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ABSTRACT

This study examines the influence of business green marketing behaviour toward
consumers green consumption intention, specifically focusing on the case of local
green cosmetics in Indonesia. As the relationship between humans and the environment
becomes increasingly strained, green marketing has emerged as a necessary tool for
sustainable development. Using a survey design and collecting data from 159
respondents, this study employs SmartPLS and a 5-point Likert scale for data analysis.
The findings reveal that enterprises’ green marketing behaviour positively impacts
consumers' green consumption intention. Moreover, consumer perceived effectiveness
partially mediates the relationship between enterprises' green marketing behaviour and
consumers' green consumption intention. However, consumers' environmental
awareness weakens this mediating effect. Additionally, two experiments support two
conclusions: substantive green marketing activities have a stronger influence on
promoting consumers' green consumption intention compared to symbolic activities,
and the presence of others enhances the positive effect of enterprises' green marketing
behaviour on consumers' green consumption intention. Consequently, it is

recommended that enterprises adopt green marketing strategies, provide consumers
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with a clear perception of their green contribution, prioritize substantive green
marketing activities, optimize offline sales scenarios, and strive to enhance

competitiveness and achieve sustainable development.
Keywords: Consumer Environmental Awareness, Enterprises green marketing

behavior, Consumer perceived effectiveness, Consumers green consumption intention,

Types of green marketing activities, presence of others.

XVi



	APPROVAL PAGE
	AUTHENTICITY ACKNOWLEDGEMENT
	ACKNOWLEDGEMENT
	TABLE OF CONTENT
	LIST OF TABLES
	LIST OF FIGURES
	LIST OF APPENDIXES
	ABSTRACT
	CHAPTER III RESEARCH METHODOLOGY
	3.1. Types of Research
	3.2. Objects, Subjects and Location of Research
	3.3. Population and Sample
	3.3.1. Population
	3.3.2. Sampling Method

	3.4. Data Collection Method
	3.5. Operational Definition
	3.6. Measurement Data
	3.7. Method of Data Analysis
	3.7.1. Descriptive statistics
	3.7.2. Structural Equation Modeling (SEM) – Partial Least Square (PLS)
	3.7.2.1. Outer Model Analysis
	3.7.2.2. Inner Model Analysis
	3.7.2.3. Hypothesis Testing

	3.7.3. Moderation Effect
	3.7.4. Mediating Effect


	CHAPTER IV DATA ANALYSIS AND DISCUSSION
	4.1. Result of Descriptive Statistics
	4.1.1. Respondent Demographics
	4.1.1.1. Respondent Demographics on Age Characteristics
	4.1.1.2. Respondent Demographics on Gender
	4.1.1.3. Respondent Demographics who knows local cosmetic products by name.

	4.1.2. The Result of Mean Analysis Per Variable Indicator

	4.2. SEM-PLS Analysis
	4.3. Outer Model Analysis
	4.3.1. Outer Loadings
	4.3.2. Discriminant Validity Test

	4.4. Inner Model
	4.4.1. The effect of enterprise green marketing behaviour toward consumer green consumption intention.
	4.4.2. The effect of enterprise green marketing behaviour toward consumer perceived effectiveness.
	4.4.3. The effect of customer perceived effectiveness toward consumer green consumption intention.
	4.4.4. The consumer environmental awareness moderate the effect of enterprise green marketing behaviour on consumer perceived effectiveness.
	4.4.5. The types of green marketing activities moderates the effect of enterprise green marketing behaviour and consumer green consumption intention.
	4.4.6. Presence of others moderates the effect of enterprise green marketing behaviour and consumer green consumption intention.
	4.4.7. The effect of Enterprises green marketing behaviour toward Consumer green consumption intention through Consumer Perceived Effectiveness.

	4.5. Discussion
	4.5.1. There is a positive and significant effect of enterprise green marketing behavior toward consumer green consumption intention.
	4.5.2. There is positive and significant effect of enterprise green marketing behaviour toward consumer perceived effectiveness.
	4.5.3. There is a positive and significant effect of customer perceived effectiveness toward consumer green consumption intention.
	4.5.4. The consumer environmental awareness moderate the effect of enterprise green marketing behaviour on consumer perceived effectiveness.
	4.5.5. The types of green marketing activities moderates the effect of enterprise green marketing behaviour and consumer green consumption intention.
	4.5.6. Presence of others moderates the effect of enterprise green marketing behaviour and consumer green consumption intention.
	4.5.7. The effect of Enterprises green marketing behaviour toward Consumer green consumption intention through Consumer Perceived Effectiveness.


	CHAPTER V CLOSING AND CONCLUSION
	5.1. Conclusion
	5.1.1. Result of Respondents profile
	5.1.2. Result According to PLS-SEM

	5.2. Managerial Implication
	5.3. Research Limitations
	5.4. Future Research Suggestions

	BIBLIOGRAPHY
	ATTACHMENT
	APPENDIX 1 Draft of Questionnaire
	Surat Pengantar (Bahasa Indonesia)
	Surat Pengantar (English)
	Filter Questions
	Pertanyaan Penelitian
	APPENDIX 2 Prove of Submission
	APPENDIX 3 PROVE OF SPREADING QUESTIONNAIRE
	APPENDIX 4 SmartPLS Data

