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Abstract: The increasing environmental impact of the cosmetics industry has led to a growing 

consumer interest in eco-friendly products. This study examines the purchase intentions of 

Indonesian millennials for green beauty products, focusing on the role of perceived values, 

which are functional, social, and emotional. Using a quantitative approach, data were collected 

from 190 millennials through an online survey and analyzed using SPSS 24. The results reveal 

that functional value, social value, and emotional value positively and significantly influence 

purchase intention. These findings underscore the importance of emphasizing product 

functionality, social contributions, and emotional engagement in marketing strategies. This 

research provides valuable insights for businesses seeking to align with sustainability goals and 

cater to environmentally conscious consumers. Future studies are encouraged to explore 

additional factors influencing green purchase behavior across diverse demographics and 

regions. 

 

Keywords: Perceived Value, Purchase Intention, Sustainability 

 

 

INTRODUCTION 

The cosmetics business has significantly polluted the environment recently. The 

cosmetics sector can produce up to 120 billion pieces of non-recyclable packaging per year 

(Ringland, 2021). The flow of plastic debris into the ocean might triple by 2040 if further action 

on this issue is not taken (C. N. Putri, 2021). According to studies, 90 percent of seabirds have 

ingested some type of PET trash, and in 30 years there will be more PET in the oceans than 

fish. Complex issues like pollution call for a range of radical, creative solutions. Setting up a 

recycling system is one option to solve this environmental issue. Many brands of cosmetics 
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currently claim that their goods are environmentally friendly. In order to lessen the influence 

on the environment, one of Garnier's beauty brands that was committed to green beauty 

modified his company (Garnier Sustainability Team, 2020). Garnier is dedicated to using 

components from sustainable sources to manufacture all of its hair and skin care products. 

Garnier will take everything into account, including morality, the environment, and social 

concerns. In addition to being dedicated to environmental protection, Garnier uses green 

science to create top-notch goods for customers. Every product from Garnier, which uses 98 

percent natural ingredients and has earned the Ecocert certification, features a fresh formula 

(Garnier Sustainability Team, 2022). 

Garnier has also joined forces with Plastic for Change to assist the community of plastic 

scavengers. Currently, Garnier is working to use only plastics that are sourced sustainably and 

100% post-consumer recyclable materials through the Garnier Green Beauty initiative. 

Market acceptability is the primary motivator behind this recycling effort, notwithstanding the 

heightened zeal of industry and the media. Without understanding consumer attitudes and 

wants, it is challenging to market products and draw in customers [9]. Evaluation of consumer 

demand should also take into account product development, branding, advertising, and 

marketing of recycled fiber. Because of this, the goal of this study was to pinpoint the values 

that millennials believed to be important and that motivated them to buy green beauty products. 

The findings of this study offer valuable information to the beauty industry on environmentally 

friendly products manufactured from recycled materials. 

According to customer perceptions, attitudes, intentions, and behavior towards 

environmentally friendly products, several researchers have studied the relationship between 

the environment, society, and green attention, primarily in the US and Europe (Boztepe, 2012; 

Haws et al., 2014; Tseng and Hung, 2013). Few researchers (Biswas and Roy, 2015a; Biswas 

and Roy, 2015b) from Asian nations have focused on consumer purchasing intentions for green 

items, green buying behavior, green buying process, and socially responsible consumption 

patterns, as outlined by (Lee, 2008). This study attempts to investigate customers' intentions to 

make green purchases using the consumption value theory, which is explained and supported 

by numerous in-depth investigations (Sweeney and Soutar, 2001). 

Although peer review (Straughan and Roberts, 1999) and internal and personal variables 

(Kalafatis et al., 1999) might have an impact on a customer's decision to embrace 

environmentally friendly items, the customer's perception of the consumption value based on 

price and quality is what really matters (Bei and Simpson, 1995). Understanding the nature of 

the customer decision-making process about the adoption of environmentally friendly and 

environmentally friendly products requires an understanding of the theory of customer 

consumption value. However, after arguing that consumer perceptions, attitudes, intentions, 

and behaviors towards the use of green products should be the focus of research on eco-friendly 

and eco-friendly items (Chamorro et al., 2009). As a result, this study will help sort out the 

importance of consumption value in influencing customers' intentions to make green purchases, 

which will eventually influence their actual behavior. 

 

LITERATURE REVIEW 

Perceived Green Value (PGV) is characterized as the evaluation and appraisal by the user 

of the product as a whole based on the perceived environmental and sustainable benefits. This 

idea comes from the consumer perception value theory (CPV), which primarily takes into 

account two dimensions: functional value and symbolic value. Consumers that respect 

sustainability are more likely to purchase ecologically friendly products, according to a prior 

study. PGV is a five-dimensional framework that Sheth et al. (1991) first suggested. It contains 

(1) functional, (2) social, (3) emotional, (4) conditional, and (5) epistemic values, and it is used 

to examine consumer purchasing intentions for environmentally responsible goods. However, 
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Sweeney & Soutar (2001) found that consumers only accept 3 of the 5 consumption values, 

namely the functional value, social value, and emotional value, when evaluating the perceived 

benefits of long-lasting products. In a prior study, these dimensions were discovered to affect 

customers' sustainable buying decisions, which shows that the PGV framework is the best 

choice for examining the values that motivate Indonesian millennials to purchase eco-friendly 

beauty goods. 

 

Functional Value 

Functional value includes the product's entire performance as well as its quality, cost, 

and degree of usefulness. The ability of a product to carry out its functions, its utilitarian 

advantages, and the physical purpose of the product are all related to its functional value 

(Sánchez-Fernández & Iniesta-Bonillo, 2007). According to a previous study, functional 

values, such as quality and price, have a significant impact on customers' decision to purchase 

a product.  

Kotler et al. (2011) discovered that customer decision-making regarding the purchase of 

a good or service is directly related to perceived functional and economic value. According to 

Jiang and Kim (2019), the functional value is viewed as a compromise between price and 

quality. According to Ganak et al. (2020), functional value has a big impact on US millennial 

consumers' propensity to recycle their denim goods. The same thing was discovered in 

research, which claims that functional value significantly influences consumers' intentions to 

make green purchases (Hoe et al., 2018). 

H1: There is positive relationship between functional value and purchase intention 

 

Social Value 

Consumers' overall purchase intentions have been found to be influenced by social value 

when it is applied to purchases of sustainable products. The ability of a product to enhance a 

consumer's social self-concept is what gives it its perceived social value (Sweeney & Soutar, 

2001). Additionally, social value is defined by Sheth et al. (1991) as the advantages of a product 

that customers experience as a result of either positive or negative preconceptions of a social 

group, such as demographic, socioeconomic, and cultural-ethnic groupings. 

In a study on the purchase intentions of electric vehicles, Moosa and He (2022) 

discovered that, where green innovation is a prominent attribute, perceptions of social value 

had a large beneficial impact on customer satisfaction. Additionally, they discovered that 

products with greater social acceptance or popularity have a better reputation and acceptance 

among prospective customers. 

Customers consciously express their opinions about environmental consciousness and 

anticipate being positively and more highly regarded by the public. According to Tsun Hoe et 

al (2018)'s research, social value influences green buying intentions in a favorable way. Based 

on earlier study by Canils et al. (2021), the findings also demonstrate a favorable association 

between social value and green buying intention. 

H2: There is positive relationship between social value and purchase intention 

 

Emotional Value 

When consumers utilize environmentally friendly items, their psychological state, which 

includes their entire degree of contentment and emotions, is considered to have an emotional 

worth. Customers will get loyal to a product or brand when they are pleased with it. The degree 

of satisfaction with a product is typically related to psychological and environmental factors, 

such as physical or mental stimulation. If a product's value does not align with consumer views, 

they may develop negative feelings regarding it and decide not to purchase. Additionally, the 

value-as-truism hypothesis asserts that when a product's values are in line with consumers' 
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beliefs, good feelings are produced. As a result, emotional value influences both positive and 

negative emotions, including guilt, fear, and rage. Positive emotions include happiness, loyalty, 

and nostalgia.  
Based on earlier studies by Amin & Tarun (2021) and Awuni & Du (2016), the findings 

indicate that emotional value has a favorable impact on intentions to make green purchases. 

According to research, people who purchase environmentally friendly goods may feel 

emotionally attached and positively affected because of their greater environmental impact. 

Emotional value, according to Lin & Huang (2012), also influences consumers' intentions to 

make green purchases favorably. According to research, when consumers feel strongly about 

an ecologically friendly product, the likelihood that they will opt to purchase it increases. 
 

H3 : There is positive relationship between social value and purchase intention 

 

Figure 1. Research Framework 

 

METHOD 

The research method contains the type of research, sample and population or research 

subjects, time and place of research, instruments, procedures, and research techniques, as well 

as other matters relating to the method of research. This section can be divided into several 

sub-chapters, but no numbering is necessary. 

Because the author aims to examine the phenomena of marketing through the hypothesis 

of elements that influence buying interest in green skin care products, researchers will employ 

a form of conclusive research research design in this study. The survey approach used in this 

study, which used an online questionnaire with five Likert scales, employs primary data. This 

study used a quantitative sample technique called judgment sampling, in which the researcher 

selects respondents based on specified criteria. Respondents in this poll range in age from 18 

to 27, have never purchased a Garnier product, but are aware of the Garnier Green Beauty 

initiative. As many as 190 responses who fit the requirements were found in the screening 

procedure' findings. 
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Table 1. Demographic profile Respondent 

 

Source: Research data (2025) 

 

The demographic profile of respondents shows that the majority of participants are aged 

18–22 years (92.6%), with only 7.4% falling within the 23–27 years age group. Regarding 

location, most respondents are from Tangerang, accounting for 55.8%, followed by those from 

Jakarta (14.7%) and Other areas (21.1%). Smaller percentages are from Bogor (4.2%), Bekasi 

(3.7%), and Depok (0.5%). In terms of gender distribution, the sample comprises 53.2% males 

and 46.8% females. The data also indicates that a significant proportion of respondents, 91.6%, 

have an understanding of environmental issues, while 8.4% do not. Additionally, nearly all 

respondents, 97.9%, exhibit respect for the environment, with only 2.1% showing a lack of 

such respect. These findings highlight a predominantly young and environmentally conscious 

demographic, with a significant representation from Tangerang and a balanced gender 

composition. 

 

RESULTS AND DISCUSSION 

 
Table 2. Model Fit 

 

 

Source: Research data (2025) 

 

As seen in table 2 The Durbin-Watson value of 2.109 indicates that there is no significant 

autocorrelation in the residuals of the regression model. A value close to 2 suggests that the 

residuals are independent, meaning the model does not suffer from issues such as positive or 
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negative serial correlation. This independence is a desirable characteristic as it supports the 

validity of the regression results. 

In terms of model performance, the R Square value is 0.601, which means that 60.1% of 

the variance in the dependent variable (PI) can be explained by the independent variables (EV, 

FV, and SV). Meanwhile, the Adjusted R Square is slightly lower at 0.594, accounting for the 

number of predictors in the model and providing a more accurate reflection of its explanatory 

power. This adjusted value ensures the model is not overfitting and confirms that 

approximately 59.4% of the variance in PI is reliably explained by the predictors. 

The ANOVA table shows the statistical significance of the regression model as a whole. 

The Sum of Squares is divided into two components: Regression and Residual. The regression 

sum of squares (40.378) represents the variance in the dependent variable (PI) explained by the 

predictors (EV, FV, SV), while the residual sum of squares (26.830) indicates the variance that 

remains unexplained by the model. The Total Sum of Squares (67.208) is the total variance in 

the dependent variable. The degrees of freedom (df) are provided for both components. For the 

regression, df = 3, corresponding to the number of predictors. For the residual, df = 186, which 

equals the total number of observations (n = 189) minus the predictors and the constant (k + 

1). The Mean Square values are calculated by dividing the Sum of Squares by the respective 

degrees of freedom. The regression mean square is 13.459, and the residual mean square is 

0.144. 

The F-statistic is calculated by dividing the regression mean square by the residual mean 

square, yielding a value of 93.308. This high F-statistic indicates that the predictors collectively 

explain a significant amount of variance in the dependent variable. Finally, the Significance 

(Sig.) value is 0.000, which is less than the common threshold of 0.05. This result confirms 

that the overall regression model is statistically significant and that the predictors (EV, FV, 

SV) contribute significantly to explaining the variance in PI. 

 
Table 3. Coefficients 

 

Source: Research data (2025) 

 

Functional Value has a positive and significant effect on Green Purchase Intention, where 

the significant value is 0.000 (<0.05). This proves that people who care about the environment 

tend to be willing to pay more for products that are environmentally friendly and do not harm 

society. The better the quality and level of product usability, the higher the public's desire to 

buy the product. This research is in line with Naffaturrahmah & Astuti (2023) where functional 

value influences consumer purchasing intentions by clarifying the function, utility, and purpose 

of a product. Consumers who have a positive perception of the functional value of the product 

will be more profitable and make future purchasing decisions. This is not in line with the 

research of Watanabe et al (2020) which found that functional value has no direct impact on 

purchase intentions for organic food in Brazil. This may be due to consumer perceptions of the 

functional value of organic products, such as health, environmental, and safety benefits, as well 

as high quality, which do not significantly affect purchase intentions. Some potential 

explanations include a low perception of the quality of organic products and a lack of trust that 
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the products are truly sustainable. In addition, the premium price of organic products may also 

affect the perception of functional value, which ultimately does not affect purchase intentions. 

 Social Value has a positive and significant effect on GPI, where the significant value is 0.002 

(<0.05). This proves that social value is the value touched by consumers in purchasing 

products, which includes social, ethical, and moral aspects. Social value influences consumer 

purchasing intentions by clarifying the level of product ability to help them improve social, 

ethical and moral values. Consumers who have a positive perception of the social value of the 

product will be more favorable and make future purchasing decisions. Social values are related 

to social aspects, such as freedom, security, health, and justice. Consumers who have a high 

perception of the social value of the product will find it easier to make choices and buy the 

product (Awuni & Du, 2015).  

 Emotional Value (EV) has a positive and significant influence on Purchase Intention 

(PI). This is proven by the coefficient value (β) of 0.278, which is significant at the p = 0.001 

level. This value means that every one unit increase in emotional value will increase the 

purchase intention value by 0.278 on a standard scale. The t-count value of 3.304 shows that 

emotional value has an influence on purchase intention at a significance of 0.001, with a very 

low probability of error (p < 0.05). Based on these results, the proposed hypothesis is accepted. 

These results indicate that marketing strategies that highlight emotional aspects, such as 

highlighting a product's positive impact on the environment or showing consumers' 

contribution to sustainability, can increase consumers' intention to purchase environmentally 

friendly products. Thus, it can be concluded that emotional value significantly influences 

consumers' intentions to buy Green Beauty Products. These findings support previous research 

(Amin & Tarun, 2021; Awuni & Du, 2016; Lin & Huang, 2012), which shows that emotional 

factors such as personal satisfaction, a sense of pride, and attachment to environmental issues 

contribute to the formation of green product purchase intention.  

 

CONCLUSION 

The results of this research show that Functional Value, Social Value, and Emotional 

Value have a role in positively and significantly influencing Green Purchase Intention (GPI). 

1. Functional Value in a product if it is of high quality and has functions and benefits that are 

in accordance with the product's purpose tends to increase consumer purchasing intentions 

for environmentally friendly products. 

2. Social Value proves that the social, ethical and moral aspects of an environmentally friendly 

product can encourage consumers to prefer that product. 

3. Emotional involvement represented by the Emotional Value variable, such as satisfaction 

and a sense of pride regarding contributions to sustainability, can increase consumers' 

intention to purchase environmentally friendly products. 

Based on the findings, practitioners are encouraged to integrate functional, social, and 

emotional values into their marketing strategies to increase green product appeal. Highlighting 

the functional value of green products, such as quality, utility, and cost-effectiveness, can 

enhance consumer confidence in their practicality. Emphasizing social value by showcasing 

contributions to ethical, societal, and environmental benefits can further attract consumers who 

prioritize moral and cultural alignment. Additionally, leveraging emotional value by crafting 

campaigns that evoke pride, satisfaction, and a sense of contribution to sustainability can 

strengthen purchase intentions. For future researchers, expanding the study to diverse 

geographic locations and demographic groups would provide insights into cultural differences 

in green purchase behavior. Exploring additional dimensions, such as epistemic and 

conditional values, and studying the long-term behavioral impact of green purchases could 

enrich the understanding of sustainable consumer behavior. Furthermore, incorporating digital 
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marketing and technological advancements into future studies could reveal their role in 

influencing green purchasing decisions. 

 

REFERENCES 

Amin, S., & Tarun, M. T. (2021). Effect of consumption values on customers’ green purchase 

intention: a mediating role of green trust. Social Responsibility Journal, 17(8), 1320–

1336. https://doi.org/10.1108/SRJ-05-2020-0191  

Awuni, J. A., & Du, J. (2016). Sustainable Consumption in Chinese Cities: Green Purchasing 

Intentions of Young Adults Based on the Theory of Consumption Values. Sustainable 

Development, 24(2), 124–135. https://doi.org/10.1002/sd.1613  

Bei, L.-T., & Simpson, E. M. (1955). The Determinants of Consumers’ Purchase Decisions for 

Recycled Products: An Application of Acquisition-Transaction Utility Theory. Advances 

in Consumer Research, 22(1), 257.  

Biswas, A., & Roy, M. (2015). Green products: An exploratory study on the consumer 

behaviour in emerging economies of the East. Journal of Cleaner Production, 87(1), 

463–468. https://doi.org/10.1016/j.jclepro.2014.09.075  

Boztepe, A. (2012). Green Marketing and Its Impact on Consumer Buying Behavior (Issue 1). 

Canil, J., Karpavičius, S., & Yu, C. F. (2021). TMT gender diversity: implications for corporate 

tournaments and innovation. European Journal of Finance, 27(17), 1765–1790. 

https://doi.org/10.1080/1351847X.2021.1913430  

Chamorro, A., Rubio, S., & Miranda, F. J. (2009). Characteristics of research on green 

marketing. Business Strategy and the Environment, 18(4), 223–239. 

https://doi.org/10.1002/bse.571  

Ganak, J., Chen, Y., Liang, D., Liu, H., & Chi, T. (2020). Understanding US millennials’ 

perceived values of denim apparel recycling: insights for brands and retailers. 

International Journal of Sustainable Society, 12(4), 267. 

https://doi.org/10.1504/ijssoc.2020.10034648  

Garnier Sustainability Team, G. S. T. (2020). GARNIER BERKOMITMEN MENUJU GREEN 

BEAUTY. Garnier.Co.Id.  

Garnier Sustainability Team, G. S. T. (2022). Lebih banyak Formula Ramah Lingkungan. 

Garnier.Co.Id. 

Hoe, J. T. T., Dastane, O., & Selvaraj, K. (2018). Predicting Consumer Perception and Its 

Impact on Purchase Intention for Residential Property Market. Journal of Technology 

Management and Business, 5(2), 59–77. https://doi.org/10.30880/jtmb.2018.05.02.007  

Jiang, Y., Balaji, M. S., & Jha, S. (2019). Together we tango: Value facilitation and customer 

participation in Airbnb. International Journal of Hospitality Management, 82, 169–180. 

https://doi.org/10.1016/j.ijhm.2019.05.004  

Kalafatis, S. P., Pollard, M., East, R., & Tsogas, M. H. (1999). Green marketing and Ajzen’s 

theory of planned behaviour: A cross-market examination. Journal of Consumer 

Marketing, 16(5), 441–460. https://doi.org/10.1108/07363769910289550  

Kotler, P. (2011). Philip Kotler’s contributions to marketing theory and practice. Review of 

Marketing Research, 8, 87–120. https://doi.org/10.1108/S1548-6435(2011)0000008007  

Lee, K. (2008). Opportunities for green marketing: Young consumers. Marketing Intelligence 

and Planning, 26(6), 573–586. https://doi.org/10.1108/02634500810902839  

Lin, P. C., & Huang, Y. H. (2012). The influence factors on choice behavior regarding green 

products based on the theory of consumption values. Journal of Cleaner Production, 

22(1), 11–18. https://doi.org/10.1016/j.jclepro.2011.10.002  

Moosa, A., & He, F. (2022). The relationship between green operation and sustainable quality 

performance: the mediation role of environmental technology. Journal of Environmental 

https://dinastipub.org/DIJEFA
https://doi.org/10.1108/SRJ-05-2020-0191
https://doi.org/10.1002/sd.1613
https://doi.org/10.1016/j.jclepro.2014.09.075
https://doi.org/10.1080/1351847X.2021.1913430
https://doi.org/10.1002/bse.571
https://doi.org/10.1504/ijssoc.2020.10034648
https://doi.org/10.30880/jtmb.2018.05.02.007
https://doi.org/10.1016/j.ijhm.2019.05.004
https://doi.org/10.1108/07363769910289550
https://doi.org/10.1108/S1548-6435(2011)0000008007
https://doi.org/10.1108/02634500810902839
https://doi.org/10.1016/j.jclepro.2011.10.002


https://dinastipub.org/DIJEFA                                         Vol. 6, No. 1, Maret 2025 

 

375 | Page 

Planning and Management, 65(8), 1414–1435. 

https://doi.org/10.1080/09640568.2021.1931823  

Naffaturrahmah, M. (2023). FAKTOR PENENTU YANG MEMENGARUHI NIAT BELI 

KONSUMEN PADA ONLINE FLASH SALE DI SHOPEE. 

Sánchez-Fernández, R., & Iniesta-Bonillo, M. Á. (2007). The concept of perceived value: A 

systematic review of the research. Marketing Theory, 7(4), 427–451. 

https://doi.org/10.1177/1470593107083165  

Sheth, J. N., Newman, B. I., & Gross, B. L. (1991). Why We Buy What We Buy: A Theory of 

Consumption Values (Vol. 22). 

Straughan, R. D., & Roberts, J. A. (1999). Environmental segmentation alternatives: A look at 

green consumer behavior in the new millennium. Journal of Consumer Marketing, 16(6), 

558–575. https://doi.org/10.1108/07363769910297506  

Sweeney, J. C., & Soutar, G. N. (2001). Consumer perceived value: The development of a 

multiple item scale. https://doi.org/10.1016/S0022-4359(01)00041-0  

Watanabe, E. A. de M., Alfinito, S., Curvelo, I. C. G., & Hamza, K. M. (2020). Perceived 

value, trust and purchase intention of organic food: a study with Brazilian consumers. 

British Food Journal, 122(4), 1070–1184. https://doi.org/10.1108/BFJ-05-2019-0363  

 

 

https://dinastipub.org/DIJEFA
https://doi.org/10.1080/09640568.2021.1931823
https://doi.org/10.1177/1470593107083165
https://doi.org/10.1108/07363769910297506
https://doi.org/10.1016/S0022-4359(01)00041-0
https://doi.org/10.1108/BFJ-05-2019-0363

