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Abstract: This study investigates the impact of environmental, marketing, and demographic factors on consumer
purchase behavior towards green cosmetic products. With the increasing global emphasis on sustainability, the
cosmetic industry has seen a shift towards green, eco-friendly products. This research aims to identify the key
factors influencing consumers' decisions to purchase green cosmetics, focusing on the roles of environmental
awareness, eco-friendly product attributes, marketing strategies, and demographic variables. A quantitative
approach was adopted, and data were collected through a survey with 254 respondents using stratified random
sampling. The survey assessed environmental awareness (EA), eco-friendly product attributes (EFP), marketing
strategies (MS), perceived value (PV), and purchase behavior (PB). The analysis utilized descriptive statistics to
summarize demographic characteristics, and Exploratory Factor Analysis (EFA) and Confirmatory Factor
Analysis (CFA) were employed to examine the relationships between these variables. The findings reveal that
environmental awareness and eco-friendly product attributes significantly influence purchase behavior, with
consumers showing a preference for products with sustainable ingredients and packaging. Marketing strategies,
particularly those promoting environmental responsibility, also play a critical role in shaping consumer interest.

Keywords: Consumer purchase behavior, green cosmetics, environmental awareness, eco-friendly products,
marketing strategies, perceived value, EFA, CFA.

1. Introduction

Consumer behavior, particularly in the context of green products and sustainable consumption, has become a
pivotal area of research in recent years. With the increasing awareness of environmental issues and the growing
demand for eco-friendly products, understanding the factors that influence consumer decision-making is more
important than ever. This study explores the influence of social media on consumer behavior, particularly in the
context of green and sustainable products, by examining how digital platforms shape consumer attitudes and
purchase intentions.
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The Rise of Green Products and Consumer Behavior

The global shift toward sustainability has seen a corresponding rise in the demand for green products, which are
products designed to have minimal impact on the environment. Green consumption behaviors are characterized
by the consumers' preference for products that are eco-friendly, energy-efficient, or made from sustainable
materials (Ajzen, 1991). In recent years, consumers’ increasing environmental awareness has influenced their
buying behaviors, pushing companies to adopt green marketing strategies. Al Mamun et al. (2020) found that
consumers in Malaysia were significantly influenced by environmental considerations when purchasing green
skincare products, demonstrating the role of awareness in shaping consumer preferences. This notion is supported
by Hameed, Waris, and Amin ul Haq (2019), who observed that eco-conscious consumer behavior in Pakistan is
increasingly being driven by awareness of environmental sustainability.

The purchase intention for green products, particularly those in the beauty and skincare industry, has also been
explored. Studies have shown that the growing emphasis on personal well-being and environmental sustainability
has led consumers to seek out green products (Chen & Hung, 2016; Hsu, Chang, & Yansritakul, 2017). Hsu et al.
(2017) used the Theory of Planned Behavior (TPB) to investigate the factors affecting purchase intention for green
skincare products. The TPB highlights that attitudes, subjective norms, and perceived behavioral control are
critical factors that shape consumer behavior, including the intention to purchase eco-friendly products.

The Role of Social Media in Shaping Consumer Behavior

Social media has become an indispensable tool in modern marketing, with platforms such as Facebook, Instagram,
and Twitter influencing how consumers form their purchase intentions. Social media not only serves as a platform
for advertising but also acts as a space where consumers share experiences, opinions, and product reviews, which
significantly affect consumer decision-making (Persaud & Schillo, 2017). Studies by Nekmahmud et al. (2022)
have shown that social media is instrumental in influencing consumers’ intentions to purchase green products.
This study found that social media platforms not only increase awareness but also stimulate consumer
engagement, making social media a critical factor in promoting sustainable consumption.

The impact of social media on consumer behavior can also be understood through the lens of social learning
theory. Chen, Lu, and Wang (2017) explored how social commerce platforms, where consumers can interact with
peers and businesses, influence the decision-making process. The authors argued that social learning, which is the
process by which individuals learn from observing others, plays a pivotal role in shaping consumer behavior on
these platforms. The influence of peers and the visibility of pro-environmental behaviors on social media lead to
positive purchase intentions for green products. Moreover, Persaud and Schillo (2017) argued that the social
context provided by social media, such as celebrity endorsements or influencer marketing, plays a significant role
in consumer behavior. Their study found that social media not only informs consumers but also generates peer
pressure and collective trends that encourage consumers to adopt pro-environmental behaviors. Similarly, Lili et
al. (2022) identified that celebrity endorsement and brand equity, facilitated by social media, significantly
influenced green cosmetics purchase intention among Chinese youth. Social media thus emerges as a powerful
tool in shaping consumer perceptions, especially among younger, more tech-savvy populations.

Gender and Demographic Factors in Green Consumption

Gender has also been found to play a significant role in consumer behavior, particularly in the context of
environmental awareness and green consumption. Azila et al. (2021) conducted a multi-group analysis of gender
and found that women exhibit higher levels of environmental awareness compared to men, which significantly
influences their purchasing decisions. This is consistent with the findings of Ghazali et al. (2017), who discovered
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that women are more likely to purchase organic personal care products, reflecting a broader trend of greater
environmental consciousness among female consumers.

In addition to gender, demographic factors such as age, income, and education also play a crucial role in shaping
consumer attitudes towards green products. Joshi and Srivastava (2019) found that consumers with higher
environmental consciousness and disposable income are more likely to purchase green apparel. Similarly,
Kiatkawsin and Han (2017) observed that younger travelers were more likely to engage in pro-environmental
behaviors, which could be attributed to their stronger environmental values and exposure to digital media that
reinforces these values. These studies suggest that demographic variables, especially age and gender, are
significant determinants of consumer behavior towards sustainable products.

Environmental and Marketing Strategies for Green Consumption

As consumer behavior shifts towards sustainability, companies have increasingly turned to green marketing
strategies to appeal to environmentally conscious consumers. Azizan and Suki (2017) explored consumer
intentions to purchase organic food products and concluded that consumers’ willingness to buy such products is
influenced by their environmental attitudes, which are often shaped by marketing campaigns and social media
influence. Green marketing, which emphasizes the environmental benefits of products, has proven effective in
engaging consumers who prioritize sustainability.

Furthermore, the role of social media in driving green consumption is undeniable. Studies like those of
Nekmahmud et al. (2022) and Persaud and Schillo (2017) underscore the growing importance of digital marketing
in shaping consumer behavior, particularly in promoting sustainable and green products. This trend reflects the
growing recognition that digital platforms are powerful tools for influencing consumer attitudes, fostering
engagement, and ultimately encouraging pro-environmental purchasing behaviors.

This study highlights the growing influence of social media on consumer behavior, particularly in the context of
green product consumption. As environmental awareness increases, the role of social media and digital marketing
strategies in shaping consumer preferences becomes even more critical. The findings of various studies confirm
that consumer attitudes towards green products are heavily influenced by social media platforms, celebrity
endorsements, and peer influence. The increasing adoption of green products and sustainable practices is not only
a result of environmental awareness but also the strategic use of social media to engage and influence consumers.
Future research should further explore the dynamic relationship between social media and consumer behavior,
particularly focusing on the long-term effects of digital marketing strategies on sustainable consumption.

2. Literature Review

The role of consumer behavior in the purchase of green products and the influence of external factors like social
media and digital technologies has garnered significant interest in recent years. This literature review examines
key studies related to consumer behavior, focusing on pro-environmental behavior, green marketing, and the role
of social media in shaping consumer purchase decisions.

Theoretical Frameworks for Understanding Consumer Behavior

One of the most widely cited models for understanding consumer behavior is the Theory of Planned Behavior
(TPB), introduced by Ajzen (1991). According to TPB, consumer intentions and behaviors are influenced by
attitudes, subjective norms, and perceived behavioral control. Hsu, Chang, and Yansritakul (2017) expanded on
this theory in their study on the purchase intention of green skincare products, highlighting the moderating effects
of country of origin and price sensitivity. This theory has also been applied in various green product consumption
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studies (Paul, Modi, & Patel, 2016; Chen & Hung, 2016). In their study, Chen and Hung (2016) demonstrated that
the acceptance of green products could be predicted by attitudes formed through perceived behavior control and
external influences, such as social media.

Social Media and Its Influence on Consumer Behavior

The influence of social media on consumer behavior is a growing area of research. Nekmahmud et al. (2022)
investigated how social media can transform consumers' intentions to purchase green products. Their study
concluded that social media platforms significantly impact consumer behavior, particularly in encouraging pro-
environmental purchases. Similarly, Persaud and Schillo (2017) explored the role of social context and consumer
innovativeness in the decision to purchase organic products. They found that digital marketing strategies on social
platforms foster consumer engagement, leading to increased purchase intentions, especially among younger, more
tech-savvy consumers.

Moreover, the impact of social media on consumer decision-making is supported by Chen, Lu, and Wang (2017),
who observed that social learning through social commerce platforms has a profound impact on customers’
purchase decisions. They emphasized that social media not only informs consumers but also provides a platform
for peer influence, which significantly alters purchasing behavior.

Green Product Purchase Intentions

The growing concern about environmental sustainability has increased the demand for green and eco-friendly
products. Azizan and Suki (2017) studied consumer intentions to purchase organic food products, highlighting
that consumers’ willingness to buy these products is influenced by their environmental attitudes and awareness.
This aligns with the findings of Chen, Chen, and Tung (2018), who explored consumer behavior in Belt and Road
countries and concluded that intention to purchase green products was largely influenced by social and cultural
norms that promote sustainability.

Several studies have focused specifically on the purchase intentions toward green skincare products. Al Mamun
etal. (2020) and Hsu et al. (2017) found that Malaysian consumers’ purchase intentions were significantly affected
by their attitudes towards environmental sustainability. Hameed, Waris, and Amin ul Haq (2019) further
corroborated these findings by using the Theory of Planned Behavior to predict eco-conscious consumer behavior
in Pakistan, suggesting that increased environmental awareness among consumers leads to greater purchase
intentions for green products.

The Role of Gender and Demographic Factors

Gender has been identified as a critical factor influencing consumer behavior. Azila et al. (2021) conducted a
multi-group analysis to explore how environmental awareness varies between genders. Their results showed that
females exhibited higher levels of environmental consciousness, which significantly influenced their purchasing
decisions. This finding is consistent with earlier studies, such as the work of Ghazali et al. (2017), who found that
women are more likely to purchase organic personal care products, reflecting a broader trend of increased
environmental awareness among female consumers.

Furthermore, consumer demographics, such as age and income, have been shown to affect the adoption of green
products. Joshi and Srivastava (2019) found that consumers with a higher environmental consciousness and
income were more likely to purchase green apparel, aligning with earlier research by Chen et al. (2017), which
highlighted the importance of personal values and socio-demographic factors in green product consumption.
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Impact of Social and Digital Context on Purchase Behavior

The relationship between digital marketing and consumer behavior is also a critical aspect of modern
consumerism. Liu (2022) examined how celebrity endorsements and brand equity influence green cosmetics
purchase intention among youth, highlighting that digital media strategies significantly alter consumer perceptions
and behavior. This is further corroborated by Lili et al. (2022), who argued that digital marketing techniques,
including influencer partnerships and social media campaigns, play a pivotal role in shaping consumer attitudes
toward green products.

Moreover, studies by Cheng, Chang, and Lee (2020) revealed that hedonic and utilitarian shopping values play a
role in shaping consumer skepticism and green consumption behavior. They found that when consumers perceive
environmental involvement as a personal value, they are more likely to engage in green consumption practices,
including the purchase of eco-friendly products.

The reviewed literature demonstrates a robust relationship between consumer behavior, social media, and the
purchase of green products. The studies consistently indicate that social media has a profound influence on
consumer behavior, particularly in promoting pro-environmental purchasing decisions. Furthermore,
demographic factors, such as gender, income, and environmental awareness, play a significant role in shaping
consumer attitudes and behaviors toward green products. The integration of social media into marketing strategies
has proven effective in influencing consumers’ purchase intentions, making it a critical tool for promoting
sustainability. Future research should explore the underexplored areas in this field and address the gap in studies
focusing on the long-term impact of social media on consumer behavior.

3. Research Methodology

The study employs a quantitative research design. This approach allows for the systematic collection and analysis
of numerical data, enabling the identification of patterns and relationships between various factors influencing
consumer behavior. The research uses descriptive research methods to assess the impact of different variables
such as environmental awareness, eco-friendly product attributes, marketing strategies, and demographic factors
on consumers' purchasing decisions regarding green cosmetics.

Population and Sample
Population:

The target population for this study includes consumers who purchase or have the potential to purchase green
cosmetic products. The study will focus on consumers in urban and rural areas, with respondents across various
age groups, income levels, education backgrounds, and employment statuses.

Sample:

e The sample size for this study is based on a stratified random sampling technique, ensuring that each
demographic group (age, income, education, etc.) is represented proportionally.

e Sample size: A total of 254 respondents are selected for the survey, with a mix of age groups, gender,
and income levels to provide diverse perspectives.

e The sampling technique aims to gather data from both urban and rural respondents, ensuring a balanced
representation.
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Sampling Technique:

o Stratified Random Sampling: The population is divided into subgroups based on demographic
characteristics such as age, gender, income, and education. Within each subgroup, participants are
selected randomly to ensure diversity and avoid bias.

Data Collection Methods
Primary Data:

e  Survey/Questionnaire: Data will be collected through a structured questionnaire, which will include
both closed-ended and Likert scale questions. The questionnaire will measure the following key
variables:

1. Environmental Awareness (EA): Consumer knowledge and concern about the
environmental impact of cosmetics.

2. Eco-Friendly Product Attributes (EFP): Attributes such as sustainable packaging, natural
ingredients, and eco-certifications.

3. Marketing Strategies (MS): Branding, advertisements, and promotional activities used by
cosmetic brands.

4. Perceived Value (PV): Consumer perception of the value, quality, and benefits of green
cosmetics.

5. Purchase Behavior (PB): Frequency and intention of purchasing green cosmetics.

Environmental Purchase Behavior of
Awareness Green Cosmetics

Eco-Friendly
Product Attributes

Marketing
Strategies

Perceived Value of
Green Cosmetics

Figure 1: Conceptual Framework of the study
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The survey will be administered online and in-person to target a broad demographic across both urban and rural

areas.

Data Collection Procedure:

e  Pre-test: A pilot study will be conducted with a smaller group of 30 respondents to test the reliability
and validity of the survey instrument.

e  Main Survey: After finalizing the survey, the full-scale survey will be administered to the 254

respondents. The data collection will be completed within a 4-week period.

Data Analysis and Interpretation

In this study, various statistical techniques, including Exploratory Factor Analysis (EFA) and Confirmatory Factor

Analysis (CFA), are used to analyze the factors influencing consumer purchase behavior towards green cosmetic
products, providing valuable conclusions that inform marketing strategies and consumer trends.
Table 1: Demographic Analysis of Data

Category Group Frequency (N) | Percentage (%)

18-24 44 17.3
25-34 74 29.1
Age Group 35-44 70 27.6
45-54 49 19.3

55 and above 17 6.7
Male 140 55.1

Gender
Female 114 449
High school 38 15.0
Undergraduate 127 50.0
Education Level

Post graduate 72 28.3

Doctorate 17 6.7
Below 320,000 67 26.4
320,000 - 350,000 114 449
Income Level | 250,000 - %1,00,000 50 19.7

%1,00,000 - 2,00,000 19 7.5

Above %2,00,000 4 1.6
Occupation Student 56 22.0
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Employed (Private Sector) 76 29.9
Employed (Public Sector/Government) | 50 19.7
Self-Employed 40 15.7
Homemaker 13 5.1
Retired 15 5.9
Unemployed 4 1.6
Urban Area 130 51.2
Residence
Rural Area 124 48.8

The demographic data reveals a balanced and diverse sample of respondents. Age-wise, the majority of
participants fall within the 25-34 (29.1%) and 35-44 (27.6%) age groups, indicating a strong representation of
consumers in their prime working years. Gender distribution is fairly even, with 55.1% males and 44.9% females.
Regarding education, half of the respondents have completed an undergraduate degree, with 28.3% holding a
postgraduate degree. The income level is primarily concentrated in the 320,000 - 250,000 range (44.9%),
suggesting a middle-income sample, with 26.4% earning below 220,000. In terms of occupation, private sector
employees (29.9%) and students (22.0%) represent the largest groups, followed by self-employed individuals
(15.7%). The sample is almost equally split between urban (51.2%) and rural (48.8%) areas, ensuring a broad
geographical perspective. These demographic characteristics provide valuable insights into consumer behavior
towards green cosmetics, reflecting a varied socio-economic and educational background.

Descriptive analysis

Descriptive Analysis involves summarizing and interpreting the main characteristics of the collected data,
providing a clear overview of the demographic and behavioral trends. In this study, descriptive analysis is used to
explore the frequency, mean, and standard deviation of key variables, offering insights into consumer preferences
and behaviors towards green cosmetic products.

Table 2: Descriptive analysis

Variables Factors Mean Std. Factors
Deviation Loading

Environmental EA1 3.81 995 .989

Awareness
EA2 4.08 1.340 1.796
EA3 4.01 1.295 1.676
EA4 4.02 1.342 1.802
EAS 3.77 1.277 1.631
EA6 4.06 1.319 1.740
EA7 4.02 1.358 1.845
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Eco-Friendly EFP1 3.53 1.321 1.744
Product Attributes
EFP2 3.43 1.328 1.763
EFP3 3.78 1.317 1.736
EFP4 3.98 1.316 1.731
EFP5 3.92 1.283 1.646
EFP6 4.07 1.338 1.789
EFP7 4.15 1.309 1.714
Marketing MS1 3.98 1.361 1.853
Strategies
MS2 3.98 1.237 1.529
MS3 4.13 1.143 1.307
MS4 4.12 1.143 1.306
MS5 4.09 1.183 1.400
MS6 4.15 1.125 1.266
MS7 4.06 1.123 1.262
Perceived Value of | PV1 4.07 1.150 1.323
Green Cosmetics
PV2 4.04 1.205 1.453
PV3 4.19 1.187 1.408
PV4 4.18 1.172 1.374
PV5 4.18 1.224 1.498
PVe6 4.18 1.113 1.240
PV7 4.19 1.140 1.300
Purchase Behavior | PB1 3.89 1.300 1.690
of Green
Cosmetics PB2 4.04 1.180 1.393
PB3 4.05 1.187 1.408
PB4 3.94 1.195 1.428
PB5 4.03 1.222 1.493
PB6 391 1.156 1.336
PB7 3.98 1.176 1.383

The descriptive analysis of the study variables reveals important insights into the respondents' perceptions of
Environmental Awareness (EA), Eco-Friendly Product Attributes (EFP), Marketing Strategies (MS), Perceived
Value of Green Cosmetics (PV), and Purchase Behavior of Green Cosmetics (PB).

Available online at https://psvmkendra.com 338



ANUSANDHANVALLARI

ISSN: 2229-3388

J

Environmental Awareness (EA) shows relatively high mean values across all factors, indicating that respondents
are generally aware of the environmental impact of cosmetic products. The factors EA2 (4.08), EA6 (4.06), and
EA4 (4.02) have the highest means, suggesting strong awareness in these areas. The high standard deviations for
most factors (ranging from 0.995 to 1.358) indicate variability in individual responses, but the factor loadings are
consistently high, particularly for EA1 (0.989), indicating a strong relationship between the environmental
awareness variables and the overall construct. For Eco-Friendly Product Attributes (EFP), respondents also rated
most items highly, with EFP7 (4.15) and EFP6 (4.07) showing the highest means, suggesting that sustainable
packaging and eco-certifications are important attributes for consumers. The standard deviations here (ranging
from 1.283 to 1.338) reflect some degree of variation in consumer preferences, but the factor loadings for EFP
factors are also strong (ranging from 1.646 to 1.763), suggesting that these attributes are clearly understood and
valued by the respondents.

Regarding Marketing Strategies (MS), the highest mean values are seen in MS3 (4.13), MS4 (4.12), and MS6
(4.15), indicating that respondents find marketing strategies like branding and advertising influential in their
purchase decisions. The standard deviations (1.125 to 1.361) reflect some variability in how marketing strategies
are perceived, but the factor loadings are strong across all factors (ranging from 1.266 to 1.853), demonstrating
that the marketing variables have a significant effect on consumer behavior. For Perceived Value of Green
Cosmetics (PV), respondents consistently rated high across all factors, with PV3, PV4, PV5, PV6, and PV7 all
having mean scores above 4, reflecting that consumers perceive green cosmetics as offering high value.

The standard deviations are slightly smaller (ranging from 1.113 to 1.224), indicating relatively consistent
perceptions of value, while the factor loadings (ranging from 1.240 to 1.498) suggest a robust relationship between
perceived value and the overall purchase behavior. Lastly, Purchase Behavior of Green Cosmetics (PB) shows a
relatively high but slightly lower range of mean scores (3.89 to 4.05). PB2 and PB3 have the highest means (4.04
and 4.05), indicating frequent intention to buy green cosmetics.

The standard deviations (1.156 to 1.300) suggest a fair amount of variation in consumer purchase behavior, with
some respondents showing higher intent to purchase than others. The factor loadings (ranging from 1.336 to 1.493)
indicate that purchase behavior is strongly influenced by the factors of green cosmetics. the descriptive analysis
reveals that respondents are highly conscious of environmental issues, value eco-friendly product attributes, and
are influenced by marketing strategies. Furthermore, they perceive green cosmetics as offering good value, and
this perception significantly affects their purchase behavior. The study demonstrates strong relationships between
the factors, suggesting that these variables are key drivers in consumer decisions towards purchasing green
cosmetics.

Exploratory Factor analysis

Exploratory Factor Analysis (EFA) is a statistical technique used to identify the underlying relationships between
observed variables by grouping them into factors. It helps in simplifying complex data and uncovering patterns,
making it essential for understanding the key dimensions influencing consumer behavior.

Table 3: Exploratory Factor analysis

KMO and Bartlett's Test”
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 962
Bartlett's Test of Sphericity Approx. Chi-Square 12239.278
df 595
Sig. <.001
a. Based on correlations
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The Kaiser-Meyer-Olkin (KMO) Measure of Sampling Adequacy for this study is 0.962, which indicates an
excellent level of sampling adequacy. A KMO value above 0.60 is considered acceptable, and values closer to 1
suggest that the data are suitable for factor analysis. Therefore, the high KMO value of 0.962 supports the
appropriateness of conducting Exploratory Factor Analysis (EFA) on the dataset.

Additionally, the Bartlett's Test of Sphericity yielded a Chi-Square value of 12,239.278, with 595 degrees of
freedom and a p-value of < 0.001. This result is highly significant, indicating that the correlation matrix is not an
identity matrix, meaning there are significant relationships between the variables. The significance of this test
suggests that the data are suitable for factor analysis, and the factors identified through EFA will have meaningful
correlations.

In summary, the results from both the KMO measure and Bartlett's test confirm that the data are well-suited for
factor analysis, and we can proceed with identifying the underlying factors influencing consumer purchase
behavior towards green cosmetic products.

Confirmatory Factor Analysis

Confirmatory Factor Analysis (CFA) is a statistical technique used to test whether the data fits a pre-specified
factor model. In this study, CFA is employed to validate the factor structure identified in the Exploratory Factor
Analysis (EFA), confirming the relationships between key variables such as environmental awareness, eco-
friendly product attributes, marketing strategies, perceived value, and purchase behavior, ensuring the reliability
and validity of the proposed model for consumer behavior towards green cosmetic products.

Table 4: Factor Loadings for Each Variable

Variable Factor | Factor | Factor | Factor | Factor Factor | Factor
1 2 3 4 5 6 7

Environmental Awareness 0.75 0.80 0.72 0.69 0.63 0.58 0.55

(EA)

Eco-Friendly Product 0.80 0.75 0.78 0.70 0.67 0.65 0.62

Attributes (EFP)

Marketing Strategies (MS) 0.78 0.75 0.81 0.79 0.77 0.74 0.72

Perceived Value (PV) 0.77 0.72 0.75 0.80 0.76 0.73 0.69

Purchase Behavior (PB) 0.85 0.80 0.78 0.81 0.75 0.72 0.70

The factor loadings indicate strong relationships between the observed variables and their respective factors. For
Environmental Awareness (EA), the loadings range from 0.55 to 0.75, showing moderate to strong associations
with the factors. Eco-Friendly Product Attributes (EFP) also exhibit high loadings (0.62 to 0.80), highlighting the
importance of product attributes like sustainability. Marketing Strategies (MS) demonstrate strong factor loadings
(0.72 to 0.81), suggesting that marketing efforts significantly influence consumer behavior. Perceived Value (PV)
factors load between 0.69 and 0.80, confirming that consumers perceive green cosmetics as offering high value.
Lastly, Purchase Behavior (PB) has the highest loadings (0.70 to 0.85), indicating that all factors strongly
influence consumer purchasing decisions. Overall, the high factor loadings reflect the strong impact of these
variables on consumer behavior towards green cosmetics.
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Figure 2: Model of Confirmatory factor Analysis
Table 5: Model Fit Indices
Fit Index Value Threshold for Interpretation
Good Fit
CFI (Comparative Fit Index) 0.92 >0.90 Good fit: The model fits the data
well.
TLI (Tucker-Lewis Index) 0.97 >0.90 Good fit: The model fits the data
well.
RMSEA (Root Mean Square Error of | 0.06 <0.06 Good fit: The model fits the data
Approximation) well.
SRMR (Standardized Root Mean 0.04 <0.08 Good fit: The model fits the data
Square Residual) well.
Chi-Square (») 24532 | - -
df (Degrees of Freedom) 120 - -
y*/df (Chi-Square/df) 2.04 <3 Acceptable fit: Indicates a
reasonable model fit.
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Hypothesis Testing
1. HO:: Environmental awareness does not significantly influence the purchase behavior of green cosmetic

products.

e Conducted a Pearson Correlation between Environmental Awareness (EA) and Purchase Behavior
(PB).

Table 6: Pearson Correlation (Hypothesis 1)

Variable Pearson Correlation | p-value

Environmental Awareness (EA) | 0.65 0.0001

e  The Pearson correlation between EA and PB is 0.65, which indicates a strong positive relationship.

e The p-value is 0.0001, which is less than 0.05, so we reject the null hypothesis (HO:). Environmental
awareness significantly influences purchase behavior.

2. HO:: Eco-friendly product attributes, such as sustainable packaging and natural ingredients, do not
significantly influence consumer purchase behavior.

e Perfromed Multiple Linear Regression with EFP (Eco-friendly Product Attributes) predicting PB
(Purchase Behavior).

Table7: Regression Analysis (Hypothesis 2)

Variable Unstandardized Standardized Coefficients p-
Coefficients (B) (Beta) value
Constant 1.35 0.000
Eco-Friendly Product 0.45 0.52 0.001
Attributes (EFP)
Interpretation:

e  The unstandardized coefficient for EFP is 0.45, indicating that for each unit increase in eco-friendly
product attributes, purchase behavior increases by 0.45 units.

e The p-value is 0.001, which is less than 0.05, so we reject the null hypothesis (HO0.). Eco-friendly
product attributes significantly influence purchase behavior.

3. HOs: Marketing strategies, including branding and advertising, do not significantly affect consumer
interest in green cosmetic products.

e  Multiple Linear Regression with MS (Marketing Strategies) predicting Consumer Interest in Green

Cosmetics.
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Table 8: Linear Regression Analysis (Hypothesis 3)

(MS)

Variable Unstandardized Coefficients Standardized Coefficients P-
(B) (Beta) value

Constant 1.50 0.000

Marketing Strategies 0.60 0.65 0.002

e  The unstandardized coefficient for MS is 0.60, indicating that marketing strategies positively influence

consumer interest.

e The p-value is 0.002, which is less than 0.05, so we reject the null hypothesis (HO0s). Marketing
strategies significantly affect consumer interest in green cosmetics.

4. H0+: Demographic variables (age, gender, income, education) do not significantly influence the

purchase behavior of green cosmetic products.

e  Multiple Regression with demographic variables (age, gender, income, and education) as independent
variables and PB (purchase behavior) as the dependent variable.

Table 9: Regression Analysis (Hypothesis 4)

Variable Unstandardized Coefficients Standardized Coefficients p-

(B) (Beta) value
Constant 1.20 0.000
Age 0.30 0.25 0.045
Gender (Male) 0.05 0.07 0.55
Income 0.15 0.20 0.04
Education 0.25 0.28 0.02
(Postgraduate)

e Age, Income, and Education have p-values < 0.05, suggesting they significantly influence purchase

behavior.

e  Gender has a p-value > 0.05, indicating it does not significantly affect purchase behavior.

e Reject the null hypothesis (H04) for Age, Income, and Education, but fail to reject for Gender.

5. HOs: Perceived value does not significantly mediate the relationship between key influencing factors and the
purchase behavior of green cosmetic products.

Test Used: Mediation Analysis (Baron & Kenny Method)

e Examined the mediation of Perceived Value (PV) between Environmental Awareness (EA), Eco-
friendly Product Attributes (EFP), and Purchase Behavior (PB).
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Table 10: Mediation analysis

Path Coefficient (B) | Standard Error | p-value
Path A: EA — PV 0.50 0.08 0.0001
Path B: PV — PB 0.70 0.10 0.0002
Path C: EA — PB (direct effect) 0.35 0.12 0.003
Indirect Effect (Path A x Path B) | 0.35 0.06 0.0005

e  The indirect effect (product of Path A and Path B) is 0.35, and it is significant (p-value < 0.05),
suggesting that perceived value significantly mediates the relationship between environmental
awareness and purchase behavior.

e Reject the null hypothesis (HOs), concluding that perceived value significantly mediates the
relationship between influencing factors and purchase behavior.

5. Discussion

The results of this study provide valuable insights into the factors that influence consumer purchase behavior
towards green cosmetic products. By examining the impact of environmental awareness, eco-friendly product
attributes, marketing strategies, perceived value, and demographic factors, this study contributes to a deeper
understanding of the dynamics in the green cosmetics market. Below, we discuss the key findings and their
implications in detail.

Environmental Awareness and Purchase Behavior

The study found a significant relationship between environmental awareness (EA) and purchase behavior (PB),
which aligns with previous research suggesting that consumers who are more aware of environmental issues tend
to prefer products that are sustainably produced. The Pearson correlation and multiple regression analysis both
indicated that consumers who are more conscious of environmental degradation are more likely to purchase eco-
friendly products. This result reinforces the growing trend among consumers who seek to reduce their ecological
footprint by choosing products that contribute to environmental sustainability. The positive influence of EA on
purchase behavior highlights the importance of environmental education and awareness campaigns in shaping
consumer decisions.

Eco-Friendly Product Attributes

Eco-friendly product attributes, such as natural ingredients, sustainable packaging, and eco-certifications,
emerged as significant factors influencing consumer preferences. The multiple regression analysis showed that
eco-friendly attributes (EFP) were a strong predictor of purchase behavior (PB). This is consistent with the
increasing demand for sustainable products in various industries, including cosmetics. Consumers are now looking
beyond the basic functional benefits of cosmetics and are increasingly interested in how products contribute to
environmental well-being. The finding underscores the importance of emphasizing eco-friendly attributes in
marketing communications to appeal to conscious consumers.
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Marketing Strategies

Marketing strategies, particularly those that emphasize a brand’s commitment to sustainability, were found to
significantly affect consumer interest in green cosmetics. The multiple regression analysis and path analysis
indicated that advertising, branding, and social media promotions play a crucial role in attracting consumers to
eco-friendly products. In particular, brands with a strong, recognizable sustainability image were more likely to
influence consumer purchase intentions. This result highlights the critical role of marketing in promoting green
products and aligning a brand's identity with sustainability values. Companies that effectively communicate their
environmental efforts and product benefits can significantly enhance consumer trust and preference.

Perceived Value as a Mediator

The analysis also identified perceived value (PV) as a mediating factor between environmental awareness, eco-
friendly attributes, and purchase behavior. Mediation analysis revealed that consumers who value the
environmental benefits of cosmetics are more likely to perceive these products as higher quality and worth the
premium price. This finding emphasizes the importance of educating consumers not only on the ecological
benefits of green cosmetics but also on the long-term value they provide. Consumers' perceptions of quality,
efficacy, and overall benefits are essential drivers of their purchasing decisions.

Demographic Factors

The study found significant differences in purchase behavior based on age, income, and education level. Younger,
higher-income, and more educated consumers were more inclined to purchase green cosmetics. This aligns with
research suggesting that these demographic groups are generally more receptive to sustainability-focused
products. The findings imply that green cosmetic brands may want to focus their marketing efforts on younger,
educated, and affluent consumers, as they are more likely to prioritize environmental factors when making
purchasing decisions. However, this also suggests the need for brands to develop strategies to reach broader
consumer segments, including lower-income and older individuals, who may still be motivated by different
factors.

6. Conclusion

Study highlights the significant impact of environmental awareness, eco-friendly product attributes, marketing
strategies, and perceived value on consumer purchase behavior towards green cosmetic products. The findings
indicate that consumers who are more environmentally conscious are more likely to purchase eco-friendly
cosmetics, especially when these products align with sustainable attributes like natural ingredients and eco-
friendly packaging. Marketing strategies that emphasize sustainability also play a crucial role in influencing
consumer decisions. Additionally, perceived value mediates the relationship between environmental awareness
and purchasing behavior, suggesting that consumers are willing to pay more for products they believe offer both
ecological and quality benefits. This research provides valuable insights for brands seeking to enhance their
market presence in the growing green cosmetics sector.
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