Behavior  2.    Switched to purchasing green cosmetic products 0.878 

(Al Mamun et al., 

2018) 
 3.    Buy green cosmetic products because of their positive con-

tribution to the environment. 
0.88 

  4.    Buy green cosmetics even though they are more expensive 

than conventional cosmetic products. 
0.832 

    
5.    What percentage of all skincare products you currently use 

are made from eco-friendly cosmetics? 
  

 
RESULTS 

Respondent Characteristics 

 Table 3 and 4 shows the quantity and perc-

entage of samples based on gender, age, education 

level, income level, purchasing frequency, most 

frequently used brand, and the province of origin 

of the respondents. According to Tables 3 and 4, 

the majority of respondents are female (64%), aged 

between 17 and 27 years (85%), have an education 

level of DI-IV/S1 (65%), have an income level of 

<1 million (45.8%), purchase products once a mo-

nth (76%), with Wardah being the most commonly 

used brand by women (39%). Kahf is the most 

used brand by men (41.9%). Additionally, the res-

pondents come from 26 provinces in Indonesia, 

with the majority originating from Southeast Sula-

wesi (31%). Thus, the respondents are relatively 

representative, reflecting the gender differences 

and green cosmetic consumption in Indonesia.  

 In our quest to authenticate cosmetics 

brands' 'green' claims, we encountered a signifi-

cant obstacle: the absence of an official green or 

natural cosmetics registry in Indonesia. However, 

this obstacle prompted us to adopt an innovative 

methodology. We carefully analyzed the ingredi-

ent list of each product and evaluated the brand's 

dedication to sustainability. Our ultimate goal is to 

ensure the accuracy of each product's 'green' state-

ment. Central to our approach was a thorough re-

view of the brand's official website to ensure that 

the product did not contain harmful chemicals, had 

not undergone animal testing, and was primarily 

composed of natural ingredients (Limbu and Aha-

med, 2023). 
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Table 3. Sample Descriptions 

 

Category Subcategory Frequency % Cumulative percent 

Gender Men 112 36% 36% 

 Female 198 64% 100% 

Age 17-27 263 85% 85% 

 28-42 40 13% 98% 

 43-58 7 2% 100% 

Education Level <High School 9 3% 3% 

 High School 84 27% 30% 

 Diploma I/II/III/Bachelor's Degree 201 65% 95% 

 Master's/Doctoral Degree 16 5% 100% 

Income Level <1 million 142 45.8% 45.8% 

 1-2 million 80 25.8% 71.6% 

 3-5 million 64 20.6% 92.2% 

 6-8 million 14 4.5% 96.7% 

 >8 million 10 3.3% 100% 

Frequency of purchase Once a month 236 76% 76% 

 Every two months 43 14% 90% 

 Three times a month 9 3% 93% 

 Others. 22 7% 100% 

 

Table 4. Sample Descriptions 

 

Category Subcategory   Frequency 

The top 5 most preferred green cosmetic brands  Brand  

 Men Kahf 47 

  Nivea Men Cream 24 

  Ms. Glow for Men 8 

  Avoskin 3 

  Garnier Color Naturals 2 

 Female Wardah 77 

  N'Pure 31 

  Sariayu Martha Tilaar 26 

  Innisfree 19 

  Mustika Ratu 17 

The five provinces with the highest number of  Sulawesi Tenggara 96 

respondents Bangka Belitung 57 

 Jawa Tengah 26 

 Kalimantan Timur 25 

  DIY (Daerah Istimewa Yogyakarta) 14 
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Data Analysis Results 

 The research methodology involved condu-

cting an outer model or measurement model anal-

ysis to assess the validity and reliability of the me-

asured model based on specific criteria. The cri-te-

ria examined were convergent validity, assessed 

through loading factors. Discriminant validity was 

evaluated using AVE (Average Variance Extract-

ed), and composite reliability was assessed through 

Composite Reliability. The results of the conver-

gent validity test in Tables 1 and 2 show that each 

indicator shows a factor loading above 0.6, which 

indicates its validity as it meets the predetermined 

criteria (> 0.6). In addition, the discriminant test 

shows that all variable indicators are considered 

valid, with each variable having an AVE value gre-

ater than 0.50. Furthermore, the Composite Relia-

bility measurement results show that the composi-

te reliability for all constructs exceeds 0.70, which 

indicates a high level of consistency and stability. 

Therefore, this instrument is reliable for measur-

ing the variables under study and has been fully 

established. 
 

Evaluation of Model's Goodness and Fit  

 This research employs the Partial Least Squ-

ares (PLS) analysis, a variance-based method wi-

thin the Structural Equation Modeling (SEM) fra-

mework. The PLS method tests the theoretical mo-

del, emphasizing predictive study. To determine 

the appropriateness of the proposed model, we uti-

lize various evaluation measures that have been 

established. Notably, these measures include the R 

square, Q square (Hair et al., 2019), and the Good-

ness of Fit Index (GoF Index), as established by 

Henseler and Sarstedt (2013). 

 In Table 5, our analysis shows that the im-

pact of environmental knowledge on attitudes to-

wards environmentally friendly cosmetics has an 

R Square value of 0.386. It suggests a relatively 

weak influence. However, when examining pur-

chase intention, factors such as PBC, subjective 

norms, attitudes towards green cosmetics, and en-

vironmental awareness exhibit a moderate influ-

ence, as reflected by an R Square value of 0.644. 

In addition, these six factors also moderately in-

fluence purchasing behavior, with an R Square va-

lue of 0.651. This finding follows the criteria set 

by Hair et al. (2011). 

 

Table 5. R Square and Q Square Test Results 

 

 R Square Q Square 

PI 0.644 0.472 

APB 0.651 0.485 

ATGC 0.386  

 

 The criteria set by Hair et al. (2019) suggest 

that the Q square value of 0.472 for the purchase 

intention variable implies a moderate prediction 

accuracy. Similarly, the Q square value for the ac-

tual purchase behavior stands at 0.485, denoting a 

moderate prediction accuracy for this research con-

text. Finally, the analysis results in Table 6 show 

a GoF Index value of 0.538. It means that the em-

pirical data in this study provides a strong expla-

nation of the measurement model, showing a high 

level of fit following the criteria outlined by Ghoz-

ali and Latan (2015). 

 

Table 6. GoF Index 

 

Mean Communality Mean R square GoF Index 

0.51 0.563 0.538 

Table 7. Hypothesis Test Results 
 

 
Original 

Sample (O) 

Sample 

Mean (M) 

Standard 

Deviation (STDEV) 

T Statistics 

(|O/STDEV|) 
P Values Conclusion 

ATC -> PI 0.137 0.138 0.067 2.042 0.041 Accepted 

EC -> PI 0.326 0.325 0.063 5.166 0.000 Accepted 

PBC -> PI 0.226 0.229 0.06 3.788 0.000 Accepted 

SN -> PI 0.274 0.271 0.061 4.49 0.000 Accepted 

PK -> ATC 0.623 0.625 0.04 15.521 0.000 Accepted 

PI -> FP 0.808 0.808 0.024 33.12 0.000 Accepted 
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Table 8. PLS MGA Significance Test Table 

 

 

Path Coefficients-diff 

(Men - Women) 

t-Value 

(|Men vs Women|) 

p-Value 

(Men vs. Women) 

ATC -> PI -0.092 0.696 0.488 

EC -> PI -0.286 2.552 0.012 

PBC -> PI 0.222 2.178 0.031 

SN -> PI 0.247 2.287 0.024 

PK -> ATGC 0.013 0.162 0.872 

PI -> FP 0.023 0.479 0.632 

 

 
 

Figure 2. Bootstrapping Model after Indicator Test 

 

DISCUSSION 

Purchase Intention on Actual Purchase Behav-

ior and Gender Moderation 

 Our study unveiled compelling insights into 

the connection between purchase intention and 

buying behavior for eco-friendly cosmetic prod-

ucts, highlighting a robust positive correlation: the 

more substantial the intention, the higher the like-

lihood of making an eco-friendly purchase. These 

results echo Al Mamun et al. (2018) findings, who 

found that purchase intention significantly predicts 

green purchasing behavior. Similarly, a Portugu-

ese study by Fontes et al. (2021) reaffirmed this 

connection, underscoring the profound impact of 

purchase intention within green marketing. 

 Several factors explain these observations. 

Firstly, the current consumer demographic is evol-

ving to be more eco-conscious. Rising concerns 

about environmental degradation, global warming, 

and other pressing environmental issues are mak-

ing consumers more intent on reducing their carb-

on footprints. One actionable way they can do this 

is by purchasing eco-friendly products. As they 

grasp the broader consequences of their purchas-
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ing decisions, their actions mirror their intentions 

more closely (Yue et al., 2020). Furthermore, the 

PLS MGA results indicate no significant differen-

ce between male and female groups concerning the 

relationship between Purchase Intention for green 

cosmetic products and Actual Purchase Behavior. 

In simpler terms, both male and female groups ex-

hibit similar tendencies in the link between pur-

chase intention and actual purchase behavior, with 

no notable difference in the strength of this rela-

tionship between the genders. 

 

Attitudes towards Green Cosmetics on Pur-

chase Intention and Gender Moderation 

 The analysis results show that a positive at-

titude towards environmentally friendly cosmetics 

significantly affects purchase intention. This find-

ing aligns with previous research by Kim and Ch-

ung (2011), which also found a positive and signi-

ficant relationship between consumer attitudes and 

intention to purchase organic personal care produ-

cts. Similarly, Chin et al. (2018), Hsu et al. (2017), 

and Ghazali et al. (2017) supported these results in 

their respective studies. Additionally, Hansen et al. 

(2012) found that consumer attitudes influence the 

desire to purchase paraben-free cosmetics. It im-

plies that individuals with more positive views of 

green cosmetics are likelier to buy these products. 

In conclusion, individuals with a more positive 

view or attitude towards green cosmetics tend to 

have a stronger intention to purchase and use these 

products. It emphasizes the importance of promot-

ing awareness and education to consumers about 

the benefits and advantages of green products to 

increase their purchase intention (Pop and Zsuzsa, 

2020). The PLS MGA test did not show statistical-

ly significant differences in path coefficients be-

tween attitudes towards green cosmetics and pur-

chase intentions in male and female groups. There-

fore, both genders exhibit a similar pattern in their 

relationship between attitudes toward green cos-

metics and purchase intentions. Companies in the 

cosmetics industry can design marketing strategi-

es that cater to males and females without needing 

differentiation.   

 

Subjective Norms on Purchase Intention and 

Gender Moderation 

 The analysis of this study shows a positive 

and significant effect of subjective norms on the 

purchase intention of green cosmetic products. 

This finding is consistent with previous research. 

For example, Park and Lin (2020) found a positive 

and significant impact of subjective norms on the 

intention to purchase recyclable products. Similar-

ly, Jung et al. (2021) reported a positive influence 

of social norms on consumers' intention to purcha-

se sustainable clothing products in China. These 

findings emphasize the critical role of social fac-

tors such as family, friends, and social media in 

purchasing environmentally friendly cosmetics. In 

other words, higher subjective norms correlate with 

stronger intentions to purchase green cosmetics.  

 The PLS MGA test results further confirm 

the positive influence of subjective norms on pur-

chase intention across all subgroups, including 

both males and females. Interestingly, the impact 

is more pronounced in the male subgroup compar-

ed to the female subgroup. This finding aligns with 

Wu et al. (2021), who also discovered a more sub-

stantial influence of subjective norms on purchase 

intention in males than females. 

 These research findings shed light on con-

sumer behavior regarding green cosmetics in In-

donesia. When buying green cosmetics, men tend 

to be influenced by others' opinions, particularly 

from social media. On the other hand, women rely 

more on their knowledge and personal preferen-

ces. This gender-based difference may be attribu-

ted to women's general familiarity with cosmetic 

products (Limbu et al., 2022). Men, especially tho-

se belonging to Generation Z, may be relatively 

new to green cosmetic products. 

 

Perceived Behavioral Control on Purchase In-

tention and Gender Moderation 

 The analysis results indicate a significant 

beneficial effect of perceived behavioral control 

on purchase intention in the sustainability-focused 

cosmetics industry. This finding is in line with pre-

vious research. For example, Wang and Li (2022) 

found that perceived behavioral control positively 

influences consumers' intention to use reusable 

shopping bags. Similarly, Qi and Ploeger (2021) 

observed that perceived behavioral control positiv-

ely impacts consumers' intention to purchase food 

products. This suggests that psychological factors, 

such as consumer perceptions and environmental 

awareness, play an essential role in purchasing 

eco-friendly cosmetics. Consumers with higher 
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perceived behavioral control are more aware of 

the environmental consequences of their choices, 

making them more likely to choose eco-friendly 

cosmetics. 

 The PLS MGA analysis indicates differen-

ces in the influence of perceived behavioral con-

trol on the purchase intention of green cosmetics 

between men and women. Men show a more sub-

stantial impact than women in their purchase in-

tention through perceived behavioral control. It 

aligns with research by Shin et al. (2020), stating 

that men tend to have more substantial behavioral 

control over purchase intentions than women. Men 

are generally more rational and more conservative 

in considering their purchasing decisions. At the 

same time, women tend to be more open to chang-

ing their choices based on beliefs, even with suffi-

cient resources.  

 

Environmental Consciousness on Purchase In-

tention and Gender Moderation 

 The analysis results show that environmen-

tal awareness positively and significantly affects 

the purchase intention of cosmetic products. Indi-

viduals with higher environmental consciousness 

are more likely to be interested in buying eco-fri-

endly cosmetic products. It aligns with previous 

research by Mohd Suki (2016), which found that 

environmentally conscious individuals prefer gre-

en-labeled products. (Kamalanon et al., 2022). It 

also supports this finding, indicating that consum-

ers' environmental awareness is a significant ante-

cedent of purchase intention. 

 It underscores the critical role of a deep un-

derstanding and awareness of environmental is-

sues in shaping consumer choices, particularly re-

garding cosmetics. Environmentally conscious in-

dividuals are driven by existing trends and deeply 

rooted beliefs and values about environmental co-

nservation (Yue et al., 2020). Consumers' inclina-

tion to choose environmentally friendly cosmetic 

products is a testament to their commitment to mi-

nimizing environmental damage and supporting 

companies that align with their environmentally-

centric values. 

 Moreover, the PLS MGA test reveals that 

the impact of environmental consciousness on pur-

chase intention differs based on gender, with a mo-

re dominant effect observed among females than 

males. This gender moderation is statistically sig-

nificant and suggests that environmental conscio-

usness may substantially influence the intention to 

purchase among females. These results are consis-

tent with similar research conducted by Xiao et al. 

(2022), Deng et al. (2020) in China, and Garcia-

Vazquez et al. (2022) in Spain, highlighting the 

more vital pro-environmental attitude of women. 

 In marketing and consumer behavior, un-

derstanding the role of environmental conscious-

ness is crucial for effectively promoting green cos-

metic products. Companies targeting female con-

sumers should emphasize environmental values 

and eco-friendly aspects in their strategies, as these 

efforts can effectively attract female customers. 

On the other hand, marketing toward male consu-

mers should consider other factors that align with 

their preferences and needs, such as product qual-

ity and effectiveness (Jerndahl and Naess, 2018). 

 

Product Knowledge on Attitudes towards 

Green Cosmetics and Gender Moderation 

 The analysis shows that product knowledge 

significantly affects attitudes towards environmen-

tally friendly cosmetics. This finding aligns with 

previous studies by Cho et al. (2013) and Sun and 

Wang (2020), which emphasize the critical impact 

of product knowledge on consumers' pro-environ-

mental behavior and their understanding of the be-

nefits of green products. Understanding the bene-

fits of green products leads to more environmen-

tally friendly attitudes and sustainable consump-

tion intentions. 

 In this study, we found that consumers equ-

ipped with comprehensive product information 

tend to favor eco-friendly cosmetics. This prefer-

ence likely arises from their in-depth understand-

ing of the environmental consequences associated 

with their product choices. Such well-informed 

consumers are likely aware of the harmful impacts 

of chemicals commonly used in the cosmetics in-

dustry (Lin et al., 2018). As a result, they are drawn 

towards eco-friendly alternatives to protect the en-

vironment. Moreover, as their understanding of 

cosmetics deepens, their admiration for eco-frien-

dly products increases. This heightened apprecia-

tion is attributed to their recognition of such prod-

ucts' multiple benefits for their skin, health, and the 

broader environment. In essence, profound prod-

uct knowledge cultivates a richer understanding 

and appreciation for environmentally-conscious 
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products. Interestingly, the PLS MGA test results 

indicate no significant differences between men 

and women in how product knowledge affects their 

attitudes toward green cosmetics. It suggests that 

both genders contribute similarly to the positive 

attitudes, likely due to having comparable levels 

of product knowledge. 

 

IMPLICATIONS 

 Marketers and producers of green cosmetics 

should prioritize environmental values and eco-fri-

endly aspects in their marketing strategies, mainly 

when targeting the female group. Females show a 

more dominant influence of environmental cons-

ciousness on purchase intention, and marketing ef-

forts should highlight sustainability benefits that 

appeal to women. For the male group, marketing 

should consider other aspects, such as product qu-

ality and effectiveness, besides environmental is-

sues. 

 Psychological factors, specifically perceiv-

ed behavioral control, are crucial in buying green 

cosmetics. Companies targeting the male group 

should focus on raising awareness and understand-

ing of the benefits of green cosmetic products to 

create a more positive behavioral control. For the 

female group, marketing efforts should emphasize 

sustainability benefits. 

 Social factors, represented by subjective 

norms, significantly influence purchasing green 

cosmetics. Marketers should consider the influen-

ce of subjective norms, especially for the male 

subgroup, as they tend to consider the opinions of 

others before purchasing green cosmetics. For the 

female subgroup, marketers should consider wom-

en's reliance on their knowledge and personal pre-

ferences when purchasing. 

 Enhancing consumers' product knowledge 

can increase their interest and acceptance of green 

cosmetic products. Marketers should aim to educ-

ate consumers about sustainability and eco-friend-

ly products to promote more knowledge and awa-

reness among consumers. Understanding the pur-

chase intention of target customers is crucial for 

environmentally friendly product manufacturers 

and marketers. Both male and female groups show 

consistency between their purchase intentions for 

green cosmetic products and their actual purchas-

ing behavior, suggesting that consumers tend to 

follow through with their purchase intentions. It 

indicates the importance of aligning marketing 

strategies with consumers' intentions to maximize 

sales and uptake of green cosmetics. 

 

RECOMMENDATIONS 

 Here are the recommendations for further 

research in consumer behavior related to green cos-

metics: (1) Conduct a comparative study between 

consumers who use green cosmetics and conven-

tional products. Such research can provide deeper 

insights into these groups' differences in attitudes, 

purchase intentions, and buying behaviors. Addi-

tionally, this study can clarify the reasons behind 

consumer choices in selecting specific cosmetic 

products. (2) Investigate further the factors that 

hinder consumers from switching to green cosmet-

ics. Is higher pricing a constraint? Or is there a lack 

of awareness regarding the benefits of green cos-

metics products? Knowing these factors will help 

in designing strategies to overcome these barriers. 

(3) In addition to surveys, qualitative research such 

as in-depth interviews or focus group discussions 

can provide deeper insights into consumers' per-

ceptions, motivations, and experiences related to 

green cosmetics. 

 The limitations of this research are as fol-

lows: (1) The study's sample size is confined to a 

specific region or age group, potentially leading to 

incomplete representation of the overall consumer 

population. The findings may not apply to a broad-

er demographic. (2) Our research faced challenges 

due to the absence of an official list of 'green or 

natural' cosmetics in Indonesia. As a result, we re-

lied heavily on brand websites and listed ingredi-

ents to evaluate their 'green' claims. This approach 

may have biases and potential inaccuracies as no 

third-party validation was available. (3) The data 

collection method used in this research surveys 

susceptible to biases and subjective interpretations 

by respondents. Some answers may be influenced 

by social desirability or personal preferences ra-

ther than being entirely truthful. (4) The analysis 

should have included other influential variables 

like cultural and economic aspects that affect con-

sumer behavior towards green cosmetics despite 

attempting to analyze various factors. (5) The stu-

dy reflects consumer behavior during its time, but 

attitudes and behaviors can evolve due to chang-

ing trends and new information about green cos-

metic products. 
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CONCLUSIONS 

 In conclusion, the study revealed several 

key insights into the factors influencing purchase 

intention and behavior toward environmentally 

friendly cosmetics. Specifically, positive attitudes 

towards eco-friendly cosmetics, driven by environ-

mental consciousness, significantly drove purcha-

se intention. Additionally, perceived behavioral 

control emerged as a crucial factor, especially am-

ong men, while subjective norms substantially im-

pacted purchase intention among men more than 

women. Furthermore, product knowledge positiv-

ely affected attitudes towards eco-friendly cosme-

tics, with no significant gender differences obser-

ved. Ultimately, the research highlighted that pur-

chase intention is a critical determinant of purcha-

sing behavior for eco-friendly cosmetics, regard-

less of gender. These findings underscore the im-

portance of fostering positive attitudes, environ-

mental consciousness, and product knowledge to 

promote adopting eco-friendly cosmetic products 

among consumers. 
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