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    ABSTRACT

    This research analyzes the link between green perceived value and purchase intention within the context of sustainable consumption, specifically investigating the dual mediating roles played by green trust and attitudes toward green products. This analysis focuses on consumers of The Body Shop within the Special Region of Yogyakarta. Adopting a quantitative research design, this study employed a survey method involving the distribution of questionnaires to 150 respondents, who were recruited through a purposive sampling technique. Respondents were consumers who understood that the research object was an environmentally friendly product, had purchase intentions, and were at least 17 years old. To test the proposed conceptual model, this study utilized Partial Least Squares-Structural Equation Modeling (PLS-SEM), with the analysis performed using SmartPLS software. The data confirms that green perceived value has a robust positive impact on trust, attitude, and purchase intention within the context of environmentally friendly products. Furthermore, both green trust and product attitudes significantly enhance purchase intentions. Mediation tests further confirm that these two variables serve as critical pathways through which green perceived value affects consumer intentions. This study confirms that green value perception is essential for fostering trust and positive attitudes, which are pivotal in translating consumer interest into actual green purchase intent. This study contributes by developing a model that positions attitude toward green products as an alternative mediator, thereby enriching our understanding of the psychological mechanisms influencing the purchase behavior of green products.
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INTRODUCTION


The environment is a vital system
that sustains life, yet it now faces serious challenges such as global warming
and environmental degradation caused by uncontrolled industrial and
technological activities. These circumstances have catalyzed an increase in
public consciousness regarding the critical necessity of environmental
sustainability. On the other hand, increasingly fierce industrial competition,
particularly in the cosmetics sector, demands that companies offer not only
quality but also environmental sustainability (Nuryakin & Supardin, 2026). In this context, The Body Shop has
emerged as a pioneer in green marketing by offering products made from natural,
vegetarian, and sustainable ingredients. Data regarding cosmetic brands that
promote eco-friendly concepts is presented in Table 1 below.


Table 1. Cosmetics
with an Eco-Friendly Concept





 
  	
  No

  
  	
  Cosmetics Brand

  
 

 
  	
  1

  
  	
  The Body Shop

  
 

 
  	
  2

  
  	
  Skin Dewi

  
 

 
  	
  3

  
  	
  L’Occitane

  
 

 
  	
  4

  
  	
  Kiehl’s

  
 

 
  	
  5

  
  	
  Sensatia Botanicals

  
 







Source: Fashion & Beauty by Popmama.com
(2025)


 


The variety of skincare and cosmetic
products continues to expand across different brands. Some of
these brands originate from overseas and compete with local brands in
Indonesia. The following are several companies in this sector that have
received the Top Brand Award in their respective categories:


Table 2.
Top Brand Index for the Body Mist Category





 
  	
  Brand
  Name

  
  	
  2020

  
  	
  2021

  
  	
  2022

  
  	
  2023

  
  	
  2024

  
 

 
  	
  Dewi Sri Javanese
  Spa

  
  	
  -

  
  	
  -

  
  	
  -

  
  	
  -

  
  	
  6.70%

  
 

 
  	
  Lovana

  
  	
  3.60%

  
  	
  4.60%

  
  	
  4.10%

  
  	
  3.00%

  
  	
  6.70%

  
 

 
  	
  Natural Beauty

  
  	
  7.30%

  
  	
  8.80%

  
  	
  11.30%

  
  	
  11.80%

  
  	
  14.70%

  
 

 
  	
  The Body Shop

  
  	
  44.30%

  
  	
  49.90%

  
  	
  44.90%

  
  	
  44.30%

  
  	
  36.50%

  
 

 
  	
  Victoria's Secret

  
  	
  -

  
  	
  -

  
  	
  -

  
  	
  11.10%

  
  	
  15.50%

  
 







Source: http://www.topbrand-award.com.


 


Table
3 below presents data on the Top Brand Index for the Body Butter category.


Table 3. Top Brand Index for the
Body Butter Category





 
  	
  Brand
  Name

  
  	
  2020

  
  	
  2021

  
  	
  2022

  
  	
  2023

  
  	
  2024

  
 

 
  	
  Dewi
  Sri Javanese Spa

  
  	
  -

  
  	
  -

  
  	
  -

  
  	
  -

  
  	
  6.70%

  
 

 
  	
  Lovana

  
  	
  3.60%

  
  	
  4.60%

  
  	
  4.10%

  
  	
  3.00%

  
  	
  6.70%

  
 

 
  	
  Natural
  Beauty

  
  	
  7.30%

  
  	
  8.80%

  
  	
  11.30%

  
  	
  11.80%

  
  	
  14.70%

  
 

 
  	
  The
  Body Shop

  
  	
  44.30%

  
  	
  49.90%

  
  	
  44.90%

  
  	
  44.30%

  
  	
  36.50%

  
 

 
  	
  Victoria's
  Secret

  
  	
  -

  
  	
  -

  
  	
  -

  
  	
  11.10%

  
  	
  15.50%

  
 







Source: http://www.topbrand-award.com.


 


Based
on the data presented in Tables 2 and 3 above, The Body Shop ranks as the top
brand; this is the result of a survey conducted by Frontier Consulting Group.
This indicates that The Body Shop is one of the leading producers of green
products and the top choice among consumers. In this context, the emergence of
green products has become a significant phenomenon across various industrial
sectors. 


Modern
purchasing behavior extends beyond functional utility to include the ecological
significance inherent in a product, conceptualized as Green Perceived Value
(GPV). According to Chen &
Chang
(2012), GPV
represents a comprehensive consumer appraisal of a product's utility,
specifically weighed against its environmental footprint and long-term
sustainability. In the current environmental landscape, perceived value has
emerged as a fundamental determinant and represents one of the most critical
drivers of consumer purchase intentions (Supardin et al., 2018). However,
the direct effect of green perceived value alone is insufficient to account for
the complex psychological dynamics governing green purchase intentions. Accordingly,
the inclusion of green trust and attitudes toward environmentally friendly
products as mediators allows for a more comprehensive exploration of the
variables influencing consumer behavior. Several studies indicate that green
trust and attitude toward green products play a crucial role in enhancing green
purchase intention (Hsiao et
al., 2024)
. 


While
prior research by Hsiao
et al., (2024)
and  Wulandari et al.
(2025) posit
that green trust and satisfaction act as mediators between green perceived
value and purchase intention, the current study introduces a distinct approach.
Specifically, drawing upon (Indratno et al., 2021), this research
incorporates attitude toward green products as a pivotal mediating variable.
Consequently, these theoretical developments present a compelling opportunity
to further investigate the direct and indirect pathways through which perceived
value, trust, and consumer attitudes collectively drive purchase intentions. 


 


LITERATURE
REVIEW


This research adopts the Stimulus-Organism-Response
(S-O-R) framework, which posits that environmental stimuli (S) trigger internal
states within the organism (O), subsequently leading to a behavioral response
(R). Originally developed by Mehrabian and Russell (1974), this theory serves
as a robust analytical tool for deciphering how social and environmental
factors influence individual reactions and behaviors within a societal context (Mehrabian
& Russell, 1974). This theory has actually existed since the 1970s,
where it was used to explain consumer behavior phenomena (Dabbous
& Barakat, 2020) . In this study, each variable plays a distinct role
within the S-O-R framework. Green perceived value is operationalized as
the Stimulus (S), acting as the primary external cue. The Organism (O) is
represented by green trust and attitudes toward green products, both of which
serve as internal psychological states influenced by the perceived value.
Ultimately, green purchase intention constitutes the Response (R), reflecting a
behavioral outcome where strengthened trust and more favorable attitudes lead
to a corresponding rise in the propensity to purchase. 


Green Perceived Value


Perceived value
represents a fundamental construct in deciphering consumer decision-making
processes. As conceptualized by Zeithaml (1988), this construct represents a
comprehensive appraisal of utility, determined by the trade-off between
perceived consumer benefits and the sacrifices required to acquire the product.
In other words, consumers assess whether the value derived from a product is
commensurate with the costs or effort they incur.


As environmental awareness rises,
green perceived value has become a key construct, representing a consumer's
assessment of a product's utility through the dual lens of functionality and
environmental stewardship (Wijo et al., 2026). Therefore, this
idea is a reflection of how consumers assess the worth of eco-friendly products
that not only meet their requirement but also consider their concern for the
environment.


Green Trust


Trust significantly
affects consumer-company relationships when deciding whether to buy. Hasan
(2013) defines trust as consumers’ perception of a company’s reliability,
formed through systematic confirmation of consumers’ expectations regarding the
products or services offered. Trust serves as a foundation for consumer
assurance, reinforcing the perception of a company’s quality and its
reliability in addressing consumer expectations.


Within the domain
of sustainable marketing, conventional trust has transitioned into the
specialized construct of green trust. According to Chen and Chang (2013), this
concept reflects a consumer's readiness to depend on a product or service,
driven by their confidence in the brand’s ecological reputation and its
dedicated pledge to environmental stewardship. Moreover, Chen (2010)
characterizes green trust as the level at which a consumer is willing to trust
a product based on the belief or expectation that it is credible, has
integrity, and is capable of producing positive environmental results. Thus,
green trust becomes a crucial element in building consumer confidence in
eco-friendly products, which ultimately influences consumers’ attitudes and
purchasing behavior toward green products.


Attitude Toward Green Products


Attitude is one of
the psychological factors that plays a significant role in influencing consumer
behavior. Kotler and Armstrong (2010) define attitude as an individual’s
relatively consistent evaluation, feelings, and tendencies to support or reject
a specific object, idea, or product. Attitude reflects how a person views and
evaluates an object, which can subsequently influence behavioral tendencies in
decision-making.


Within the sphere
of sustainable marketing, consumer sentiment specifically directed at
eco-friendly offerings is identified as the 'attitude toward green products.'
Jaiswal and Kant (2018) characterize this construct as a combination of an
individual’s cognitive beliefs and affective feelings concerning green
purchasing decisions, coupled with an underlying consciousness of the
environmental consequences associated with such consumption. Consequently, a
favorable attitude toward green products manifests the degree of environmental
consciousness among consumers and functions as a primary determinant in
stimulating the intention to acquire ecologically sustainable goods.


Green Purchase Intention


Green purchase intention refers to
an individual's ability to buy a particular item which satisfies their
environmental preferences and beyond perceived utility of the product,
motivated primarily by their ecological requirements and environmental
considerations. Purchase
intention has likewise been examined within an environmental context. According
to Chan (2001), the idea of green purchase intention is explained as the
consumer's intention or desire to buy products that are environmentally
friendly. In a different research, Chen & Chang (2012) define green
purchase intention as the extent to which consumers are willing to purchase
products that address their environmental concerns.


The Influence of Perceived Green Value on
Green Purchase Intention


The significance of a product’s
value is inherently tied to the benefits it delivers to the consumer. According
to (Sabono
& Murwaningsari, 2022). an elevated level of perceived value correlates
with a stronger propensity for repeat purchases. In the environmental context,
green perceived value serves as a fundamental pillar for enduring customer
relationships and acts as a decisive factor in shaping green purchase
intentions. Furthermore, when this perceived value is substantial and
associated risks are minimized, consumer confidence is bolstered, thereby
increasing the likelihood of acquisition (Kwok et
al., 2015).
Research findings from Wang et
al., (2022), Hoang
& Tung, (2024a), and Wicaksono
& Darpito
(2023) Literature
consistently indicates a significant positive relationship between green
perceived value and green buying intentions. Accordingly, the following
hypothesis is formulated:


H1: Green perceived value has a positive and significant
effect on green purchase intention


The Effect of Green Perceived Value on
Green Trust


Consumer trust influences their
purchasing decisions, including those regarding eco-friendly products; once
they trust a company’s eco-friendly actions, eco-friendly trust is established (Hsiao et
al., 2024).
Statistical evidence confirms a significant positive relationship between
perceived green value, trust, and consumers' buying intent toward
environmentally friendly goods. This is where a high level of perceived value
of a product environmentally leads to high levels of trust and ultimately
higher purchase intentions of eco friendly products  (Cheung et
al., 2015).
Thus, if consumers’ perception of the value of a product is high, it would
create more trust in the product; otherwise, consumers would have less trust in
the product if their perception of the value of the product is low. From the
findings of research studies conducted by Román-Augusto
et al.
(2023), Pahlevi
& Suhartanto
(2020), and Tsai et
al. (2025), given that green
perceived value consistently reinforces green purchase intentions, this
research formulates the following hypothesis based on established theoretical
and empirical grounds:


H2: Green perceived value has a positive and
significant effect on green trust


The Effect of Green Perceived Value on
Attitudes Toward Green Products


According to (Chen et
al., 2012) Perceived value acts as a
pivotal determinant in molding consumer attitudes and green purchase
intentions, particularly within the framework of sustainable consumption. In
this case, when consumers see a benefit in a green product, such as not being a
pollutant to the environment, promoting sustainability, or showing good
character, then consumers develop positive thoughts about the product. These
evaluations then develop into attitudes, which are an individual’s tendency to
like, support, or intend to use the product in the future. Research findings from." , " , and " Evidence
suggests a significant positive correlation between green perceived value and
consumer attitudes within the context of green marketing. Extending these
theoretical and empirical insights, the study posits the following hypothesis:


H3: Green perceived value has a positive and
significant effect on attitude toward green products


The Influence of Green Trust on Green
Purchase Intention


The cultivation of green trust acts
as a significant catalyst in driving consumer intention toward sustainable
acquisitions. This connection highlights the vital role of trust in influencing
consumer choices in the environmental age, a phenomenon thoroughly recorded by Chen (2010) . Purchase
intention is influenced by consumer trust; if consumers have high trust in
producers, companies, or products, they will exhibit strong purchase interest. findings
from recent studies, such as Ahmad et
al. (2023), Almoussawi
et al.
(2022) , and Tsai et
al. (2025) empirical
studies persistently demonstrate a positive and significant correlation between
green trust and the intention to purchase eco-friendly products. Evidence
indicates that greater consumer reliance on a brand’s green integrity enhances
purchase intentions. Consequently, the following hypothesis is proposed:


H4: Green trust has a positive and significant effect
on green purchase intention 


The Effect of Attitude Toward Green
Products on Green Purchase Intention


Theoretical frameworks suggest that
individuals’ evaluations of the significant consequences of specific behaviors
fundamentally shape their attitudes. As noted by Suki (2013), a more robust
consumer attitude toward eco-friendly products directly correlates with an
intensified intention to purchase those products, indicating that positive
evaluations of environmental outcomes act as a primary driver of behavioral
intent.
Positive consumer perceptions regarding green products act as a significant
driver for both green trust and subsequent purchase intentions, they are more
likely to demonstrate a strong intention to purchase them. A positive
attitude enhances motivation and readiness to make a purchase as a form of
consistency between personal values and actual behavior. In this regard, a
stronger positive attitude toward eco-friendly products serves as a significant
predictor of higher purchase intentions. Research findings from “ ,  ,  , and” Current
research consistently establishes a strong correlation between consumer
perceptions of eco-friendly goods and their subsequent buying objectives,
highlighting a statistically significant and positive link. These findings
suggest that a favorable evaluative disposition serves as a critical driver for
sustainable consumption. Thus, grounded in this theoretical and empirical
agreement, the subsequent hypothesis is put forward:


H5: Attitude toward green products has a positive and
significant effect on green purchase intention


The Mediating Effect of Green Trust on the
Relationship Between Perceived Green Value and Green Purchase Intention


This research posits that green
trust plays a significant mediating role, facilitating an indirect link to
green purchase intention. Research on green consumption behavior by Peattie
(2001) suggests that trust is the primary influencing variable determining
whether consumers will purchase green products. Therefore, it is important to
effectively enhance consumers’ green trust and promote future green purchases.
When consumers perceive that eco friendly products offer high value
in terms of quality, price, and positive environmental impact, this perception
can foster green trust  that is, the perception that
a brand adheres to authentic sustainability standards, effectively distancing
itself from misleading greenwashing practices. The empirical results reported
in “ , “ ,  , as a result, green
trust serves as a critical intervening mechanism between perceived value and
green purchase intentions. Grounded in these theoretical frameworks, the
following hypothesis is formulated:


H6: Green trust mediates the effect of green perceived
value on green purchase intention


The Influence of Attitude Towards Green
Products Mediates the Relationship Between Green Perceived Value and Green
Purchase Intention


When consumers perceive that green
products offer high value for example, because they are
environmentally friendly, healthy, high-quality, and reflect social
responsibility
this
perception fosters a positive attitude toward the product (ATGP). The
perspective on acquiring eco-friendly products subsequently impacts the
inclination to purchase green products (GPI). Consequently, the function of
attitude toward green products acts as a mediator linking perceived value and
GPI. A study by Yadav
& Pathak (2016) indicates that the green perceived value greatly
affects attitudes toward green products, and this attitude directly impacts green
purchase intention while also mediating the relationship between them. Echoing
these findings, Nguyen et
al., (2017),
demonstrate that the perceived high value of eco-friendly goods fosters
positive consumer attitudes, which subsequently serve as a primary catalyst in
shaping purchase intentions. According to the findings from the research
conducted by Hartanto et
al. (2023), Chen et
al. (2020) , and Hoang
& Tung (2024b) Consumer
perceptions of eco-friendly products seem to influence the impact of green
value on buying intention. In light of the preceding discussion, the subsequent
hypothesis is put forward:


H7: Attitude toward green products mediates the effect
of green perceived value on green purchase intention.


Research Model 


Based on the literature review and
hypothesis, the research model is presented in Figure 2 below:



  
    [image: ]
    
  



Figure 2. Research Model 


Source: (Hsiao et
al., 2024)
and (Hoang
& Tung, 2024a)


 


METHODOLOGY  


Questionnaire Design and Data Collection
Procedure


The object of this
study is The Body Shop Indonesia’s cosmetic products, while the research
subjects are individuals residing in the Special Region of Yogyakarta who
intend to purchase The Body Shop’s cosmetic products. The approach taken for
this study entails gathering primary data through structured questionnaires
given to chosen respondents. To ensure the selection of appropriate
participants, this research utilizes a purposive sampling technique, a
non-probability sampling design specifically chosen to ensure that the selected
participants align with the study's predefined criteria. The respondent
characteristics determined for this research are as follows: (1) respondents
are aware of or understand The Body Shop’s eco-friendly (green) cosmetic
products; (2) respondents intend to purchase The Body Shop products; and (3)
respondents are at least 17 years old. The study’s sample comprised 150
participants who provided the primary data for this analysis. The decision
regarding the sample size relied on the criteria suggested by Hair et al.
(2019). In the context of Structural Equation Modeling (SEM), it is recommended
that the participant pool be at least tenfold the total count of variables analyzed
in the research.


Based on respondent
characteristics, most participants were female, making up 71.3%, with the rest
being male. In terms of age, 93.7% of the respondents were under 30 years old,
indicating that the majority of respondents belong to Generation Z. Meanwhile,
the respondents’ educational levels were dominated by bachelor’s degree (S1)
graduates, accounting for 64.7%.


To perform the analytical tasks and
validate the hypotheses, this study utilized SmartPLS software, employing a
Structural Equation Modeling (SEM) approach. To guarantee the integrity of the
findings, preliminary assessments of validity and reliability were performed.
These tests ensure that every indicator demonstrates a sufficient degree of
accuracy and internal consistency, thereby establishing the credibility of the
subsequent analysis.


This study involved four variables:
perceived green value, green trust, attitude toward green products, and green
purchase intention. The operational definitions of the research variables are
presented below:


Table 4.
Operational Definitions of Research Variables



 
  	
  Variable

  
  	
  Variable
  Definition

  
  	
  Indicator

  
  	
  Source

  
 

 
  	
  Green
  perceived value

  

  

  
  	
  Green perceived value is
  consumers’ overall assessment of the total benefits of a product derived from
  what it offers based on environmental preferences, sustainability
  expectations, and consumers’ environmental needs.

  (Chen & Chang, 2012)

  
  	
  1.    Benefits for consumers

  2.    Environmental benefit

  3.    Environmental concern 

  4.    Quality and price
  standards

  
  	
  Chen (2010) and Chen & Chang (2012)

  
 

 
  	
  Green
  trust

  

  

  
  	
  Green trust is the desire to rely
  on a product based on the belief or expectation that the product can provide
  credibility, goodness, and the ability to benefit the environment.

  (Chen & Chang, 2013)

  
  	
  1.  
  Trust

  2.  
  Organic
  Claims

  3.  
  Reputation

  4.  
  Environmental
  Performance

  5.  
  Environmental
  Commitment

  
  	
  Chen & Chang (2013) and Chen (2010)

  
 

 
  	
  Attitude
  toward green products

  
  	
  Attitude toward green products
  refers to an individual’s beliefs or feelings regarding purchasing decisions
  for environmentally friendly products and their impact on ecological
  consequences.

  (Jaiswal & Kant, 2018)

  
  	
  1.  
  Cognitive
  

  2.  
  Affective
  

  3.  
  Conative
  

  
  	
  (Kumar et al., 2019)

  
 

 
  	
  Green
  purchase intention

  

  

  
  	
  Green purchase intention is a
  consumer’s desire to purchase a specific product that meets their
  environmental needs.

  (Chen & Chang, 2012)

  
  	
  1.    Environmental concern 

  2.    Environmental performance

  3.    Environmentally friendly

  
  	
  Chen & Chang (2012) and Choi et al., (2015)

  
 




RESULTS AND DISCUSSION


Measurement Model (Outer Model)


In order to assess
the measurement model's quality, the PLS Algorithm was applied, with particular
emphasis on verifying reliability alongside convergent and discriminant
validity. To measure convergent validity, outer loadings were assessed, along
with the Average Variance Extracted. Using the set criteria from Hair et al.
(2019), an outer loading value of more than $0.7$ is required, along with an
Average Variance Extracted (AVE) that exceeds the $0.5$ threshold.


Table 4. Convergent Validity Results





 
  
   	
   Variable

   
   	
   Item

   
   	
   Outer
   Loading

   
   	
   AVE

   
   	
   Description

   
  

 
 
  	
  Perceived
  Green Value

  
  	
  GPV.1

  
  	
  0.862

  
  	
  0.787

  
  	
  Valid

  
 

 
  	
  GPV.2

  
  	
  0.877

  
  	
  Valid

  
 

 
  	
  GPV.3

  
  	
  0.901

  
  	
  Valid

  
 

 
  	
  GPV.4

  
  	
  0.907

  
  	
  Valid

  
 

 
  	
  Green
  Trust

  
  	
  GT.1

  
  	
  0.835

  
  	
  0.772

  
  	
  Valid

  
 

 
  	
  GT.2

  
  	
  0.891

  
  	
  Valid

  
 

 
  	
  GT.3

  
  	
  0.901

  
  	
  Valid

  
 

 
  	
  GT.4

  
  	
  0.904

  
  	
  Valid

  
 

 
  	
  GT.5

  
  	
  0.859

  
  	
  Valid

  
 

 
  	
  Attitude
  Toward Green Products

  
  	
  ATGP.1

  
  	
  0.748

  
  	
  0.693

  
  	
  Valid

  
 

 
  	
  ATGP.2

  
  	
  0.865

  
  	
   

  
  	
  Valid

  
 

 
  	
  ATGP.3

  
  	
  0.879

  
  	
   

  
  	
  Valid

  
 

 
  	
  Green
  Purchase Intention

  
  	
  GPI.1

  
  	
  0.895

  
  	
  0.765

  
  	
  Valid

  
 

 
  	
  GPI.2

  
  	
  0.858

  
  	
   

  
  	
  Valid

  
 

 
  	
  GPI.3

  
  	
  0.871

  
  	
   

  
  	
  Valid

  
 







 


The
empirical results presented in Table 4 demonstrate that all measurement
indicators across each variable satisfy the criteria for convergent validity.
Specifically, every item surpasses the required thresholds, These indicators
demonstrate sufficient validity by maintaining outer loading scores above 0.7
and Average Variance Extracted (AVE) results that surpass the 0.5 threshold.


Discriminant
Validity Results


Discriminant
validity is assessed by examining the HTMT, cross-loading, and root AVE values
found in the Fornell-Lacker table.


Table 5.  Fornell-Lacker Criterion
Values





 
  	
  Variable

  
  	
  Attitude Towards Green Products

  
  	
  Perceived Value of Green Products

  
  	
  Green Purchase Intention

  
  	
  Trust in Green Products

  
 

 
  	
  Attitude
  Toward Green Products

  
  	
  0.833

  
  	
   

  
  	
   

  
  	
   

  
 

 
  	
  Perceived
  Green Value

  
  	
  0.432

  
  	
  0.887

  
  	
   

  
  	
   

  
 

 
  	
  Intention to
  Purchase Green Products

  
  	
  0.660

  
  	
  0.496

  
  	
  0.875

  
  	
   

  
 

 
  	
  Green Trust

  
  	
  0.701

  
  	
  0.462

  
  	
  0.608

  
  	
  0.878

  
 







 


The data presented
in Table 5 confirms that every indicator across the study's variables satisfies
the required Average Variance Extracted (AVE) thresholds for each construct.
Subsequently, the outcomes of the cross-loading analysis are detailed in Table
6.


Table 6.
Cross-Loading Values





 
  	
   

  
  	
  Attitude Towards Green Products

  
  	
  Perceived Value of Green Products

  
  	
  Green Purchase Intention

  
  	
  Green Trust

  
 

 
  	
  ATGP.1

  
  	
  0.748

  
  	
  0.283

  
  	
  0.490

  
  	
  0.756

  
 

 
  	
  ATGP.2

  
  	
  0.865

  
  	
  0.416

  
  	
  0.590

  
  	
  0.531

  
 

 
  	
  ATGP.3

  
  	
  0.879

  
  	
  0.368

  
  	
  0.562

  
  	
  0.502

  
 

 
  	
  GPI.1

  
  	
  0.595

  
  	
  0.473

  
  	
  0.895

  
  	
  0.543

  
 

 
  	
  GPI.2

  
  	
  0.541

  
  	
  0.438

  
  	
  0.858

  
  	
  0.480

  
 

 
  	
  GPI.3

  
  	
  0.593

  
  	
  0.390

  
  	
  0.871

  
  	
  0.569

  
 

 
  	
  GPV.1

  
  	
  0.362

  
  	
  0.862

  
  	
  0.438

  
  	
  0.427

  
 

 
  	
  GPV.2

  
  	
  0.404

  
  	
  0.877

  
  	
  0.440

  
  	
  0.402

  
 

 
  	
  GPV.3

  
  	
  0.370

  
  	
  0.901

  
  	
  0.433

  
  	
  0.377

  
 

 
  	
  GPV.4

  
  	
  0.395

  
  	
  0.907

  
  	
  0.448

  
  	
  0.430

  
 

 
  	
  GT.1

  
  	
  0.563

  
  	
  0.379

  
  	
  0.501

  
  	
  0.835

  
 

 
  	
  GT.2

  
  	
  0.612

  
  	
  0.444

  
  	
  0.551

  
  	
  0.891

  
 

 
  	
  GT.3

  
  	
  0.593

  
  	
  0.382

  
  	
  0.550

  
  	
  0.901

  
 

 
  	
  GT.4

  
  	
  0.673

  
  	
  0.450

  
  	
  0.542

  
  	
  0.904

  
 

 
  	
  GT.5

  
  	
  0.636

  
  	
  0.367

  
  	
  0.524

  
  	
  0.859

  
 







 


Based
on the results in Table 6 above, it shows that each item has the highest
loading on the construct consistent with the theory compared to other
constructs. Next are the HTMT (Heterotrait-Monotrait Ratio) results.


Table 7. HTMT Test





 
  	
  Variable

  
  	
  Attitude Towards Green Products

  
  	
  Perceived Value of Green Products

  
  	
  Green Purchase Intention

  
  	
  Trust in Green Products

  
 

 
  	
  Attitude Toward
  Green Products

  
  	
   

  
  	
   

  
  	
   

  
  	
   

  
 

 
  	
  Perceived Value
  of Green Products

  
  	
  0.508

  
  	
   

  
  	
   

  
  	
   

  
 

 
  	
  Intention to
  Purchase Green Products

  
  	
  0.811

  
  	
  0.565

  
  	
   

  
  	
   

  
 

 
  	
  Green Trust

  
  	
  0.845

  
  	
  0.501

  
  	
  0.685

  
  	
   

  
 







 


Table
7 above shows that none of the Heterotrait-Monotrait Ratios are above 0.9, therefore,
it can be determined that the research model created from the four
aforementioned variables is valid.


Reliability


To
assess the consistency of the constructs, this research employed two key
statistical measures available in SmartPLS: composite reliability and
Cronbach’s alpha. According to the criteria set out by Hair et al. (2019), for
a variable to be considered reliable and consistent, its CR value, as well as
the Cronbach Alpha (CA) value, must surpass the cut-off point of 0.7.


Table 8. Reliability Test Results





 
  	
  Variable

  
  	
  CA Threshold

  
  	
  CA

  
  	
  CR Threshold

  
  	
  CR

  
  	
  Description

  
 

 
  	
  Attitude Toward
  Green Products

  
  	
  >0.7

  
  	
  0.777

  
  	
  >0.7

  
  	
  0.871

  
  	
  Reliable

  
 

 
  	
  Green Perceived
  Value

  
  	
  0.910

  
  	
  0.937

  
  	
  Reliable

  
 

 
  	
  Green Purchase
  Intention

  
  	
  0.846

  
  	
  0.907

  
  	
  Reliable

  
 

 
  	
  Green Trust

  
  	
  0.926

  
  	
  0.944

  
  	
  Reliable

  
 







 


The
analytical results displayed in Table 8 confirm the reliability of all
variables, as both Cronbach’s alpha and composite reliability scores
consistently exceed the 0.7 threshold. This evidence confirms that the research
instruments meet the requisite standards for reliability testing.


Structural Model Results (Inner Model)


Several indicators
are used to evaluate the PLS model test, including Model Fit, R-Square (R²) to
measure how well the independent variables can explain the dependent variable,
Effect Size (F²) to measure the relative influence of latent variables in the
model, and Predictive Relevance (Q²) to determine the accuracy of the predicted
values.


Table 9.
Model Fit Results





 
  	
  Goodness of fit

  
  	
  Saturated model

  
  	
  Estimated model

  
 

 
  	
  SRMR

  
  	
  0.071

  
  	
  0.160

  
 

 
  	
  d_ULS

  
  	
  0.604

  
  	
  3.053

  
 

 
  	
  d_G

  
  	
  0.362

  
  	
  0.485

  
 

 
  	
  Chi-square

  
  	
  295.772

  
  	
  330.629

  
 

 
  	
  NFI

  
  	
  0.828

  
  	
  0.807

  
 







 


According to the
fitness metrics presented in Table 9, the saturated model demonstrates a
favorable fit with an SRMR of 0.071. Conversely, the estimated model’s SRMR
reached 0.160, which surpasses the 0.10 benchmark and suggests a lack of fit.
Furthermore, the NFI score of 0.807 reflects a moderate level of alignment
between the proposed model and the observed data. Although the d_ULS value
shows a significant difference, the d_G and Chi-square values remain at a
reasonable level . Overall, the model can be said to have a moderate level of
fit with the data.


Table 10. R-Square Test Results



 
  	
  Variable

  
  	
  R-Square

  
  	
  Adjusted R-Square

  
 

 
  	
  Attitude
  Towards Green Product

  
  	
  0.187

  
  	
  0.181

  
 

 
  	
  Intention
  to Purchase Green Products

  
  	
  0.513

  
  	
  0.503

  
 

 
  	
  Green Trust

  
  	
  0.213

  
  	
  0.208

  
 




 


Based
on Table 10, the adjusted R-Square values indicate that attitude toward green
products (0.181) and green trust (0.208) fall into the weak category, while
green purchase intention (0.503) falls into the moderate category. The R-Square
values indicate that attitude toward green products is explained by 18.7%,
green purchase intention by 51.3%, and green trust by 21.3% by the autonomous
variables, while the rest is accounted for by factors beyond the research.


Table 11.
Predictive Relevance (Q2)





 
  
   	
   Variable

   
   	
   SSO

   
   	
   SSE

   
   	
   Q²
   (=1-SSE/SSO)

   
   	
   Description

   
  

 
 
  	
  Attitude Toward
  Green Products

  
  	
  450,000

  
  	
  394,013

  
  	
  0.124

  
  	
  Has predictive
  relevance

  
 

 
  	
  Green Purchase
  Intention

  
  	
  450,000

  
  	
  278,000

  
  	
  0.382

  
  	
  Has predictive
  relevance

  
 

 
  	
  Green Trust

  
  	
  750,000

  
  	
  628,747

  
  	
  0.162

  
  	
  Has predictive
  relevance

  
 







 


Table
11 reveals that the Q2 values for all dependent variables surpass
0, specifically 0.124 for attitude toward green products, 0.382 for green
purchase intention, and 0.162 for green trust. These positive values signify
that the model has satisfactory predictive relevance and robust observational
data. The following section details the F2 results to
determine the impact of each exogenous construct.


Table 12. F-Square
Results





 
  	
  Variable

  
  	
  Attitude Toward Green Products

  
  	
  Perceived Value of Green Products

  
  	
  Green Purchase Intention

  
  	
  Trust in Green Products

  
 

 
  	
  Attitude Toward
  Green Products

  
  	
   

  
  	
   

  
  	
  0.173

  
  	
   

  
 

 
  	
  Perceived Green
  Value

  
  	
  0.229

  
  	
   

  
  	
  0.074

  
  	
  0.271

  
 

 
  	
  Green Purchase
  Intention

  
  	
   

  
  	
   

  
  	
   

  
  	
   

  
 

 
  	
  Green Trust

  
  	
   

  
  	
   

  
  	
  0.047

  
  	
   

  
 







 


Based on the results of the F-Square
test in Table 12, it is explained that:


a.    
Attitude
toward green products has a moderate effect on green purchase intention, with a
value of 0.173.


b.    
Green
perceived value has a moderate effect on attitude toward green products, with a
coefficient of 0.229.


c.    
Green
perceived value has a small effect on green purchase intention, with a value of
0.074.


d.   
Green
perceived value has a moderate effect on green trust, with a value of 0.271.


e.    
Green
trust has a coefficient of 0.047 on green purchase intention, indicating a
small effect.


Hypothesis Test Results


Hypothesis
verification in this study was conducted through the bootstrapping method
within the PLS framework. The significance of the hypothesized paths was
determined based on path coefficient values and the resulting structural model
visualization. For a direct effect to be established as significant, it must
satisfy the dual criteria of a p-value < 0.05 and a t-statistic > 1.960.
The following section provides a comprehensive interpretation of the hypothesis
testing results:


 



  
    [image: ]
    
  



Figure 3. Bootstrapping Test Results


Direct
Effect


A direct effect is
established when an independent construct exerts a significant influence on a
dependent variable without the intervention of a mediating factor. In this
study, the statistical significance of these direct paths is evaluated based on
the dual criteria of a p-value < 0.05 and a t-statistic exceeding 1.960.






Table 13. Results of the Direct
Effects Test





 
  
   	
    

   
   	
   Description

   
   	
   Original Sample (O)

   
   	
   Sample Mean (M)

   
   	
   Standard Deviation (STDEV)

   
   	
   T-Statistic (O/STDEV)

   
   	
   P-Values

   
   	
   Results

   
  

 
 
  	
  H1

  
  	
  perceived
  green value            green purchase intention

  
  	
  0.217

  
  	
  0.212

  
  	
  0.068

  
  	
  3.169

  
  	
  0.002

  
  	
  Significantly
  Positive

  
 

 
  	
  H2

  
  	
  perceived
  green value          green trust

  
  	
  0.462

  
  	
  0.465

  
  	
  0.076

  
  	
  6.071

  
  	
  0.000

  
  	
  Significantly
  Positive

  
 

 
  	
  H3

  
  	
  perceived
  green value-          s’ attitude toward green products

  
  	
  0.432

  
  	
  0.438

  
  	
  0.086

  
  	
  5.001

  
  	
  0.000

  
  	
  Significantly
  Positive

  
 

 
  	
  H4

  
  	
  Green
  Trust           Green Purchase Intention

  
  	
  0.218

  
  	
  0.206

  
  	
  0.084

  
  	
  2.585

  
  	
  0.010

  
  	
  Significantly
  Positive

  
 

 
  	
  H5

  
  	
  Attitude
  toward green products: Green purchase intention

  
  	
  0.413

  
  	
  0.428

  
  	
  0.085

  
  	
  4.875

  
  	
  0.000

  
  	
  Positive
  and Significant

  
 







 


Based on Table 13, the results of
the direct effects test can be explained as follows:


The
Effect of Green Perceived Value on Green Purchase Intention


The findings
regarding hypothesis one indicate that the perceived value of green products
positively influences green purchase intentions (β= 0.217; p < 0.05; t
= 3.169). This
leads to the acceptance of the first hypothesis. Consequently, a heightened
sense of green perceived value acts as a direct catalyst for increasing
consumers' sustainable purchase intentions. Furthermore, this finding aligns
with previous empirical evidence reported (Hoang & Tung,
2024; Hsiao et al., 2024; Wang et al., 2022; Wicaksono & Darpito, 2023).


The
Effect of Green Perceived Value on Green Trust


The findings provide robust evidence for
H2, demonstrating that green perceived value positively affects green trust (β=
0.462; p < 0.05; t = 6.071).
Hence, Hypothesis two has been accepted formally. The
implications of these results are that consumers’ levels of trust towards the
brand become significantly high when there is considerable environmental value
in the product. These findings align with previous research highlighting that
the value perceived by consumers acts as a critical antecedent to their trust (Hsiao et
al., 2024; Pahlevi & Suhartanto, 2020; Román-Augusto et al., 2023; Tsai et
al., 2025).


The
Effect of Green Perceived Value on Attitude Toward Green Products


The statistical results for H3 demonstrate
that consumer attitudes toward eco-friendly goods are positively influenced by
their perceived green value (β= 0.432; p < 0.05; t = 5.001), Thus,
Hypothesis 3 is accepted. This finding implies that as consumers’ valuation of
environmental benefits increases, their evaluative stance toward eco-friendly
products becomes more favorable. This outcome aligns with the
Stimulus-Organism-Response (S-O-R) theoretical framework and finds further
validation in earlier empirical investigations (Chen &
Chang, 2012; Hartanto et al., 2023; Hoang & Tung, 2024a; Woo & Kim,
2019).


The
Effect of Green Trust on Green Purchase Intention


Results from the statistical testing of H4
validate that green trust serves as a significant and positive driver of
consumers intentions to purchase eco-friendly products (β= 0.218; p <
0.05; t = 2.585), leading to the acceptance of the fourth hypothesis. These
findings suggest that a higher level of consumer belief in a product's
ecological authenticity acts as a powerful catalyst, markedly increasing their
predisposition toward purchasing sustainable options. This finding aligns with
the existing literature which emphasizes trust as a critical precursor to
sustainable consumption (Ahmad et al., 2023; Almoussawi et al.,
2022; Hsiao et al., 2024; Tsai et al., 2025).


The
Effect of Attitude Toward Green Products on Green Purchase Intention


Statistical testing
of H5 confirms that consumer attitudes toward eco-friendly goods exert a
significant positive influence on green purchase intention, as evidenced by a
path coefficient of (β=
0.413; p < 0.05; t = 4.875), leading to the acceptance of the fifth
hypothesis. This result implies that a more favorable evaluative disposition
toward sustainable offerings directly enhances the likelihood of consumer
acquisition. Furthermore, this finding aligns with the prevailing literature,
which identifies consumer attitude as a robust predictor of pro-environmental
behavioral intent
(Chen
& Chang, 2012; Harjadi & Gunardi, 2022; Hoang & Tung, 2024a;
Kautish & Sharma, 2020; Lestari et al., 2020).


Indirect Effect


An indirect effect
defines the process whereby a mediator facilitates the relationship between an
independent variable and its corresponding dependent variable. In this
study, the statistical significance of these mediated pathways is evaluated
using the bootstrapping method, with the criteria for acceptance defined by a P-values
< 0.05 and T > 1.960. The results of the data analysis for the indirect
hypothesis test are presented in the table below:


Table 14. Results of the Indirect
Effect Test





 
  
   	
    

   
   	
   Description

   
   	
   Original Sample (O)

   
   	
   Standard Deviation (STDEV)

   
   	
   T-Statistic (O/STDEV)

   
   	
   P-Values

   
   	
   Results

   
  

 
 
  	
  H6

  
  	
  perceived
  green value            green trust           green purchase intention

   

  
  	
  0.101

  
  	
  0.043

  
  	
  2.329

  
  	
  0.020

  
  	
  Partial mediation

  
 

 
  	
  H7

  
  	
  perceived
  green value          attitude toward green products            purchase
  intention

   

  
  	
  0.179

  
  	
  0.063

  
  	
  2.820

  
  	
  0.005

  
  	
  Partial mediation

  
 







 


Based on Table 14,
the results of the indirect effects test are explained as follows:


Green Trust Mediates the Effect between Green
Perceived Value and Green Purchase Intention


The indirect effect
analysis confirms that green trust functions as a significant mediating bridge,
facilitating the relationship between green perceived value and the intention
to purchase eco-friendly products. The indirect effect is found to be
statistically significant (β = 0.101, t = 2.329, p = 0.020). The t-value
above 1.960 and the p-value below 0.05 confirm a positive and significant
relationship through the mediating pathway.


These findings
indicate that perceived green value influences green purchase intention not only
directly but also through an increase in consumers’ green trust in
environmentally friendly products. The higher consumers’ perception of a
product’s environmental value, the stronger their level of trust in the
product’s environmental commitment. This sense of trust ultimately acts as a
primary driver, bolstering the consumer's inclination to acquire products that
are ecologically sustainable.


Additionally, the
findings provide evidence of green trust’s partial mediation between perceived
value and green purchase intention, reinforcing its position as a critical
factor in the consumer’s psychological process. As a result, this study
validates that consumer trust is a vital psychological intermediary, through
which the impact of green perceived value is translated into buying behavior.
These findings align with the results of studies conducted by Handi et al.
(2018), Hsiao et al. (2024), Kresno and Wahyono (2019), and Wicaksono and
Darpito (2023), Similarly, prior research confirms that green trust significantly
mediates the relationship between perceived value and consumers' green buying
intent.


Attitude Toward Green Products Mediates the
Influence of Green Perceived Value on Green Purchase Intention


The results
indicate a significant indirect pathway, whereby green perceived value shapes
purchase intention by first influencing the consumer's favorable attitude
toward sustainable offerings. The obtained path coefficient of 0.179 shows a
positive relationship between the variables mentioned above. Furthermore,
according to the outcome of the analysis, the p-value of 0.005 is below 0.05,
and the t-value of 2.820 is higher than 1.960; therefore, this indirect effect
can be regarded as statistically significant.


The findings
indicate that the perceived value of green positively influences the intention
to purchase green by shaping attitudes toward green products. As the consumer’s
perceived value regarding the environment increases, his or her attitudes
towards environmentally friendly products will become more positive, leading to
increased purchase intentions.


In addition, H7 is
validated, with consumer attitude toward green products serving as a partial
mediator in the association between green perceived value and purchase
intentions. This underlines the significance of eco-friendly attitudes as a key
psychological intermediary, essential for translating perceived green value
into actual purchase intentions. This outcome mirrors previous studies Chen et
al. (2020), Hartanto et al. (2023), and Hoang and Tung (2024), which emphasize
that attitudes toward eco-friendly products serve as a critical link in the
association between perceived value and consumers' green buying behavior.











CONCLUSIONS
AND DISCUSSION


Evidence from this
study confirms that green perceived value is a key variable influencing the
consumption intentions for The Body Shop products among residents of the
Yogyakarta Special Region. High green perceived value simultaneously stimulates
direct purchase intentions while acting as a catalyst for increasing both green
trust and positive consumer attitudes. Both variables function as mediators
within the link between green perceived value and purchase intentions,
indicating that the decision-making process for eco-friendly goods is
multifaceted and necessitates a comprehensive grasp of the psychological
dynamics underlying consumer trust and attitudes. These findings indicate that
companies’ efforts to enhance perceived green value must be accompanied by
strategies capable of building trust and fostering positive consumer attitudes
toward eco-friendly products. Thus, this study provides an empirical
contribution to enriching the literature on sustainable marketing while
reaffirming that strengthening consumer values, trust, and attitudes are
critical elements in enhancing the success of green product marketing
strategies in an increasingly environmentally conscious market.


 


FURTHER
STUDY


This research
provides significant insights for businesses promoting environmentally friendly
products, especially within the cosmetics and personal care sectors. Businesses
must effectively convey the ecological benefits of their products (green
perceived value) through information regarding eco-friendly ingredients,
sustainable production processes, and a commitment to environmental
conservation. Additionally, companies must build green trust through
information transparency, environmental certifications, and sustainable
business practices to reduce consumer skepticism regarding eco-friendly claims.
Companies also need to foster positive consumer attitudes toward green products
through education, sustainable lifestyle campaigns, and consumer engagement in
environmental activities. Thus, marketing strategies should not only focus on
the product but also on shaping consumer perceptions, trust, and attitudes.
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