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PERLUASAN THEORY OF PLANNED BEHAVIOUR DALAM
PERAWATAN KULIT RAMAH LINGKUNGAN: PERAN
ENVIRONMENTAL CONCERN DAN GREEN BRAND
EVALUATION DALAM MEMBENTUK PURCHASE
INTENTION TERHADAP BHUMI

Refany Wanadarma

ABSTRAK

Meskipun kesadaran masyarakat Indonesia terhadap isu lingkungan
semakin meningkat, perilaku konsumsi di industri kecantikan masih didominasi
oleh tren fast beauty. Memahami faktor pendorong niat beli pada produk ramah
lingkungan sangat penting untuk keberlangsungan merek lokal yang berkelanjutan.
Namun, merek lokal seperti BHUMI menghadapi tantangan besar dalam
mengonversi kesadaran lingkungan tersebut menjadi niat beli yang nyata, dan
penelitian yang mengintegrasikan evaluasi merek ke dalam model perilaku
terencana masih terbatas.

Tujuan utama dari penelitian kuantitatif ini adalah untuk menganalisis
faktor-faktor yang memengaruhi niat beli (purchase intention) produk BHUMI
dengan memperluas Theory of Planned Behavior (TPB) melalui integrasi variabel
environmental concern, green brand credibility, dan green brand evaluation. Data
diperoleh dari survei terhadap 170 responden yang belum pernah membeli produk
BHUMI, dan dianalisis menggunakan Structural Equation Modeling (SEM)
dengan perangkat lunak SmartPLS versi 4.

Analisis menunjukkan beberapa karakteristik kunci. Pertama, Subjective
Norm, Environmental Concern, dan Green Brand Evaluation (yang dipengaruhi
kuat oleh Green Brand Credibility) terbukti berpengaruh positif dan signifikan
terhadap niat beli. Kedua, bertentangan dengan prediksi teori awal, Attitude dan
Perceived Behavioural Control tidak memiliki pengaruh yang signifikan. Temuan
ini menyarankan bahwa nit beli konsumen terhadap BHUMI lebih didorong oleh
pengaruh sosial dan evaluasi kredibilitas merek daripada sekadar sikap positif
pribadi atau ketersediaan sumber daya. Oleh karena itu, pemasar disarankan untuk
lebih fokus membangun bukti sosial dan kredibilitas merek untuk mendorong
pembelian.

Kata kunci: Environmental Concern, Green Brand Evaluation, Green Skincare,
Purchase Intention, Theory of Planned Behavior.



EXTENDING THE THEORY OF PLANNED BEHAVIOR IN
GREEN SKINCARE: THE ROLES OF ENVIRONMENTAL
CONCERN AND GREEN BRAND EVALUATION IN SHAPING

PURCHASE INTENTION TOWARD BHUMI

Refany Wanadarma

ABSTRACT

While environmental awareness is rising in Indonesia, consumption
behavior in the beauty industry remains dominated by fast beauty trends.
Understanding how to sustain purchase intention for green products is vital for the
growth of sustainable local brands. However, sustainable brands like BHUMI face
challenges in increasing consumer purchase intention despite high awareness, and
research combining brand evaluation with behavioral theories in this context is
limited.

The main objective of this quantitative study was to analyze the factors
influencing purchase intention towards BHUMI products by extending the Theory
of Planned Behavior (TPB) to include environmental concern, green brand
credibility, and green brand evaluation. Data were generated from a survey of 170
respondents who had never purchased BHUMI products and were analyzed using
Structural Equation Modeling (SEM) with SmartPLS version 4.

The analysis revealed several key insights. First, Subjective Norm,
Environmental Concern, and Green Brand Evaluation (strongly driven by Green
Brand Credibility) had a positive and significant effect on purchase intention.
Second, Attitude and Perceived Behavioural Control were found to have no
significant effect. The findings suggest that consumer purchase intention towards
BHUMI is driven more by social influence and brand credibility evaluation rather
than merely positive attitudes or resource availability. Consequently, brands
should focus on leveraging social norms and enhancing brand credibility to foster
purchase intention.

Keywords: Environmental Concern, Green Brand Evaluation, Green Skincare,
Purchase Intention, Theory of Planned Behavior.
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