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Abstract: Current environmental and sustainability issues increase consumer attention in consuming products by 

choosing more environmentally friendly products. One of the products that has a fast turnover, and many types, is 

cosmetic products. This study explores the factors influencing consumer intentions in purchasing cosmetic products 

with environmentally friendly packaging. Survey data on students as representatives of Generation Z were processed 

and showed that perceived value, environmental concern, attitude, willingness to pay, social influence, and brand 

image influence purchase intention. The results of this study can support companies in producing products with 

environmentally friendly packaging. 
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1. INTRODUCTION 

In recent decades, global environmental issues have become a major concern for governments, businesses, and 

consumers worldwide. The problem of waste has become a pressing global issue, affecting ecological health, human 

well-being, and ecosystem sustainability. An estimated 2.01 billion tons of waste is generated globally each year, and 

this number is projected to increase with population growth and urbanization (Kaza et al., 2018). Plastic waste is a 

major concern because only about 9% is recycled, while the rest contaminates oceans, land, and air, causing severe 

impacts on biodiversity (Brooks et al., 2018). The world's oceans already host more than 8 to 10 million tons of plastic 

waste each year, threatening marine life and coastal ecosystems (Fava, 2022). In developing countries, waste 

management challenges are further complicated by a lack of infrastructure, ineffective policies, and low public 

awareness (Liang et al., 2021). The consequences of inadequate waste management include soil and water pollution, 

greenhouse gas emissions, and human health risks (Mahajan & Sudan, 2023; Rahman & Ahmed, 2024). One 

significant issue that has emerged is cosmetic packaging waste. Conventional packaging made from plastic and other 

non-biodegradable materials has contributed significantly to environmental pollution, negatively impacting 

ecosystems and human health (Mugobo et al., 2022). 

 

In Indonesia, the problem of cosmetic packaging waste is increasingly worrying, along with the increasing 

consumption of beauty products by the public. Indonesia is a major hotspot for plastic waste leakage, with plastic 

accounting for approximately 10.6% of the country's total annual waste (Mustard, 2022). Plastic packaging waste has 

worsened environmental problems (Yu et al., 2023). Plastic, glass, and paper packaging are difficult to recycle, and 

small sachets dominate cosmetic waste, making it more challenging to manage and often end up in landfills or 

polluting the environment. Seeing this phenomenon, several cosmetic manufacturers have released products with more 

environmentally friendly packaging. Several cosmetic brands with environmentally friendly packaging products in 

the Indonesian market are The Body Shop, NPure, Avoskin, Sensatia Botanica, etc. Generation Z in Indonesia, born 
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between 1997 and 2012 (Dimock, 2019), is a demographic group that grew up amidst the rapid development of 

technology and information. This generation also shows a high awareness of social, environmental, and sustainability 

issues, influencing their preferences in choosing products and brands (The Deloitte Global, 2022). By examining the 

purchase intention of Generation Z, this study can provide a deeper understanding of this generation's values, attitudes, 

and consumption preferences towards cosmetic products with environmentally friendly packaging so that it can help 

cosmetic companies or industries design effective and relevant marketing strategies. 

 

Several previous studies have explored how cosmetics with eco-friendly packaging affect the preferences of 

Generation Z consumers. One showed that environmental concern has no significant effect. However, it has been 

mediated by eco-friendly purchase intention and eco-friendly purchase behavior on eco-friendly cosmetic products in 

Indonesia (Marbun et al., 2024). This study reveals consumers' intention to purchase eco-friendly cosmetic products 

by examining several factors. This study was conducted to answer the question of what factors influence the purchase 

intention of Generation Z consumers towards cosmetic products with environmentally friendly packaging. To answer 

this question, this study aims to look at several factors that influence purchase intention, including the perceived value 

of sustainable packaging, environmental concern, attitude towards sustainable packaging, willingness to pay, social 

influence, and brand image. Several studies have shown factors influencing purchase intention towards 

environmentally friendly products. However, there is still room for analysis by combining factors that influence the 

purchase intention of Generation Z toward ecologically friendly cosmetic products. 

 

2. LITERATURE REVIEW 

Perceived value of sustainable packaging 

The perceived value of sustainable packaging refers to consumers’ assessment of the benefits and perceived value of 

using environmentally friendly product packaging (Anjimoon et al., 2024; Vrabič‐Brodnjak & Jestratijević, 2024). 

This value encompasses functional, emotional, and social aspects related to sustainability. Functionally, consumers 

evaluate sustainable packaging based on its quality and performance, such as durability, recyclability, or waste 

reduction. Emotionally, consumers may feel satisfaction or a sense of responsibility for supporting an environmentally 

conscious brand (L. Chen et al., 2023). From a social perspective, using environmentally friendly packaging can 

enhance consumers’ self-image as individuals who care about environmental issues, in line with social norms that 

support green behavior (Lan et al., 2023). 

 

Environmental concern 

Environmental concern refers to the degree to which an individual is concerned about environmental issues and the 

negative impacts that human activities have on ecosystems (Borgwardt et al., 2019). This concern can cover many 

issues, such as climate change, pollution, biodiversity loss, and natural resource depletion. The higher a person’s level 

of environmental concern, the more likely they are to engage in environmentally friendly behaviors, such as 

purchasing sustainable products, supporting environmental policies, and reducing environmentally damaging 

consumption (Yang et al., 2024). In the context of consumer behavior, environmental concern plays an essential role 

as a motivating factor in shaping preferences for products or brands that implement sustainable practices, such as 

using environmentally friendly packaging or reducing carbon emissions (Ghaffar et al., 2023).  

 

Attitude toward sustainable packaging 

Attitude toward sustainable packaging refers to consumers’ attitudes or perceptions toward environmentally friendly 

packaging, such as recyclable, biodegradable, or recycled materials (Tanzares et al., 2024; Veronika et al., 2023). This 

attitude reflects how consumers consider sustainability important in product packaging and how this influences their 

purchasing decisions. Consumers with positive attitudes toward sustainable packaging tend to value brands committed 
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to environmentally friendly practices more and see sustainable packaging as a tangible contribution to environmental 

preservation (Mongula et al., 2023). 

 

Willingness to pay 

Willingness to pay measures how much consumers are willing to pay for a product or service, reflecting their 

subjective value on the good (Shah & Yang, 2022). Various factors, including perceived quality, perceived benefits, 

past experiences, and personal preferences influence willingness to pay. In the context of green products, willingness 

to pay is often related to the consumer's concern for sustainability and social responsibility issues (Civero et al., 2017; 

Narayanan, 2022). Consumers who are more concerned about environmental impacts, for example, may be willing to 

pay more for products that are packaged in an environmentally friendly manner or that have sustainability certification 

(García-Salirrosas et al., 2024). 

 

Social influence 

Social influence is how others directly or indirectly influence a person’s attitudes, behaviors, or decisions (Cialdini, 

1984). Social influence in marketing and consumer behavior can come from various sources, including family, friends, 

social groups, celebrities, or social media. This social influence can take the form of social norms, social approval, or 

peer pressure, which encourages individuals to conform to expectations or trends around them. Social influence is 

crucial in forming purchasing decisions, as consumers are often influenced by the opinions and recommendations of 

others, especially in the digital age, where online reviews and testimonials play a significant role (Romadhoni et al., 

2023). Studies have shown that social influence also strengthens a person’s social identity, where individuals feel 

more connected to a particular group by adopting products or services recommended by that group (Wickes et al., 

2022). 

 

Brand image 

Brand image is a consumer's perception of a brand that is formed through their interaction with the brand's products, 

services, and communications (Kotler & Keller, 2016). This perception includes associations regarding the quality, 

uniqueness, and reliability of the product, as well as the emotional experience consumers feel. Brand image is essential 

in differentiating a brand from its competitors, influencing purchasing decisions, and creating customer loyalty (Dam 

& Dam, 2021). In the context of the brand image of products with environmentally friendly packaging, the brand 

image focuses more on the values of sustainability and the company's environmental responsibility. Consumers tend 

to associate the product with ecological awareness, good business ethics, and a commitment to reducing environmental 

negative impacts (Metekohy et al., 2024) 

 

Prior relevant research models  

Duarte et al., (2024) tested the relationship between several factors influencing consumer purchase intention towards 

sustainable packaging. The factors tested were the perceived value of sustainable packaging, willingness to pay, 

environmental concern, and attitude toward sustainable packaging. The results showed that the variable perceived 

value of sustainable packaging has an influence and is the weakest predictor compared to other variables. This study 

emphasizes the importance of understanding consumer motivation and the factors influencing their decision to choose 

sustainable packaging. It also provides insight for stakeholders in designing more effective marketing strategies for 

sustainable products. Another study by Polanco et al. (2021) examined the relationship between consumer behavior 

that cares about the environment and sustainable packaging and considered brand image and its impact on purchase 

intention for ecological wine. The results of his study showed that brand image, together with brand dimensions, are 

the most powerful and relevant variables in the purchase decision for ecological wine. Brands help consumers feel 

confident that they are buying high-quality products. 



 

301 
 

Lan et al. (2023) identified five main factors influencing purchase intention for environmentally friendly packaging 

products among Ho Chi Minh City urban residents. One of the factors is social influence. The results of the study 

showed that social influence has a significant impact on purchase intention for products with environmentally friendly 

packaging. This influence comes from various sources of social information, including family, friends, and the media. 

This study indicates that consumers exposed to positive environmental norms and values from their social groups are 

more likely to purchase environmentally friendly products. Research by Nicolae (2024) also supports the idea that the 

greater the social influence felt by individuals from their social groups, the more likely they are to engage in sustainable 

purchasing behavior. Therefore, this study proposes to add social influence and brand image from the previous 

research model Duarte et al., (2024) to determine the purchasing interest of young generation consumers towards 

cosmetic products with environmentally friendly packaging. According to the theory of planned behavior (TPB) 

proposed by Icek Ajzen, three main factors influence a person's intention to take action, including attitude, subjective 

norms and perceived behavioral control (Ajzen, 1991). This study positions the perceived value of sustainable 

packaging, attitude towards sustainable packaging, environmental concern, willingness to pay, social influence, and 

brand image as related to attitude, subjective norms, and perceived behavioral control. 

 

Figure 1 illustrates the research framework. The study verifies the influence of the perceived value of sustainable 

packaging (H1), environmental concern (H2), attitude towards sustainable packaging (H3), willingness to pay (H4), 

social influence (H5), and brand image (H5) on the intention to purchase cosmetic products with environmentally 

friendly packaging. 

 
 

3. METHODS 

Sample, data collection, and questionnaire development 

The quantitative approach was chosen in this study to explain the relationship between variables. The instrument used 

was a questionnaire, and a hypothesis was also developed that predicted the results of the relationship between the 

variables studied. This study examines Generation Z, who were born in 1997 - 2012 (Dimock, 2019) and who are 

currently in the general range who are studying. The sample in this study focuses on students because it is one of the 
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right age groups for this study that discusses the intention of using cosmetics with environmentally friendly packaging. 

Student samples were also selected to reduce the potential for random errors compared to public samples (Andrade, 

2021). The survey was conducted on consumer groups of students at a college in Bandung City, West Java, Indonesia. 

The students are included in the age range of Generation Z (12-27 years). This study used non-probability sampling 

to target groups of students who use cosmetics with environmentally friendly packaging. Purposive sampling 

techniques were applied to select respondents based on specific criteria relevant to the study's objectives.  

 

Data were collected using an online questionnaire prepared following the objectives of this study. Researchers 

distribute links to fill out the survey in areas where students gather. According to Hair et al., the minimum number of 

samples needed is 130 because there are 26 parameters from six variables (Hair et al., 2006). Respondents who filled 

out the survey were obtained, and as many as 230 were tested valid and reliable for further analysis. The questionnaire 

was divided into three sections: where the first section asked for respondents' agreement to take the survey, the second 

section asked for demographic data from respondents, and the third section asked for data on variables including 

perceived value of sustainable packaging, environmental concern, attitude towards sustainable packaging, willingness 

to pay, social influence, brand image, and purchase intention (see Table 1). 
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Data analysis 

The statistical analysis used in this study is descriptive statistics, analysis of measurement quality using validity and 

reliability analysis, correlation analysis, multiple regression analysis, and hypothesis testing. Descriptive statistical 

analysis includes simple frequency and mean values based on demographic and behavioral data. Furthermore, validity 

and reliability tests are carried out using the Cronbach alpha coefficient. Correlation analysis identifies relationships 

between variables, and multiple regression tests hypotheses and evaluates the influence of independent variables on 

dependent variables. 

 

4. RESULT AND DISCUSSION 

Results 

Profiles of the respondents 

The sample of this study consisted of 25.2% male and 74.8% female. In terms of income that can come from family, 

work, and others, it is dominated by student respondents who earn less than Rp 2,000,000 as much as 74.3%, those 

who earn from the range of Rp 2,000,000 - Rp 4,999,999 as much as 20.4% and more than Rp 5,000,000 as much as 

5.2%. The results of respondents related to the frequency of using cosmetics: the average value of respondents is 20% 

using cosmetics 1-3 days a week, 21.3% of respondents using cosmetics 4-6 days a week, and 58.7% of respondents 

using cosmetics daily. 
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Hypothesis testing 

Correlation analysis 

In this research, the dependent variable is Purchase Intention (PI). There are six independent variables, namely 

perceived value of sustainable packaging (PVSP), environmental concern (EC), attitude towards sustainable 

packaging (ATSP), willingness to pay (WTP), social influence (SI), brand image (BI), and purchase intention (PI). 

The data from this study were processed using SPSS. Measurement quality testing was conducted by conducting 

reliability, validity, and standard method bias tests, as shown in Table 3. The test showed adequate reliability (α > 

0.7), the calculated r-value is more significant than 0.3 (Pearson correlation), and convergent validity (AVE > 0.5), as 

well as the absence of multicollinearity between independent variables (VIF < 10). 

 

 
 

The Spearman correlation is the non-parametric technique used to calculate the strength and direction of the 

relationship between two variables. Determining the level of strength of the relationship between variables can be 

guided by the correlation coefficient value, which is the result of SPSS output, with the following provisions: A 

correlation coefficient value of 0.00 - 0.25 means the relationship is very weak, a correlation coefficient value of 0.26 

- 0.50 means the relationship is sufficient, and A correlation coefficient value of 0.51 - 0.75 means the relationship is 

strong. Table 4 shows that each variable has a positive correlation with the others. 
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Multiple linear regression model analysis 

Multiple regression is conducted to measure the relationship between dependent and independent variables and to 

test hypotheses related to the relationship. In Table 5, R square shows good results. Variations in the dependent 

variable can be explained by the independent variables included in the regression model. The resulting model is as 

follows: 

 

 
 

The sixth model has the highest R2 value, which shows that PSVP, EC, ATSP, WTP, SI, and BI simultaneously 

predict PI, with a value of 84% of the variance in the PI variable. The Durbin-Watson value is used to evaluate 

autocorrelation. Autocorrelation occurs if there are residual values that are correlated with each other. The calculation 

results in Table 5 show a Durbin-Watson value of 1.990, which indicates no autocorrelation. 

 

 
 

ANOVA tests whether there is a significant difference between the means of two or more groups. The test results 

show a simultaneous relationship (Table 6). 
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Linear regression (Partial) 

The results of linear regression calculations are used to see the magnitude of the influence (R Square) of each 

independent variable (PVSP, EC, ATSP, WTP, SI, and BI) on the dependent variable, namely PI. The R-square value 

of PVSP on PI is obtained at 0.562, EC on PI is obtained at 0.684, ATSP on PI is obtained at 0.701, WTP on PI is 

obtained at 0.332, SI on PI is obtained at 0.623, and BI on PI is obtained at 0.733. 

 

 
 

Conclude from the hypothesis that the research results show the impact of six factors: (1) the perceived value of 

cosmetic products with environmentally friendly packaging, (2) environmental concern, (3) willingness to pay, (4) the 

consumer’s attitude towards the cosmetic products with eco-friendly packaging, (5) social influence, (6) brand image 

to intention to buy cosmetic products with environmentally friendly packaging of college student as young generation 

group. 
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Discussion 

This study's results align with and complement the models of previous studies produced by Polanco et al., (2021), and 

Lan et al., (2023), and Duarte et al., (2024). Based on multicollinearity measurements, willingness to pay has the 

lowest value, and these results align with prior studies’ results. Spearman correlation analysis and hypothesis testing 

show a strong relationship between all variables in this research model. The results show a positive relationship 

between the perceived value of sustainable packaging and the purchase intention of cosmetic products with 

environmentally friendly packaging. These results are in line with the research of Lan et al., (2023) and Wu et al., 

(2024). The higher the green perception value consumers feel, the more likely they will have a high purchase intention 

for the product (Wu et al., 2024). Likewise, this study shows that environmental concern influences purchase intention 

and attitude positively influences purchase intention, and these results support previous research conducted by Lan et 

al., (2023). Duarte et al., (2024) revealed that environmental concerns and perceptions of product quality mainly 

support consumer willingness to pay for sustainable products. This study also shows that consumer willingness to pay 

affects their purchase intention for cosmetic products with environmentally friendly packaging. This study also 

confirms the results of Nicolae (2024) and Lan et al., (2023) that social influence has a positive and significant 

influence on sustainable purchasing behavior. The greater the social influence individuals feel from their social group, 

the more likely they are to engage in sustainable purchasing behavior, such as buying organic products (Nicolae, 2024) 

or products with environmentally friendly packaging, as studied in this study. Chen et al. (2017) and Polanco et al., 

(2021) explained that brand image shapes consumer perceptions of environmentally friendly brands. This study also 

shows that brand image influences consumers' intention to purchase cosmetic products with environmentally friendly 

packaging and brand image shows the most significant influence on purchase intention. This study contributes to 

previous studies by conducting several tests on factors that impact consumer purchasing interest. However, it still 

needs to be deepened by adding additional evidence to strengthen the analysis of consumer interest in products with 

environmentally friendly packaging. 

 

5. CONCLUSION 

This study contributes to the existing literature by increasing our understanding of the factors influencing consumer 

purchase intention towards products with environmentally friendly packaging, especially in this study, consumers 

from the younger generation (Gen Z). It can be concluded that perceived value, environmental concern, attitude, 

willingness to pay, social influence, and brand image have a significant influence on the purchase intention of cosmetic 

products with environmentally friendly packaging. Therefore, cosmetic companies need to increase campaigns that 

focus on the value of sustainable packaging and continue to make various efforts to build brand image. Companies 

can also strengthen by attracting several influencers whose impact is felt to be positive and good to increase consumer 

willingness to switch to types of cosmetic product offerings with environmentally friendly packaging. In addition, the 

results of this study have respondents with a dominant female gender. This shows a higher interest and positive attitude 

among women towards purchasing cosmetics with environmentally friendly packaging. Therefore, companies must 

consider targeting women to increase purchase intention towards cosmetic products with environmentally friendly 

packaging. Some limitations in this study are the sample size, which is still relatively small, and the scope that can 

still be expanded in the sampling area. So that further research can be conducted with wider and more samples. In 

addition, it can also use other factors that influence consumer purchase intention to buy cosmetic products with 

environmentally friendly packaging. 
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