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CHAPTER V 

CONCLUSION 

 

5.1 Conclusion 

Based on the research and findings, it is evident that environmental awareness and 

sustainability have become critical considerations for both businesses and consumers. 

Over the past few decades, the rise of global environmental concerns has pushed 

industries to adopt greener practices, with companies like BASE taking the lead by 

integrating sustainability into their core operations.  

The findings reveal important insights about consumer behavior in the eco-

friendly market. Green advertisement, green brand image, and ecological knowledge 

show significant positive effects on green purchase intention, and green purchase 

intentions show significant positive effects on green purchase behavior in BASE's case. 

These elements work together to create a strong foundation for sustainable consumer 

choices. The study highlights how BASE has effectively used its platform to promote eco-

friendly initiatives and build trust through consistent commitment to sustainability 

practices. 

However, the lack of significant impact from green awareness on purchase 

intentions suggests a gap between environmental consciousness and actual buying 

decisions. This finding points to potential barriers such as cost concerns or skepticism 

about green product claims. For businesses aiming to promote sustainable products, this 

study indicates that success lies not just in raising awareness, but in building a credible 

green brand image, providing clear ecological information, and maintaining effective 

green advertising strategies. The findings provide valuable direction for companies 

seeking to enhance their position in the growing eco-friendly market. 

 

5.2 Managerial Implication 

The findings of this study offer valuable insights for businesses targeting 

Generation Z consumers in the green market. For green brand image development, 

companies should maintain consistent support for sustainability initiatives and establish 
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a genuine presence in green communities, similar to BASE's approach. This can be 

achieved through transparent communication about eco-friendly practices and active 

participation in environmental initiatives. 

Green advertising strategies should be carefully designed to effectively 

communicate product attributes and raise environmental awareness. Companies in the 

beauty industry can leverage both traditional and digital platforms to showcase their eco-

friendly initiatives and sustainable product features. Marketing campaigns should 

integrate green messaging that highlights natural ingredients, sustainable packaging, and 

environmentally responsible production processes. For companies that want to appeal to 

a younger generation such as Generation Zs, an ad that is personalized, visually appealing, 

and interactive might be the best way to attract Gen Z customers. As demonstrated by 

BASE's success, companies should focus on creating authentic green advertisements that 

resonate with their target audience's environmental values.  

While ecological knowledge significantly influences purchase intentions, the gap 

between green awareness and actual purchasing behavior requires attention. Managers 

should focus on addressing common barriers such as higher costs, inconvenience, or 

skepticism about product claims. This could involve providing clear verification of green 

claims, offering competitive pricing strategies, and making eco-friendly products more 

accessible. Educational content should go beyond raising awareness to include practical 

information about product benefits and environmental impact. 

The strong link between green purchase intentions and behavior suggests that 

beauty companies should focus on turning consumer interest into actual sales. This can 

be achieved by ensuring product availability, providing clear information, and 

highlighting environmental benefits without compromising quality. Companies should 

also address concerns like premium pricing by emphasizing value and perhaps offering 

trial options. Building customer trust is also important to advocate consumer loyalty. 

Creating engaging content that showcases real results, and environmental impact can help 

reinforce customers' purchase decisions and encourage repeat buying behavior. 
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5.3 Research Limitations 

This study presents several key limitations that warrant consideration when interpreting 

its results.  

1. Using an online questionnaire as the main method for data collection introduces 

potential biases. While this method allowed for efficient data gathering, it might 

have unintentionally excluded people without internet access or those 

uncomfortable with online surveys, which could affect how well the sample 

represents the population. 

2. The study may not have captured all relevant factors influencing green purchase 

intentions and behavior. While it examined key variables, others such as price 

sensitivity, customer product preferences, green trust, and peer influence, which 

are likely to play important roles in shaping green consumer behavior among 

Generation Z, were not included. This limitation highlights gaps in the study's 

scope and may have affected the comprehensiveness of the findings. 

3. Another limitation of this study is the inconsistency within the questionnaire, as 

it was developed from various sources. Some indicators do not directly reference 

the brand (BASE), which may reduce the precision in capturing respondent 

opinions. For instance, certain statements could have been refined to better align 

with the context of the study, highlighting the need for a more cohesive and brand-

specific approach to improve the reliability of the findings. 

4. The study's R-square results indicate a limitation in the strength of the 

relationships between the variables. The external variables (green advertisement, 

green brand image, green awareness, and ecological knowledge) explain only 

19.9% of the variance in green purchase intention, while green purchase intention 

explains just 14.2% of the variance in green purchase behavior. These weak 

associations suggest that additional or more suitable variables may be required to 

better understand and predict green purchase behavior. 

5. This research provides a snapshot of consumer attitudes and behaviors at a 

particular point in time. However, perceptions and actions related to 

environmental issues often change due to current events, policy changes, or media 
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coverage. A longer-term study could give better insights into how these factors 

develop over time. 

6. A filter question asking whether respondents have seen a green advertisement by 

BASE should have been included. The absence of this filter question could 

potentially affect the accuracy of the findings related to green advertisements. 

Moreover, it may also influence the validity of the results for green brand image, 

green awareness, and green purchase intention, as these variables are closely 

connected to advertising exposure. Including this as a filter question would have 

ensured more reliable data. 

 

5.4 Suggestion for Future Research 

Building on the findings and limitations of this study, several avenues for future research 

can be suggested.  

1. Expanding the study to include a wider age range or comparing different 

generations could give a better understanding of green consumer behavior. This 

broader approach would help businesses create more focused strategies for 

different demographic groups.  

2. Future studies could explore the role of social media and digital influencers in 

shaping green purchase intentions and behaviors among Generation Z. Given this 

generation's high engagement with digital platforms, understanding how these 

channels influence eco-friendly consumption could offer valuable insights for 

marketers. Future studies could also explore additional factors such as price 

sensitivity, customer product preferences, green trust, and peer influence to 

provide a more detailed understanding of the elements driving green consumer 

behavior among Generation Z. 

3. The finding that green awareness did not significantly influence purchase 

intentions calls for further investigation. Employing qualitative research methods, 

such as in-depth interviews or focus groups, could provide nuanced insights into 

how awareness translates (or fails to translate) into purchase intentions among 

Generation Z consumers. 
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4. This finding is based on specific country and brand, cross-cultural studies 

comparing green consumer behavior among Generation Z in different countries 

or brand could be studied to reveal how cultural factors influence eco-friendly 

consumption. These research directions can provide a deeper understanding of 

green consumer behavior, especially among younger generations, and help create 

strategies to encourage sustainable consumption and address environmental 

challenges.  
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APPENDIX 

 

APPENDIX 1: Survey Questionnaire 

 

Filter Questions 

1. Apakah Anda termasuk ke dalam bagian dari Generasi Z (lahir antara tahun 1997-

2012)? 

• Ya 

• Tidak 

2. Apakah Anda pernah melakukan pembelian produk skincare BASE? 

• Ya 

• Tidak 

3. Apakah Anda familiar terhadap citra BASE sebagai merek ramah lingkungan? 

• Ya 

• Tidak 

 

Data Responden 

1. Usia 

• 12-14 tahun 

• 15-17 tahun 

• 18-20 tahun 

• 21-23 tahun 

• 24-27 tahun 

2. Jenis kelamin 

• Laki-laki 

• Perempuan 

• Lainnya 

3. Pendidikan saat ini 

• SMP/Sederajat 

• SMA/SMK/Sederajat 
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• Diploma 

• Sarjana 

• Pascasarjana 

4. Pekerjaan 

• Pelajar/Mahasiswa 

• Karyawan Swasta 

• Pegawai Negeri/TNI/POLRI 

• Wiraswasta/Pengusaha 

• Wirausaha 

5. Domisili (Provinsi) 

6. Frekuensi pembelian produk 

• Lebih dari sekali dalam sebulan 

• Sekali dalam sebulan 

• Beberapa kali dalam setahun 

• Jarang sekali/Kurang dari setahun sekali 

7. Produk yg pernah dibeli 

• Skincare (Sunscreen, Serum, Mask, Face Mist) 

• Body Care (Body Lotion) 

• Makeup (Lip Tint, 3 in 1 Lip Cheek Eye, Eyeshadow) 

 

Green Advertisement (GAD) 

 

GAD 1 Iklan hijau meningkatkan pengetahuan saya tentang produk ramah 

lingkungan. 

GAD 2 Saya menikmati menonton iklan hijau. 

GAD 3 Iklan hijau mengedukasi pelanggan untuk membuat keputusan pembelian 

yang tepat. 
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Green Brand Image (GBI) 

 

GBI 1 
 

Menurut saya BASE adalah salah satu merek skincare yang berkomitmen 

pada lingkungan. 

GBI 2 Menurut saya BASE memiliki reputasi sebagai merek yang berkomitmen 

terhadap lingkungan. 

GBI 3 Menurut saya BASE sukses dalam membuat produk yang ramah lingkungan. 

GBI 4 Menurut saya BASE sudah diakui dalam hal kepedulian terhadap 

lingkungan. 

GBI 5 Menurut saya BASE dapat dipercaya dalam komitmennya terhadap 

lingkungan. 

 

Green Awareness (GAW) 

 

GAW 1 
 

Saya menyadari upaya pelestarian lingkungan yang dilakukan oleh BASE. 

GAW 2 Saya pernah melihat beberapa label dan slogan lingkungan milik BASE 

mengenai produk ramah lingkungan. 

GAW 3 Saya dapat mengenali arti slogan lingkungan yang digunakan BASE dalam 

kampanye pemasarannya. 

GAW 4 Saya dapat mengingat beberapa slogan lingkungan yang digunakan BASE 

dalam kampanye pemasaran. 

GAW 5 Jika saya melihat tanda ramah lingkungan pada suatu kemasan, saya akan 

lebih memilih menggunakannya. 
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Ecological Knowledge (EK) 

 

EK 1 
 

Menurut saya seseorang perlu memiliki pengetahuan tentang lingkungan. 

EK 2 Menurut saya pengetahuan seseorang tentang lingkungan akan mempengaruhi 

perilakunya terhadap lingkungan. 

EK 3 Menurut saya pengetahuan seseorang tentang lingkungan akan membawa 

pada pengetahuan tentang produk hijau. 

EK 4 Menurut saya konsumen dengan pengetahuan lingkungan yang lebih tinggi 

memiliki niat pembelian produk hijau yang lebih tinggi. 

 

Green Purchase Intention (GPI) 

 

GPI 1 
 

Saya menghindari membeli produk skincare merek lain yang berpotensi 

membahayakan lingkungan. 

GPI 2 Saya telah mengubah pemakaian merek skincare saya karena alasan 

lingkungan. 

GPI 3 Ketika harus memilih antara dua produk skincare serupa, saya memilih yang 

lebih ramah lingkungan. 

GPI 4 Saya berusaha keras untuk membeli skincare yang terbuat dari bahan ramah 

lingkungan. 
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Green Purchase Behavior (GPB) 

 

GPB 1 
 

Saya merasa telah membantu melestarikan lingkungan saat menggunakan 

produk BASE. 

GPB 2 Saya merasa lebih nyaman menggunakan produk BASE daripada produk 

skincare lain. 

GPB 3 Saya akan membeli kembali produk BASE setelah pembelian pertama. 

GPB 4 Saya akan merekomendasikan produk BASE kepada teman dan keluarga 

saya. 
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APPENDIX 2: Validity and Pilot Test Result 

 

 

Green Advertisement 

Correlations 

 
GAD.1 GAD.2 GAD.3 GAD 

GAD.1 Pearson Correlation 1 ,394* ,379* ,697** 

Sig. (2-tailed)  ,031 ,039 ,000 

N 30 30 30 30 

GAD.2 Pearson Correlation ,394* 1 ,401* ,785** 

Sig. (2-tailed) ,031  ,028 ,000 

N 30 30 30 30 

GAD.3 Pearson Correlation ,379* ,401* 1 ,817** 

Sig. (2-tailed) ,039 ,028  ,000 

N 30 30 30 30 

GAD Pearson Correlation ,697** ,785** ,817** 1 

Sig. (2-tailed) ,000 ,000 ,000  

N 30 30 30 30 

 

*. Correlation is significant at the 0.05 level (2-tailed). 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

Case Processing Summary 

 
N % 

Cases Valid 30 100,0 

Excludeda 0 ,0 

Total 30 100,0 

 

a. Listwise deletion based on all variables in the 

procedure. 
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Reliability Statistics 

Cronbach's 

Alpha N of Items 

,641 3 

 

 

Green Brand Image 

Correlations 

 
GBI.1 GBI.2 GBI.3 GBI.4 GBI.5 GBI 

GBI.1 Pearson Correlation 1 ,479** ,401* ,432* ,202 ,739** 

Sig. (2-tailed)  ,007 ,028 ,017 ,284 ,000 

N 30 30 30 30 30 30 

GBI.2 Pearson Correlation ,479** 1 ,456* ,416* ,226 ,736** 

Sig. (2-tailed) ,007  ,011 ,022 ,229 ,000 

N 30 30 30 30 30 30 

GBI.3 Pearson Correlation ,401* ,456* 1 ,631** ,060 ,748** 

Sig. (2-tailed) ,028 ,011  ,000 ,753 ,000 

N 30 30 30 30 30 30 

GBI.4 Pearson Correlation ,432* ,416* ,631** 1 ,171 ,770** 

Sig. (2-tailed) ,017 ,022 ,000  ,365 ,000 

N 30 30 30 30 30 30 

GBI.5 Pearson Correlation ,202 ,226 ,060 ,171 1 ,462* 

Sig. (2-tailed) ,284 ,229 ,753 ,365  ,010 

N 30 30 30 30 30 30 

GBI Pearson Correlation ,739** ,736** ,748** ,770** ,462* 1 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,010  

N 30 30 30 30 30 30 

 

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 
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Case Processing Summary 

 
N % 

Cases Valid 30 100,0 

Excludeda 0 ,0 

Total 30 100,0 

 

a. Listwise deletion based on all variables in the 

procedure. 

 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

,730 5 

 

Green Awareness 

Correlations 

 
GAW.1 GAW.2 GAW.3 GAW.4 GAW.5 GAW 

GAW.1 Pearson Correlation 1 ,340 ,352 ,480** ,361 ,707** 

Sig. (2-tailed)  ,066 ,057 ,007 ,050 ,000 

N 30 30 30 30 30 30 

GAW.2 Pearson Correlation ,340 1 ,568** ,314 ,032 ,731** 

Sig. (2-tailed) ,066  ,001 ,091 ,868 ,000 

N 30 30 30 30 30 30 

GAW.3 Pearson Correlation ,352 ,568** 1 ,439* ,134 ,776** 

Sig. (2-tailed) ,057 ,001  ,015 ,480 ,000 

N 30 30 30 30 30 30 

GAW.4 Pearson Correlation ,480** ,314 ,439* 1 ,160 ,703** 

Sig. (2-tailed) ,007 ,091 ,015  ,400 ,000 

N 30 30 30 30 30 30 

GAW.5 Pearson Correlation ,361 ,032 ,134 ,160 1 ,434* 

Sig. (2-tailed) ,050 ,868 ,480 ,400  ,017 

N 30 30 30 30 30 30 
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GAW Pearson Correlation ,707** ,731** ,776** ,703** ,434* 1 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,017  

N 30 30 30 30 30 30 

 

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 

 

Case Processing Summary 

 
N % 

Cases Valid 30 100,0 

Excludeda 0 ,0 

Total 30 100,0 

 

a. Listwise deletion based on all variables in the 

procedure. 

 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

,698 5 

 

 

 

Ecological Knowledge 

Correlations 

 
EK.1 EK.2 EK.3 EK.4 EK 

EK.1 Pearson Correlation 1 ,529** ,094 ,186 ,603** 

Sig. (2-tailed)  ,003 ,622 ,324 ,000 

N 30 30 30 30 30 

EK.2 Pearson Correlation ,529** 1 ,175 ,267 ,701** 

Sig. (2-tailed) ,003  ,355 ,153 ,000 

N 30 30 30 30 30 

 

 



92 

 

EK.3 Pearson Correlation ,094 ,175 1 ,591** ,687** 

Sig. (2-tailed) ,622 ,355  ,001 ,000 

N 30 30 30 30 30 

EK.4 Pearson Correlation ,186 ,267 ,591** 1 ,774** 

Sig. (2-tailed) ,324 ,153 ,001  ,000 

N 30 30 30 30 30 

EK Pearson Correlation ,603** ,701** ,687** ,774** 1 

Sig. (2-tailed) ,000 ,000 ,000 ,000  

N 30 30 30 30 30 

 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

 

Case Processing Summary 

 
N % 

Cases Valid 30 100,0 

Excludeda 0 ,0 

Total 30 100,0 

 

a. Listwise deletion based on all variables in the 

procedure. 

 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

,641 4 
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Green Purchase Intention 

Correlations 

 
GPI.1 GPI.2 GPI.3 GPI.4 GPI 

GPI.1 Pearson Correlation 1 ,330 ,392* ,356 ,747** 

Sig. (2-tailed)  ,075 ,032 ,054 ,000 

N 30 30 30 30 30 

GPI.2 Pearson Correlation ,330 1 ,460* ,235 ,789** 

Sig. (2-tailed) ,075  ,010 ,212 ,000 

N 30 30 30 30 30 

GPI.3 Pearson Correlation ,392* ,460* 1 ,018 ,668** 

Sig. (2-tailed) ,032 ,010  ,923 ,000 

N 30 30 30 30 30 

GPI.4 Pearson Correlation ,356 ,235 ,018 1 ,536** 

Sig. (2-tailed) ,054 ,212 ,923  ,002 

N 30 30 30 30 30 

GPI Pearson Correlation ,747** ,789** ,668** ,536** 1 

Sig. (2-tailed) ,000 ,000 ,000 ,002  

N 30 30 30 30 30 

 

*. Correlation is significant at the 0.05 level (2-tailed). 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

Case Processing Summary 

 
N % 

Cases Valid 30 100,0 

Excludeda 0 ,0 

Total 30 100,0 

 

a. Listwise deletion based on all variables in the 

procedure. 
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Reliability Statistics 

Cronbach's 

Alpha N of Items 

,632 4 

 

 

Green Purchase Behavior 

Correlations 

 
GPB.1 GPB.2 GPB.3 GPB.4 GPB 

GPB.1 Pearson Correlation 1 ,695** ,401* ,315 ,812** 

Sig. (2-tailed)  ,000 ,028 ,090 ,000 

N 30 30 30 30 30 

GPB.2 Pearson Correlation ,695** 1 ,249 ,277 ,749** 

Sig. (2-tailed) ,000  ,185 ,138 ,000 

N 30 30 30 30 30 

GPB.3 Pearson Correlation ,401* ,249 1 ,302 ,637** 

Sig. (2-tailed) ,028 ,185  ,104 ,000 

N 30 30 30 30 30 

GPB.4 Pearson Correlation ,315 ,277 ,302 1 ,705** 

Sig. (2-tailed) ,090 ,138 ,104  ,000 

N 30 30 30 30 30 

GPB Pearson Correlation ,812** ,749** ,637** ,705** 1 

Sig. (2-tailed) ,000 ,000 ,000 ,000  

N 30 30 30 30 30 

 

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 

 

Case Processing Summary 

 
N % 

Cases Valid 30 100,0 

Excludeda 0 ,0 

Total 30 100,0 
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a. Listwise deletion based on all variables in the 

procedure. 

 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

,691 4 
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APPENDIX 3: Survey Result 

 

PLS Algorithm 

 

 

Loading Factor 
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AVE, Reliability 

 

 

Fornell-Lacker Criterion 
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Cross Loadings 

 

 

 

R-square 
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Bootstrapping 

 

 

Direct Effect 
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APPENDIX 4: Data Analysis 
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