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ABSTRACT	

The	cosmetics	sector	in	Indonesia	has	been	witnessing	significant	expansion,	driven	
by	a	growing	consumer	consciousness	toward	sustainability	and	social	accountability.	Within	
this	evolving	landscape,	companies	increasingly	turn	to	Corporate	Social	Responsibility	(CSR)	
initiatives	and	eco-friendly	marketing	efforts	as	key	strategies	to	enhance	brand	reputation	
and	 sway	 consumer	 buying	 behavior.	 This	 research	 explores	 the	 interconnection	 between	
CSR,	green	marketing,	and	consumer	purchasing	intent	in	the	cosmetics	domain.	The	study	
focuses	on	individuals	in	Tanjungpinang	who	use	products	like	Avoskin,	Hanasui,	Makeover,	
Somethinc,	 and	Wardah.	 Employing	 a	 Partial	 Least	 Squares	 (PLS)	 approach,	 the	 research	
gathered	quantitative	data	via	an	online	survey	and	analyzed	it	using	SmartPLS	software	for	
thorough	 and	 reliable	 insights.	 The	 outcomes	 of	 this	 study	 offer	 valuable	 implications	 for	
cosmetic	 brands	 aiming	 to	 boost	 purchase	 intentions	 by	 reinforcing	 their	 commitment	 to	
sustainable	 practices	 and	 CSR,	 while	 also	 contributing	 to	 academic	 discussions	 on	 brand	
perception	in	the	context	of	green	marketing	and	corporate	responsibility.	

Keywords:	 Green	 Marketing,	 Corporate	 Social	 Responsibility,	 Brand	 Image,	 Purchasing	
Decisions	
	
ABSTRAK	

Sektor	kosmetik	di	Indonesia	telah	menyaksikan	ekspansi	yang	signifikan,	didorong	
oleh	meningkatnya	 kesadaran	 konsumen	 terhadap	 keberlanjutan	 dan	 akuntabilitas	 sosial.	
Dalam	lanskap	yang	berkembang	ini,	perusahaan	semakin	beralih	ke	inisiatif	Tanggung	Jawab	
Sosial	 Perusahaan	 (CSR)	 dan	 upaya	 pemasaran	 ramah	 lingkungan	 sebagai	 strategi	 utama	
untuk	 meningkatkan	 reputasi	 merek	 dan	 mempengaruhi	 perilaku	 pembelian	 konsumen.	
Penelitian	ini	mengeksplorasi	keterkaitan	antara	CSR,	pemasaran	hijau,	dan	niat	pembelian	
konsumen	dalam	domain	kosmetik.	Studi	ini	berfokus	pada	individu	di	Tanjungpinang	yang	
menggunakan	 produk	 seperti	 Avoskin,	 Hanasui,	 Makeover,	 Somethinc,	 dan	 Wardah.	
Menggunakan	 pendekatan	 Partial	 Least	 Squares	 (PLS),	 penelitian	 ini	mengumpulkan	 data	
kuantitatif	 melalui	 survei	 online	 dan	 menganalisisnya	 menggunakan	 perangkat	 lunak	
SmartPLS	untuk	wawasan	menyeluruh	dan	andal.	Hasil	penelitian	ini	menawarkan	implikasi	
berharga	bagi	merek	kosmetik	yang	bertujuan	untuk	meningkatkan	niat	pembelian	dengan	
memperkuat	 komitmen	 mereka	 terhadap	 praktik	 berkelanjutan	 dan	 CSR,	 sekaligus	
berkontribusi	pada	diskusi	akademis	tentang	persepsi	merek	dalam	konteks	pemasaran	hijau	
dan	tanggung	jawab	perusahaan.	

Kata	kunci:	Pemasaran	Hijau,	Tanggung	 Jawab	Sosial	Perusahaan,	Citra	Merek,	Keputusan	
Pembelian	
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INTRODUCTION	

The	 cosmetics	 industry	 continues	 to	 grow	 substantially,	 with	 Indonesia	
emerging	as	one	of	the	largest	cosmetics	markets	in	Southeast Asia.	Interestingly,	this	
growth	now	extends	beyond	female	consumers;	men	are	increasingly	aware	of	the	
importance	of	skincare	(Vannia et al., 2022).	Heightened	awareness	of	sustainability	
and	 social	 values	 has	 also	 led	 consumers	 to	 weigh	 environmental	 and	 social	
responsibility	 factors	 more	 carefully	 when	 choosing	 products,	 including	 halal	
cosmetics,	 a	 segment	 experiencing	 rapid	 expansion	 in	 Indonesia	
(DinarStandard, 2021).	

Amid	these	trends,	companies	are	racing	to	adopt	green	marketing	strategies	
and	CSR	initiatives	to	cultivate	a	positive	brand	perception.	Nevertheless,	theoretical	
and	empirical	gaps	remain	concerning	how	these	two	strategies	influence	purchasing	
behavior.	 Some	 studies	 suggest	 that	 CSR	 and	 green	 marketing	 strengthen	 brand	
image	and	buying	decisions	(Chen & Chang, 2012;	Kinasih et al., 2023),	while	others	
find	no	significant	effects	(Panungkelan et al., 2018;	Widelia et al., 2015).	

Green	marketing	involves	businesses’	strategies	to	advertise	environmentally	
sustainable	 products,	 services,	 or	 business	 practices	 to	 demonstrate	 their	
commitment	 to	 sustainability.	 According	 to	 Polonsky (1994),	 marketing	 activities	
should	facilitate	mutually	beneficial	exchanges	while	minimizing	negative	impacts	on	
the	broader	ecosystem.	Such	strategies	encompass	product	 innovation,	sustainable	
packaging,	and	communications	emphasizing	environmental	benefits.	

CSR	 involves	 voluntary	 actions	 undertaken	 by	 a	 company	 to	 benefit	 its	
surrounding	 community	 and	 environment.	 CSR	 activities	 may	 include	 social,	
educational,	 environmental,	 and	 community-empowerment	 programs.	 Consistent	
CSR	 reflects	 a	 company's	 commitment,	 enhances	 consumer	 trust,	 and	 strengthens	
positive	perceptions.	

Consumers	shape	brand	image	through	the	associations	consumers	hold	with	
an	organization.	Aaker (1991)	describes	brand	image	as	a	set	of	associations	stored	
in	 consumers'	 memories	 ranging	 from	 product	 attributes	 and	 benefits	 to	 brand	
values,	 experiences,	 and	 personality.	 These	 associations	 arise	 through	 direct	
experiences,	including	a	firm’s	social	responsibility	and	green	marketing	efforts.	

Similarly,	 Keller (1993)	 emphasizes	 that	 Brand	 image	 encompasses	 the	
variety,	 intensity,	 and	 distinctiveness	 of	 brand-related	 associations	 retained	 in	 a	
consumer’s	 memory.	 When	 consumers	 form	 positive	 associations,	 such	 as	
perceptions	 of	 environmental	 concern	 or	 social	 contribution,	 the	 brand	 image	
becomes	 stronger	 and	 more	 advantageous.	 Therefore,	 how	 a	 brand	 is	 perceived	
serves	as	a	link	connecting	a	company's	actions	with	consumer	buying	behavior.	

In	practice,	consumers	base	their	choices	on	multiple	considerations.	Kotler	
and	 Keller (2016)	 explain	 that	 perception,	 attitude,	 motivation,	 and	 previously	
formed	brand	image	influence	purchase	decisions.	Product	quality,	price,	emotional	
value,	 and	 perceptions	 of	 social	 responsibility	 and	 sustainability	 can	 determine	
whether	 a	 consumer	 proceeds	 with	 a	 purchase.	 Understanding	 these	 variables	 is	
critical	to	gauging	how	corporate	strategies	steer	consumer	behavior.	
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Consequently,	 this	 study	 is	 pivotal	 for	 empirically	 elucidating	 the	
relationships	 among	 sustainability	 strategies,	 brand	 perception,	 and	 purchasing	
behavior.	Unraveling	the	mechanisms	through	which	CSR	and	green	marketing	shape	
brand	 perception—via	 a	 strong	 brand	 image—and	 ultimately	 affect	 consumer	
decisions	 will	 offer	 valuable	 insights	 for	 marketing	 and	 brand-management	
practitioners.	 Beyond	 its	 practical	 implications,	 the	 study	 aims	 to	 enrich	 our	
understanding	of	brand	image	as	a	mediator	in	the	context	of	green	marketing	and	
CSR,	 particularly	 in	 the	 Indonesian	 market.	 Accordingly,	 this	 research	 seeks	 to	
reconcile	inconsistent	prior	findings	and	provide	a	solid	foundation	for	future	studies	
in	the	same	field.	
	
METHODOLOGY	

This	 study	 adopts	 a	 quantitative	 research	 approach.	According	 to	Creswell	
(2014),	 a	 quantitative	 approach	 tests	 theories	 by	 Quantifying	 variables	 and	
examining	 the	 data	 through	 statistical	methods.	 The	 study	 utilizes	 PLS-SEM	 as	 its	
analytical	method,	as	it	can	handle	complex	models	and	is	suitable	for	small	sample	
sizes	 (Hair	 et	 al.,	 2019).	 This	 approach	 enables	 the	 collection	 of	 numerically	
measurable	data	and	facilitates	objective	analysis,	thus	providing	a	strong	foundation	
for	drawing	conclusions	based	on	structured	and	quantifiable	results	(Bryman	&	Bell,	
2015).	

The	population	in	this	study	includes	consumers	in	Tanjungpinang	who	have	
used	 environmentally	 friendly	 skincare	 and	 cosmetic	 products	 such	 as	 Avoskin,	
Hanasui,	Make	Over,	Somethinc,	and	Wardah	at	least	once.	

The	 researchers	 collected	 data	 through	 a	 questionnaire	 distributed	 to	
consumers	 of	 eco-friendly	 skincare	 and	 cosmetic	 products	 in	 Tanjungpinang	 via	
Google	Forms.	A	questionnaire	serves	as	an	instrument	for	gathering	information	by	
providing	respondents	with	structured	written	questions.	According	to	Sekaran	and	
Bougie	(2016),	a	literature	review	helps	researchers	assess	the	quality	of	previously	
used	 instruments	 and	 understand	 how	 they	 can	 be	 applied	 or	 modified	 in	 new	
research.	

Instrument	 testing	 was	 carried	 out	 in	 the	 early	 stage	 using	 the	 SmartPLS	
software.	 This	 process	 involved	 checking	 convergent	 validity,	which	 evaluates	 the	
extent	to	which	a	measurement	tool	accurately	reflects	the	theoretical	concept,	with	
outer	loading	values	above	0.7	considered	acceptable	for	confirmatory	research,	and	
values	 between	 0.6	 and	 0.7	 deemed	 adequate	 for	 exploratory	 research.	 The	
researchers	 employed	 cross-loading	 analysis	 and	 the	 Fornell-Larcker	 criterion	 to	
evaluate	discriminant	validity,	requiring	the	AVE	to	be	greater	 than	0.5.	Reliability	
testing	 assessed	 the	 consistency	 of	 measurement	 results	 by	 calculating	 reliability	
coefficients	such	as	Cronbach's	Alpha,	with	values	above	0.70	considered	satisfactory.	

The	researchers	conducted	the	study	in	Tanjungpinang,	Kepulauan	Riau,	from	
April	to	September	2024.	The	researchers	performed	the	PLS-SEM	modeling	process	
using	SmartPLS,	which	is	more	flexible	than	Covariance-Based	SEM	(CB-SEM),	making	
it	appropriate	for	analyzing	data	with	non-normal	distributions	and	limited	sample	
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sizes.	 It	 also	 allows	 for	 the	 simultaneous	 analysis	 of	 models	 involving	 multiple	
constructs	and	indicators.	
	
RESULTS	AND	DISCUSSION	

This	 study's	 respondents	 reflect	 the	 demographic	 and	 socio-economic	
attributes	 of	 the	 individuals	 surveyed.	 Gaining	 insight	 into	 these	 characteristics	 is	
crucial	 for	analyzing	how	demographic	variables	relate	 to	 the	purchase	and	use	of	
sustainable	cosmetic	items.	

Table	1.	Age	

	

Most	respondents	were	young	individuals,	particularly	those	between	23	and	
25,	 indicating	 that	 this	 age	 group	 tends	 to	 be	more	 active	 in	 purchasing	 cosmetic	
products.	With	10%	representation	for	ages	23,	24,	and	25,	this	group	is	considered	
highly	 responsive	 to	 cosmetic	 trends	 and	 issues	 such	 as	 Corporate	 Social	
Responsibility	(CSR)	and	Green	Marketing.	

Table	2.	Gender	

	

Regarding	 gender,	 the	 data	 show	 that	 female	 respondents	 dominate	 the	
sample	with	73%,	while	male	respondents	account	for	only	27%.	This	distribution	
reflects	 the	 reality	 that	 women	 predominantly	 consume	 cosmetic	 products,	 the	
primary	consumers	in	the	beauty	industry.	

Table	3.	Education	Level	

	

Most	 respondents	 had	 relatively	 high	 educational	 backgrounds,	 with	 50%	
holding	a	bachelor's	degree	and	30%	holding	a	high	school	diploma.	The	respondents'	
educational	 attainment	 suggests	 they	have	 sufficient	 knowledge	and	awareness	 to	
understand	the	importance	of	CSR	and	Green	Marketing	in	purchasing	decisions.		
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Table	4.	Occupation	

Occupation	 Frequency	 Percentage	(%)	
Government	Employee	 11	 11.0	
State-Owned	Company	 6	 6.0	

Student	 15	 15.0	
Private	Sector	 65	 65.0	
Entrepreneur	 3	 3.0	

Total	 100	 100.0	

The	data	regarding	occupation	indicates	that	most	respondents	work	in	the	
private	sector	(65%),	 followed	by	students	(15%).	 Income	and	employment	status	
influence	 respondents'	 purchasing	 ability,	 especially	 for	 cosmetic	 products	 with	
higher	prices	and	added	value	in	CSR	and	Green	Marketing.		

Table	5.	Monthly	Income	

Monthly	Income	(IDR)	 Frequency	 Percentage	(%)	
>	5	million	 22	 22.0	
<.	500.000	 8	 8.0	

1,5	million	-	3	million	 18	 18.0	
3	million	-	5	million	 40	 40.0	
500.000	-	1,5	million	 12	 12.0	

Total	 100	 100.0	

Most	respondents	have	a	monthly	income	ranging	between	IDR	3	million	and	
IDR	 5	 million	 (40%),	 followed	 by	 those	 earning	 above	 IDR	 5	 million	 (22%).	 The	
income	distribution	suggests	that	most	respondents	have	relatively	high	purchasing	
power,	 enabling	 them	 to	 choose	 products	 that	 offer	 better	 quality	 and	 align	with	
ethical	and	sustainability	standards.	

The	 researchers	 conducted	 the	model	 estimation	 using	 the	 PLS	 algorithm,	
which	 evaluates	 the	 magnitude	 and	 orientation	 of	 the	 associations	 among	 latent	
variables.	The	estimation	results	are	visualized	in	the	following	figure,	showing	the	
relationships	between	latent	variables	and	path	coefficients.	Circles	represent	latent	
constructs,	boxes	represent	indicators,	and	arrows	indicate	the	direction	and	strength	
of	the	relationships.	
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Figure	1.	PLS-Algorithm	Output	

Table	6.	Loading	Factor	

	 BI	 CSR	 GM	 PD	
BI1	 0,847	 	 	 	
BI2	 0,860	 	 	 	
BI3	 0,838	 	 	 	
BI4	 0,821	 	 	 	
BI5	 0,810	 	 	 	
BI6	 0,811	 	 	 	
BI7	 0,825	 	 	 	
CSR1	 	 0,833	 	 	
CSR2	 	 0,864	 	 	
CSR3	 	 0,905	 	 	
CSR4	 	 0,859	 	 	
CSR5	 	 0,763	 	 	
CSR6	 	 0,834	 	 	
CSR7	 	 0,829	 	 	
CSR8	 	 0,816	 	 	
GM1	 	 	 0,830	 	
GM2	 	 	 0,845	 	
GM3	 	 	 0,805	 	
GM4	 	 	 0,807	 	
GM5	 	 	 0,858	 	
GM6	 	 	 0,804	 	
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GM7	 	 	 0,754	 	
GM8	 	 	 0,845	 	
GM9	 	 	 0,812	 	
PD1	 	 	 	 0,853	
PD2	 	 	 	 0,797	
PD3	 	 	 	 0,860	
PD4	 	 	 	 0,818	
PD5	 	 	 	 0,880	
PD6	 	 	 	 0,852	
PD7	 	 	 	 0,879	
PD8	 	 	 	 0,789	

Loading	 Factor	 indicates	 the	 extent	 to	 which	 indicator	 variables	 (items)	
within	a	construct	can	explain	the	intended	construct.	Generally,	a	high	loading	factor	
suggests	 that	 the	 indicator	 is	 highly	 relevant	 and	 significantly	 contributes	 to	 the	
construct.	Several	variables	demonstrate	high	loading	factors	within	each	measured	
construct	based	on	the	table	provided.	

For	Brand	Image	(BI),	all	 indicators	have	very	high	loading	factors,	ranging	
from	0.810	to	0.860.	For	Corporate	Social	Responsibility	 (CSR),	 the	 indicators	also	
exhibit	excellent	loading	factors,	with	values	ranging	from	0.763	to	0.905,	indicating	
high	 consistency	 in	measuring	 CSR.	 The	 item	 CSR3	 has	 the	 highest	 loading	 factor	
(0.905).	

Regarding	 Green	 Marketing	 (GM),	 the	 indicators	 also	 show	 good	 loading	
factors,	between	0.754	and	0.858.	Finally,	for	Purchase	Decision	(PD),	all	indicators	
demonstrate	 very	 high	 loading	 factors,	 ranging	 from	 0.789	 to	 0.880.	 Overall,	 all	
indicators	 in	 each	 construct	 present	 sufficiently	 high	 loading	 factors,	 reflecting	
excellent	validity	in	measuring	the	respective	variables.	

Table	7.	AVE	

		 Nilai	AVE	
BI	 0,689	
CSR	 0,703	
GM	 0,670	
PD	 0,709	

Average	 Variance	 Extracted	 (AVE)	 is	 used	 to	 measure	 the	 variance	
explained.	For	Brand	 Image	 (BI),	 the	AVE	 is	0.689.	CSR	achieved	an	AVE	of	0.703.	
Green	Marketing	 (GM),	with	an	AVE	of	0.670,	 still	demonstrates	good	explanation.	
Purchase	Decision	(PD)	has	an	AVE	value	of	0.709.	Each	construct	demonstrates	an	
AVE	 score	 that	 exceeds	 the	 commonly	 recognized	 minimum	 benchmark	 of	 0.50,	
indicating	good	model	validity.	
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Table	8.	Cronbach’s	Alpha	

	

The	higher	these	values	are,	the	more	reliable	the	constructs	are	in	measuring	
the	intended	variables.	For	Brand	Image	(BI),	the	test	results	show	a	Cronbach's	Alpha	
of	0.922,	indicating	that	this	construct	is	highly	reliable.	Other	internal	consistency	
measurements	also	show	nearly	identical	figures	(0.929),	demonstrating	a	very	high	
level	of	reliability.	For	Corporate	Social	Responsibility	(CSR),	the	internal	consistency	
test	yielded	0.926,	 indicating	excellent	 results,	with	a	consistency	measurement	of	
0.930.	

Green	Marketing	(GM)	achieved	a	Cronbach's	Alpha	of	0.924,	reflecting	strong	
internal	consistency,	and	a	Composite	Reliability	of	0.928,	reinforcing	this	finding.	For	
Purchase	Decision	 (PD),	 the	 internal	 consistency	measurement	 is	0.927,	 indicating	
very	 high	 reliability,	 with	 an	 extremely	 high	 consistency	 measurement	 of	 0.930,	
reflecting	consistently	stable	constructs.	

Table	9.	HTMT	

		 BI	 CSR	 GM	 PD	
BI	 		 		 		 		
CSR	 0,827	 		 		 		
GM	 0,802	 0,793	 		 		
PD	 0,835	 0,820	 0,795	 		

HTMT	 values	 below	 0.85	 indicate	 that	 the	 constructs	 can	 be	 well	
differentiated.	 The	 provided	 HTMT	 values	 show	 that	 discrimination	 between	 the	
constructs	in	this	model	is	excellent,	as	none	of	the	HTMT	values	exceed	0.85.	These	
results	 indicate	 that	 the	 constructs	 are	 distinct,	 with	 no	 significant	 overlap	 in	
measurement.	

Table	10.	Forner	Likert	

		 BI	 CSR	 GM	 PD	
BI	 0,830	 		 		 		
CSR	 0,777	 0,839	 		 		
GM	 0,752	 0,749	 0,818	 		
PD	 0,784	 0,776	 0,752	 0,842	

The	 Fornell-Larcker	 criterion	measures	 construct	 discrimination	 to	 ensure	
the	model	effectively	distinguishes	the	constructs.	The	results	show	that	the	diagonal	
values	 exceed	 the	 correlations	 with	 other	 constructs,	 demonstrating	 strong	
discriminant	validity.	
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Table	11.	VIF	

		 BI	 PD	
BI	 		 3,020	
CSR	 2,276	 2,991	
GM	 2,276	 2,729	

High	 multicollinearity	 among	 independent	 variables	 can	 affect	 model	
estimation	 stability	 and	 reduce	 the	 accuracy	 of	 results.	 VIF	 values	 exceeding	 5	
indicate	significant	multicollinearity	issues.	The	VIF	values	in	this	model	are	below	
the	threshold	of	5–10,	suggesting	that	the	relationships	among	independent	variables	
are	relatively	stable	and	do	not	significantly	overlap.	

Table	12.	F	Square	

		 BI	 PD	
BI	 		 0,137	
CSR	 0,314	 0,113	
GM	 0,199	 0,082	

F²	(Effect	Size)	assesses	the	extent	to	which	independent	variables	influence	
or	contribute	to	changes	 in	the	dependent	variables.	 In	PLS-SEM	analysis,	F²	helps	
evaluate	how	much	each	construct	contributes	to	explaining	variance	in	the	model.	
The	table	shows	F²	values	for	the	relationships	among	variables	in	this	study:	

• An	 F²	 of	 0.137	 indicates	 that	 the	 relationship	 between	 BI	 and	 PD	 has	 a	
negligible	 effect.	 The	 influence	 of	 BI	 on	 purchase	 decisions	 is	 relatively	
modest,	though	still	positive.	

• An	 F²	 of	 0.314	 shows	 that	 CSR	 has	 a	 medium	 effect	 on	 BI,	 meaning	 CSR	
contributes	 substantially	 to	 enhancing	 brand	 image	 and	 strengthening	
consumers’	positive	perceptions	of	the	product.	

• An	F²	of	0.113	indicates	that	CSR	has	a	negligible	effect	on	PD.	Although	CSR	
influences	purchase	decisions,	its	impact	is	more	limited	than	its	effect	on	BI.	

• An	F²	of	0.199	shows	 that	GM	has	a	medium	effect	on	BI.	Environmentally	
friendly	 marketing	 improves	 positive	 perceptions	 of	 the	 brand	 and	
contributes	to	building	brand	image.	

• An	F²	of	0.082	indicates	that	GM	has	a	negligible	effect	on	PD.	While	GM	can	
influence	purchase	decisions,	its	impact	is	smaller	than	other	variables	such	
as	BI	or	CSR.	

Table	13.	R	Square	

	
The	 R-squared	 for	 Brand	 Image	 (BI)	 indicates	 that	 the	 model	 explains	

approximately	66.9%	of	the	variance.	Purchase	Decision	(PD)	shows	that	the	model	
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explains	about	70.8%	of	the	variance	in	purchase	decisions.	These	results	suggest	the	
model	performs	well	in	predicting	purchase	decisions	based	on	the	analyzed	factors.	

Table	14.	Hypothesis	

	

Hypothesis	1	(H1)	testing	results	indicate	that	the	analysis	produced	a	p-value	
of	 0.001	 and	 a	 T-statistic	 of	 3.442.	 The	 results	 indicate	 that	 the	 more	 effectively	
executed	 green	marketing	 strategies	 lead	 to	more	 positive	 consumer	 perceptions.	
This	result	aligns	with	Polonsky's	(1994)	perspective	and	the	study	by	Kinasih	et	al.	
(2023),	which	suggests	that	green	marketing	helps	build	associations	that	enhance	
the	brand’s	overall	perception.	

Next,	 Hypothesis	 2	 (H2),	 which	 tested	 the	 influence	 of	 CSR	 on	 BI,	 also	
demonstrated	a	substantial	positive	impact,	with	a	p-value	of	0.000	and	a	T-statistic	
of	4.434.	The	result	 indicates	that	a	company's	higher	level	of	CSR	implementation	
leads	to	a	better	brand	image.	This	finding	supports	the	theory	proposed	by	Kotler	
and	 Lee	 (2005).	 It	 is	 also	 consistent	with	 research	 by	 Amalyah	&	 Pertiwi	 (2021),	
highlighting	 the	 significant	 influence	 of	 corporate	 social	 initiatives	 in	 forming	
favorable	brand	perceptions.	

In	Hypothesis	3	(H3),	the	researchers	also	found	green	marketing	to	have	a	
positive	 impact,	obtaining	a	p-value	of	0.007	and	a	T-statistic	of	2.721.	This	 result	
emphasizes	 that	 green	 marketing	 strategies	 strengthen	 public	 trust	 in	 the	 brand	
image	 and	 directly	 influence	 consumer	 purchasing	 behavior.	 Consumers	 tend	 to	
prefer	products	perceived	as	environmentally	friendly,	as	supported	by	the	findings	
of	Azimi	&	Shabani	(2016)	and	Nandaika	&	Respati	(2021).	

A	 similar	 pattern	 appears	 in	 Hypothesis	 4	 (H4),	 which	 shows	 that	 CSR	
contributes	positively,	with	a	p-value	of	0.004	and	a	T-statistic	of	2.867.	Consumers	
are	more	 inclined	to	purchase	products	 from	companies	actively	engaged	 in	social	
and	environmental	initiatives	because	they	perceive	these	companies	as	socially	and	
ethically	 responsible.	 This	 finding	 aligns	 with	 the	 research	 conducted	 by	 Anim	 &	
Cudjoe	(2015)	and	Widelia	et	al.	(2015),	which	shows	that	CSR	enhances	consumer	
trust	and	fosters	sustained	customer	loyalty.	

Hypothesis	 5	 (H5)	 results	 indicate	 that	 brand	 image	 exerts	 a	 positive	 and	
meaningful	influence	on	consumer	purchasing	decisions,	as	evidenced	by	a	p-value	of	
0.004	and	a	T-statistic	of	2.857.	This	outcome	supports	 the	 idea	 that	a	 strong	and	
favorable	brand	image	enhances	consumers'	purchase	likelihood.	Consumers	tend	to	
show	greater	loyalty	and	trust	toward	brands	that	are	perceived	to	carry	social	value,	
offer	high	product	quality,	and	demonstrate	a	commitment	to	sustainability.	These	
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findings	are	consistent	with	the	frameworks	introduced	by	Aaker	(1991)	and	Keller	
(1993),	highlighting	the	vital	role	of	brand	image	in	shaping	consumer	attitudes	and	
influencing	their	purchasing	behavior.	

Hypotheses	 6	 (H6)	 and	 7	 (H7)	 investigated	 how	 brand	 image	 mediates	
between	GM,	CSR,	and	consumer	purchase	decisions.	The	results	demonstrate	that	
brand	 image	 significantly	mediates	 both	 relationships,	with	 a	 p-value	 of	 0.036	 for	
green	 marketing	 and	 0.017	 for	 CSR.	 These	 findings	 suggest	 that	 consumers’	
perception	 of	 a	 brand	 serves	 as	 a	 crucial	 link	 through	 which	 green	 marketing	
initiatives	and	CSR	efforts	influence	their	purchasing	behavior.	These	findings	suggest	
that	green	marketing	and	CSR	strategies	 simultaneously	contribute	 through	brand	
image	 formation,	 reinforcing	 consumers'	 purchasing	 decisions.	 These	 findings	
support	the	concept	of	brand	association	theory	(Aaker,	1991;	Keller,	1993),	which	
states	 that	 brand	 associations	 formed	 through	 corporate	 activities	 strengthen	
consumer	perceptions	and	drive	purchasing	decisions.	
	
CONCLUSION	AND	RECOMMENDATIONS	

The	 findings	 indicate	 that	 CSR	 and	 Green	 Marketing	 positively	 and	
significantly	affect	brand	image	and	the	buying	choices	made	by	consumers	regarding	
cosmetic	 items.	 Additionally,	 Brand	 image	 serves	 as	 a	 crucial	 intermediary	 that	
connects	Corporate	Social	Responsibility	and	Green	Marketing	efforts	to	consumers’	
buying	decisions.	The	function	of	brand	image	as	a	mediator	suggests	that	positive	
consumer	 perceptions	 of	 companies'	 social	 responsibility	 activities	 and	
environmentally	 friendly	 marketing	 strategies	 can	 strengthen	 brand	 image,	
ultimately	 encouraging	 consumers	 to	 purchase.	 These	 results	 highlight	 that	
companies'	 efforts	 to	 build	 and	 maintain	 brand	 image	 through	 CSR	 and	 green	
marketing	initiatives	strategically	impact	consumer	behavior.	

Therefore,	companies	aiming	to	increase	consumer	purchase	decisions	should	
integrate	sustainability-oriented	approaches	into	their	business	strategies.	

Recommendations	 for	 companies	 in	 the	 cosmetics	 industry	 include	 being	
more	 active	 and	 consistent	 in	 implementing	 CSR	 programs	 that	 directly	 impact	
society	and	the	environment,	and	effectively	communicating	these	programs	through	
various	marketing	channels.	Implementing	green	marketing	should	also	be	enhanced	
by	 paying	 attention	 to	 product	 aspects,	 packaging,	 distribution,	 and	 consumer	
education	regarding	sustainability	values.	Companies	need	to	build	brand	images	that	
are	not	only	visually	appealing	but	also	have	strong	ethical	and	social	values.	

Future	studies	are	encouraged	to	broaden	the	scope	of	investigation	objects	
to	other	regions,	 involve	different	cosmetic	brands,	or	 include	additional	variables	
such	 as	 consumer	 trust,	 satisfaction,	 or	 loyalty,	 to	 enrich	 studies	 on	 consumer	
behavior	in	sustainability.	
	 	

http://issn.pdii.lipi.go.id/issn.cgi?daftar&1551452039&&&2019
http://issn.pdii.lipi.go.id/issn.cgi?daftar&1552874658&1&&
https://journal-laaroiba.com/ojs/index.php/alkharaj/9277


Al-Kharaj: Jurnal Ekonomi, Keuangan & Bisnis Syariah 
Volume	7	Nomor	8	(2025)			3512	–	3529			P-ISSN	2656-2871	E-ISSN	2656-4351	

DOI:	10.47467/alkharaj.v7i8.9277 
	

3523 | Volume 7 Nomor 8  2025 
 

   

REFERENCES	

Aaker,	D.	A.	(1991).	Managing	Brand	Equity:	Capitalizing	on	the	Value	of	a	Brand	Name.	
New	York:	The	Free	Press	

Adhimusandi,	D.,	Sudirman,	H.	A.,	&	Militina,	T.	(2020).	The	Impact	of	Green	Marketing	
and	Corporate	Social	Responsibility	on	Brand	Image,	Purchase	Intention,	and	
Purchase	 Decision	 (Study	 on	 the	 Body	 Shop	 in	 Samarinda).	 International	
Journal	of	Economics,	Business	and	Accounting	Research	(IJEBAR),	4(4),	987-
999.	

Alamsyah,	D.	P.,	&	Hariyanto,	O.	I.	B.	(2017).	Store	image	of	organic	product:	Social	
responsibility	 and	 trust’s	 mediator.	 Cyber	 and	 IT	 Service	 Management	
(CITSM).	2017	5th	International	Conference,	1–4.	

Amalyah,	C.,	&	Pertiwi,	I.	F.	P.	(2021).	The	effect	of	Corporate	Social	Responsibility	on	
consumer	 Purchase	 Decisions	 with	 corporate	 image	 and	 Brand	 Image	 as	
intervening	variables.	Journal	of	Business	and	Management	Review,	2(5),	336-
348.	

Anim,	 A.,	 &	 Cudjoe,	 D.	 (2015).	 Green	 Marketing	 strategies	 and	 their	 impact	 on	
consumer	behavior.	International	Journal	of	Business	and	Social	Science,	6(4),	
40–54.	

Araújo,	 J.,	 Pereira,	 I.	 V.,	 &	 Santos,	 J.	 D.	 (2023).	 The	 effect	 of	 Corporate	 Social	
Responsibility	on	Brand	Image	and	Brand	Equity	and	its	impact	on	consumer	
satisfaction.	Administrative	Sciences,	13(5),	118.	

Azimi,	 G.,	 &	 Shabani,	 M.	 (2016).	 The	 effect	 of	 Green	 Marketing	 mix	 on	 Purchase	
Decision-making	 styles	 of	 customers.	 International	 Journal	 of	 Advanced	
Biotechnology	and	Research,	7(2),	797–805.	

Biswas,	 A.,	 &	 Roy,	M.	 (2016).	 A	 study	 of	 consumers’	 willingness	 to	 pay	 for	 green	
products.	Journal	of	Advanced	Management	Science,	4(3).	

Brown,	 T.	 A.	 (2015).	 Confirmatory	 Factor	 Analysis	 for	 Applied	 Research.	 Guilford	
Publications.	

Bryman,	A.,	&	Bell,	E.	(2015).	Business	Research	Methods	(4th	ed.).	Oxford	University	
Press.	

Carroll,	A.	B.	(2016).	Carroll's	pyramid	of	CSR:	Taking	another	look.	Oxford	University	
International	Journal	of	Corporate	Social	Responsibility,	1(1),	1-8.	

Chen,	 Y.-S.,	 &	 Chang,	 C.	 (2012).	 Enhance	 Green	 Purchase	 Intentions.	 The	 Roles	 of	
Green	Perceived	Value,	Green	Perceived	Risk,	and	Green	Trust.	Management	
Decision,	50(3),	502–520.	

Chu,	S.	C.,	Chen,	H.	T.,	&	Gan,	C.	(2020).	Consumers’	engagement	with	Corporate	Social	
Responsibility	 (CSR)	 communication	 in	 social	media:	 Evidence	 from	 China	
and	the	United	States.	Journal	of	Business	Research,	110,	260–271.	

http://issn.pdii.lipi.go.id/issn.cgi?daftar&1551452039&&&2019
http://issn.pdii.lipi.go.id/issn.cgi?daftar&1552874658&1&&
https://journal-laaroiba.com/ojs/index.php/alkharaj/9277


Al-Kharaj: Jurnal Ekonomi, Keuangan & Bisnis Syariah 
Volume	7	Nomor	8	(2025)			3512	–	3529			P-ISSN	2656-2871	E-ISSN	2656-4351	

DOI:	10.47467/alkharaj.v7i8.9277 
	

3524 | Volume 7 Nomor 8  2025 
 

   

Creswell,	J.W.	(2014).	Research	Design:	Qualitative,	Quantitative,	and	Mixed	Methods	
Approaches	(4th	ed.).	SAGE	Publications.	

Dewi,	N.	M.	S.	E.	(2022).	Peran	Brand	Image	Memediasi	Pengaruh	Green	Marketing	
Terhadap	 Keputusan	 Pembelian	 Sensatia	 Botanicals	 di	 Denpasar.	 JUIMA:	
Jurnal	Ilmu	Manajemen,	12(2),	221-239.	

Donaldson,	T.,	&	Preston,	L.	E.	(1995).	The	Stakeholder	Theory	of	The	Corporation:	
Concepts,	Evidence,	 and	 Implications.	The	Academy	of	Management	Review,	
65–91.	

Febrianti,	 S.	 Y.,	 Hermawan,	 A.,	 &	 Guntara,	 R.	 G.	 (2024).	 ANALISIS	 PENGARUH	
CONTENT	 MARKETING	 DAN	 GREEN	 MARKETING	 TERHADAP	 PURCHASE	
DECISION	 PADA	 BRAND	 SKINCARE	 AVOSKIN	 BEAUTY.	 Journal	 of	
Management	and	Innovation	Entrepreneurship	(JMIE),	2(1),	1072-1080.	

Fowler,	F.	J.	(2009).	Survey	research	methods	(4th	ed.).	SAGE	Publications.	

Freeman,	 R.	 E.	 (1984).	 Strategic	 Management:	 A	 Stakeholder	 Approach.	 Boston:	
Pitman.	

Genoveva,	G.,	&	Berliana,	W.	(2021).	Pengaruh	Green	Marketing	mix	terhadap	brand	
image	 produk	 Tupperware.	 Journal	 of	 Management	 and	 Business	 Review,	
18(1),	60-76.	

Genoveva,	G.,	&	Samukti,	D.	R.	(2020).	Green	Marketing:	strengthen	the	Brand	Image	
and	increase	the	consumers’	Purchase	Decision.	Mix	Jurnal	Ilmiah	Manajemen,	
10(3),	367.	

Ghaisani,	 F.	A.	 (2020).	 Pengaruh	Brand	 Image	 (brand	 image)	dan	kualitas	website	
(website	quality)	terhadap	keputusan	pembelian	(purchase	decision)	melalui	
kepercayaan	(e-trust)	sebagai	variabel	intervening	(studi	pada	konsumen	e-
commerce	 zalora.	 co.	 id	 di	 kota	 semarang).	 Jurnal	 Ilmu	Administrasi	 Bisnis,	
9(1),	230-241.	

Ginsberg,	 J.	 M.	 (2004).	 Choosing	 the	 Right	 Green	 Marketing	 Strategy.	MIT	 Sloan	
Management	Review,	46(1),	79–84.	

Gliem,	 J.	 A.	 (2003).	 Calculating,	 Interpreting,	 and	 Reporting	 Cronbach’s	 Alpha	
Reliability	 Coefficient	 for	 Likert-Type	 Scales.	 Proceedings	 of	 the	 Midwest	
Research-to-Practice	 Conference	 in	 Adult,	 Continuing,	 and	 Community	
Education.	

Gürlek,	 M.,	 Düzgün,	 E.,	 &	 Meydan	 Uygur,	 S.	 (2017).	 How	 does	 Corporate	 Social	
Responsibility	 create	 customer	 loyalty?	The	 role	of	 corporate	 image.	Social	
Responsibility	Journal,	13(3),	409-427.	

Hair,	J.	B.	(2014).	Multivariate	Data	Analysis	(7th	ed.).	Pearson.	

Hair,	J.	F.,	Black,	W.	C.,	Babin,	B.	J.,	&	Anderson,	R.	E.	(2019).	Multivariate	data	analysis	
(8th	ed.).		

http://issn.pdii.lipi.go.id/issn.cgi?daftar&1551452039&&&2019
http://issn.pdii.lipi.go.id/issn.cgi?daftar&1552874658&1&&
https://journal-laaroiba.com/ojs/index.php/alkharaj/9277


Al-Kharaj: Jurnal Ekonomi, Keuangan & Bisnis Syariah 
Volume	7	Nomor	8	(2025)			3512	–	3529			P-ISSN	2656-2871	E-ISSN	2656-4351	

DOI:	10.47467/alkharaj.v7i8.9277 
	

3525 | Volume 7 Nomor 8  2025 
 

   

Hasudungan,	A.,	&	Saragih,	H.	S.	(2023).	Brand	awareness	and	relationship	intention:	
the	moderating	role	of	perceived	Corporate	Social	Responsibility	dimensions.	
Asia	Pacific	Journal	of	Marketing	and	Logistics.	

He,	Y.	&.	(2011).	CSR	and	Service	Brand:	The	Mediating	Effect	of	Brand	Identification	
and	Moderating	Effect	of	Service	Quality.	 Journal	of	Business	Ethics,	100(4),	
673-688.	

Hendra,	Y.	R.	 (2023).	Green	Marketing	For	Business:	 (Konsep,	 Strategi	&	Penerapan	
Pemasaran	 Hijau	 Perusahaan	 berbagai	 Sektor)	 (Efitra	 &	 Sepriano	 (eds.);	
Cetakan	1,	Issue	April).	PT.	Sonpedia	Publishing	Indonesia.	

Indahsari,	B.	H.	(2023).	The	Effect	of	Online	Advertising	and	Electronic	Word	of	Mouth	
on	Purchase	Decision	 through	Brand	 Image	 as	 a	Mediating	Variable.	South	
Asian	Res	J	Bus	Manag,	5(1),	1-9.	

Jeevarathnam,	J.,	&	Tushya,	M.	(2016).	South	Asian	Res	J	Bus	Manag.	The	impact	of	
Green	Marketing	on	consumer	buying	behavior	 in	 the	context	of	 the	textile	
industry.	 International	 Journal	 of	 Research	 in	 Commerce	 and	 Management,	
7(7),	54–57.	

Jennah,	H.,	&	 Ismail,	A.	 (2023).	Pengaruh	Green	Marketing	Mix	Terhadap	Purchase	
Decision	 Dalam	 Menggunakan	 Eco	 Friendly	 Product.	 Journal	 of	 Trends	
Economics	and	Accounting	Research,	3(4),	390–398.	

Johanis,	A.	P.	(2023).	Pengaruh	Green	Marketing	dan	Cosporate	Social	Responsibility	
Terhadap	 Keputusan	 Pembelian	 Konsumen	 Pada	 The	 Body	 Shop	 Manado	
Town	 Square.	 Jurnal	 EMBA:	 Jurnal	 Riset	 Ekonomi,	 Manajemen,	 Bisnis	 dan	
Akuntansi,	11(4),	122-131.	

Julythiawati,	N.	P.	(2023).	Pengaruh	pelibatan	pemangku	kepentingan	dan	tanggung	
jawab	sosial	pada	reputasi	perusahaan.	Public	Service	and	Governance	Journal,	
4(2),	239–246.	

Kang,	J.	T.	(2014).	Enhancing	Consumer-Brand	Relationships	on	Sustainable	Fashion	
Products.	Journal	of	Business	Research,	67(8),	1872-1879.	

Keller,	 K.	 L.	 (1993).	 Conceptualizing,	 Measuring,	 and	 Managing	 Customer-Based	
Brand	Equity.	Journal	of	Marketing,	57(1),	1–22.	

Kerlinger,	 F.	 N.	 (2000).	 Foundations	 of	 Behavioral	 Research.	 4th	 Edition.	 Florida:	
Harcourt	Inc.	

Khansa,	N.	&.	(2024).	Pengaruh	Strategi	Green	Marketing	terhadap	Brand	Image	dan	
Keputusan	 pada	 Pembelian	 Produk	 The	 Body	 Shop	 di	 Indonesia.	 Selekta	
Manajemen:	Jurnal	Mahasiswa	Bisnis	&	Manajemen,	2(6),	66-78.	

Khayatin,	 N.,	 Yulianto,	 E.,	 &	 Mawardi,	 M.	 K.	 (2017).	 Pengaruh	 Green	 Marketing	
Terhadap	 Keputusan	 Pembelian	 Dan	 Dampaknya	 Terhadap	 Loyalitas	
Pelanggan	(Survei	Pada	Mahasiswa	Universitas	Brawijaya	Malang	Pelanggan	
Teh	Kotak).	(Doctoral	dissertation,	Brawijaya	University).	

http://issn.pdii.lipi.go.id/issn.cgi?daftar&1551452039&&&2019
http://issn.pdii.lipi.go.id/issn.cgi?daftar&1552874658&1&&
https://journal-laaroiba.com/ojs/index.php/alkharaj/9277


Al-Kharaj: Jurnal Ekonomi, Keuangan & Bisnis Syariah 
Volume	7	Nomor	8	(2025)			3512	–	3529			P-ISSN	2656-2871	E-ISSN	2656-4351	

DOI:	10.47467/alkharaj.v7i8.9277 
	

3526 | Volume 7 Nomor 8  2025 
 

   

Kinasih,	I.	A.	D.,	Widagda,	I.	G.	N.	J.	A.,	Rahyuda,	I.	K.,	&	Suparna,	G.	(2023).	Effect	of	
Green	Marketing	and	Corporate	Social	Responsibility	on	Purchase	Decisions	
Mediated	by	Brand	Image	(Study	on	Consumers	of	Avoskin	Skincare	Products	
in	Denpasar	City).	European	 Journal	 of	Business	and	Management	Research,	
8(4),	249-260.	

Kline,	R.	B.	(2015).	Principles	and	Practice	of	Structural	Equation	Modeling	(4th	ed.).	
Guilford	Press.	

Kotler,	 P.	 A.	 (2020).	 Principles	 Of	 Marketing	 (Eighth	 European	 Edition).	 Harlow:	
Pearson	Education.	

Kotler,	P.,	&	Armstrong,	G.	(t.thn.).	Principles	of	Marketing	(10th	ed.).	2001:	Prentice.	

Kotler,	P.,	&	Keller,	K.	L.	(2016).	Marketing	management	(15th	ed.).	Pearson.	

Kraft,	 T.,	 Valdés,	 L.,	 &	 Zheng,	 Y.	 (2022).	 Consumer	 trust	 in	 social	 responsibility	
communications:	 The	 role	 of	 supply	 chain	 visibility.	 Production	 and	
Operations	Management,	31(11),	4113-4130.	

Larasati,	A.	V.	(2021).	he	effect	of	Green	Marketing,	Corporate	Social	Responsibility	
and	 Brand	 Image	 on	 Purchase	 Decisions.	 Journal	 of	 Global	 Environmental	
Science,	2(2),	1–4.	

Lee,	 S.	 H.,	 &	 Jeong,	 G.	 Y.	 (2022).	 The	 effect	 of	 Corporate	 Social	 Responsibility	
compatibility	 and	 authenticity	 on	 brand	 trust	 and	 corporate	 sustainability	
management:	For	Korean	cosmetics	companies.	Frontiers	 in	Psychology,	13,	
895823.	

Leonidou,	 C.	 N.,	 Leonidou,	 L.	 C.,	 &	 Kvasova,	 O.	 (2015).	 "Sustainable	 Consumer	
Behavior:	 The	 Role	 of	 Green	 Marketing	 in	 Influencing	 Consumers’	 Buying	
Decisions.	Journal	of	Business	Ethics,	134(2),	461-478.	

Leonidou,	L.	C.,	Katsikeas,	C.	S.,	&	Morgan,	N.	A.	(2015).	Greening	the	marketing	mix:	
Do	greeners	perceive	greener?	Journal	of	Business	Research,	68(1),	83-90.	

Lestiani,	 E.	 (2020).	 Pengaruh	 persepsi	 dan	 pengetahuan	 konsumen	 terhadap	
ecolabelling	pada	keputusan	pembelian	green	product.	Bjrm	(Bongaya	Journal	
Of	Research	In	Management),	3(2),	07–13.	

Luchs,	M.	G.,	Naylor,	R.	W.,	Irwin,	J.	R.,	&	Hiller,	H.	(2010).	The	sustainability	challenge:	
How	 to	 create	 a	Green	Marketing	 strategy.	 Journal	 of	 Consumer	Marketing,	
27(6),	435–445.	

Mahendra,	D.	F.,	&	Nugraha,	A.	K.	N.	A.	(Mahendra,	D.	F.,	&	Nugraha,	A.	K.	N.	A).	Green	
Marketing	 and	 CSR	 on	 Purchase	 Decision	 with	 consumer	 knowledge	 as	 a	
moderating	 variable.	 Journal	 of	 Research	 and	 Development	 of	 Science	 and	
Humanities,	5	(1),	28–38.	

Martínez,	 P.,	 &	 Nishiyama,	 N.	 (2019).	 Enhancing	 customer-based	 brand	 equity	
through	CSR	 in	 the	hospitality	 sector.	 International	 Journal	of	Hospitality	&	
Tourism	Administration,	20(3),	329-353.	

http://issn.pdii.lipi.go.id/issn.cgi?daftar&1551452039&&&2019
http://issn.pdii.lipi.go.id/issn.cgi?daftar&1552874658&1&&
https://journal-laaroiba.com/ojs/index.php/alkharaj/9277


Al-Kharaj: Jurnal Ekonomi, Keuangan & Bisnis Syariah 
Volume	7	Nomor	8	(2025)			3512	–	3529			P-ISSN	2656-2871	E-ISSN	2656-4351	

DOI:	10.47467/alkharaj.v7i8.9277 
	

3527 | Volume 7 Nomor 8  2025 
 

   

Mulyani,	A.	S.	(2021).	.	Pemanasan	global,	penyebab,	dampak	dan	antisipasinya.		

Muniarty,	 P.,	 Verawaty,	 Hasan,	 S.,	 Patimah,	 S.,	 Hadmandho,	 T.	 C.,	 B.,	 D.	 (2022).	
Manejemen	Pemasaran.	Padang:	PT.	Global	Eksekutif	Teknologi.	

Nayenggita,	Gina	Bunga,	Santoso	Tri	Raharjo,	dan	Risna	Resnawaty.	(2019).	Praktik	
Corporate	 Social	Responsibility	 (CSR)	di	 Indonesia.	 Jurnal	Pekerjaan	 Sosial,	
ISSN:	2620-3367,	Vol.	2	No:	1.	

Nunnally,	J.	C.,	&	Bernstein,	I.	H.	(1994).	Psychometric	Theory.	McGraw-Hill.	

Ottman,	J.	(2017).	The	new	rules	of	Green	Marketing:	Strategies,	tools,	and	inspiration	
for	sustainable	branding.	Routledge.	

Panungkelan,	 S.,	 Amin,	M.,	 &	 Arman,	M.	 (2018).	 The	 effect	 of	 Green	Marketing	 on	
purchasing	decisions	with	environmental	concern	as	a	moderating	variable.	
International	Journal	of	Business	and	Management	Invention,	7(10),	38-45.	

Parhizgar,	 H.,	 &	 Vesal,	 F.	 (2016).	 The	 impact	 of	 Green	 Marketing	 on	 consumer	
behavior.	 International	 Journal	 of	Academic	Research	 in	Business	 and	 Social	
Sciences,	6(6),	188–196.	

Preston,	L.	E.,	&	O'Bannon,	D.	P.	(1997).	The	Corporate	Social-Financial	Performance	
Relationship.	Business	and	Society,	419–429.	

Rahayu,	 L.	M.	P.,	Abdillah,	 Y.,	&	Mawardi,	M.	K.	 (2017).	Pengaruh	Green	Marketing	
terhadap	 keputusan	 pembelian	 konsumen	 (Survei	 Pada	 Konsumen	 The	 Body	
Shop	 di	 Indonesia	 dan	 di	 Malaysia).	 (Doctoral	 dissertation,	 Brawijaya	
University).	

Rahmadhani,	F.	D.,	Herliani,	H.,	Setiawan,	A.,	&	Muthiarsih,	T.	 (2024).	The	Effect	of	
Green	Marketing	and	Corporate	Social	Responsibility	on	the	Brand	Image	of	
Emina	Products.	Apollo:	Journal	of	Tourism	and	Business,	2(1),	170-	176.	

Rahman,	 J.	 M.,	 &	 Yu,	 F.	 (2019).	 The	 relationship	 between	 Corporate	 Social	
Responsibility	 and	 firm	 performance	 in	 China.	 Risk	 Governance	 &	 Control:	
Financial	Markets	&	Institutions,	7(2).	

Rahmatussani,	 A.	 M.,	 Hudayah,	 S.,	 &	 Rahmawati,	 R.	 (2020).	 Pengaruh	 Program	
Corporate	 Social	 Responsibility	 (Csr)	 Terhadap	 Peningkatan	 Brand	 Image,	
Corporate	 Reputation	 Serta	 Customer	 Loyalty	 Pada	 Bankaltimtara.	 JMBI	
UNSRAT	 (Jurnal	 Ilmiah	 Manajemen	 Bisnis	 dan	 Inovasi	 Universitas	 Sam	
Ratulangi),	).,7(2).	

Rambing,	 R.,	 Sulaiman,	 M.,	 &	 Sari,	 A.	 P.	 (2015).	 Peran	 pemasaran	 hijau	 dalam	
meningkatkan	niat	beli	konsumen.	Jurnal	Internasional	Bisnis	dan	Manajemen	
Invention,	4(10),	12-18.	

Rayon,	Y.	E.	S.,	&	Widagda,	I.	G.	N.	J.	A.	(2021).	The	influence	of	Green	Marketing	on	
Purchase	 Decision	 mediated	 by	 Brand	 Image	 (Study	 on	 AMDK	 Ades	 in	
Denpasar	City).	Management	E-Journal,	10(5),	479-498.	

http://issn.pdii.lipi.go.id/issn.cgi?daftar&1551452039&&&2019
http://issn.pdii.lipi.go.id/issn.cgi?daftar&1552874658&1&&
https://journal-laaroiba.com/ojs/index.php/alkharaj/9277


Al-Kharaj: Jurnal Ekonomi, Keuangan & Bisnis Syariah 
Volume	7	Nomor	8	(2025)			3512	–	3529			P-ISSN	2656-2871	E-ISSN	2656-4351	

DOI:	10.47467/alkharaj.v7i8.9277 
	

3528 | Volume 7 Nomor 8  2025 
 

   

Roberts,	R.	W.	(1992).	Determinants	of	Corporate	Social	Responsibility	Disclosure:	An	
Application	 of	 Stakeholder	 Theory.	 Accounting	 Organizations	 and	 Society,	
595–612.	

Roring,	 L.,	 Moniharapon,	 S.,	 &	 Mandagie,	 Y.	 (2024).	 Analisis	 Pengaruh	 Green	
Marketing	Terhadap	Keputusan	Pembelian	Pada	Starbucks	Malalayang.	Jurnal	
EMBA:	Jurnal	Riset	Ekonomi,	Manajemen,	Bisnis	dan	Akuntansi,	12(03),	486-
494.	

Salkind,	 N.	 J.	 (2007).	 Encyclopedia	 of	 Measurement	 and	 Statistics.	 California:	 Sage	
Publications.	

Santoso,	V.	P.,	&	Ardani,	I.	G.	A.	K.	S.	(2017).	Pengaruh	Green	Marketing	dan	Corporate	
Social	 Responsibility	 terhadap	 Brand	 Image	 pada	 Produk	 Tupperware.	
(Doctoral	dissertation,	Udayana	University).	

Sarah,	 I.,	 &	 Sutar,	 S.	 (2020).	 The	 impact	 of	 Green	Marketing	 on	 consumer	 buying	
behavior	in	the	cosmetic	industry.	Journal	of	Sustainable	Marketing,	8(2),155–
170.	

Sarah,	 Y.	 (2020).	 Pengaruh	 Green	 Marketing,	 Corporate	 Social	 Responsibility	
Terhadap	 Brand	 Image	 Dan	 Keputusan	 Pembelian.	 Jurnal	 Ekobis:	 Ekonomi	
Bisnis	&	Manajemen,	10(1),	33-47.	

Schwartz,	 M.	 S.,	 &	 Carroll,	 A.	 B.	 (2003).	 Corporate	 social	 responsibility:	 A	 three-
domain	approach.	Business	ethics	quarterly,	13(4),	503–530.	

Sekaran,	U.,	&	Bougie,	R.	(United	Kongdom).	Research	Methods	for	Business,	A	Skill-
Building	Approach	(7th	Edition).	2016,	John	Wiley	&	Sons,	Ltd.	

Sen,	R.	A.	(2014).	A	Study	of	the	Impact	of	Green	Marketing	Practices	on	Consumer	
Buying	Behaviour.	International	Journal	of	Management	and	Commerce,	2(1),	
61-70.	

Sudirman,	H.	A.,	Militina,	T.,	&	Adhimursandi,	D.	(2020).	Pengaruh	Green	Marketing	
dan	 Corporate	 Social	 Responsibility	 terhadap	 Brand	 Image	 dan	 Purchase	
Intention	Serta	Purchase	Decision	(Studi	pada	The	Body	Shop	di	Samarinda).	
Jurnal	Ilmu	Manajemen	Mulawarman	(JIMM),	5(2).	

Sugiyono.	(2014).	Metodelogi	Penelitian	Kuantitatif	dan	Kualitatif	Dan	R&D.	Bandung:	
Alfabeta.	

Sugiyono,	M.	(2021).	Educational	research	methods:	Quantitative,	qualitative,	and	R&D	
approaches.	Alphabet.	

Suki,	N.	M.,	&	Azman,	N.	S.	(2016).	Impacts	of	Corporate	Social	Responsibility	on	the	
Links	 Between	 Green	 Marketing	 Awareness	 and	 Consumer	 Purchase	
Intentions.	Procedia	Economics	and	Finance,	37(16),	262–268.	

Tan,	L.	Y.,	Halim,	S.	A.	A.,	&	Ahmad,	M.	S.	(2022).	The	role	of	CSR	and	Green	Marketing	
in	purchase	intention.Tjarnemo,	Helene,	&	Sodahl,	Nils.	(2015).	Green	Product	
Development	 and	 Sustainable	 Consumption:	 A	 Comparative	 Study	 of	

http://issn.pdii.lipi.go.id/issn.cgi?daftar&1551452039&&&2019
http://issn.pdii.lipi.go.id/issn.cgi?daftar&1552874658&1&&
https://journal-laaroiba.com/ojs/index.php/alkharaj/9277


Al-Kharaj: Jurnal Ekonomi, Keuangan & Bisnis Syariah 
Volume	7	Nomor	8	(2025)			3512	–	3529			P-ISSN	2656-2871	E-ISSN	2656-4351	

DOI:	10.47467/alkharaj.v7i8.9277 
	

3529 | Volume 7 Nomor 8  2025 
 

   

Consumer	Attitudes	Towards	Eco-Friendly	Clothing	and	Organic	Food.	Journal	
of	Consumer	Policy,	38(2),	204-231.	

Tjiptono,	F.	(2017).	Pemasaran	Strategik:	Mengupas	Pemasaran	Strategik,	Branding	
Strategy,	Customer	Satisfaction,	Strategi	Kompetitif,	hingga	eMarketing.		

Vannia,	 D.,	 Sadat,	 A.	 M.,	 &	 Sari,	 D.	 A.	 P.	 (2022).	 Pengaruh	 Green	 Marketing,	
Environmental	 Concern,	 Attitude	 Toward	 Behavior	 Terhadap	 Purchase	
Intention	 Skincare	 Lokal	 di	 DKI	 Jakarta.	 Jurnal	 Bisnis,	 Manajemen,	 Dan	
Keuangan,	3(3),	852–863.	

Widelia,	H.,	 Yusiana,	 E.,	&	Widodo,	 S.	 (2015).	 Pengaruh	pemasaran	hijau	 terhadap	
keputusan	pembelian	konsumen	di	pasar	produk	ramah	 lingkungan.	 Jurnal	
Internasional	Bisnis	dan	Manajemen	Invention,	4(9),	36-42.	

Wu,	L.,	&	Chen,	Jianxi.	(2014).	Factors	Influencing	Consumers'	Purchase	Intention	of	
Green	Housing	in	China:	An	Application	of	the	Theory	of	Planned	Behavior.	
Journal	of	Cleaner	Production,	66,	507–516.	

Yudhawijaya,	M.	S.,	Mutaqin,	M.	Z.,	&	Adilla,	M.	R.	(2022).	Pengaruh	Positif	Corporate	
Social	 Responsibility,	 Social	 Media	 Marketing,	 Dan	 Sales	 Promotion	
Tokopedia	 Terhadap	 Purchase	 Decision	 Konsumen.	 Jurnal	 Pemasaran	
Kompetitif,	5(3),	296-307.	

	

	 	

	

http://issn.pdii.lipi.go.id/issn.cgi?daftar&1551452039&&&2019
http://issn.pdii.lipi.go.id/issn.cgi?daftar&1552874658&1&&
https://journal-laaroiba.com/ojs/index.php/alkharaj/9277

