
THE ANTECEDENTS OF GREEN PURCHASE INTENTION AND GREEN 

PURCHASE BEHAVIOR ON GENERATION Z CONSUMERS  

(A STUDY OF BASE BEAUTY BRAND) 

 

Thesis 

 

Presented as Partial Fulfillment of Requirements for the Degree of Sarjana Management 

(SM) in International Business Management Program Faculty of Business and 

Economics Universitas Atma Jaya Yogyakarta 

 

 

Compiled by: 

Eleanora Dian Nareta Surdiasis 

NPM: 201225667 

 

INTERNATIONAL BUSINESS MANAGEMENT PROGRAM 

FACULTY OF BUSINESS AND ECONOMICS 

UNIVERSITAS ATMA JAYA YOGYAKARTA 

2024 



ii 

 

  



iii 

 

 

AUTHENTICITY ACKNOWLEDGEMENT  

 

I, Eleanora Dian Nareta Surdiasis, hereby declare that I have compiled and completed the 

thesis with the title: 

 

 

THE ANTECEDENTS OF GREEN PURCHASE INTENTION AND GREEN 

PURCHASE BEHAVIOR ON GENERATION Z CONSUMERS  

(A STUDY OF BASE BEAUTY BRAND) 

 

This work is solely my own and does not incorporate the ideas or wording of others 

without proper attribution. Where applicable, I have cited sources using a recognized 

academic style guide and provided a complete reference list for all materials in the 

bibliography.  

 

 

Yogyakarta, 19 September 2024 

 

The researcher, 

 

 

 

 

 

Eleanora Dian Nareta Surdiasis 

  



iv 

 

  



v 

 

PREFACE 

 

With gratitude to God, The Heavenly Father, whose blessings have enabled author 

to successfully finish this research. This thesis is a partial fulfillment of the requirements 

for the International Business Management Program at the Faculty of Business and 

Economics, Universitas Atma Jaya Yogyakarta.  

Throughout the process of writing this thesis, I would like to extend my utmost 

gratitude to the many individuals and entities whose guidance and support were essential 

in bringing this work to completion. Without their invaluable assistance, this thesis would 

not have been possible. Therefore, I would like to express my profound appreciation to 

the following: 

1. My parents, Fransiskus Surdiasis & Katarina Rosariani, and sister, Maria Griselda 

Surdiasis, whose unwavering love, guidance, and persistent encouragement have 

always pushed me to strive for the best. Their faith in me, expressed through their 

prayers and constant support, has been with me from the very beginning. 

2. Elisabet Dita Septiari, SE., MSc., PhD, my thesis supervisor, for her invaluable 

guidance throughout the research and writing process. Her insights and advice 

were crucial in shaping this work. 

3. A heartfelt thank you to my thesis writing friends, Beneditto and Leo, who offered 

full support, encouragement, and valuable discussions during the writing process 

and made the journey more manageable. 

4. Monic, Mima, Hana, Feby, Shila, Cewi, for their direct or indirect motivation, 

support, and company throughout this process. Your friendship kept me grounded 

and focused. 

5. Special thanks to all my friends, too numerous to mention individually, who 

provided motivation both directly and indirectly. Your encouragement played a 

significant role in helping me complete this thesis. 

6. Kantor Inter, especially Mba Hen, for their assistance and support, ensuring all of 

the process went smoothly. 



vi 

 

The author acknowledges that this thesis is not without its imperfections and 

welcomes any constructive feedback, suggestions, and criticism to further improve and 

refine this work. It is the author's hope that this thesis can make a meaningful contribution 

to readers and other stakeholders, serving as a valuable resource for future studies. 

 

 

Yogyakarta, 19 September 2024 

The author, 

 

 

 

 

Eleanora Dian Nareta Surdiasis 

  



vii 

 

 

TABLE OF CONTENTS 

 
AUTHENTICITY ACKNOWLEDGEMENT ................................................................ iii 

PREFACE ..........................................................................................................................v 

TABLE OF CONTENTS................................................................................................ vii 

LIST OF TABLES ........................................................................................................... xi 

LIST OF FIGURES ........................................................................................................ xii 

LIST OF APPENDICES ................................................................................................ xiii 

ABSTRACT ......................................................................................................................1 

CHAPTER 1 ......................................................................................................................2 

INTRODUCTION .............................................................................................................2 

1.1 Research Background ..............................................................................................2 

1.2 Research Question ...................................................................................................8 

1.3 Objectives of the Research ......................................................................................9 

1.4 The Benefit of the Research .....................................................................................9 

1.4.1 Academic Benefits ............................................................................................9 

1.4.2 Practical Benefits ............................................................................................10 

1.5 Research Systematic .............................................................................................. 11 

CHAPTER II ...................................................................................................................12 

LITERATURE REVIEW ................................................................................................12 

2.1 Theoretical Background .........................................................................................12 

2.1.1 Green Purchase Behavior ................................................................................12 

2.1.2 Green Purchase Intention ................................................................................13 



viii 

 

2.1.3 Green Advertisement .......................................................................................14 

2.1.4 Green Brand Image .........................................................................................16 

2.1.5 Green Awareness .............................................................................................17 

2.1.6 Ecological Knowledge ....................................................................................18 

2.3 Hypothesis Development .......................................................................................26 

2.4 Conceptual Framework ..........................................................................................29 

CHAPTER III ..................................................................................................................30 

RESEARCH METHODOLOGY ....................................................................................30 

3.1 Research Design ....................................................................................................30 

3.2 Population and Sample and Methodology for Sampling .......................................31 

3.3 Data Collection Method .........................................................................................33 

3.4 Questionnaire Test Result ......................................................................................34 

3.4.1 Face Validity ....................................................................................................34 

3.4.2 Pilot Test ..........................................................................................................38 

3.5 Operational Definition ...........................................................................................40 

3.6 Method of Data Analysis .......................................................................................45 

3.6.1 Descriptive Statistics .......................................................................................45 

3.6.2 Structural Equation Modelling – Partial Least Squares ..................................46 

3.6.2.1 Outer Model (Measurement Model) ............................................................46 

3.6.2.2 Inner Model (Structural Model) ...................................................................48 

3.6.3 Hypothesis testing ...........................................................................................48 

CHAPTER IV ..................................................................................................................49 

DATA ANALYSIS AND DISCUSSION .........................................................................49 

4.1 Respondent Demographic Analysis .......................................................................49 



ix 

 

4.1.1 Filter Result .....................................................................................................49 

4.2 Respondent Demographics ....................................................................................50 

4.3 Descriptive Statistic Analysis ................................................................................58 

4.4 SEM-PLS Analysis ................................................................................................61 

4.5 Measurement Model Analysis (Outer Model) .......................................................61 

4.4.1 Convergent Validity Testing ............................................................................62 

4.5.2 Discriminant Validity Testing ..........................................................................64 

4.5.3 Composite Reliability Testing .........................................................................67 

4.6 Structural Model (Inner Model) .............................................................................68 

4.7 Hypothesis Testing .................................................................................................68 

4.8 Discussion ..............................................................................................................70 

4.8.1 The effect of green advertisement on green purchase intentions ....................70 

4.8.2 The effect of green brand image on green purchase intentions .......................71 

4.8.3 The effect of green awareness on green purchase intentions ..........................71 

4.8.4 The effect of ecological knowledge on green purchase intentions .................72 

4.8.5 The effect of green purchase intentions on green purchase behavior .............72 

CHAPTER V ...................................................................................................................74 

CONCLUSION ...............................................................................................................74 

5.1 Conclusion .............................................................................................................74 

5.2 Managerial Implication ..........................................................................................74 

5.3 Research Limitations .............................................................................................76 

5.4 Suggestion for Future Research .............................................................................77 

BIBLIOGRAPHY ...........................................................................................................79 

APPENDIX .....................................................................................................................83 



x 

 

APPENDIX 1: Survey Questionnaire ..........................................................................83 

APPENDIX 2: Validity and Pilot Test Result ..............................................................88 

APPENDIX 3: Survey Result ......................................................................................96 

APPENDIX 4: Data Analysis ....................................................................................100 

 APPENDIX 5: Main Journal Reference ...................................................................103 

 

 

  



xi 

 

LIST OF TABLES 

 

Table 2. 1 Previous Study ............................................................................................... 20 
 

Table 3. 1 Face Validity .................................................................................................. 34 
Table 3. 2 Validity Test ................................................................................................... 38 
Table 3. 3 Reliability Test ............................................................................................... 39 
Table 3. 4 Operational Definition and Research Indicator ............................................. 41 
 

Table 4. 1 Filter Question ............................................................................................... 50 
Table 4. 2 Age Demographic .......................................................................................... 50 
Table 4. 3 Gender Demographic ..................................................................................... 51 
Table 4. 4 Education Demographic ................................................................................ 52 
Table 4. 5 Job Demographic ........................................................................................... 53 
Table 4. 6 Domicile Demographic .................................................................................. 54 
Table 4. 7 Frequency of Purchase ................................................................................... 56 
Table 4. 8 Products That Have Been Purchased ............................................................. 57 
Table 4. 9 Descriptive Statistics of Variable Indicators .................................................. 58 
Table 4. 10 Outer Loading .............................................................................................. 62 
Table 4. 11 Average Variance Extracted ......................................................................... 63 
Table 4. 12 Fornell-Larcker Criterion ............................................................................. 64 
Table 4. 13 Cross Loading .............................................................................................. 65 
Table 4. 14 Composite Reliability .................................................................................. 67 
Table 4. 15 R Square ....................................................................................................... 68 
Table 4. 16 Direct Effect ................................................................................................. 68 

  



xii 

 

LIST OF FIGURES 

 

Figure 1. 1 BASE's Instagram Post on Environmental Initiatives and consumers’ 

respond ............................................................................................................................. 7 
 

Figure 2. 1 Research Framework .................................................................................... 29 
 

Figure 4. 1 Structural Model........................................................................................... 61 
  



xiii 

 

LIST OF APPENDICES 

 

APPENDIX 1: Survey Questionnaire ……………………………………………….83 

APPENDIX 2: Validity and Pilot Test Result………………………………….……88 

APPENDIX 3: Survey Result…………………………………………….…………96 

APPENDIX 4: Data Analysis………………………………………………………100 

 APPENDIX 5: Main Journal Reference………………………………….….…….103  



1 

 

THE ANTECEDENTS OF GREEN PURCHASE INTENTION AND GREEN 

PURCHASE BEHAVIOR ON GENERATION Z CONSUMERS 

(A STUDY OF BASE BEAUTY BRAND) 

 

Compiled by: 

Eleanora Dian Nareta Surdiasis 

NPM: 201225667 

 

Thesis Supervisor:   

Elisabet Dita Septiari SE., MSc., PhD 

 

ABSTRACT 

 

This research examines the factors influencing Generation Z's green purchase intentions 

and behaviors in the beauty industry, with a focus on BASE, an Indonesian beauty brand. 

It explores the impact of green advertisement, green brand image, green awareness, and 

ecological knowledge. While past studies have explored these variables, gaps remain in 

understanding how they interact, particularly in the beauty industry, which has a 

significant environmental impact yet remains underexplored in green marketing research. 

Generation Z, the largest global consumer group with strong spending power and a 

growing interest in sustainability, is the target demographic. Using a quantitative cross-

sectional approach with non-probability purposive sampling, the study aims to gather 

responses from at least 250 participants via an online survey. 
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