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INTRODUCTION

The beauty industry continues to grow in line with the increasing
awareness of the Indonesian public regarding proper body care. In 2024, revenue
from skincare in the beauty and personal care industry in Indonesia reached 9.17
billion US dollars and is projected to continue growing, peaking in 2028.
However, this growth is accompanied by an increase in waste generated by the
industry. According to the Sistem Informasi Pengelolaan Sampah Nasional
(SIPSN) in 2023, waste generation in Indonesia reached 19 million tons per year.
One of the wastes produced by cosmetic products is fine particles, which can
contribute to microplastic pollution.

Body scrub is one of the most widely used personal care products among
Indonesians and is also one of the products contributing to microplastic waste in
Indonesia. A traditional body scrub brand that has been consumed by
Indonesians for years is Lulur Sekar Jagat, which has been established since 2003
and utilizes natural ingredients as its primary production materials. Lulur Sekar
Jagat uses fruits and other natural ingredients in its production process, which
helps reduce environmental pollution caused by microplastic waste. However,
along with the growth of the personal care industry, a wide range of body scrub
products has also emerged, increasing the number of competitors for Lulur Sekar
Jagat. The emergence of these new products has negatively impacted the sales
tigures of Lulur Sekar Jagat at UD. Sekar Jagat, which have experienced a decline.

This competitive landscape and declining sales may pose a risk of losing
market share and make it difficult to maintain a stable position in the personal
care industry. Therefore, the company needs to analyze consumer behavior,
particularly in the decision-making process, to help develop marketing strategies
that are aligned with market nekatueds and are effective. According to Katu and
Suparna (2022), purchase decisions are a process undertaken by consumers due
to the presence of a need or problem, followed by information search regarding
products or brands, and concluded with the evaluation of several alternatives
before making the best purchase decision.

Consumer buying decisions are affected by a range of internal and
external marketing factors. Currently, internal factors such as lifestyle play a
significant role in shaping consumer decisions to purchase a product. A healthy
lifestyle and increasing consumer awareness regarding environmental
sustainability have also grown. Green marketing refers to the strategies
implemented by companies to develop or promote products and services that are
environmentally sustainable. Effective green marketing strategies can encourage
the purchase of environmentally friendly products, as consumers receive
information about the benefits of such products through the green marketing
carried out by companies. This is in line with studies by Larasati and Purwono
(2021), Rosyada and Dwijayanti (2023), and Puspitasari et al. (2021), which found
that green marketing has a positive and significant effect on purchase decisions.
However, research by Ginting et al. (2023) states that the effect of green
marketing on purchase decisions is not significantly correlated.

The variation in findings from previous studies on the link between green
marketing and purchase decisions highlights the necessity of introducing a
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mediating variable. In this context, brand image is proposed as the mediator, as
it has the potential to strengthen the impact of green marketing strategies and
boost consumer purchase decisions. Therefore, this study employs brand image
as a mediating variable.

This study adopts the Theory of Planned Behavior (TPB), as it is relevant
to the variables of green marketing, brand image, and purchase decisions.
Purchasing decisions require consumers to choose from various available offers;
therefore, consumers must have decisiveness and broad knowledge to select the
product that is best for them. This study uses purchase decision indicators based
on a synthesis of those proposed by Katu & Suparna (2022), Larika & Ekowati
(2020) and Panggabean et al. (2023), namely: (1) Confidence in the product; (2)
Suitability to needs; (3) Seeking product information; (4) Product usefulness; (5)
Repeat purchases; (6) Recommending the product to others.

Green marketing refers to marketing activities that aim to promote
environmentally friendly products to consumers by minimizing negative
impacts on the environment. This study uses green marketing indicators based
on a combination of those proposed by Kinasih et al. (2023), Nandaika and
Respati (2021), and Dhuha (2015), namely: (1) Environmentally friendly
products; (2) Price-quality appropriateness; (3) Promotion; (4) Environmental
contribution; (5) Environmental responsibility.

Brand image is the consumer’s perception of a brand, reflecting their
assessment of the brand, whether positive or negative, which can be influenced
by environmental and personal factors. This study adopts brand image indicators
based on a synthesis of those proposed by Lin et al. (2021), Aaker and Biel
(2017:71), and Moksaoka and Rahyuda (2016), namely: (1) Brand characteristics;
(2) Brand has better products than its competitors; (3) Easily found in the market;
(4) Product image; (5) Widely recognized by the public; (6) Favorable.

LITERATURE REVIEW

Green Purchase
Marketing Decisions
X (Y2)

Figure 1. Conceptual Framework
Source: Nandaika & Respati (2021)

The implementation of green marketing by companies can shape a
positive perception of the product, thereby influencing consumers in the
decision-making process. When consumers perceive that a product not only
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tulfills functional needs but also carries environmental responsibility, their
tendency to purchase the product increases. Green marketing plays a crucial role
in encouraging purchase decisions by creating added value that aligns with the
values and preferences of modern consumers. The findings of Johanis et al. (2023)
indicate that green marketing has a positive and significant effect on purchase
decisions. Green marketing successfully stimulates cojihaninsumers’ purchase
intentions.

Products marketed as environmentally friendly tend to create a positive
perception of the brand, as they are considered to reflect social responsibility and
concern for sustainability. When consumers see that a brand is consistent in
applying environmentally conscious practices, their trust in the brand increases.
A corporate image that aligns with sustainability values not only fosters
customer loyalty but also enhances brand equity in the long term. The study
conducted by Kinasih et al. (2023) found that green marketing has a positive and
significant influence on brand image. The better the green marketing strategy
implemented, the stronger the brand image of the product or company.

A positive brand image can create strong associations in the minds of
consumers, such as perceptions of quality, trust, and product credibility. This
influences consumers’ tendency in making purchase decisions, even in cases
where there are no significant differences in product quality among competing
brands. Brand image contributes to purchase decisions by shaping favorable
perceptions of the offered product or brand. The study conducted by Subawa et
al. (2023) demonstrated that brand image significantly influences consumers'
purchasing decisions. A stronger brand image increases the probability that
consumers will opt to buy the product.

The implementation of green marketing also affects brand image,
particularly among environmentally conscious consumers. The study conducted
by Dewi and Rahanatha (2022) stated that green marketing influences purchase
decisions through brand image. Another study by Tyas et al. (2024) also found
that green marketing has a positive impact on purchase decisions through brand
image. These findings suggest that brand image is able to mediate the effect of
green marketing on purchase decisions.

METHODOLOGY

This study is an associative research that aims to describe and test
hypotheses regarding the relationship between two or more variables. The
research was conducted in Denpasar City, considering that Denpasar has the
second highest income after Badung in Bali and its economy is the largest in the
province.

The object of this research is consumer behavior in making purchase
decisions for Lulur Sekar Jagat products, which is influenced by green marketing
and mediated by brand image. The subjects in this study are consumers who
intend to purchase or have previously purchased Lulur Sekar Jagat products in
the Denpasar area. The population in this study includes all consumers who
either intend to purchase or have already purchased Lulur Sekar Jagat products in
Denpasar City.
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The number of indicators used in this study is 17, which determines the
appropriate sample size to be within the range of 85-170 respondents. Therefore,
the total number of respondents selected for this study is 170. The sampling
method applied is non-probability sampling, a sampling technique that does not
provide equal opportunity for all members of the population to be selected as
samples.

The research instrument employed is a questionnaire consisting of a series
of questions presented to respondents. Responses to each indicator are measured
using a Likert scale. Since the data collection was conducted through
questionnaires, the responses must be tested for validity and reliability to ensure
that the instrument is suitable for measuring the data.

The data analysis techniques used in this study include descriptive
statistical analysis, classical assumption tests, path analysis, the Sobel test, and
Variance Accounted For (VAF) analysis.

RESEARCH RESULT AND DISCUSSION

This study employed construct validity, wherein the research instrument
was pre-tested on a sample drawn from the population. An instrument is
considered valid if the Pearson product-moment correlation (r-calculated) is
greater than the r-table value or exceeds 0.30. Based on the validity test results,
all research instruments —namely green marketing, brand image, and purchase
decision—fulfilled the requirements of validity, with each variable’s total
Pearson Correlation score above 0.30 and a significance level below 5% (0.05).
These results indicate that the instruments are suitable for use in measuring the
research variables.

The reliability of the research instrument was tested using Cronbach’s
Alpha. An instrument is considered reliable if its Cronbach’s Alpha score is
greater than 0.6. The reliability test results for all instruments — green marketing,
brand image, and purchase decision — met the reliability criteria, with Cronbach’s
Alpha values for each variable exceeding 0.6. These findings indicate that all
research instruments are consistent in measuring the respective variables and
meet the reliability requirements.

Table 1. Respondent Characteristics

No. Variable Klasifikasi Jumlah Persentase
(orang) (%)

1 Gender Male 22 12,9%
Female 148 87,1%
Total 170 100%

2 Age 17-20 years 14 8,2%
21-25 years 72 42,4%
26-30 years 44 25,9%
30-35 years 19 11,2%
>35 years 21 12.4%
Total 170 100%

3 Education Senior High 4539
School/Vocational 7
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Diploma 16 9,4%
Bachelor’s Degree 71 41,8%
Post Graduate 6 3,5%
Others 0 0%
Total 170 100%
4 Occupation Undergraduate 44 25.9%
Student
Private Employee 56 32,9%
Civil Servant 11 6,5%
Entrepreneur 21 12,4%
Others 38 22,4%
Total 170 100%
5 Income or <Rp.1.000.000 27 15,9%
Allowance Rp.1.000.000- 0
Rp.3.000.000 61 35,9%
Rp.3.000.000- 0
Rp.5.000.000 65 38,2%
>Rp.5.000.000 17 10%
Total 170 100%
6 Area of North Denpasar 43 25,3%
Residence in East Denpasar 49 28,8%
Denpasar West Denpasar 39 22,9%
South Denpasar 39 22,9%
Total 170 100%

Table 1 shows the respondents' demographic characteristics, indicating
that most of them were female, comprising 87.1% or 148 individuals. Most
respondents fell within the age range of 21-25 years, accounting for 42.4% or 72
individuals. In terms of educational background, the largest proportion had
completed senior high school or vocational school, representing 45.3% or 77
individuals. Regarding occupation, the most common group consisted of private
sector employees, totaling 32.9% or 56 respondents.

The green marketing variable recorded an average response score of 3.67,
which is categorized as good. The highest mean score, 3.79, was observed for the
item: “Do you feel that Lulur Sekar Jagat is a product that uses environmentally friendly
natural ingredients that do not harm the environment?” The lowest mean score was
3.57, corresponding to the item: “Do you think that Lulur Sekar Jagat contributes to
the environment by using organic materials that can reduce waste?”

For the brand image variable, the average response score was 3.59, also
categorized as good. The highest-rated item was “Do you have a positive view of the
Lulur Sekar Jagat brand?” with an average score of 3.91, while the lowest was “Is
Lulur Sekar Jagat the first brand that comes to mind when you want to buy a body
scrub?” with an average of 3.30.

The purchase decision variable showed the highest overall average score
at 3.81, which is considered good. The item with the highest score was “Do you
seek information before purchasing Lulur Sekar Jagat products?” with a mean of 3.99.
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Meanwhile, the lowest score was 3.63 for the item: “Do you feel that Lulur Sekar
Jagat products provide additional benefits by contributing to nature conservation through
biodegradable natural ingredients?”
Table 2. Normality Test Results

Asymp. Sig. (2 tailed) Kolmogorov-

Persamaan .
Smirnov

Substructure 1 0,200

Substructure 2 0,90

This study employed the One-Sample Kolmogorov-Smirnov test to assess
normality, as displayed in Table 2. The Asymp. Sig (2-tailed) values obtained
were 0.200 and 0.90, both exceeding the 0.05 significance level. This indicates that
the data are normally distributed. Consequently, it can be concluded that the
regression model satisfies the assumption of normality.

Table 3. Multicollinearity Test Results
Colinearity Statistics

Persamaan Model Tolerance VIF
Substructure 1 Green marketing 1,000 1,000
Green marketing 0,630 1,588

Substructure 2 Brand image 0,630 1,588

The tolerance values for each variable are greater than 0.10 and the VIF
values are less than 10. These results indicate that the regression model is free
from multicollinearity issues.

Table 4. Heteroscedasticity Test Results

Persamaan Model t Sig.
Substructure 1 Green marketing -903 0,368
Green marketing 0,54 0,957

Substructure 2 Brand image 1,182 0,239

The results presented in the table indicate that the significance values for
each regression model exceed 0.05. This implies that there is no statistically
significant relationship between the independent variables and the absolute
residuals. Therefore, it can be concluded that both Model 1 and Model 2 do not
exhibit symptoms of heteroscedasticity.

Table 5. Structural Path Analysis Results I

Unstandardized Standardiz

Coefficients ed t Sig.
Model Coefficients

B Std. Error Beta
(Constant) 6.896 1,503 4,587 0,000
Green 0,800 0,080 0,608 9,937 0,000
marketing
R°R". 0,370
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The green marketing variable has a coefficient of 0.608, indicating a
positive influence on brand image. This means that an increase in green
marketing will lead to an increase in brand image, and vice versa.

Table 6. Structural Path Analysis Results II

Unstandardized Standardiz

Coefficients ed t Sig.
Model Coefficients

B Std. Error Beta
(Constant) 10.008 1,208 8,282 0,000
Green 0,179 0,077 0,169 2326 0,021
marketing
Brand image 0,443 0,058 0,551 7,578 0,000
R*R* . (445

The green marketing variable has a coefficient of 0.169, indicating a
positive effect on purchase decisions. Similarly, the brand image variable
demonstrates a coefficient of 0.551, indicating a positive and significant impact
on purchase decisions. This finding suggests that improvements in either green
marketing initiatives or brand image are associated with increased levels of
consumer purchase decisions.

Based on the calculation of the total determination coefficient, a value of
0.653 was obtained. This indicates that 65.3% of the variation in the purchase
decision variable among Lulur Sekar Jagat consumers in Denpasar City is
explained by green marketing and brand image. The remaining 34.7% is
attributed to other factors that are not accounted for in this research model.

Based on the Sobel test, the calculated Z value was 6.025, which is greater
than the Z-table value of 1.96. This indicates that brand image is able to mediate
the effect of green marketing on purchase decisions, and thus the fourth
hypothesis is accepted.

According to the VAF (Variance Accounted For) test, the VAF value was
66%. Since the value falls within the range of 20% < VAF < 80%, it can be
categorized as partial mediation. This means that the mediating effect of brand
image on the relationship between green marketing and purchase decision is
classified as partial mediation.

Based on the results of the analysis on the influence of green marketing on
purchase decisions, it was found that the green marketing variable has a positive
and significant effect on consumer purchase decisions for Lulur Sekar Jagat
products in Denpasar City. This means that the better the implementation of
green marketing strategies carried out by Lulur Sekar Jagat, the higher the level
of consumer purchase decisions for the product. Therefore, the first hypothesis is
accepted. This finding is also supported by previous studies conducted by
Adhimusandi et al. (2020), Liana & Oktafani (2020), Tsai et al. (2020), and Sarah
& Sutar (2020), which also confirmed that green marketing has a positive and
significant effect on purchase decisions.

Furthermore, the analysis results also show that green marketing has a
positive and significant effect on brand image among consumers of Lulur Sekar
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Jagat products in Denpasar City. This finding indicates that marketing strategies
emphasizing environmentally friendly aspects are capable of shaping a positive
brand perception in the minds of consumers. The implementation of green
marketing by Lulur Sekar Jagat, such as the use of natural ingredients, affordable
pricing, and promotions highlighting environmental concern, contributes to
enhancing the overall brand image. These results are supported by studies
conducted by Adnyana & Santika (2021), Trinanda & Saputri (2021), Asyhari &
Yuwalliatin (2021), and Sufa et al. (2021), which also found that green marketing
has a positive and significant effect on brand image.

The analysis on the influence of brand image on purchase decisions also
indicates that the brand image variable has a positive and significant effect on
consumer purchase decisions for Lulur Sekar Jagat products in Denpasar City.
This suggests that the better the brand image possessed by Lulur Sekar Jagat, the
higher the likelihood that consumers will decide to purchase the product, thus
supporting the third hypothesis. A strong brand image, characterized by product
excellence, availability, positive reputation, public recognition, and favorable
impressions, can significantly increase consumer purchase decisions for Lulur
Sekar Jagat products. These findings are in line with those of Hasmiati (2020),
who found that brand image has a positive and significant effect on consumer
purchase decisions. Similar results were also reported by Fatimah & Soedarmadi
(2020), as well as Fadila et al. (2021), all of whom concluded that brand image
positively and significantly influences purchase decisions.

Based on the results of the Sobel test, it was found that green marketing
has a positive and significant effect on consumer purchase decisions for Lulur
Sekar Jagat products in Denpasar City through brand image as a mediating
variable. This means that brand image strengthens the effect of green marketing
on purchase decisions, thus supporting the fourth hypothesis. This implies that
a well-executed green marketing strategy by Lulur Sekar Jagat can enhance the
brand’s positive image in consumers' minds, which in turn influences their
decision to purchase the product. These findings are consistent with the results
of research conducted by Nandaika & Respati (2021), which showed that brand
image mediates the influence of green marketing on purchase decisions. Similar
findings were also reported by Rayon & Widagda (2021), as well as Dewi &
Rahanatha (2022), who concluded that green marketing significantly affects
purchase decisions through brand image as a mediating variable.

CONCLUSION AND RECOMMENDATION

Green marketing has a positive and significant effect on consumers'
purchase decisions for Lulur Sekar Jagat products in Denpasar City. This
suggests that the more effectively Lulur Sekar Jagat applies green marketing
strategies, the greater the tendency of consumers to make a purchase decision.
Furthermore, green marketing also has a positive and significant effect on brand
image. This means that improved green marketing practices by Lulur Sekar Jagat
enhance the brand image in the eyes of consumers. Brand image, in turn, has a
positive and significant effect on purchase decisions. This implies that a stronger
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brand image leads to a higher consumer inclination to purchase Lulur Sekar Jagat
products.

Brand image also partially mediates the relationship between green
marketing and purchase decisions. In other words, brand image strengthens the
influence of green marketing on consumers’ purchase decisions. Moving
forward, it is recommended that Lulur Sekar Jagat strengthens its
communication regarding the environmentally friendly aspects of its products.
This can be done by clearly displaying organic ingredient labels, providing
educational content through social media, and conducting sustainability
campaigns. Currently, Lulur Sekar Jagat has not fully established itself as a top-
of-mind brand when consumers think of body scrubs. This suggests that the
tavorable aspect of brand image, particularly brand recall, needs to be improved
through more intensive and consistent marketing strategies.

ADVANCED RESEARCH

Future research is encouraged to broaden the scope beyond consumers of
Lulur Sekar Jagat in Denpasar City. Researchers may consider expanding the
geographic coverage or selecting alternative locations, which would allow the
findings to be more generalizable and applicable in a wider context.
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