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 This study aims to analyze the influence of green marketing, product 
knowledge and influencers on purchase intention of Avoskin cosmetic 
products. Respondents in this study are educated generation Z who live 
in Jabodetabek who have the intention to purchase Avoskin cosmetic 
products. The sampling method uses non probability sampling with 
accidental sampling technique. The data source is primary data obtained 
by distributing questionnaires to respondents which are measured 
through several indicators of each related variable. The test stages 
carried out are validity test, reliability test, normality test, 
multicollinearity test, heteroscedasticity test, F test and t test. The 
results showed that green marketing and influencers have an effect on 
purchase intention, while product knowledge has no effect on purchase 
intention. 
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1. INTRODUCTION 
Cosmetic products produced in large-scale factories can potentially produce waste that threatens the 
environment (Banat et al., 2021; Chilakamarry et al., 2022; Purwanto & Permana-Citra, 2019). To 
preserve the environment, environmentally friendly cosmetic products are needed that are produced 
with less pollution, use natural ingredients, and recyclable packaging (Amberg & Fogarassy, 2019). 
Based on data from the Indonesian Plastic Industry Association (Inaplas), every year Indonesia 
produces around 64 million tons of non-recyclable plastic waste, only a small amount of this waste is 
managed properly and one of the biggest contributors to plastic waste is the packaging of cosmetic 
products, both skincare and makeup products (Nainggolan et al., 2023; Yustina, 2023). 
 Consumer demands for cosmetic products that have high health value, are environmentally 
friendly, and provide social benefits have made the cosmetics industry shift its focus to using natural 
and eco-friendly ingredients to meet consumer expectations. The eco-friendly concept is not only 
limited to the production process of cosmetics that are more environmentally friendly, but also 
involves packaging and distribution processes that produce as little pollution as possible, whether air, 
water or soil pollution (Pop et al., 2020; Sadiq et al., 2021; Song et al., 2019). 
 The concept of a sustainable or eco-friendly lifestyle has been increasingly realized and has 
become part of everyday life (Arya, 2023; Fiedler et al., 2023; Nguyen et al., 2020). It can be seen that 
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more and more young people are applying environmentally friendly lifestyles in every aspect of life, 
including in the cosmetic products they use. Based on survey results from IDN Research Institute in 
the Indonesia Gen Z report 2022 that 66% of Gen Z are willing to spend more on more sustainable 
products, 70% of them also feel responsible for climate crisis issues (Dianawati, 2022). 
 Over the past few decades, environmental sustainability has become an international political 
agenda and is recognized as a key driver of innovation Green marketing is one of the strategic efforts 
to create an environmentally and health-based business, known in the late 1980s and early 1990s. Green 
marketing develops along with public attention to environmental issues so that people demand 
responsibility from business actors in carrying out their business activities (Firdiansyah et al., 2021).  
 There is an increasing interest in companies that focus on respect for the environment to 
attract the attention of potential consumers and invite them to behave consciously in purchasing 
choices (Lanfranchi et al., 2017). The number of companies developing green products is increasing 
rapidly and consumers are showing increased interest in these products (Dangelico & Vocalelli, 2017). 
Green marketing methods significantly influence customer assessments of the value that consumers 
place on green products. The importance of implementing green marketing strategies successfully 
benefits the environment to increase the perceived value of green products to customers (Alhamad et 
al., 2023).   
 The capacity of green marketing methods to influence customers' intention to make a 
purchase will increase when people trust the environmental claims made by a business and see the 
company as having a real commitment to promoting sustainable practices (Alhamad et al., 2023). 
Green marketing methods have a significant and positive effect on customer intention to make green 
purchases. Green labeling, green packaging and branding, and green products, premiums, and prices 
have all been shown to have a large and beneficial impact on customer intentions to make green 
purchases (Majeed et al., 2022). Manufacturers and marketers need to understand the relevance of 
various green marketing strategies implemented to attract consumers to the green products produced 
and sold. Green products, green places, and green promotion strategies have a significant impact on 
green purchase intentions (Kaur et al., 2022). Green marketing is a tool used by many companies in 
various industries to encourage product purchases. In the future, only those companies will benefit 
the most if they innovate with new environmentally friendly products, materials, technologies and 
overcome challenges by walking their talk (Mahmoud et al., 2017). 

2. RESEARCH METHOD  
Respondents in this study are educated generation Z who live in Jabodetabek who have the desire to 
purchase Avoskin cosmetic products. The sampling method uses non probability sampling with 
accidental sampling technique. The data source is primary data obtained by distributing 
questionnaires to 100 respondents measured through several indicators of each of the related variables. 
Data analysis using multiple linear regression with the test stages carried out are validity test, reliability 
test, normality test, multicollinearity test, heteroscedasticity test, F test, and t test with SPSS software 
tools. 

Based on the explanation of green marketing and purchase intention, the first hypothesis is as 
follows: 
H1: Green marketing affects purchase intention 
  According to Peter & Olson (2018) product knowledge is information that consumers have 
about the products they will buy, it includes knowledge about product attributes or characteristics, in 
other words, physical information that consumers can know. When buying green products, the more 
knowledge consumers have about green products, the more they believe that using green products can 
have positive results for the environment (Wang et al., 2019). Consumers who are more knowledgeable 
about green products have greater confidence in the environmental protection attributes and impacts 
of green products. This fact increases consumer confidence in green products, as well as the likelihood 
of purchase (Wang et al., 2019). Product knowledge has a positive and significant effect on purchase 
intention (Muftiyatunnisa, Darsono, & Anantanyu, 2023).  
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  Product Knowledge has a positive and significant effect on Product Purchase Intention 
(Kuncoro & Sembiring, 2023).  Product Knowledge plays a role in the emergence of consumer interest 
in a product through the transfer of information received by consumers, for example, what the product 
is like, its function, the benefits that can be obtained, and the value contained in it (Kuncoro & 
Sembiring, 2023). Product Knowledge has a significant effect on Purchase Intention. This shows that 
the perception of knowledge of psychological benefits triggers consumers to consider buying Ningsih 
et al. (2019).   
  Based on the explanation of Product Knowledge and Purchase Intention, the second 
hypothesis is as follows: 
H2: Product knowledge affects purchase intention 
  According to Kotler & Keller (2016) a public figure is someone who influences purchasing 
decisions, namely by helping to define or explain specifications and providing information about 
evaluating alternatives to a product. Social media influencer marketing is a form of social media 
marketing that involves product placement and endorsement from influencers. Influencers 
successfully shape consumer perceptions of products or services by posting videos, content or images 
on their social media channels (Aggad et al., 2021). The personality, content, and trustworthiness of 
social media influencers have a significant impact on consumer purchase intentions (Aggad et al., 
2021). Influencer Marketing has a positive and significant effect on Purchase Intention (Alifa & Saputri, 
2022). Influencers have a positive effect on Purchase Intention (Prasetio et al., 2023). 
  Based on the explanation of Influencers and Purchase Intention, the second hypothesis is as 
follows: 
H3: Influencers influence Purchase Intention 
  Based on the first, second and third hypotheses, the research model is prepared as follows: 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 1. Research method 

3. RESULTS AND DISCUSSIONS 
Before being used for the analysis process, the data that has been obtained is first tested for validity 
and reliability. The test results show that all are valid and reliable (with the value of the Cronbach 
Alpha coefficient> 0.6). Similarly, the classical assumption test as a prerequisite for multiple regression 
analysis has been fulfilled so that the estimation of parameters and regression coefficients is not biased. 
  Based on the F test, the results show that the variables used in the study are feasible to be 
included in the research model and the regression model can be used to predict the dependent variable 
(sig. value is zero). Partial hypothesis testing results can be seen in Table 1. 

Table 1. Hypothesis Test Results 

Hipotesis Estimasi t Sig. 

GRMKT .216 3.719 .000 
KNOWL -.052 -.905 .368 
INFLU .268 3.362 .001 

Dependent Variable : PURCI 

Green  
Marketing 

Product 
Knowledge 

Influencer 

Purchase 
Intention 
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  Based on Table 1, it can be seen that of the hypotheses tested, there is one hypothesis (H2) 
that has no effect, while the other hypotheses (H1 and H3) have an effect. In hypotheses that have no 
significant effect, the significant value is greater than 0.05. Based on these results, it can be concluded 
that the hypothesis stating about the positive effect of Product Knowledge on purchase intention (H2) 
is not significantly supported. 
  Hypotheses that are significantly supported have a probability value of less than 0.05. Thus it 
can be said that there is a positive influence of Green Marketing on Purchase Intention (H1), and there 
is a positive influence of Influencers on Purchase Intention (H3), this description shows empirically 
the fulfillment of the hypotheses of this study, namely H1 and H3. 
Discussion  
The Effect of Green Marketing on Purchase Intention 
  The analysis results obtained in this study indicate that the Green Marketing variable has a 
positive and significant effect on the Purchase Intention variable. This means that Green Marketing 
owned by a company will further encourage consumer Purchase Intention. These results are in line 
with the results of previous research conducted by Dangelico & Vocalelli (2017),  Firdiansyah et al. 
(2021), Lanfranchi et al. (2017), Alhamad et al. (2023), Majeed et al. (2022), Mahmoud et al. (2017), and 
Kaur et al. (2022). that Purchase Intention is positively and significantly supported by Green 
Marketing. 
  Green Marketing is one of the determining factors that is taken into consideration before 
consumers finally buy a product. Companies need to maintain it because there are more and more 
competitors in the industry who offer similar products, namely paying attention to environmentally 
friendly products. 
Effect of Product Knowledge on Purchase Intention 
  Based on the partial test that has been carried out, it can be seen that there is no effect of 
Product Knowledge on Purchase Intention. These results do not support research conducted by Wang 
et al. (2019), Muftiyatunnisa et al. (2023), Ningsih et al. (2019), and Kuncoro & Sembiring (2023) which 
state that Product Knowledge has a significant and positive effect on Purchase Intention. However, 
these results support research or are in line with the findings of Khoirunisa, & Albari (2023) that 
product knowledge has no effect on purchase intention, meaning that product knowledge does not 
directly make consumers interested in buying, and Wardana & Widowati (2021) who did not find a 
significant effect of Product Knowledge on Purchase Intention. In other words, Product Knowledge is 
not important to consumers in influencing product purchases. People who have good enough product 
knowledge will not buy the product because the price of the product is higher than other substitute 
products. 
  In this case, the company PT AVO Innovation Technology as a company that produces 
Avoskin beauty products needs to realize that good product knowledge does not necessarily make 
someone intend to buy Avoskin products. However, companies can provide other marketing strategies 
to foster purchase intentions in consumers, because the results of descriptive statistics show that 
according to consumers, of all the skincare they have used, only Avoskin skincare provides the most 
benefits and maximum satisfaction when using it. 
Influencer Effect on Purchase Intention 
  The analysis results obtained in this study indicate that the Influencer variable has a positive 
and significant effect on the Purchase Intention variable. This means that the influencer chosen by a 
company will further encourage consumers' intention to buy Avoskin products. These results are in 
line with the results of previous research conducted by Aggad et al. (2021), Alifa & Saputri (2022), and 
Prasetio et al. (2023), that Purchase Intention is positively and significantly supported by Influencers. 
  Influencer is someone who can influence purchase intentions, namely by helping to define or 
explain specifications and providing information regarding alternative evaluations of a product. 
Companies must choose the right influencers, in accordance with the company's image that always 
cares about environmentally friendly products. 
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 The R2 value obtained is 0.437, indicating that Green Marketing Product Knowledge, and 
Influencers are able to influence Purchase Intention by 43.7% while the remaining 56.3% is influenced 
by other variables not included in this study such as Electronic Word Of Mouth, and Brand Image. 

4. CONCLUSION 
Based on the results of data analysis and hypothesis testing that has been carried out, it can be 
concluded that green marketing, product knowledge, and influencers significantly have a positive 
effect on the purchase intention of Avoskin consumers from generation Z. This indicates that the better 
the implementation of green marketing by Avoskin, the higher the product knowledge of consumers 
about Avoskin products, and the greater the influence of influencers for consumers, the higher the 
purchase intention of generation Z consumers towards Avoskin products. Thus, it is recommended for 
Avoskin to continue to improve the application of green marketing concepts and activities in every 
line of business and company operations to attract consumer buying interest. Avoskin also needs to 
strive to increase the product knowledge of generation Z consumers about its products through 
adequate education and information. In addition, collaboration and synergy with popular influencers 
are considered effective to increase awareness and purchase intention in Avoskin's generation Z target 
market. Suggestions for future research development to deepen the analysis of the impact of identified 
variables, such as green marketing, product knowledge, and influencers, on generation Z consumer 
behavior related to Avoskin. Expand the scope by involving additional variables that may affect 
purchase intention, such as economic factors, brand trust, and consumer experience. Measuring the 
effectiveness of specific green marketing strategies and implementation of product education. The 
integration of technology and social media in marketing strategies could also be a focal point, given 
that Generation Z tends to interact intensively with digital platforms. Deepening the role of influencers 
by considering the most effective types of content and the most influential types of influencers could 
be an interesting area of research. With this approach, future research could provide a more in-depth 
view of the factors that influence generation Z consumers' purchase interest in Avoskin products, thus 
providing valuable insights for more effective marketing strategies in the future. 

REFERENCES  
Aggad, K. K., Ahmad, F. S., & Kamarudin, S. (2021). Investigating the Impact of Influencers’, Characteristics, 

Contents, and Trustworthiness on Consumers’ Purchase Intention. Review of International Geographical 
Education Online, 11(6). 

Alhamad, A. M., Akyürek, M., Mohamed, S. A., & Baadhem, A. M. S. (2023). Do the Relationship between Green 
Marketing Strategies, Green Perceived Value, and Green Trust Enhance Green Purchase Intentions: A 
conceptual Study. International Journal of Scientific and Management Research, 6(7), 176–203. 

Alifa, R. N., & Saputri, M. E. (2022). Pengaruh Influencer Marketing dan Strategi Omni-Channel Terhadap 
Purchase Intention Konsumen pada Sociolla. ProBank, 1(1), 67–74. 

Amberg, N., & Fogarassy, C. (2019). Green consumer behavior in the cosmetics market. Resources, 8(3), 137. 
Arya, A. (2023). Novel Technologies and Eco-Friendly Lifestyle for Sustainable Cities. In Climate Change and Urban 

Environment Sustainability (pp. 167–191). Springer. 
Banat, I. M., Carboue, Q., Saucedo-Castaneda, G., & de Jesus Cazares-Marinero, J. (2021). Biosurfactants: The green 

generation of speciality chemicals and potential production using Solid-State fermentation (SSF) 
technology. Bioresource Technology, 320, 124222. 

Chilakamarry, C. R., Sakinah, A. M. M., & Zularisam, A. W. (2022). Opportunities of biodiesel industry waste 
conversion into value-added products. Materials Today: Proceedings, 57, 1014–1020. 

https://www.sciencedirect.com/science/article/abs/pii/S0959652617316372 
Dianawati, V. (2022). Mengenal Green Science, Tren Produk Kecantikan Ramah Lingkungan yang Banyak Digemari 

Gen Z. 
Fiedler, S. T., Heyne, T., & Bogner, F. X. (2023). “Sustainable” Is Synonymous to “Eco-Friendly”: Student 

Perceptions about Sustainability and Sustainable Behavior. Creative Education, 14(6), 1284–1308. 
Firdiansyah, R., Mohamed, M., Yusoff Yusliza, M., Saputra, J., & Muhammad, Z. (2021). A Review of green 

marketing strategy literature: Mini review approach. In Proceedings of the 11th Annual International 
Conference on Industrial Engineering and Operations Management Singapore: IEOM Society International. 

https://openurl.ebsco.com/contentitem/gcd:153024291?sid=ebsco:plink:scholar&id=ebsco:gcd:153024291&crl=c
https://openurl.ebsco.com/contentitem/gcd:153024291?sid=ebsco:plink:scholar&id=ebsco:gcd:153024291&crl=c
https://openurl.ebsco.com/contentitem/gcd:153024291?sid=ebsco:plink:scholar&id=ebsco:gcd:153024291&crl=c
https://d1wqtxts1xzle7.cloudfront.net/105598819/ijsmr06_58-libre.pdf?1694174006=&response-content-disposition=inline%3B+filename%3DDo_the_Relationship_between_Green_Market.pdf&Expires=1703954047&Signature=LbYYq8umhGhZwfdVbn2jSjoXsJrT-EHr8aW4mT1P3p2YjT5ZeZP8Fa7473ffmd58gKoi-3leJWiG~lKs-kWpfgAJqpqMsnfkU-WsWWHYsd2b3SzgpwuALmVV~BBVtZR0vGdzHTOBdAeggOCxDpULsyvneO8zuh1v9a35KJASLq2GIFOuSCVDoh8Ap8kGnUeUc4erLyWtfWDU4E-fwej6Ef-3BSh163twuQ7hV2o8sncBAG~vWRl47ruKShseOZq9WnS~e5XUULl-FKSSV4gmhGFiff27ZOuf7PP~20b69TQ0TgStZk8Zx2wbCsKjWmTGY~RvICoJ0IjNI-8jtzuyUQ__&Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://d1wqtxts1xzle7.cloudfront.net/105598819/ijsmr06_58-libre.pdf?1694174006=&response-content-disposition=inline%3B+filename%3DDo_the_Relationship_between_Green_Market.pdf&Expires=1703954047&Signature=LbYYq8umhGhZwfdVbn2jSjoXsJrT-EHr8aW4mT1P3p2YjT5ZeZP8Fa7473ffmd58gKoi-3leJWiG~lKs-kWpfgAJqpqMsnfkU-WsWWHYsd2b3SzgpwuALmVV~BBVtZR0vGdzHTOBdAeggOCxDpULsyvneO8zuh1v9a35KJASLq2GIFOuSCVDoh8Ap8kGnUeUc4erLyWtfWDU4E-fwej6Ef-3BSh163twuQ7hV2o8sncBAG~vWRl47ruKShseOZq9WnS~e5XUULl-FKSSV4gmhGFiff27ZOuf7PP~20b69TQ0TgStZk8Zx2wbCsKjWmTGY~RvICoJ0IjNI-8jtzuyUQ__&Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://d1wqtxts1xzle7.cloudfront.net/105598819/ijsmr06_58-libre.pdf?1694174006=&response-content-disposition=inline%3B+filename%3DDo_the_Relationship_between_Green_Market.pdf&Expires=1703954047&Signature=LbYYq8umhGhZwfdVbn2jSjoXsJrT-EHr8aW4mT1P3p2YjT5ZeZP8Fa7473ffmd58gKoi-3leJWiG~lKs-kWpfgAJqpqMsnfkU-WsWWHYsd2b3SzgpwuALmVV~BBVtZR0vGdzHTOBdAeggOCxDpULsyvneO8zuh1v9a35KJASLq2GIFOuSCVDoh8Ap8kGnUeUc4erLyWtfWDU4E-fwej6Ef-3BSh163twuQ7hV2o8sncBAG~vWRl47ruKShseOZq9WnS~e5XUULl-FKSSV4gmhGFiff27ZOuf7PP~20b69TQ0TgStZk8Zx2wbCsKjWmTGY~RvICoJ0IjNI-8jtzuyUQ__&Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://www.e-journal.stie-aub.ac.id/index.php/probank/article/view/1174
https://www.e-journal.stie-aub.ac.id/index.php/probank/article/view/1174
https://www.mdpi.com/2079-9276/8/3/137
https://link.springer.com/chapter/10.1007/978-981-19-7618-6_10
https://link.springer.com/chapter/10.1007/978-981-19-7618-6_10
https://www.sciencedirect.com/science/article/abs/pii/S0960852420314966
https://www.sciencedirect.com/science/article/abs/pii/S0960852420314966
https://www.sciencedirect.com/science/article/abs/pii/S0960852420314966
https://www.sciencedirect.com/science/article/abs/pii/S2214785321056923
https://www.sciencedirect.com/science/article/abs/pii/S2214785321056923
https://www.sciencedirect.com/science/article/abs/pii/S0959652617316372
https://bjss.ub.ac.id/index.php/bjss/article/view/31
https://bjss.ub.ac.id/index.php/bjss/article/view/31
https://www.scirp.org/journal/paperinformation?paperid=126006
https://www.scirp.org/journal/paperinformation?paperid=126006
http://www.ieomsociety.org/singapore2021/papers/871.pdf
http://www.ieomsociety.org/singapore2021/papers/871.pdf
http://www.ieomsociety.org/singapore2021/papers/871.pdf


Int J on Social Sci, Econ & Art p-ISSN 2088-5342    e-ISSN 2776-3412  

 

The influence of green marketing, product knowledge, and influencers on purchase intention (Rina Sugiarti) 

207 

https://doi.org/10.46254/AN11.20210871 
Kaur, B., Gangwar, V. P., & Dash, G. (2022). Green Marketing Strategies, Environmental Attitude, And Green 

Buying Intention: A Multi-Group Analysis In An Emerging Economy Context. Sustainability, 14(10), 6107. 
Kotler, P., & Keller, K. L. (2016). Manajemen Pemasaran (13th ed.). Erlangga. 
Kuncoro, M. D. I., & Sembiring, B. K. F. (2023). The Effect Of Product Knowledge, Perceived Behavior Control, 

And Personal Norm On Purchase Intention Of Smes’ Recycled Products In Medan. Entrepreneurship and 
Small Business Research, 2(1), 23–32. 

Lanfranchi, M., Giannetto, C., & Rotondo, F. (2017). Environmental Strategy In Business: Green Marketing 
Communication. Journal of Corporate Responsibility and Leadership, 4(3), 111–126. 

Mahmoud, T. O., Ibrahim, S. B., Ali, A. H., & Bleady, A. (2017). The Influence Of Green Marketing Mix On Purchase 
Intention: The Mediation Role Of Environmental Knowledge. International Journal of Scientific & 
Engineering Research, 8(9), 1040–1048. 

Majeed, M. U., Aslam, S., Murtaza, S. A., Attila, S., & Molnár, E. (2022). Green Marketing Approaches and Their 
Impact on Green Purchase Intentions: Mediating Role of Green Brand Image and Consumer Beliefs towards 
the Environment. Sustainability, 14(18), 11703. 

Muftiyatunnisa, S., Darsono, D., & Anantanyu, S. (2023). The Impact Of Social Media On Microgreens Product 
Knowledge And Purchase Intention. SEISENSE Journal of Management, 6(1), 6–18. 

Nainggolan, H., Nuraini, R., Sepriano, S., Aryasa, I. W. T., Meilin, A., Adhicandra, I., Putri, E., Andiyan, A., & 
Prayitno, H. (2023). GREEN TECHNOLOGY INNOVATION: Transformasi Teknologi Ramah Lingkungan 
berbagai Sektor. PT. Sonpedia Publishing Indonesia. 

Nguyen, A. T., Parker, L., Brennan, L., & Lockrey, S. (2020). A consumer definition of eco-friendly packaging. 
Journal of Cleaner Production, 252, 119792. 

Ningsih, A., Syarifuddin, A., & Lelana, R. P. (2019). The Effect Ethnocentrism, Product Knowledge, Social Influence 
on Purchase Intention Through Attitude in Samarinda, Indonesia. First International Conference on 
Materials Engineering and Management-Management Section (ICMEMm 2018), 42–45. 

Peter, J. P., & Olson, J. C. . (2018). Perilaku Konsumen dan Strategi Pemasaran (9th ed.). Salemba Empat. 
Pop, R.-A., Săplăcan, Z., & Alt, M.-A. (2020). Social media goes green—The impact of social media on green 

cosmetics purchase motivation and intention. Information, 11(9), 447. 
Prasetio, M. S., Alkausar, D. B., & Hardjanti, A. (2023). Pengaruh Influencer terhadap Minat Beli. Journal on 

Education, 5(3), 7903–7912. 
Purwanto, P., & Permana-Citra, A. D. (2019). Recycling and processing of solid waste into products of the cosmetic 

packaging industry. Journal of Physics: Conference Series, 1295(1), 12042. 
Sadiq, M., Adil, M., & Paul, J. (2021). An innovation resistance theory perspective on purchase of eco-friendly 

cosmetics. Journal of Retailing and Consumer Services, 59, 102369. 
Song, Y., Guo, S., & Zhang, M. (2019). Assessing customers’ perceived value of the anti-haze cosmetics under haze 

pollution. Science of the Total Environment, 685, 753–762. 
Wang, H., Ma, B., & Bai, R. (2019). How Does Green Product Knowledge Effectively Promote Green Purchase 

Intention? Sustainability, 11(4), 1193. 
Wardana, C. K., & Widowati, R. (2021). The Influence of Product Knowledge and Religious Norms on Consumer 

Purchase Intention Mediated by Attitude. 4th International Conference on Sustainable Innovation 2020-
Accounting and Management (ICoSIAMS 2020), 376–381. 

Yustina. (2023). Selamatkan Bumi dengan “Sustainable Beauty.” 
 

https://www.mdpi.com/2071-1050/14/10/6107
https://www.mdpi.com/2071-1050/14/10/6107
https://www.mdpi.com/2071-1050/14/10/6107
http://ecsis.org/index.php/esber/article/view/74
http://ecsis.org/index.php/esber/article/view/74
http://ecsis.org/index.php/esber/article/view/74
https://apcz.umk.pl/JCRL/article/view/JCRL.2017.019
https://apcz.umk.pl/JCRL/article/view/JCRL.2017.019
https://www.researchgate.net/profile/Abbas-Bleady/publication/320395233_The_Influence_of_Green_Marketing_Mix_on_Purchase_Intention_The_Mediation_Role_of_Environmental_Knowledge/links/59e1bc00458515393d57b4e7/The-Influence-of-Green-Marketing-Mix-on-Purchase-Intention-The-Mediation-Role-of-Environmental-Knowledge.pdf
https://www.researchgate.net/profile/Abbas-Bleady/publication/320395233_The_Influence_of_Green_Marketing_Mix_on_Purchase_Intention_The_Mediation_Role_of_Environmental_Knowledge/links/59e1bc00458515393d57b4e7/The-Influence-of-Green-Marketing-Mix-on-Purchase-Intention-The-Mediation-Role-of-Environmental-Knowledge.pdf
https://www.researchgate.net/profile/Abbas-Bleady/publication/320395233_The_Influence_of_Green_Marketing_Mix_on_Purchase_Intention_The_Mediation_Role_of_Environmental_Knowledge/links/59e1bc00458515393d57b4e7/The-Influence-of-Green-Marketing-Mix-on-Purchase-Intention-The-Mediation-Role-of-Environmental-Knowledge.pdf
https://www.mdpi.com/2071-1050/14/18/11703
https://www.mdpi.com/2071-1050/14/18/11703
https://www.mdpi.com/2071-1050/14/18/11703
https://journal.seisense.com/jom/article/view/834
https://journal.seisense.com/jom/article/view/834
https://books.google.co.id/books?hl=id&lr=&id=HfXDEAAAQBAJ&oi=fnd&pg=PA50&dq=Nainggolan,+H.,+Nuraini,+R.,+Sepriano,+S.,+Aryasa,+I.+W.+T.,+Meilin,+A.,+Adhicandra,+I.,+Putri,+E.,+Andiyan,+A.,+%26+Prayitno,+H.+(2023).+GREEN+TECHNOLOGY+INNOVATION:+Transformasi+Teknologi+Ramah+Lingkungan+berbagai+Sektor.+PT.+Sonpedia+Publishing+Indonesia&ots=ilLK6ZOK8k&sig=3RhD9Etl-y0WOjh00BjvSOeLTkM&redir_esc=y#v=onepage&q&f=false
https://books.google.co.id/books?hl=id&lr=&id=HfXDEAAAQBAJ&oi=fnd&pg=PA50&dq=Nainggolan,+H.,+Nuraini,+R.,+Sepriano,+S.,+Aryasa,+I.+W.+T.,+Meilin,+A.,+Adhicandra,+I.,+Putri,+E.,+Andiyan,+A.,+%26+Prayitno,+H.+(2023).+GREEN+TECHNOLOGY+INNOVATION:+Transformasi+Teknologi+Ramah+Lingkungan+berbagai+Sektor.+PT.+Sonpedia+Publishing+Indonesia&ots=ilLK6ZOK8k&sig=3RhD9Etl-y0WOjh00BjvSOeLTkM&redir_esc=y#v=onepage&q&f=false
https://books.google.co.id/books?hl=id&lr=&id=HfXDEAAAQBAJ&oi=fnd&pg=PA50&dq=Nainggolan,+H.,+Nuraini,+R.,+Sepriano,+S.,+Aryasa,+I.+W.+T.,+Meilin,+A.,+Adhicandra,+I.,+Putri,+E.,+Andiyan,+A.,+%26+Prayitno,+H.+(2023).+GREEN+TECHNOLOGY+INNOVATION:+Transformasi+Teknologi+Ramah+Lingkungan+berbagai+Sektor.+PT.+Sonpedia+Publishing+Indonesia&ots=ilLK6ZOK8k&sig=3RhD9Etl-y0WOjh00BjvSOeLTkM&redir_esc=y#v=onepage&q&f=false
https://www.sciencedirect.com/science/article/abs/pii/S0959652619346621
https://www.sciencedirect.com/science/article/abs/pii/S0959652619346621
https://www.atlantis-press.com/proceedings/icmemm-18/55914172
https://www.atlantis-press.com/proceedings/icmemm-18/55914172
https://www.atlantis-press.com/proceedings/icmemm-18/55914172
http://repo.handayani.ac.id/48/1/Perilaku%20Konsumen.pdf
https://www.mdpi.com/2078-2489/11/9/447
https://www.mdpi.com/2078-2489/11/9/447
https://jonedu.org/index.php/joe/article/view/1580
https://jonedu.org/index.php/joe/article/view/1580
https://iopscience.iop.org/article/10.1088/1742-6596/1295/1/012042/meta
https://iopscience.iop.org/article/10.1088/1742-6596/1295/1/012042/meta
https://www.sciencedirect.com/science/article/abs/pii/S0969698920313771
https://www.sciencedirect.com/science/article/abs/pii/S0969698920313771
https://www.sciencedirect.com/science/article/abs/pii/S004896971932827X
https://www.sciencedirect.com/science/article/abs/pii/S004896971932827X
https://www.mdpi.com/2071-1050/11/4/1193
https://www.mdpi.com/2071-1050/11/4/1193
https://www.atlantis-press.com/proceedings/icosiams-20/125951500
https://www.atlantis-press.com/proceedings/icosiams-20/125951500
https://www.atlantis-press.com/proceedings/icosiams-20/125951500
https://repository.untad.ac.id/7157/1/BC%203_SOSIAL%20BUDAYA_edit_ok.docx

