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Abstract:

This study aims to test and analyze the influence of green perceived value, green trust, and green satisfaction
on the purchase decision of environmentally friendly products in Generation Z in Indonesia. This study uses a
quantitative method with a survey approach. The population in this study is Gen Z consumers in Indonesia who
use Wardah Green Series products in an unknown amount. The sample in this study amounted to 384 people,
using a purposive sampling technique. Data was collected using an online questionnaire. Data analysis uses
Multiple Linear Regression. The study results show that green perceived value, trust, and satisfaction can
increase the purchase decision of Generation Z eco-friendly products.
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Introduction
The sustainable lifestyle trend is growing in Indonesia, especially among Generation
Z, which is increasingly concerned about environmental issues. This generation, who feel the
direct impact of climate change and environmental damage, is highly concerned about eco-
friendly products. An IDN Times survey in 2024 showed that 88% of Gen Z in Indonesia
consider climate change a serious problem, and about 82% of them are even willing to pay
more for products that support environmental sustainability. Eco-friendly products such as
(Simatupang & Lembana, 2022) and the Wardah Green Series are increasingly popular
among Generation Z because they meet beauty needs and are aligned with sustainability
values. They not only choose products based on quality and price but also consider the
environmental impact of the products. This trend reflects a significant change in consumption
patterns, where consumers are increasingly selective in choosing products that provide
personal benefits and contribute to environmental conservation.
Consumer awareness of environmental issues has encouraged the phenomenon of
green consumerism (Zhu & Sarkis, 2016). This change in consumer behavior creates
opportunities for businesses that provide environmentally friendly products based on
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consumer values and lifestyles. Companies aware of this change are looking for more
sustainable business practices by implementing the concept (Hojnik et al., 2020) of green
marketing, which combines business, environmental, and social aspects to create added value
for customers. The concept of (Purwanti et al., n.d.) green marketing in the company is a
form of attention to environmental damage issues, which the company then develops to
determine the right marketing strategy for fostering green product purchase decisions.

Research conducted shows that Gen Z's purchasing decisions are driven by (Chen &
Chang, 2012; Djakasaputra & Pramono, 2020; Firmansyah et al., 2019; Jalu et al., 2024;
Ningtias & Dewi, 2023) green perceived value, green trust, and green satisfaction. Green
Perceived Value refers to consumers' perception of the environmental benefits obtained from
products. Green perceived value indicators consist of (1) Benefit for consumers, (2)
Environmental benefit, (3) Environmental concern, and (4) Standard of quality and price
(Chen & Chang, 2012; Dewi & Rastini, 2016). (Lisnaningrum et al., 2020) Green Trust
relates to consumers' belief that brands or companies that offer eco-friendly products are
committed to fulfilling their sustainability claims and not just following market trends. There
are four items to evaluate green trust (Chen & Chang, 2012): (1) Environmental claim, (2)
Reputation, (3) Environmental performance, (4) Environmental commitments.
(Lisnaningrum et al., 2020) Green Satisfaction reflects consumer satisfaction with the eco-
friendly products they choose (Putra & Rastini, 2017). According to Chen et al. (2015), Green
Satisfaction can be measured through the following four indicators: 1) feeling happy with
green products, 2) satisfaction with buying green products, 3) contributing to maintaining
environmental sustainability when using green products, 4) environmental concern from
green products, 5) satisfaction with the performance of green products.

This study aims to test and analyze the factors that affect the decision to purchase
environmentally friendly products, especially among Wardah Green Series users among
Generation Z, who focus on three factors, namely Green Perceived Value, Green Trust, and
Green Satisfaction. So far, most studies have focused on just one factor, such as green value
or satisfaction, without integrating how the three factors influence young consumers'
purchasing decisions. In addition, the latest research uses the latest data from Gen Z
Indonesia, which shows a high tendency towards environmentally friendly products and a
willingness to pay more for products that align with sustainability values. As such, this
research is expected to provide insights into how psychological and social factors affect Gen
Z consumer behavior and practical insights for marketers and companies in developing more
effective and sustainable marketing strategies for the Gen Z market segment.

Research Methodology
Approach and Design

This study uses a quantitative method with a survey approach, which aims to analyze
the Relationship between Green Perceived Value, Green Trust, and Green Satisfaction on the
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purchase decision of environmentally friendly products by Gen Z. The population in this
study is Gen Z consumers in Indonesia who use Wardah Green Series products in an
unknown amount. The sample was taken using purposive sampling, which means that
respondents were selected based on specific criteria, namely 1) respondents aged 18 — 24
years, 2) users of Wardah Green Series products, 3) concerned about environmental issues,
and 4) domiciled in various regions in Indonesia. The sample was calculated using the Slovin
formula to obtain a representative sample size, and a sample number of 384 people was
obtained. The sample is divided into three strata based on geographical regions in Indonesia,
namely the Western Region (Sumatra, Jakarta, and its surroundings), the Central Region
(Central Java, DIY, Bali), and the Eastern Region (Kalimantan, Sulawesi, Papua). The
collected data were analyzed using multiple linear regression analysis (Suggestion, 2015).

The results of regression analysis showed that Green Perceived Value had a
significant effect on the purchase decision of environmentally friendly products with a value
of t = 4.450 and a significance value = 0.001. This shows that the greater the value perceived
by consumers related to the benefits of environmentally friendly products, the stronger their
decision to buy the product. This perceived value can include factors such as natural
ingredients, environmentally friendly packaging, and product effectiveness in meeting
consumer needs.

As many as 65% of respondents stated that Wardah Green Series products provide
added value, not only because of their good quality for the skin but also because of their
contribution to supporting environmental sustainability. They feel that the money they spend
on eco-friendly products has a positive impact on the environment and their health. In
addition, 37% of respondents prefer to buy eco-friendly products even though the price is
slightly higher compared to non-environmentally friendly products. These results show that
there is a growing awareness among the younger generation about the importance of
supporting sustainable products. Sustainability aspects can be a decisive factor in purchasing
decisions, especially among Gen Z consumers who are concerned about environmental
impact.

The results of this study are in line with previous research, which found that Green
Perceived Value plays an important role in the purchase decision of environmentally friendly
products, especially among Generation Z consumers (Pandey & Yadav, 2023). The research
Daniar et al., (2023); Hudayah et al., (2023); Putra & Rastini, (2017)reinforces these findings
that consumers are more likely to choose products with higher green values because they see
them as more responsible choices and provide long-term benefits for the environment.
Another study states that consumers who are more aware of the environmental benefits of a
product are more likely to buy the product, even though the price is slightly higher than
conventional products (Gomes et al., 2023; Riva et al., 2022).
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Results and Discussion

The results of the description of respondent characteristics include demographic and
consumer behavior aspects. Based on demographics, respondents are mostly in the age range
of 18-24 years (60%). This age range shows college students, students, and young workers
who tend to follow beauty and sustainability trends. The majority of respondents are women
at 85%, considering that Wardah Green Series products are better known among women,
especially those who care about environmentally friendly beauty products. Respondents
came from various educational backgrounds, with most having the last education from high
school to college (S1) at 75%. This reflects the increasing level of awareness of sustainability
among the younger generation, which is more educated. Respondents' locations in various
regions of Indonesia, including urban areas with easier access to environmentally friendly
products such as Jakarta and its surroundings by 45%, East Java by 35%, and in other regions
(Kalimantan, Sumatra, Bali, etc.) by 20%.

Based on the characteristics of consumer behavior, the results were obtained that most
respondents buy Wardah Green Series products regularly, namely every month, by 40%, both
for facial care and other cosmetic products. Some respondents revealed that they prefer eco-
friendly products even though they are slightly more expensive. As many as 70% of
respondents consider environmental sustainability important and try to choose
environmentally friendly products as part of their lifestyle. This shows a high level of
awareness of issues such as plastic reduction and the use of natural ingredients in beauty
products. The majority of respondents (65%) get information about beauty products through
social media platforms such as Instagram, TikTok, and YouTube, which also play a role in
their purchasing decisions.

This research has met the validity and reality test, as well as the classical assumption
test. Furthermore, a multiple linear regression data analysis test was carried out with the
results of the t-test and F-test as follows in Table 1:

Variable t Sig Information

Green perceived value (X1) 4,450 0,001 significant positives
Green trust (X2) 4,804 0,003 No significant effect
Green satisfaction (X3) 3,942 0,001 significant positives

Table 1. Test Results t

The results of the t-test showed a t-value of 4.804, which was greater than the t-table
(1.96), and a significance value of 0.003, which was smaller than 0.05. This shows that Green
Trust has a significant influence on purchasing decisions. The higher the level of consumer
trust in a product, the greater their tendency to buy the product. This research confirms the
importance of Green Trust as one of the factors that influence the decision to purchase
environmentally friendly products.
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Respondents showed a high level of trust in Wardah Green Series products. As many
as 53% of respondents stated that Wardah has credibility in producing cosmetics that are safe
for the skin and also environmentally friendly. This trust is derived from Wardah's reputation
as a pioneer in halal and safe cosmetics, as well as Wardah's strong commitment to
emphasizing sustainable production process practices, which include the use of natural
ingredients, reducing environmental impact, and eco-friendly packaging innovations. This
combination of trust, safety, and sustainability has formed a strong trust among the younger
generation, who are increasingly aware of the importance of eco-friendly products.

These results support the results of research conducted by Gen Z consumers, who
tend to choose products that come from brands that are trustworthy and committed to
sustainability, both in production and product distribution. Humairoh et al., (2023) , Lee
(2020), and Muflih et al. (2024) also found that Green Trust plays a key role in building
consumer loyalty and purchase intent. Consumers are more likely to buy green products if
they feel that the company that produces them has credibility in terms of sustainability and
environmental responsibility. Consumers not only want environmentally friendly products
but also need convincing evidence that they can be trusted (Bernardes et al., 2022; Borah et
al., 2024; Humairoh et al., 2023).

Green Satisfaction was also found to have a significant effect on the decision to
purchase environmentally friendly products. The results of the statistical test obtained a t-
value of 3.942 and a significance value = 0.001, less than 0.005. The figure shows that the
higher the level of consumer satisfaction with environmentally friendly products, the greater
their tendency to buy these products. The satisfaction felt does not only come from the quality
of the product but also from the suitability of the product with the sustainability value that
consumers believe. Consumers who are satisfied with eco-friendly products will regularly
repurchase and recommend the product to others (Daniar et al., 2023).

As many as 68% of respondents are satisfied with the quality of Wardah Green Series
products, which shows the high acceptance rate of environmentally friendly products
produced by Wardah. Wardah Green Series is known for using natural and environmentally
friendly ingredients, which is the main attraction for environmentally conscious consumers.
This satisfaction is driven by consistent product quality, success in meeting expectations, and
Wardah's credibility as a brand with strong ethical values, including its commitment to
sustainability and product safety. This positive response is reflected in positive reviews and
user testimonials on social media, as well as increased loyalty from consumers who are
looking for high-quality and environmentally friendly products.

These findings support previous research conducted by (Garcia-Salirrosas Rondon-
Eusebio, 2022; Qubbaj et al., 2023) that Green Satisfaction has a direct relationship with the
purchase decision of environmentally friendly products. They found that product satisfaction,
both in terms of product quality and positive impact on the environment, greatly influences
consumers' decision to buy environmentally friendly products. Stating that the satisfaction
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obtained from buying green products can encourage consumers to become loyal customers
and recommend them to others.Daniar et al., (2023; Djakasaputra & Pramono, (2020); dan
Humairoh et al., (2023).

The results of the F test show that together, the variables Green Perceived Value,
Green Trust, and Green Satisfaction have a significant influence on purchase decisions, with
a value of F=91.736 and significance = 0.001. This shows that the multiple linear regression
model used is significant, and the independent variable affects the dependent variable,
namely, the purchase decision. The results of this study support previous research conducted
by the combination of variables of green value perception, trust in environmentally friendly
products, and satisfaction with the use of green products, which have a strong influence on
purchase decisions Borah et al. (2024); Pandey & Yadav (2023); Putra & Rastini (2017);
Qubbaj et al. (2023); Riva et al. (2022). The regression model indicates that Green Perceived
Value has the greatest influence, followed by Green Trust and Green Satisfaction. These
results show that while consumer satisfaction and trust are important, the perceived value of
eco-friendly products is the most decisive factor in purchasing decisions.

Conclusion

Based on the results of the analysis, it can be concluded that Green Perceived Value,
Green Trust, and Green Satisfaction significantly affect Generation Z consumers' purchase
decisions for environmentally friendly products. This research focuses on Generation Z
respondents who use Wardah Green Series products. Subsequent research is suggested to use
comparative analysis between different generations or test the influence of other variables
such as green brand image or environmental concern to broaden understanding of the factors
that influence green product purchasing decisions.
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