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ABSTRACT

Even though Indonesia is the largest cosmetic market growth country in Southeast Asia and is
expected to continue to top that position for the next 10-15 years, however the awareness of green
cosmetics is still relatively low. By making Generation Z who are known to be more concerned about
environmental issues and their contribution to the national economics as respondents in this study, this
study seeks to explain the factors that influence green purchase intention of green cosmetics in
Indonesia. This study proposes a substitution of Subjective Norms in the Theory of Planned Behavior
(TPB) with Personal Norms, which is derived from the Norm Activation Model (NAM). This study
introduces a new integrated model of TPB and NAM. This study deploys Green Purchase Attitude,
Perceived Behavioral Control, as well as Personal Norms as predictors of Green Purchase Intention
for The Body Shop products. Quantitative research approach and purposive sampling method were
implemented to collect primary data using questionnaires to 165 consumers of The Body Shop of
Indonesia. The results of the study show that Personal Norms and Perceived Behavioral Control are
proven to significantly influence Green Purchase Intention. Meanwhile, Green Purchase Attitude has
no significant influence on Green Purchase Intention for The Body Shop products in Indonesia.
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ABSTRAK

Konsumsi kosmetik hijau Indonesia masih terhitung rendah. The Body Shop kurang populer di
Indonesia sebagai produk kosmetik ramah lingkungan, terbukti tidak masuk dalam Top Brand Award
untuk 18 kategori produk perawatan pribadi. Dengan menjadikan Generasi Z yang dikenal lebih peduli
terhadap isu lingkungan sebagai responden dalam penelitian ini, studi ini berusaha untuk menjelaskan
faktor yang mempengaruhi green purchase intention kosmetik ramah lingkungan di Indonesia.
Penelitian ini mengusulkan substitusi Subjective Norms dalam Theory of Planned Behavior (TPB)
dengan Personal Norms yang diturunkan dari Norm Activation Model (NAM). Alasan di balik substitusi
ini adalah keyakinan bahwa Personal Norms (Nilai Moral Personal) memiliki dampak yang lebih kuat
dibandingkan Subjective Norms dalam membuat penilaian mengenai produk ramah lingkungan. Studi
ini menawarkan kebaruan dengan menggunakan model integrasi dari TPB dan NAM, sesuai dengan
saran dari penelitian sebelumnya. Studi ini menggunakan Green Purchase Attitude dan Perceived
Behavioral Control (turunan dari TPB), serta Personal Norms (Turunan dari NAM) sebagai prediktor
Green Purchase Intention produk The Body Shop. 165 konsumen The Body Shop yang tergolong dalam
Genereasi Z dijadikan sampel dalam studi ini . Pendekatan secara quantitative dan purposive sampling
digunakan untuk mengumpulkan data primer menggunakan Online Kuesioner. Hasil penelitian
menunjukan bahwa Personal Norms dan Perceived Behavioral Control terbukti mempengaruhi Green
Purchase Intention secara signifikan. Sementara Green Purchase Attitude terbukti tidak mempengaruhi
Green Purchase Intention produk The Body Shop secara signifikan.
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1. INTRODUCTION

The development of the cosmetic industry
in Indonesia is experiencing very rapid
development. BPOM RI noted that the cosmetics
industry experienced an increase in the number
of registered companies by up to 20.6%, from
819 cosmetics companies to 913 from 2021 to
July 2022 (CNBC Indonesia, 2023). Chin et al.
(2018) said that Indonesia, as the largest
economy in Southeast Asia, will be one of the
top five cosmetics markets for the next 10-15
years. In accordance with this statement, the
cosmetics market in Indonesia is growing well,
and the revenue from the beauty and personal
care market reached nearly US$7 billion in 2020
and is predicted to increase to around $9.6 billion
by 2025 (Statista, 2021).

Although the consumption of cosmetics
has increased, the majority of cosmetics are
general cosmetics that have less concern about
environmental impact. General cosmetics
consume high levels of unrecycled plastics,
which might be dangerous for the environment.
The more undegradable plastics are produced,
the more dangerous waste is polluting the
environment. Becoming the top cosmetic market
in the next 10-15 years will be fine if the
consumption of green cosmetics by Indonesians
is higher than the general one. Chin et al. (2018)
state that the consumption of green cosmetics in
Indonesia is relatively low. So, there should be
an effort to increase the customer’s interest in
buying green cosmetics in Indonesia to protect
the environment since the number of green
cosmetics is also limited in the Indonesian
market.

One of the biggest potential markets for
companies selling green products is Generation
Z (people who were born between 1997 and
2012). This generation has been estimated to be
the largest consumer in 2020, and their direct
spending is around $29-$143 billion (Lestari,
2019). 93% of parents say Gen Z influences
household  purchases.  Considering  their
contribution to the national economy, Gen Z’s
consumption behavior potentially impacts
national consumption trends. Therefore, when
they tend to have higher environmental
awareness, Gen Z tends to choose
environmentally ~ friendly  products  that
potentially improve the consumption of eco-
friendly products, including cosmetics (Zain et
al., 2021). Unfortunately, there are fewer studies
investigating the behavior of Gen Z in making
consumption decisions in cosmetics as well as

their intention to select green cosmetics than the
general ones.

In order to investigate the Intention to
select eco-friendly cosmetics, this study uses the
Theory of Planned Behavior (TPB), Subjective
Norms with Personal Norms as a theoretical
basis. Prakash & Pathak (2017) stated that
Subjective Norms are socially shared rules,
while Personal Norms are more explicit in
reflecting individual moral standards. Personal
Norms are more suitable than Social Norms in
explaining an individual's Intention to purchase
green products (Prakash & Pathak, 2017).
Previous research has found that Personal Norms
act as antecedents of pro-social behavior, such as
environmentally friendly modes of
transportation (Hunecke et al., 2001); electricity-
saving behavior (Y. Zhang et al.,, 2013);
purchase of environmentally friendly products
(Onwezen et al., 2013); recycling habits (Park &
Ha, 2014); and the use of renewable energy
(Werff & Steg, 2015).

Addressing recommendations  and
advancing the body knowledge of green
marketing, this study utilizes an innovative
integrated model that integrates the Theory of
Planned Behavior (TPB) and the Norm
Activation Model (NAM), as shown by prior
research (Hamzah & Tanwir, 2021). The
integrated model of TPB and NAM is different
by replacing Subjective Norms (TPB-derived)
with Personal Norms (NAM-derived). This
particular model has yet to be employed
previously to examine the impact of antecedents
on green purchase intention in the context of
green cosmetics, as illustrated in Table 1.
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Table 1
Previous Researches

Num. | Title/Author Object Independent Variables Research Result

1 Developing an extended theory of | Green Environmental Concern, Attitude, Subjective | Environmental concerns indeed exert a positive influence
planned behavior model to predict | Hotel Norms, Perceived Behavioral Control, | on customers' attitudes toward green hotels, subjective
consumers' intention to visit green Perceived Moral Obligation, Intention to Visit norms, and perceived behavioral control (i.e., the
hotels antecedents of the TPB model), as well as their perceived
(Chen & Tung, 2014) moral obligation, which in turn influence their intention to

visit green hotels as expected.

2 Intention to buy eco-friendly packaged | Eco- Attitude, Environmental Concern, Personal | The study's findings confirmed that purchase intention
products among young consumers of | friendly | Norms, Willingness to Pay Premium, Intention | towards eco-friendly packaging is significantly influenced
India: A study on developing nation packaged by personal norms, attitude, environmental concern, and
(Prakash & Pathak, 2017) products willingness to pay.

3 Green buying behavior in India: an | Green Environmental Concern, Personal Norms, | Findings confirm perceived value and willingness to pay
empirical analysis Product | Perceived Value, Willingness to Pay, Purchase | premium as significant predictors of the green purchase
(Chaudhary, 2018) Intention, Purchase Behavior intention. In turn, green purchase intention significantly

influenced green buying behavior.

4 Investigating the determinants of | Recycled | Environmental Concern, Personal Norm, | Findings suggested that willingness to pay, environmental
behavioral intentions of generation Z | Clothing | Willingness to Pay Premium, Perceived Value, | concern, perceived value, and personal norms influence
for recycled clothing: An evidence Purchase Intention Generation Z’s intention to purchase recycled clothing.
from a developing economy Willingness to pay, environmental concern and perceived
(Chaturvedi et al., 2020) value were significant predictors of purchase intention for

recycled clothing.

5 Do pro-environmental factors lead to | Hybrid Environmental Concern, Environmental | Perceived green value, perceived behavioral control, and
purchase intention of hybrid vehicles? | Vehicles | Responsibility, Perceived Green Value, Green | subjective norm were found to exert a positive influence

The moderating effects of
environmental knowledge
(Hamzah & Tanwir, 2021)

Purchase Attitude, Perceived Behavioral
Control, Subjective Norms, Green Purchase
Intention

over green purchase intention. Additionally, the results
show that environmental knowledge has positive
moderating effects on the link between perceived green
value and green purchase intention. Perceived behavioral
control was shown to mediate the effects of environmental
concern and responsibility on green purchase intention.

Source: Author, 2023
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2. LITERATURE REVIEW
a. Theory of Planned Behavior

The theory of Planned Behavior (TPB) is
the grand theory in this study. The TPB theory
was developed by Ajzen (1991) by providing the
assumption that rational individuals make
informed decisions and consider the implications
of their actions before engaging or not engaging
in a behavior. The TPB theoretical model also
states that purchase intention is influenced by
attitudes toward belief factors, normative
influence factors and perceived behavior of
control factors. In this study, the determinants of
Green Purchase Intention are Green Purchase
Attitude, Personal Norms (Normative Influence
derived from Norm Activation Model), and
Perceived Behavioral Control (Control Factor).

b. Green Purchase Intention

Intention captures the motivation to
perform the behavior, the willingness to
perform, and the intensity of effort the individual
is prepared to make (Chaudhary, 2018). Green
Purchase Intention (GPI) indicates that
consumers may plan or be willing to buy certain
products or services in the future (Martins et al.,
2019). GPl can be wused to test the
implementation of new distribution channels to
help managers determine whether the concept is
worth further development (Garcia et al., 2020).

c. Green Purchase Attitude

Attitude is an assessment of whether a
particular behavior is considered good or bad
and whether the person wants to do that behavior
or not (L. Wang et al., 2020). Green Purchase
Attitude (GPA) represents an evaluation of
environmentally friendly buying behavior that
consumers like or dislike (Joshi et al., 2021).
Based on this understanding, consumers will
think that purchasing environmentally friendly
products is good or bad behavior and is desirable
or undesirable.

GPA is a variable that has a significant
effect on Green Purchase Intention (Joshi et al.,
2021). If someone believes that a particular
behavior will produce positive results, then the
consumer will have a favorable attitude toward
that behavior, and vice versa (Liu et al., 2020).
They feel the possibility of buying green
products or services collectively and
significantly ~ contribute  to  improving
environmental quality (Mai, 2019).

d. Perceived Behavioral Control

Perceived behavioral control (PBC) is the
perceived ease or difficulty in carrying out
particular behaviors and is assumed to reflect
past experiences as well as anticipated obstacle
(Ajzen, 1991). PBC assesses how efficiently an
individual can examine the contributing causes
that enable or limit the actions needed to address
a given situation (Verma & Chandra, 2018).

PBC is closely related to one's beliefs
about the situational and internal factors that
influence conducting a behavior. For example,
when a person is considering purchasing an
efficient product, the more control one has over
the product, the more likely that person is to
purchase it (C. S. Tan et al., 2017). This theory
is also associated with external barriers to low
organic food consumption, such as the lack of
organic product availability (Dorce et al., 2021).
Thus, a person who has no control over the
situation may not be inclined to consume organic
food. PBC must contain two distinct
components: (i) self-efficacy, which means a
person's perceived confidence and level of ease
in carrying out certain behaviors; (ii)
controllability, which indicates the individual's
perception of whether or not the behavior is
actually under control (Hamzah & Tanwir,
2021).

PBC theory shows people's perceptions of
their ability to perform certain behaviors
(Borusiak et al., 2020). This theory is an
indispensable driver of intention, given that
people need to be aware of their ability to
perform specific actions before deciding to take
action. In this study, PBC is understood as the
level of control that consumers perceive over
external factors during the buying process of
green products (Garcia et al., 2020).

e. Norm Activation Model (NAM)

NAM that aims to explain pro-social
behavior (Schwartz, 1977). This theory was
initially developed by Schwartz in 1977. Three
components are associated with this theory:
Awareness of Consequences (AC), the
Ascription of Responsibility (AR), and Personal
Norms (PN). AC is related to an individual's
awareness regarding the positive or negative
results of their behavior, and AR indicates
asense of responsibility among people for the
results related to their behavior (Schwartz,
1977). The PN variable describes the moral
obligation of a person to comply with a set of
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rules or guidelines for the betterment of society
(Schwartz, 1977).

f. Personal Norms

Personal Norms (PN) are defined as a
person's feelings of a moral obligation to
perform or refrain from specific actions, used to
explain self-expectations for certain actions in
certain situations (Ates, 2020). PN theory
consists of guidelines and moral codes to guide
a person to perform certain behaviors that can
directly affect personal behavior. The stronger
the personal norms, the more personal behavior
meets the requirements of personal standards
(Zhao et al., 2019). In the environmental domain,
people who have solid personal Norms to act
pro-environmentally feel morally obligated to
act accordingly for the betterment of the
environment (Ates, 2020). Because the purpose
of using environmentally friendly products is to
maintain the continuity of life on earth, people
who have high Personal Norms will consciously
take care of the product choices they consume.
They want to help maintain the continuity of life
on earth or at least not destroy it (by using
products that are not environmentally friendly).

Previous research has found that PN
theory acts as an antecedent of pro-social
behavior such as Energy-Saving Behavior (Y.
Zhang et al., 2013), Environmentally friendly
mode of transportation (Hunecke et al., 2001),
recycling habits (Park & Ha, 2014), purchase of
green products (Onwezen et al., 2013), and the
use of renewable energy (Werff & Steg, 2015).

Previous research stated that several
variables could be added to the TPB framework
to increase its predictability (Chaturvedi et al.,
2020; Chen & Tung, 2014). This study decided
to use personal compared to the original TPB
variable of Subjective Norms. Personal Norms
are considered more appropriate for explaining
environmentally friendly behavior (Chaudhary
& Bisai, 2018; Prakash & Pathak, 2017). In
addition, previous research was also conducted
in non-Indonesian countries. This research tries
to examine the phenomenon of purchase
intention of green products in Indonesia and tries
to find out what causes the Indonesian Z genre to
buy green products.

g. Research Model & Hypothesis
Development

Green Purchase
Attitude (GPA)
X1

Green Purchase

erceived Behavioral
Control (PEC)
X2

Intention (GPI)
Y

Personal Morms (PM)
X3

Figure 1. Research Model
Source: Author, 2023

This research adopts the theoretical
framework of TPB, which consists of 3 main
components, behavior belief, normative belief,
and control belief, to explain the intention to buy
environmentally friendly products. In this study,
control belief is represented by Perceived
Behavioral Control (Ajzen, 1991), , and
Behavioral belief is represented by the Green
Purchase Attitude (L. Wang, Weng Wong, et al.,
2020). At the same time, Normative Belief is
replaced by an extension of the NAM, namely
Personal Norms, which are considered suitable
for use by Generation Z consumers to explain
their Green Purchase Intention (Chaudhary &
Bisai, 2018; Prakash & Pathak, 2017). Green
Purchase Attitude is a behavioral belief in the
Theory of Planned Behavior (Hamzah & Tanwir,
2021). TPB theory uses three belief-based
structures that are conceptually independent in
determining the intention to act, which consist of
behavioral beliefs, normative beliefs and PBC.
This study takes the Green Purchase Attitude
that when individuals have a more positive
attitude, it will produce a more favorable
purchase intention (L. Wang et al., 2020).

revious research has shown that there is a
significant relationship between Green Purchase
Attitude and Green Purchase Intention. Thi
Tuyet Mai (2019) suggests that Green Purchase
Attitude has a significant influence on Green
Purchase Intention in Vietnam and Taiwan.
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The same results were also found in the research
of Wang et al. (2020) that Green Purchase
Attitude has a significant effect on Green
Purchase Intention in Visiting Green Hotel. The
results of these studies are also supported by
research by Hamzah et al. (2021), Munerah et al.
(2021), and Mensah (2021), which states that
GPA has a significant influence on GPI. So, this
study formulates the hypothesis as follows:
H1: GPA has a significant impact on GPI.
PBC is a derivative TPB (Ajzen, 1991).
PBC Theory is an individual's perception of the
individual's control related to certain behaviors
(Verma & Chandra, 2018). This theory has been
studied and confirmed as a significant
determinant of Green Purchase Intention (CS
Tan et al., 2017). It has a significant effect on
Green Purchase Intention (Nguyen et al., 2019).
These results are supported by research MT L.iu,
Liu, and Mo (2020), Borusiak et al. (2020),
Bhutto et al. (2020), Hamzah and Tanwir (2021)
which states that Perceived Behavioral Control
has a significant effect on Green Purchase
Intention. So, this study formulates the
hypothesis as follows:
H2: PBC has a significant impact on GPI.
The PN variable describes the moral
obligation of society to comply with a set of rules
or guidelines for the betterment of society
(Schwartz, 1977). Personal Norms were found to
be a substantial predictor of green behavior.
Personal Norms also have a significant influence
on Green Purchase Intention (Munerah et al.
2021). High personal norms will make
individuals feel guilty and other negative
emotions when they do not buy environmentally
friendly products (Zhao et al. 2019). To avoid
guilt, an individual will be encouraged to
purchase environmentally friendly products.
Many studies have succeeded in proving a
significant relationship between Personal Norms
and the intention to buy environmentally
friendly products. Research conducted by
Prakash & Pathak (2017) shows that the results
of Personal Norms have a significant effect on
Green Purchase Intention. Zhao et al. (2019)
state the critical role of Personal Norms in
protecting the environment. Personal Norms
have a significant influence on Green Purchase
Intention. The results of another study conducted
by Borusiak et al. (2020) found that Personal
Norms have a significant effect on Green
Purchase Intention. These research results are
supported by Chaturvedi, Kulshreshtha, and
Tripathi (2020), Ates (2020), Bhutto et al.,

(2020), Munerah et al., (2021) and Carfora et al.,
(2021) which state that Personal Norms have a
significant effect on Green Purchase Intention.
So, this study formulates the hypothesis as
follows:

H3: PN has a significant impact on GPI.

3. RESEARCH METHOD

As quantitative research, this study
investigates the intention of buying green
cosmetics from Indonesian Gen Z by conducting
a survey and distributing questionnaires. This
study focused on Indonesian Gen Z, both
females and males, born in Indonesia between
1997 and 2010. The respondents were selected
from Indonesian Gen Z who had purchased The
Body Shop products at least once in the year
prior to completing the questionnaire both online
and offline within Indonesia. The selection of the
Body Shop as an eco-friendly cosmetic based on
their environmental activities, including how to
produce the cosmetics products. The Body Shop
is a pioneer of eco-friendly cosmetic companies
and supports green products through natural
ingredients derived from plants in making
cosmetic products. Various efforts have been
made to reduce plastic, such as eco-friendly
shopping bags made from recycled materials and
printed using soy inks, eco-friendly shipping
boxes that do not use bubble wrap or plastic
insulation at all, and the use of post-consumer
recycled plastic. These activities refer to green
products/environmentally ~ friendly  products
(Mahmoud et al., 2017).

The formula used in determining the
sample using the formula inverse square root
method (Kock & Hadaya, 2018) as follows :

3.168)
Significance level = 1%: n_, :{ﬁ] .
pmln

Significance level = 5%: n, }[2.486] |
Pmin

Significance level = 10%: ng, }(%J .
pmll.'l
The following is the determination of the
sample in this study using a significance of 5%
and a path coefficient of 0.2, the following
results are found:

2
Ao >(2§26] =154.505
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Based on these calculations, it is rounded
up to a minimum of 155 respondents. One
hundred sixty-five respondents were found by
messaging followers from The Body Shop's
social media on Instagram @thebodyshopindo
@thebodyshopindo.impact and TikTok
@thebodyshopindo. Apart from that, online
guestionnaires were also distributed to personal
chats and groups on social media, Facebook and
WhatsApp. Screening questions are asked on the
first page to ensure that respondents meet the
criteria, which are Female or male Generation Z
born in 1997 to 2010 in Indonesia and have
purchased The Body Shop products at least once
in the last year when filling out the
questionnaire. This study uses non-probability
and purposive sampling for an unknown
population.

Researchers use primary data to conduct
research. The primary data used in this study is
the results of a survey using an online
questionnaire. In accordance with Malhotra et
al., (2017), collecting primary data using a
guestionnaire requires a shorter time and is more
accessible than having to conduct interviews
with the respondents. Primary data collection
was carried out by distributing questionnaires in
the form of Google Form links, which were
distributed via WhatsApp, Faceboook, TikTok
and Instagram. To gather data, researchers
prepared research questionnaires tailored to the
respondents' characteristics and developed items
for each variable. They then distributed the
questionnaire links online to The Body Shop
consumers via social media. Once an adequate
number of responses were received, the
researchers processed them using SmartPLS.

Variables in this study were measured using
items adapted from existing literature. GPA, PBC,
and GPI items were adapted from Hamzah and
Tanwir (2021), and PN items were adapted from
Bashir, Khwaja, Turi, and Toheed (2019). The
questionnaire used a five-point Likert scale to
measure each item (1=" strongly disagree," 5="
strongly agree™). The questionnaire items and
references used are presented in Table 2.

The PLS-SEM approach was used in this
study to perform inferential analysis using SmartPLS
software. Before testing the hypothesis, the
measurement instruments in this study were tested for
reliability, convergent validity, and discriminant
validity in the outer model. After that, in the inner
model, the hypotheses that have been proposed will
be tested.

4. RESULT
a. Convergent Validity and Reliability

Convergent validity is assessed based on
the correlation between item scores/component
scores estimated with SmartPLS. Hair et al.
(2022) state that a loading factor above 0.7
indicates acceptable indicator reliability. Items
with very low loads below 0.7 should
permanently be removed from the measurement
model. In addition to the loading factor,
convergent validity can also be strengthened by
the Composite Reliability (CR) value and
Average Variance Extracted (AVE). The CR
value should be greater than 0.7, while AVE
needs to be more than 0.5.

Reliability refers to the accuracy and
consistency of a research instrument. When an
instrument is tested on different respondents in
the same setting, the instrument should typically
give similar results (Heale & Twycross, 2015).
This study uses Composite Reliability (CR) and
Cronbach's alphas to test the reliability of the
instrument with the help of statistical analysis
software SmartPLS. The Composite Reliability
value must be greater than 0.7, and Cronbach's
alphas need to be more than 0.6 (Ghozali &
Latan, 2015). In this model, Convergent Validity
and Reliability have been achieved because all
criteria have been met. Loadings > 0.7, AVE >
0.5, and CR > 0.7 (as shown in Table 2).

b. Discriminant Validity

The following evaluation is to see
discriminant  validity with  cross-loading.
Suppose the correlation of the construct with the
measurement (each indicator) is more significant
than the size of the other constructs. In that case,
the latent construct predicts that the indicator is
better than the other constructs. Fornell &
Larcker (1981) and the HTMT ratio were
deployed to test the discriminant validity. The
Fornell and Larcker criterion states that the
square root of the AVE should be more than any
correlation with another factor. The HTMT ratio
must be less than 1.00 (Henseler et al., 2015). Al
the items that make up each of the variables in
this study (the values in bold) have met
discriminant validity because they have the most
significant outer loading value for the single
variable they form and not for others (as shown
in Table 2), Fornell Larcker criterion > AVE (as
shown in Table 2), and HTMT < 1 (as shown in
Table 3).
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Table 2
Fornell Larcker - HTMT Ratio

GPA GPI PBC PN
GPA 0.761 0.710 0.684 0.693
GPI 0.875 0.835 0.721 0.717
PBC 0.856 0.842 0.778 0.627
PN 0.878 0.854 0.764 0.750
Source: Author, 2023
Table 3
Path Coefficient Result
(0] T Values | P Values

GPA -> GPI 0.243 2.462 0.014*
PBC -> GPI 0.348 2.976 0.003*
PN -> GPI 0.330 3.905 0.000*

Source: Author, 2023
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Table 4
Item Measurements

Variable | Item Source | Loadings | Cronbach's | CR AVE
Alpha
Green X1.1 Buying The Body Shop products is a good thing Hamzah 0.796
Purchase | X1.2 Buying The Body Shop products is a good deal and 0.768
Attitude | X1.3 It is beneficial to buy The Body Shop products Tanwir 0.728 0.758 0.846 | 0.579
(GPA) X1.5 Buying The Body Shop products is important because | contribute to environmental (2021) 0.750
X1 preservation '
Perceived | X2.1 | believe that | can afford The Body Shop products Hamzah 0.725
Behaviora | X2.2 | can afford to buy The Body Shop products regularly and 0.782
| Control | X2.3 | have the ability to purchase The Body Shop products in the future Tanwir 0.822 0.837 0.884 | 0.605
(PBC) | X2.4 1 am willing to buy The Body Shop products (2021) 0.802
X2 X2.5 | am very confident about buying The Body Shop cosmetic products 0.753
Personal X3.2 | have a firm stance _to carry out activiti_es that suppor’_[ environmental sustainability 0.749
NOTMS X3.3 | feel persor_1ally obligated to use eco-f_rlendly cosmet!cs Bashir 0.751
(PN) X3.4 The cosmetics that | have must be enwronmentally friendly _ etal., 0.757 0.807 0.866 | 0.563
X3 X3.6 | feel to be a responsible person when | use eco-friendly cosmetic products (2019) 0.719
X3.8 | feel guilty when | use non-environmentally friendly products 0.774
Green Y1.1 I will buy The Body Shop products in the near future Hamzah 0.859
Purch_ase Y1.2 Buying The Body Shop products is the right decision in the near future and 0.836
Intentions | Y1.3 | prefer products from The Body Shop over other cosmetic brands . 0.842 0.855 0.902 | 0.697
(GPI) | Y1.4 1 prioritize buying The Body Shop products T;g\zlvllr
v ( ) 0.803
Source: Author, 2023
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Hypothesis Testing
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Figure 2. Path Coefficient
Source: Author, 2023

The relationship between variables can be
known through the significance of estimated
parameters. Hypothesis testing in this study was
processed using the SmartPLS. The
bootstrapping method is a simulation used in
statistical testing of each relationship in the
SmartPLS application. Testing with
bootstrapping is intended to minimize the
problem of research data abnormalities. The
results of the bootstrapping test from the PLS
analysis are shown in Table 4

The results of hypothesis testing can be
described as follows:

H1: GPA has a significant impact on GPI.

Based on the results of the analysis, it is
known that the variable Green Purchase Attitude
(X1) has a positive and significant effect on
Green Purchase Intention (Y); this can be seen in
the path coefficient value in the relationship
between the two variables of 0.243. The
direction of a positive relationship indicates that
the better the Green Purchase Attitude (X1), the
better the Green Purchase Intention (Y). Path
analysis shows a probability of 0.014 with an
alpha of 0.05 (0.05 > 0.014), proving that H1 is
accepted. It shows that the Green Purchase
Attitude variable (X1) has a positive and
significant effect on the Green Purchase
Intention (Y) variable. This significant effect
indicates that Green Purchase Attitude (X1) is
one of the antecedents of Green Purchase
Intention ().

H2: PBC has a significant impact on GPI.

Based on the results of statistical analysis
using the path analysis method, it can be seen
that the variable Perceived Behavioral Control
(X2) has a positive and significant influence on
Green Purchase Intention (Y); this can be seen in
the path coefficient value in the relationship
between the two variables of 0.348. The
direction of a positive relationship indicates that
the better the Perceived Behavioral Control
(X2), the better the Green Purchase Intention
(Y). The path analysis shows a probability or
significance value of 0.003 with an alpha of 0.05
(0.003 < 0.05), proving that HO is rejected and
H3 is accepted. It shows that the variable
Perceived Behavioral Control (X2) has a
positive and significant effect on the Green
Purchase Intention (Y) variable. Perceived
Behavioral Control is an antecedent of Green
Purchase Intention.

H3: PN has a significant impact on GPI.
Based on the results of statistical analysis
using the path analysis method, it can be seen
that the Personal Norms variable (X3) has a
positive and significant influence on Green
Purchase Intention (Y); this can be seen in the
path coefficient value in the relationship
between two variables of 0.330. The direction of
a positive relationship indicates that the better
the Personal Norms (X3), the better the Green
Purchase Intention (Y). Path analysis shows a
probability or significance value of 0.000 with
an alpha of 0.05 (0.000 < 0.05), proving that HO
is rejected and H2 is accepted. It shows that the
Personal Norms variable (X3) has a positive and
significant effect on the Green Purchase
Intention (Y) variable. Personal Norms are the
antecedent of the Green Purchase Intention.

5. DISCUSSION

This study aims to test the influence of
Green Purchase Attitude (GPA), Perceived
Behavioral Control (PBC), and Personal Norms
(PN) on Green Purchase Intention (GPI) of The
Body Shop among Generation Z in Indonesia.
The research data was collected through an
online survey of 165 Generation Z respondents
in Indonesia. Data analysis was performed using
Structural Equation Modelling - Partial Least
Square (SEM-PLYS).

The results of the study show that GPA,
PBC, and PN have a significant influence on the
GPI of Generation Z in deciding to buy The
Body Shop. GPA has a significant favorable
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influence on GPI, meaning that the more positive
Generation Z's attitude towards green cosmetics
is, the higher their intention to buy them will be.
PBC also has a significant favorable influence on
GPI, meaning that the higher Generation Z's
perception of their ability to buy green cosmetics
is, the higher their intention to buy them will be.
PN also has a significant favorable influence on
GPI, meaning that the stronger Generation Z's
norm to buy green cosmetics is, the higher their
intention to buy them will be. GPA, PBC and PN
are the antecedents of the Green Purchase
Intention of Indonesian Generation Z in
purchasing The Body Shop.

Based on this study's results, a Green
Purchase Attitude has a significant positive
impact on Green Purchase Intention. The result
is aligned with previous research from Wang et
al. (2020), Nguyen et al. (2019), and Munerah et
al. (2021). Consumers who have a positive
Green Purchase Attitude have a higher intention
to buy The Body Shop products. When
consumers positively assess purchasing the body
shop's eco-friendly products, their desire will
increase significantly (L. Wang, Wong, et al.,
2020). Consumers see that buying The Body Shop
products can improve environmental quality and
people’s quality of life.

PBC has significant impact on GPI. This
result is supported by previous research from Xu
et al. (2014),Tan et al. (2017), Tarannum et al.
(2019), and Li et al. (2021). Xu et al. (2014)
stated that PBC is the main factor influencing the
intention to recycle. People with strong PBC will
think that participating in a recycling program is
straightforward. Likewise, in this study, people
with strong PBC will think that buying The Body
Shop green products is not difficult at all and
happily intend to buy The Body Shop products.

These results confirm TPB that explains
the relationship between PBC and GPI (Ajzen,
1991). People with high PBC own perceptions of
high self-control. In this study, high PBC
indicates a person has good self-control.
Consuming green products comes with several
consequences, one of which is that prices are
generally more expensive than non-green
products, and the potential consumers need to do
more research before making the purchase.
People with high PBCs feel that these obstacles
are fine. Their purchase intention for The Body
Shop products will remain high because they
have high self-control.

Personal Norms have a significant impact
on Green Purchase Intention. The results of this
study are in line with previous research from
Zhao et al. (2019), Zhang et al. (2022), Hey
(2022), and Wang et al. (2023). Zhang et al.
(2022) found that PN affects GPI towards green
electronic products. Consumers who have a
motive to save the environment and the
environment will tend to buy green electronic
products. Likewise, this significant relationship
is found in the Purchase Intention to visit green
hotels (C.-P. Wang et al., 2023) and recycled
products (Hein, 2022).

These results confirm the NAM theory
that explains the influence of Personal Norms on
GPI (Schwartz, 1977). The moral obligation that
consumers have through high Personal Norms to
buy environmentally friendly products as much
as possible has a significant impact on the GPI
of The Body Shop products. After buying
environmentally friendly products, a positive
emotional tone and feeling of relief will emerge,
whereas individuals who have high PN will feel
negative emotions and guilt if they buy products
that are not environmentally friendly (Zhao et
al., 2019). In the end, whether based on avoiding
guilt or demands to fulfill a moral obligation, the
intention to buy The Body Shop products will be
more significant when consumers have high PN.

6. CONCLUSION AND
RECOMMENDATION

Conclusions

GPA, PBC and PN have a positive and
significant effect on Green Purchase Intention
(Y), and all the hypotheses are accepted. GPA,
PBC, and PN are the main antecedents of
Generation Z's GPI in deciding to buy The Body
Shop. Hypothesis 1: "GPA has a significant
impact on GPI" is accepted. It proves that
positive behavior towards environmentally
friendly products triggers consumers to buy
environmentally friendly products. The variable
Perceived Behavioral Control (X2) has a
positive and significant effect on Green Purchase
Intention (); the second hypothesis is accepted.
It explains that high PBC is indeed needed in
determining consumers' green product purchase
intentions. Feeling easy and carefree in buying
green products is needed to generate an intention
to buy The Body Shop products. The Personal
Norms wvariable (X3) has a positive and
significant effect on Green Purchase Intention
(Y). The third hypothesis is accepted. Strong
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personal norms are indeed needed to determine
the intention to buy environmentally friendly
products.

Recommendations

Green product producers must pay attention to
GPA, PBC, and PN in their marketing strategy.
Producers need to provide marketing content about
the need to use green products to preserve the
environment and show that the products offered have
green advantages so that they can contribute to
environmental preservation. Buying and using green
products is easy, so consumers will not mind buying
green products. The messages can be delivered in
several ways: (1) Providing content about the green
advantages of The Body Shop products on Social
Media to open awareness of the benefits and green
attributes of products. (2) Hosting free beauty
seminars or classes using green products. Examples
of satisfying make-up results with products will
convey a superior message from product attributes.

Future research is suggested to add several
variables that can help explain the determinants
of the GPI variable. Variables such as
Environmental Knowledge and Green Perceived
Value are said be able to explain the Green
Purchase Intention (Li et al., 2022; Yuan et al.,
2020).
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