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ABSTRAK 
Introduction 

The Indonesian cosmetics industry is rapidly expanding, yet it raises 
environmental concerns, particularly from packaging waste. 
Generation Z, known for its environmental consciousness, emerges as 
a critical market segment for eco-friendly cosmetics. However, 
consumer purchase intentions toward these products remain 
inconsistent across studies, especially in smaller, culturally distinct 
regions such as Kudus. 

Objectives 

This study aims to investigate the influence of green marketing, green 
brand image, and green perceived quality on purchase intention of 
eco-friendly cosmetics among Generation Z in Kudus. It also examines 
the mediating role of green trust in strengthening these relationships. 

Method 

A quantitative research approach was used with an associative causal 
design. Data were collected via an online questionnaire from 105 
respondents aged 13–28 years in Kudus who had experience using 
eco-friendly cosmetics. The data were analyzed using Partial Least 
Squares-Structural Equation Modeling (PLS-SEM) with SmartPLS 4.0 
software. 

Results 

The results reveal that green brand image, green perceived quality, 
and green trust significantly influence purchase intention. Green 
marketing showed no direct effect but had an indirect influence 
through green trust. The adjusted R² value for purchase intention was 
0.465, indicating that the model explains 46.5% of the variance. 
Generation Z in Kudus values product authenticity, ethical branding, 
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and halal-certification as critical to building trust and influencing 
behavior. 

Implications 

The findings highlight that marketers must focus on building green 
trust by ensuring product transparency, environmental commitment, 
and culturally relevant messaging. Green brand image and product 
quality are key drivers in developing consumer trust and encouraging 
sustainable buying behavior among Gen Z. 

Originality/Novelty 

This research enriches the Theory of Planned Behavior by incorporating 
green trust as a mediating factor and applying it within a unique socio-
religious Gen Z demographic in a small Indonesian city. It provides 
novel insights into how eco-conscious values interact with trust and 
marketing in shaping local green consumption patterns. 

CITATION: Noor, S., Marka, M. M., & Bintang, Y. M. (2025). Green 
cosmetics and Gen Z in Kudus, Indonesia: What drives eco-friendly 
purchases in a small city? Journal of Islamic Economics Lariba, 11(1), 
169-200. https://doi.org/10.20885/jielariba.vol11.iss1.art7 

INTRODUCTION 

The rapid expansion of the cosmetics industry has become a defining feature of both 
global and national markets. In Indonesia, the cosmetics sector contributes significantly 
to the national economic output in recent years (Nugroho et al., 2025; Puteri et al., 2025; 
Qolby & Astuti, 2024). This surge is aligned with increasing global demand for beauty 
products, underlining cosmetics as not merely a lifestyle trend but a strategic economic 
sector (Kartasasmita & Kurniawati, 2024; Musaidah et al., 2024; Ratmawati et al., 2024). 
Indonesia's global cosmetics industry is expected to reach USD473.21 billion by 2028 with 
an average growth of 5.5% per year (Kementerian Koordinator Bidang Perekonomian 
Republik Indonesia, 2024). These figures emphasize the sector’s economic potential, 
especially amid post-pandemic digital consumer behavior shifts. However, this growth 
also brings to the forefront significant environmental concerns, particularly the overuse 
of non-biodegradable packaging materials. 

Environmental degradation stemming from cosmetic waste has become a major 
issue. Plastic packaging dominates cosmetic product containers, contributing to 
Indonesia's status as the world’s fifth-largest producer of plastic waste (Karianga, 2024; 
Raharja et al., 2024). The impact of such waste is exacerbated by inadequate recycling 
systems and consumer unawareness, calling for sustainable shifts in production and 
consumption. Some studies highlight the increasing attention given to environmental 
concerns, especially in light of Indonesia's critical position in global waste rankings 
(Briandana & Mohamad Saleh, 2022; Brotosusilo et al., 2022; Marešová et al., 2023). In 
response, many producers are transitioning toward eco-conscious packaging 
materials, including biodegradable and recyclable alternatives such as cardboard, 
glass, and low-carbon paper (Kannan et al., 2024; Popescu et al., 2024). This 
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transformation underscores a broader cultural and ethical awakening around 
sustainability that is gradually shaping consumer expectations. 

A key demographic in this sustainable shift is Generation Z, comprising 
approximately 74.93 million individuals aged 13–28 out of Indonesia’s 270.20 million 
population (Yuliastuti, 2024; Zahroq & Asiyah, 2022). This generation is recognized for its 
heightened environmental awareness and a strong inclination toward ethical 
consumption. According to a survey conducted by Katadata Insight Center (KIC), 60.5% 
of consumers have already purchased sustainable products, driven by comfort, 
personal preference, and social identity (Jayani, 2021). These statistics reflect a new 
pattern of consumerism where environmental values become central to purchasing 
decisions. The alignment of consumer identity with sustainability is especially notable 
among the youth, who often view eco-friendly consumption not only as a practical 
decision but also as a moral and social statement. 

Despite the increasing visibility of green practices in marketing, their actual 
influence on consumer behavior remains contested. Several studies report conflicting 
outcomes regarding the effectiveness of green marketing in encouraging purchase 
intentions. For instance, Alhamad et al. (2023) underscore a positive influence of green 
marketing strategies on green product purchasing, while other scholars, such as 
Setiagraha et al. (2023), report negligible effects. This discrepancy reveals a research 
dilemma that warrants further exploration, particularly in nuanced socio-cultural 
contexts where consumer interpretations of green marketing may differ widely. 

To address this, it is critical to move beyond generic understandings of green 
marketing and examine its efficacy in specific demographic and geographic settings. 
This study focuses on Kudus, a regency with a paradoxical profile—marked by high 
regional income yet relatively low competitiveness (Elang Muria News, 2025). Kudus’ 
demographic structure, primarily composed of religiously observant and socially 
conservative communities, makes it a fertile ground for examining how cultural values 
intersect with environmental ethics in shaping purchase decisions. Thus, the city serves 
as an underexplored but theoretically rich setting to interrogate the contextual nuances 
of green consumerism. 

In responding to the aforementioned problem, scholarly efforts have attempted to 
refine the theoretical models explaining environmentally conscious consumer 
behavior. One dominant framework is the Theory of Planned Behavior (TPB), which 
posits that behavioral intentions are shaped by attitudes, subjective norms, and 
perceived behavioral control (Ajzen, 1985, 2002; Notani, 1998). While TPB provides a 
rational-actor model of consumer behavior, it has been criticized for neglecting 
emotional and normative values that influence eco-conscious decisions. As a result, 
many scholars have integrated the Green Consumption Values (GCV) theory into TPB 
to accommodate emotional, functional, and social motivations (J. Wang et al., 2020). 

The integration of TPB with GCV has been particularly useful in explaining how 
values such as sustainability, ethics, and emotional satisfaction interact with more 
rational predictors like perceived quality or price. Previous study (J. Wang et al., 2020) 
assert that GCV enhances TPB’s explanatory power by incorporating consumers’ 
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internalized values, thereby offering a more comprehensive account of green purchase 
behavior. This integrated approach also resonates with the Value-Belief-Norm (VBN) 
theory, which links personal values with belief systems and environmental behavior. 
Consequently, it allows for a more layered understanding of the motivations behind 
sustainable consumption. 

The growing body of literature has also examined specific variables associated with 
eco-friendly consumerism. Notably, green brand image, green perceived quality, and 
green trust have emerged as vital constructs. Rehman & Siddique (2023) emphasize 
that a strong green brand image cultivates consumer confidence, while other scholars 
show that perceived product quality significantly shapes purchasing behavior when the 
product is deemed environmentally superior (Prabusankar, 2016; Prameswari et al., 
2024; Thomas et al., 2024). Additionally, green trust—defined as consumers' belief in a 
brand's environmental claims—has been acknowledged as a critical mediating 
variable (Chrysna et al., 2022; Y. M. Wang et al., 2022). Nevertheless, the literature also 
reveals contradictions, particularly in how green marketing interacts with trust and 
quality to influence purchase intention. These mixed findings highlight an empirical gap, 
particularly in localized settings like Kudus, where the cultural context might mediate 
these relationships differently. 

This study thus aims to investigate the factors influencing Generation Z’s intention 
to purchase eco-friendly cosmetics in Kudus by analyzing the direct and indirect effects 
of green marketing, green brand image, and green perceived quality, with green trust 
serving as a mediating variable. The novelty of this research lies in its contextual 
application of TPB and GCV frameworks in a region characterized by religious values 
and local consumption patterns. The study also addresses a gap in existing literature 
by focusing on an understudied demographic and incorporating green trust as a 
central intervening variable—an aspect that has been underexplored in prior TPB-
based studies. Moreover, this research seeks to contribute to the development of 
localized behavioral models that can inform marketing strategies and policy 
interventions aimed at promoting sustainable consumption among young consumers 
in culturally unique environments. Ultimately, this study not only tests theoretical 
assumptions in a new setting but also provides practical insights for green marketers 
targeting Generation Z in similar socio-religious communities. 

LITERATURE REVIEW 

Green Marketing and Purchase Intention 
In recent years, green marketing has emerged as a significant determinant of 
consumer purchase intentions, especially among Generation Z, a demographic known 
for its heightened environmental awareness and ethical consumerism. Empirical 
studies have consistently found that green marketing strategies—such as eco-labeling, 
cruelty-free claims, and environmentally themed advertisements—positively influence 
purchase intentions toward sustainable cosmetics (Bautista et al., 2023; Park et al., 
2023; Wuisan & Februadi, 2022). For example, Park et al. (2023) demonstrated that green 
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attributes like brand sustainability, product quality, and ethical labeling contribute 
meaningfully to eco-cosmetic purchase intentions. These findings are reinforced by 
Gonçalves et al. (2022), who found that environmental involvement significantly shapes 
sustainable consumption behaviors, aligning with the Theory of Planned Behavior. 

Moreover, the role of social influence and information dissemination—particularly 
through social media—has become crucial in enhancing the effectiveness of green 
marketing. An & Ngo (2025) and Lius & Salim (2024) highlight how influencer 
endorsements and electronic word-of-mouth (eWOM) strengthen emotional and 
cognitive engagement, driving Generation Z’s interest in green cosmetics. Educational 
marketing, which increases environmental knowledge, also serves as a moderating 
factor, fostering positive attitudes and justifying higher price points (Kieu et al., 2024; 
Lius & Salim, 2024). Therefore, a comprehensive green marketing strategy that 
integrates informative content, social validation, and ethical branding is likely to 
significantly enhance Generation Z’s purchase intention toward environmentally 
friendly cosmetics, including within specific local contexts such as Kudus. 

H1: Green marketing has a positive effect on Generation Z’s purchase intention 
toward eco-friendly cosmetics in Kudus 

Green Brand Image and Purchase Intention 
A growing body of literature has established the critical role of green brand image in 
shaping Generation Z's purchase intention toward environmentally friendly cosmetics. 
As sustainability becomes a central concern, brands that project a credible green 
identity are more likely to attract eco-conscious consumers (Majeed et al., 2022; 
Yuszana & Tunjungsari, 2024). Majeed et al. (2022) found that green brand image 
significantly mediates the relationship between green marketing practices and 
purchase intention, suggesting that a trustworthy environmental reputation enhances 
consumer engagement. Likewise, Wong (2024) highlighted how sustainable brand 
efforts directly influence positive perceptions and reinforce buying behaviors, 
particularly among younger, environmentally aware demographics. 

The literature further demonstrates that brand image serves as a key mediator in 
digital and social marketing contexts, amplifying consumer response through 
electronic word-of-mouth and influencer engagement (Indriana et al., 2022; Markiones 
et al., 2023). According to Hasan & Frendy (2024), favorable green brand perceptions, 
when combined with targeted promotion, positively impact purchase decisions. 
Moreover, Amallia et al. (2022) emphasized that green advertising enhances brand 
image, which in turn elevates green purchase intention. If brands fail to maintain a 
strong and consistent green image, they risk losing trust from Generation Z, who value 
authenticity and environmental accountability (Ryliannabila & Qastarin, 2021). 
Therefore, a robust green brand image is hypothesized to significantly influence 
Generation Z’s intent to purchase eco-friendly cosmetics, particularly in contexts like 
Kudus, where consumer environmental awareness is rising. 
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H2: Green brand image has a positive effect on Generation Z’s purchase intention 
toward eco-friendly cosmetics in Kudus 

Green Perceived Quality and Purchase Intention 
Green perceived quality has emerged as a critical determinant of purchase intention, 
especially among environmentally conscious Generation Z consumers. This concept 
reflects the extent to which individuals assess a product's quality based on its 
environmental performance (Kee et al., 2021). Suhaily et al. (2020) demonstrated that 
green perceived quality has a direct and positive effect on purchase intention, 
underscoring the need for brands to emphasize sustainability as an integral aspect of 
product excellence. Vania & Ruslim (2023) further assert that Generation Z’s confidence 
in green beauty products depends not only on ecological claims but also on perceived 
functional value, highlighting a dual expectation of quality and sustainability. 

Additionally, perceived quality interacts with consumer trust, environmental 
concern, and information clarity to strengthen purchase intention (Kamalanon et al., 
2022; Zhuang et al., 2021). Sherina & Selamat (2023) found that quality perception plays 
a central role in shaping the buying behavior of Generation Z, who often scrutinize both 
environmental impact and product performance. Hudayah et al. (2023) emphasized 
that green perceived value is more effective among those with stronger environmental 
awareness, suggesting that consumer education enhances perceived quality 
evaluations. Therefore, it is hypothesized that green perceived quality significantly 
influences Generation Z’s intention to purchase eco-friendly cosmetics in Kudus, as they 
increasingly align their preferences with sustainability-driven brand offerings. 

H3: Green perceived quality has a positive effect on Generation Z’s purchase 
intention toward eco-friendly cosmetics in Kudus  

Green Marketing and Purchase Intention with Green Trust as Mediator 
Recent literature emphasizes that green marketing significantly influences Generation 
Z’s purchase intention, particularly when mediated by green trust. Green marketing 
strategies—ranging from eco-labeling to sustainable product promotion—initially 
capture consumer attention, but it is the establishment of green trust that solidifies the 
intention to purchase (Magfiroh & Vania, 2024). Green trust refers to consumer 
confidence in a brand’s environmental claims and ethical conduct, which builds over 
time through transparency and consistency (Riva et al., 2022). Empirical findings 
suggest that trust mediates the link between sustainability-oriented marketing and 
behavioral intention, reinforcing the necessity for brands to communicate credibility in 
their environmental initiatives (Issock & Muposhi, 2022). 

Bautista et al. (2023) and Kazançoğlu et al. (2024) further argue that trust, once 
established, mitigates skepticism and strengthens sustainable buying behavior—
especially among Generation Z, who are particularly vigilant toward greenwashing. The 
use of digital channels, including social media, plays a pivotal role in reinforcing green 
trust through credible endorsements and interactive content (Aldaihani et al., 2024). 
When brands integrate genuine green values into their marketing and maintain 
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consistent messaging, they are more likely to convert environmentally inclined interest 
into purchase intent. Therefore, it is hypothesized that green marketing positively affects 
Generation Z’s intention to purchase eco-friendly cosmetics in Kudus, with green trust 
serving as a critical mediating mechanism. 

H4: Green trust mediates the positive effect of green marketing on Generation Z’s 
purchase intention toward eco-friendly cosmetics in Kudus 

Green Brand Image and Purchase Intention with Green Trust as Mediator 
Recent studies have highlighted the role of green brand image as a pivotal factor in 
shaping Generation Z’s intention to purchase environmentally friendly cosmetics, 
particularly when mediated by green trust. A favorable green brand image—formed 
through credible sustainability claims, ethical branding, and eco-conscious 
marketing—can foster consumer trust, which in turn strengthens purchase intention 
(Magfiroh & Vania, 2024). Aldaihani et al. (2024) emphasize that in the face of 
widespread skepticism regarding green claims, trust becomes essential to translate 
brand perception into consumer action. When Generation Z perceives a brand as 
genuinely committed to environmental values, their trust solidifies, enhancing their 
willingness to buy. 

Green trust operates as a psychological assurance, bridging the gap between 
brand image and behavioral outcomes. Karmakar et al. (2023) found that trust in a 
brand’s environmental credibility reinforces beliefs about product quality, thereby 
increasing purchase intention. Similarly, Nguyen et al. (2022) and Sun & Xing (2022) 
show that trust built through influencer endorsements and social media engagement 
can magnify the effects of a positive brand image. Saut & Saing (2021) add that 
transparent sustainability communication bolsters both image and trust. Therefore, it is 
hypothesized that green trust mediates the effect of green brand image on Generation 
Z’s intention to purchase eco-friendly cosmetics, particularly in environmentally aware 
communities such as Kudus. 

H5: Green trust mediates the positive effect of green brand image on Generation 
Z’s purchase intention toward eco-friendly cosmetics in Kudus 

Green Perceived Quality and Purchase Intention with Green Trust as Mediator 
Green perceived quality, defined as consumers’ evaluation of a product’s quality based 
on its environmental attributes, has been consistently linked to increased purchase 
intention for eco-friendly products, particularly among Generation Z (Humairoh et al., 
2023). However, this influence is significantly strengthened when mediated by green 
trust—consumer confidence in a brand’s environmental credibility (L. Liu et al., 2024). 
Magfiroh & Vania (2024) emphasize that green marketing and high product quality 
alone are insufficient without trust; Generation Z must believe that sustainability claims 
are genuine before translating positive quality perceptions into purchasing behavior. 

The role of green trust as a mediator has become increasingly relevant in an era of 
rising consumer skepticism about greenwashing. Studies by Li & Sun (2022) and Riva et 
al. (2024) affirm that without trust, even high perceived quality may fail to generate 



176              Noor et al. 

buying intent. Trust enhances consumers’ confidence in green claims, enabling brands 
to convert environmental value into consumer loyalty (Amin & Tarun, 2021). Therefore, it 
is hypothesized that in Kudus, where environmental awareness is emerging, green 
perceived quality influences Generation Z’s purchase intention through green trust, 
underscoring the importance of transparent, quality-driven, and credible brand 
communication. 

H6: Green trust mediates the positive effect of green perceived quality on 
Generation Z’s purchase intention toward eco-friendly cosmetics in Kudus 

Green Trust and Purchase Intention 
Green trust has emerged as a crucial mediating variable in understanding the pathway 
from green marketing and perceived product attributes to consumer purchase 
intention. Defined as consumer confidence in a brand’s environmental integrity, green 
trust translates marketing credibility into behavioral outcomes (Duong, 2024). Magfiroh 
& Vania (2024) highlight that green trust significantly mediates the effect of green 
marketing strategies on purchase intention, particularly among Generation Z. This 
demographic values authenticity and transparency, making trust essential for bridging 
the gap between environmental awareness and actual purchasing behavior in the 
eco-cosmetics market. 

Furthermore, the mediating role of green trust is strengthened by the increasing 
skepticism toward sustainability claims. Studies by Kazançoğlu et al. (2024) and 
Aldaihani et al. (2024) confirm that trust must be cultivated through consistent, 
transparent, and verifiable communication. Liu et al. (2024) emphasize that green trust 
enhances the effect of green perceived quality on purchase intention, while Dragolea 
et al. (2023) show that informed consumers are more inclined to act when trust is 
present. Therefore, it is hypothesized that in Kudus, green trust plays a positive 
mediating role in determining Generation Z’s intention to purchase environmentally 
friendly cosmetics. 

H7: Green trust has a positive mediating effect on Generation Z’s purchase intention 
toward eco-friendly cosmetics in Kudus 

Islamic Economic Perspectives on Eco-Friendly Cosmetics 
From the standpoint of Islamic economics, eco-friendly cosmetics align closely with 
foundational values such as khilafah (stewardship), ethical consumption, and social 
responsibility. Islam emphasizes the preservation of the environment as a moral 
imperative, obligating both producers and consumers to adopt sustainable behaviors. 
Mayvita & Rifani (2024) argue that Muslim entrepreneurs are increasingly integrating 
green marketing strategies within business practices, driven not only by profitability but 
also by ethical considerations embedded in Islamic teachings. In the context of 
cosmetics, this creates a strong synergy between Islamic values and the environmental 
consciousness observed in younger Muslim consumers, including Generation Z. 

The concept of halal cosmetics inherently reflects ethical and ecological concerns, 
as these products must comply with Islamic law, ensuring both purity and 
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transparency. Liew & Karia (2024) find that halal cosmetics appeal to Generation Z 
because they fulfill dual expectations: adherence to religious obligations and alignment 
with environmental ethics. This dual compliance enhances the appeal of eco-friendly 
cosmetics among Gen Z Muslims, particularly in regions like Kudus, Indonesia, where 
religiosity and emerging environmental awareness coexist. Thus, halal certification may 
not only signal religious permissibility but also act as a proxy for sustainability and 
ethical production. 

Green trust—defined as the confidence in a brand's environmental integrity—is 
essential for building purchase intention among Muslim Gen Z consumers. Alotaibi & 
Abbas (2023) demonstrate that Islamic religiosity strongly influences green purchase 
behavior, suggesting that trust rooted in religious ethics enhances consumers' 
willingness to buy eco-conscious products. Similarly, Hayeemad & Soliman (2024) 
highlight that consumer acceptance of halal cosmetics is increasingly driven by 
environmental practices. This trust, when reinforced by religious values, can solidify the 
credibility of green marketing claims, especially amid rising concerns about 
greenwashing and authenticity in sustainability efforts. 

Furthermore, Islamic finance mechanisms, particularly green sukuk, offer practical 
tools to support the eco-cosmetic industry. Liu & Lai (2021) explain that green sukuk are 
designed to fund environmentally responsible projects while maintaining compliance 
with Shariah principles. These instruments can serve as financing platforms for 
producers aiming to develop and distribute eco-friendly cosmetic products. As 
Generation Z in Muslim-majority regions like Kudus becomes more environmentally 
engaged, integrating Islamic economic instruments with sustainability initiatives offers 
a comprehensive path toward ethical and impactful consumption. This convergence 
underscores the compatibility of Islamic economics with modern green consumerism. 

METHOD 

Research Design 
This study employed a quantitative causal-associative approach to examine the 
relationship and potential causality between multiple constructs influencing 
Generation Z’s purchase intention of eco-friendly cosmetics in Kudus. Causal-
associative design is particularly appropriate for identifying the underlying 
mechanisms that link independent variables such as green marketing, green brand 
image, and green perceived quality to the dependent variable of purchase intention, 
with green trust as a mediating factor. This approach allows researchers to statistically 
validate the pathways between constructs and measure the strength and direction of 
those effects. 

Population and Sampling Procedure 
The target population consisted of Generation Z individuals residing in Kudus who have 
experience purchasing eco-friendly cosmetic products. Since the exact size of this 
population is unknown, it was classified as an infinite population. Based on the 
generational age range, participants were limited to those aged 13–28 years. 
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A non-probability purposive sampling technique was employed to recruit 
participants based on specific eligibility criteria: (1) must belong to Generation Z, (2) 
reside in Kudus, and (3) have purchased eco-friendly cosmetics. The sample size was 
determined using Hair et al.’s  (2014, 2019) recommendation for structural equation 
modeling, which suggests a minimum of five respondents per indicator. With 21 
measurement items, the minimum sample size required was 105. 

Data Collection Procedure 
Data were collected via a self-administered online questionnaire distributed through 
Google Forms, ensuring wider accessibility and efficiency in reaching respondents. The 
questionnaire consisted of items adapted from validated scales in previous studies and 
was structured using a five-point Likert scale ranging from 1 (“strongly disagree”) to 5 
(“strongly agree”). This scale measured the degree of agreement with statements 
related to green marketing, brand image, perceived quality, trust, and purchase 
intention. 

Operationalization of Variables 
This study examined three independent variables, one mediating variable, and one 
dependent variable: 

• Independent Variables: 
o Green Marketing refers to sustainable marketing strategies and 

practices, including eco-labeling and environmental advertising. 
o Green Brand Image reflects consumer perceptions of a brand’s 

environmental commitment and socially responsible behavior. 
o Green Perceived Quality denotes consumers’ judgments regarding 

the environmental and functional performance of cosmetic products. 
• Mediating Variable: 

o Green Trust represents the consumer’s belief in the credibility, 
reliability, and environmental integrity of the brand or product. 

• Dependent Variable: 
o Purchase Intention is defined as the likelihood of a consumer to buy 

eco-friendly cosmetic products based on prior evaluations and 
beliefs. 

Data Analysis Technique 
To test the research model and hypotheses, the data were analyzed using Partial Least 
Squares Structural Equation Modeling (PLS-SEM) via SmartPLS 4.0 (Ringle et al., 2024). 
This method is well-suited for predictive analysis and exploratory research, particularly 
with complex models involving mediating variables. 

The evaluation process consisted of two stages: 

Outer Model Assessment (Measurement Model) 
The outer model was assessed for reliability and validity: 
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• Convergent Validity was established using factor loadings and Average 
Variance Extracted (AVE). All indicator loadings exceeded 0.70, and AVE 
values were above the 0.50 threshold, confirming the constructs’ ability to 
represent the variables adequately. 

• Reliability was assessed using Cronbach’s Alpha and Composite Reliability. 
All values exceeded the minimum acceptable level of 0.70, indicating high 
internal consistency. 

• Discriminant Validity was tested using the Fornell-Larcker criterion and cross-
loading analysis. In both tests, constructs demonstrated higher correlations 
with their own indicators than with other constructs, confirming discriminant 
validity. 

Inner Model Assessment (Structural Model) 
The structural model’s quality was evaluated using: 

• R² (Coefficient of Determination): Green Trust had an R² value of 0.429 
(moderate explanatory power), and Purchase Intention had an R² value of 
0.485, indicating that approximately 48.5% of the variance in purchase 
intention could be explained by the model variables. 

• Goodness-of-Fit (GoF): A GoF value of 0.597 indicated a strong model fit, 
suggesting that both the measurement and structural models jointly 
explained a substantial portion of the variance in the data. 

• Hypothesis Testing: Path coefficients, t-statistics, and p-values were 
examined to assess the significance of direct and indirect relationships. The 
bootstrapping method was used with 5,000 subsamples to ensure the 
robustness of estimations. 

Ethical Considerations 
The study received ethical clearance from Program Studi Manajemen Bisnis Syariah 
(S1), Universitas Islam Negeri Sunan Kudus, Kab. Kudus, Indonesia. Informed consent 
was obtained from all participants prior to data collection, and their identities remained 
anonymous.  

RESULTS 

Outer Model Assessment (Measurement Model) 
The outer model assessment, also referred to as the measurement model evaluation in 
Partial Least Squares Structural Equation Modeling (PLS-SEM), is crucial in determining 
the validity and reliability of the constructs used in a study. This assessment ensures 
that the measurement indicators appropriately reflect the latent variables they are 
intended to measure. The process involves evaluating convergent validity, discriminant 
validity, and reliability using statistical measures such as factor loadings, Average 
Variance Extracted (AVE), Composite Reliability, and Cronbach’s Alpha. In this study, 
these evaluations were rigorously conducted across five constructs: Green Marketing, 
Green Brand Image, Green Perceived Quality, Green Trust, and Purchase Intention. The 



180              Noor et al. 

results confirmed that all indicators exceeded established thresholds, demonstrating 
high internal consistency, adequate convergent and discriminant validity, and a robust 
measurement structure capable of supporting further structural model analysis (Hair & 
Alamer, 2022). 

Table 1 presents the results of the convergent validity test using loading factors for 
each indicator within the study's measurement model. All indicators for the five 
constructs—Green Marketing, Green Brand Image, Green Perceived Quality, Green Trust, 
and Purchase Intention—exceed the recommended loading threshold of 0.70. This 
indicates that each observed variable contributes significantly to measuring its 
corresponding latent construct. The strong factor loadings, ranging from 0.829 to 0.938, 
confirm that the indicators reliably represent their constructs. Therefore, it can be 
concluded that the measurement model achieves good convergent validity across all 
dimensions assessed. 

Table 1 

Convergent Validity Results 

Variable Indicator Loading Factor Decision 
Green Marketing (X1) X1_1 0.938 Valid  

X1_2 0.903 Valid  
X1_3 0.905 Valid 

Green Brand Image (X2) X2_1 0.837 Valid  
X2_2 0.857 Valid  
X2_3 0.896 Valid  
X2_4 0.885 Valid  
X2_5 0.888 Valid 

Green Perceived Quality (X3) X3_1 0.887 Valid  
X3_2 0.914 Valid  
X3_3 0.884 Valid  
X3_4 0.859 Valid 

Green Trust (Z) Z1 0.861 Valid  
Z2 0.892 Valid  
Z3 0.901 Valid  
Z4 0.927 Valid  
Z5 0.853 Valid 

Purchase Intention (Y) Y1 0.871 Valid  
Y2 0.829 Valid  
Y3 0.873 Valid  
Y4 0.869 Valid 

Source: Primary data. Authors’ estimation using SmartPLS 4.0 

Table 2 displays the results of the discriminant validity assessment using the 
Average Variance Extracted (AVE), alongside Cronbach's alpha and composite 
reliability values. All constructs—Green Marketing, Green Brand Image, Green Perceived 
Quality, Green Trust, and Purchase Intention—show AVE values well above the 
recommended threshold of 0.50, ranging from 0.740 to 0.838. These results indicate that 
each construct accounts for more than 50% of the variance in its indicators. Moreover, 
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high reliability scores confirm internal consistency. Collectively, the findings 
demonstrate that the constructs in this study meet the criteria for both convergent and 
discriminant validity. 

Table 2 

Average Variance Extracted (AVE) and Reliability Measures 

Variable Cronbach's Alpha rho_A rho_C AVE 
Green Marketing (X1) 0.903 0.910 0.939 0.838 
Green Brand Image (X2) 0.922 0.932 0.941 0.762 
Green Perceived Quality (X3) 0.909 0.909 0.936 0.785 
Green Trust (Z) 0.932 0.934 0.949 0.787 
Purchase Intention (Y) 0.883 0.891 0.919 0.740 

Source: Primary data. Authors’ estimation using SmartPLS 4.0 

Table 3 presents the Fornell-Larcker criterion results used to assess discriminant 
validity. Each construct's square root of AVE, shown on the diagonal, exceeds the 
corresponding inter-construct correlation values in its row and column. For instance, 
Green Brand Image (0.873), Green Perceived Quality (0.886), and Green Trust (0.887) all 
display higher diagonal values than their correlations with other variables. This confirms 
that each latent construct shares more variance with its own indicators than with 
others. Thus, the discriminant validity requirements are satisfactorily met, indicating 
that all constructs are empirically distinct within the structural model. 

Table 3 

Fornell-Larcker Criterion 
 

Green 
Brand 
Image (X2) 

Green 
Perceived 
Quality 
(X3) 

Green 
Trust 
(Z) 

Green 
Marketing 
(X1) 

Purchase 
Intention 
(Y) 

Green Brand Image (X2) 0.873 
    

Green Perceived Quality (X3) 0.444 0.886 
   

Green Trust (Z) 0.456 0.584 0.887 
  

Green Marketing (X1) -0.232 -0.157 -0.325 0.915 
 

Purchase Intention (Y) 0.511 0.542 0.621 -0.135 0.860 
Source: Primary data. Authors’ estimation using SmartPLS 4.0 

Table 4 presents the results of the cross-loading analysis, which is used to assess 
discriminant validity by comparing each indicator’s correlation with its own construct 
versus other constructs. The table clearly shows that each indicator loads highest on its 
corresponding latent variable. For instance, items X1_1 to X1_3 exhibit the highest 
loading values with Green Marketing (above 0.90), while all other correlations with 
different constructs are significantly lower. Similar patterns are observed across 
indicators for Green Brand Image, Green Perceived Quality, Green Trust, and Purchase 
Intention. These results confirm that each indicator uniquely and strongly represents its 
designated construct, supporting discriminant validity. 
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Table 4 

Cross Loadings (Excerpt) 

Indicator Green Brand 
Image (X2) 

Green Perceived 
Quality (X3) 

Green 
Trust (Z) 

Green 
Marketing (X1) 

Purchase 
Intention (Y) 

X1_1 -0.215 -0.147 -0.306 0.938 -0.167 
X2_1 0.837 0.396 0.429 -0.233 0.422 
X3_1 0.366 0.887 0.505 -0.071 0.494 
Z1 0.375 0.494 0.861 -0.332 0.445 
Y1 0.510 0.534 0.586 -0.052 0.871 

Source: Primary data. Authors’ estimation using SmartPLS 4.0 

The reliability assessment was conducted using Composite Reliability and 
Cronbach’s Alpha, with a minimum threshold of 0.70 for both. The findings in Table 5 
indicate that all constructs exceed the required standards, showing strong internal 
consistency. Specifically, Green Marketing demonstrates the highest composite 
reliability (0.949), followed closely by Green Perceived Quality (0.941) and Green Trust 
(0.939). Similarly, all Cronbach’s Alpha values are above 0.88, confirming the reliability 
of the instruments. These results validate that the indicators consistently measure their 
respective constructs, meeting the criteria for construct reliability. 

Table 5 

Reliability Test Results Based on Composite Reliability and Cronbach’s Alpha 

Variable Cronbach's Alpha Composite Reliability (ρc) 
Green Perceived Quality 0.922 0.941 
Purchase Intention 0.909 0.936 
Green Marketing 0.932 0.949 
Green Trust 0.903 0.939 
Green Brand Image 0.883 0.919 

Source: Primary data. Authors’ estimation using SmartPLS 4.0 

Inner Model Assessment (Structural Model) 
The Inner Model Assessment serves to evaluate the structural relationships between 
latent constructs, determining the explanatory power and predictive relevance of the 
proposed theoretical framework. In this study, the structural model is assessed through 
several key statistical indicators, including R-square, the Goodness of Fit (GoF) index, 
path coefficients for both direct and indirect effects, and their respective significance 
levels. These metrics provide insight into how well the independent variables—Green 
Marketing, Green Brand Image, and Green Perceived Quality—influence the dependent 
variable, Purchase Intention, either directly or through the mediating variable Green 
Trust. Together, these evaluations help validate the theoretical assumptions and 
highlight the critical pathways through which Generation Z's eco-conscious buying 
behavior is shaped as depicted in Figure 1. 
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Figure 1 

Results of Hypothesis Testing Using SmartPLS 

 
Source: Primary data. Authors’ estimation using SmartPLS 4.0 

In Table 6, the R-Square adjusted results indicate that 41.2% of the variance in Green 
Trust is explained by Green Marketing, Green Brand Image, and Green Perceived Quality, 
with the remaining 58.8% influenced by other factors. Similarly, the adjusted R-Square 
for Purchase Intention is 0.465, meaning that these same predictors explain 46.5% of its 
variance, while 53.5% is attributable to other unmeasured variables. According to Chin's 
(1998) classification, these results reflect relatively weak model strength for both 
constructs, although they remain statistically meaningful in structural equation 
modeling. 

Table 6 

R-Square and Adjusted R-Square Values 

Dependent Variable R-Square R-Square Adjusted 
Green Trust 0.429 0.412 
Purchase Intention 0.485 0.465 

Source: Primary data. Authors’ estimation using SmartPLS 4.0 

The Goodness of Fit (GoF) index, calculated as √(AVE × R²), reflects the overall 
explanatory power of the measurement and structural models combined. Using the 
average AVE (0.782) and average R² (0.457), the resulting GoF value is 0.597. This 
exceeds the threshold for a strong model, as suggested by Wetzels et al. (2009), 
indicating that the model exhibits high overall quality and explanatory relevance in 
capturing the relationships between latent constructs. 
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Table 7 

Goodness of Fit (GoF) Index 

Variable AVE R-Square 
Green Marketing 0.838 

 

Green Brand Image 0.762 
 

Green Perceived Quality 0.785 
 

Green Trust 0.787 0.429 
Purchase Intention 0.740 0.485 
Average 0.782 0.457 

Source: Primary data. Authors’ estimation using SmartPLS 4.0 

The direct effect analysis shows that Green Trust has the strongest influence on 
Purchase Intention (β = 0.420, p < 0.001), followed by Green Perceived Quality (β = 0.393, 
p = 0.002) and Green Brand Image (β = 0.337, p = 0.006). Interestingly, Green Marketing 
does not significantly impact Purchase Intention directly (β = 0.090, p = 0.956). These 
findings suggest that the effects of marketing initiatives may be more effectively 
transmitted through mediating constructs such as trust, rather than having a 
standalone influence on consumer intent. 

Table 8 

Direct Effect Results 

Path Path Coefficient T-Statistics P-Values 
Green Brand Image → Purchase Intention 0.337 2.777 0.006 
Green Perceived Quality → Purchase Intention 0.393 3.131 0.002 
Green Marketing → Purchase Intention 0.090 0.055 0.956 
Green Trust → Purchase Intention 0.420 4.278 0.000 

Source: Primary data. Authors’ estimation using SmartPLS 4.0 

The mediation analysis highlights the role of Green Trust as a significant 
intermediary in the relationship between the independent variables and Purchase 
Intention. Green Perceived Quality exhibits the strongest indirect effect via Green Trust 
(β = 0.193, p < 0.001), followed by Green Brand Image (β = 0.086, p = 0.044). Surprisingly, 
Green Marketing exerts a negative indirect effect (β = -0.086, p = 0.018), suggesting that 
marketing efforts perceived as inauthentic may erode trust and ultimately reduce 
purchase intentions. These results emphasize the critical role of consumer trust in 
mediating eco-conscious behavior among Generation Z. 

Table 9 

Indirect Effect (Mediation) Results 

Path Path 
Coefficient 

T-
Statistics 

P-
Values 

Green Brand Image → Green Trust → Purchase 
Intention 

0.086 2.013 0.044 

Green Perceived Quality → Green Trust → Purchase 
Intention 

0.193 3.484 0.000 
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Green Marketing → Green Trust → Purchase Intention -0.086 2.367 0.018 
Source: Primary data. Authors’ estimation using SmartPLS 4.0 

The mediation analysis highlights the role of Green Trust as a significant 
intermediary in the relationship between the independent variables and Purchase 
Intention. Green Perceived Quality exhibits the strongest indirect effect via Green Trust 
(β = 0.193, p < 0.001), followed by Green Brand Image (β = 0.086, p = 0.044). Surprisingly, 
Green Marketing exerts a negative indirect effect (β = -0.086, p = 0.018), suggesting that 
marketing efforts perceived as inauthentic may erode trust and ultimately reduce 
purchase intentions. These results emphasize the critical role of consumer trust in 
mediating eco-conscious behavior among Generation Z. 

DISCUSSION 

Influence of Green Marketing on Purchase Intention 
The findings of this study reveal that Green Marketing does not have a statistically 
significant influence on Generation Z's purchase intention toward environmentally 
friendly cosmetics in Kudus. With a T-statistic of 0.055 and a P-value of 0.956, the 
hypothesis asserting a positive relationship between Green Marketing and Purchase 
Intention is rejected. This suggests that promotional strategies alone are insufficient to 
drive purchase behavior among Gen Z consumers in this context. Rather than being 
persuaded by sustainability messaging, these consumers appear to require evidence 
of substantive actions—such as product quality, trustworthy practices, and strong 
brand image—before forming purchase intentions. 

These findings align with previous studies that similarly question the standalone 
effectiveness of green marketing. For example, Setiagraha et al. (2023) found that 
Green Marketing did not exert a direct effect on consumer purchase decisions, 
suggesting that promotional messages must be accompanied by credible value 
propositions. Moreover, other research highlights price sensitivity as a more decisive 
factor (Dlamini & Mahowa, 2024; Testa et al., 2024), noting that the premium cost of 
eco-friendly cosmetics often deters purchase, regardless of marketing efforts. This 
suggests that consumer rationality and perceived economic value may override 
ethical appeals in purchasing decisions. 

Contrary evidence can be found in the work of Park et al. (2023), who demonstrated 
that Green Marketing attributes—including sustainability claims—positively affect 
Generation Z’s buying behavior, especially when aligned with brand quality and trust. 
However, these findings may be contextually bound to more urban or digitally 
integrated populations. In Kudus, where community trust and religious values play a 
prominent role, marketing messages are viewed more skeptically. Theoretically, this 
implies that the influence of Green Marketing is highly contingent upon sociocultural 
contexts and perceived authenticity. Practically, it emphasizes the need for firms to 
embed sustainability within product performance and community engagement, rather 
than relying solely on promotional claims. 
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Influence of Green Brand Image on Purchase Intention 
The present study finds that Green Brand Image exerts a statistically significant and 
positive influence on Generation Z’s Purchase Intention toward environmentally friendly 
cosmetics in Kudus. The analysis using Smart-PLS version 4 shows a T-statistic of 2.777 
and a P-value of 0.006, surpassing the accepted thresholds for significance. These 
findings suggest that a favorable perception of a brand’s environmental commitment 
significantly enhances consumers’ willingness to purchase eco-friendly cosmetic 
products. In the context of Theory of Planned Behavior (TPB), this reflects the formation 
of positive attitudes and subjective norms that guide Generation Z’s intention to align 
their consumption with their sustainability values. 

These results are consistent with several previous studies, notably Majeed et al. 
(2022), who established that Green Brand Image serves as a vital mediator between 
green marketing practices and consumer intentions. Likewise, Wong (2023) 
emphasized that sustainability initiatives contribute meaningfully to brand image and 
positively affect purchasing decisions. Research by Yuszana & Tunjungsari (2024) also 
demonstrated that a strengthened brand image—particularly in digital contexts—
elevates Generation Z’s purchase intention. Collectively, these findings affirm that 
consumers, especially younger demographics, are not merely influenced by product 
features but by perceived brand values and environmental ethics embedded in the 
brand image. 

While no major contradictory findings were identified, complementary studies such 
as those by Amallia et al. (2022) further reinforce the current study’s conclusions by 
emphasizing that green advertising plays a pivotal role in shaping brand image, which 
in turn influences purchase intention. Theoretically, this research supports the TPB 
framework by confirming that consumer behavior is shaped by attitudinal and 
normative beliefs grounded in brand perception. Practically, it underscores the 
importance for firms to invest in authentic, transparent sustainability branding to 
cultivate stronger emotional and moral resonance with Generation Z. In the 
sociocultural context of Kudus, where moral identity and environmental consciousness 
intersect, Green Brand Image emerges as a powerful strategic asset. 

Influence of Green Perceived Quality on Purchase Intention 
The findings of this study indicate a statistically significant and positive relationship 
between Green Perceived Quality and Generation Z’s Purchase Intention toward 
environmentally friendly cosmetics in Kudus. With a T-statistic of 3.131 and a P-value of 
0.002, the data affirm that consumers’ perception of quality—particularly in terms of 
environmental sustainability—has a meaningful influence on their intention to 
purchase. In line with the Theory of Planned Behavior (TPB), Green Perceived Quality 
functions as both an attitudinal and behavioral control factor, shaping consumers’ 
confidence in the product and their intention to engage in sustainable consumption. 
For Generation Z in Kudus, perceived quality encompasses not only product safety and 
functionality but also alignment with Islamic ethical values and environmental 
principles. 
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This result is strongly corroborated by prior studies, such as those by Suhaily et al. 
(2020) and Vania & Ruslim (2023), which confirm that the higher the perceived quality 
of environmentally friendly products, the stronger the purchase intention. Sherina & 
Selamat (2023) also affirm the pivotal role of product quality in influencing Generation 
Z’s selective purchase behavior, highlighting that trust in green attributes such as 
biodegradable packaging or natural ingredients fosters stronger buying inclinations. 
Hudayah et al. (2023) further emphasize that environmental concern moderates this 
relationship, suggesting that perceived quality is especially potent among consumers 
already attuned to ecological values. 

Contradictory evidence to this relationship is largely absent in the literature, which 
consistently supports the centrality of Green Perceived Quality in shaping eco-
conscious purchasing behavior. Additional reinforcement is provided by Zhuang et al. 
(2021) through a meta-analysis confirming the effect of perceived green quality on 
purchase intention. Theoretically, this study strengthens the TPB framework by 
validating perceived quality as a key driver of positive attitude and behavioral control. 
Practically, it underscores the necessity for marketers to communicate product quality 
transparently—emphasizing environmental benefits, halal certification, and user 
safety—to meet the specific expectations of Generation Z in religious and culturally 
aware communities like Kudus. 

Influence of Green Marketing on Purchase Intention with Green Trust as Mediator 
The findings of this study reveal that Green Marketing significantly influences 
Generation Z’s Purchase Intention toward environmentally friendly cosmetics through 
the mediating role of Green Trust. With a T-statistic of 2.367 and a P-value of 0.018, the 
data demonstrate that marketing strategies emphasizing sustainability—such as eco-
conscious packaging and natural ingredients—are effective in stimulating purchase 
intention only when they first succeed in building consumer trust. Within the Theory of 
Planned Behavior (TPB) framework, Green Trust reflects a positive attitudinal formation, 
while Green Marketing represents subjective norms. However, in Kudus, where trust is 
often grounded in communal and familial endorsement, formal marketing messages 
may fail to create immediate trust without informal social reinforcement. 

This result is supported by research from Magfiroh & Vania (2024), who assert that 
Green Marketing's impact on purchase intention is strengthened through the mediation 
of Green Trust. Similarly, Bautista et al. (2023) and Riva et al. (2022) emphasize that trust 
is a critical intermediary, particularly in contexts where consumers are wary of 
greenwashing. Aldaihani et al. (2024) further support these conclusions, showing that 
digital and influencer-based strategies that foster authenticity are more effective at 
developing Green Trust, especially among Generation Z. These findings confirm that 
consistent, transparent communication about sustainable values plays a central role 
in shaping consumer behavior in the green cosmetics market. 

While no studies in the current literature directly contradict these findings, many 
highlight that the formation of Green Trust is complex and context-dependent. For 
instance, Kazançoğlu et al. (2024) warn that misinformation or insincere claims can 
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erode trust, weakening Green Marketing’s efficacy. Theoretically, this study contributes 
to expanding the TPB framework by highlighting the mediating role of trust as a bridge 
between subjective norms and behavioral intention. Practically, marketers targeting 
Generation Z in culturally communal settings like Kudus must go beyond formal 
advertising—leveraging peer recommendations, community validation, and 
transparency—to effectively nurture Green Trust and, by extension, sustainable 
purchasing behavior. 

Influence of Green Brand Image on Purchase Intention with Green Trust as 
Mediator 
The present study reveals that Green Brand Image significantly influences Generation 
Z's Purchase Intention toward environmentally friendly cosmetics through the 
mediation of Green Trust. With a T-statistic of 2.013 and a P-value of 0.044, the results 
indicate that a brand's environmentally conscious image not only cultivates favorable 
consumer attitudes but also fosters trust—an essential precursor to purchase intention. 
Within the framework of the Theory of Planned Behavior (TPB), Green Brand Image 
functions as an attitudinal component, and its effectiveness in shaping intention 
depends on the presence of Green Trust as a mediating construct. Among Gen Z 
consumers in Kudus, brand credibility and alignment with personal values, such as 
ethical or religious standards, play a critical role in translating perception into behavior. 

These findings are consistent with prior research, notably Magfiroh & Vania (2024), 
who emphasize that Green Trust mediates the effect of Green Brand Image on 
purchase intention in the cosmetics sector. Karmakar et al. (2023) similarly show that 
positive brand perception enhances trust in product quality, which subsequently drives 
environmentally conscious purchasing decisions. Additionally, Saut & Saing (2021) 
highlight that transparent communication on sustainable practices can strengthen 
brand image and build trust among Generation Z consumers. The influence of digital 
platforms is further supported by Sun and Xing (2022), who found that social media 
interactions positively affect both brand perception and trust, enhancing the intention 
to purchase green products. 

No contradictory findings were identified in the literature; instead, multiple studies 
reinforce the centrality of Green Brand Image and Green Trust in influencing consumer 
behavior. This convergence suggests key theoretical and practical implications. 
Theoretically, the study expands TPB by emphasizing trust as a critical bridge between 
attitude formation and intention realization. Practically, brands targeting Gen Z should 
prioritize authentic, value-driven brand narratives that align with the ethical and 
environmental ideals of this cohort. Particularly in communities like Kudus, where 
communal values and religiosity shape consumer identity, cultivating trust through 
culturally aligned branding can effectively amplify green purchase behaviors. 
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Influence of Green Perceived Quality on Purchase Intention with Green Trust as 
Mediator 
The findings of this study demonstrate a significant positive influence of Green 
Perceived Quality on Generation Z’s Purchase Intention toward environmentally friendly 
cosmetics, mediated by Green Trust. With a T-statistic of 3.484 and a P-value of 0.000, 
the mediation model confirms that consumers' positive evaluations of environmental 
product attributes—such as halal certification, sustainable ingredients, and eco-safe 
packaging—strengthen trust in the brand, which in turn increases the likelihood of 
purchase. Within the Theory of Planned Behavior (TPB) framework, both Green Perceived 
Quality and Green Trust serve as key antecedents for shaping favorable consumer 
attitudes, which ultimately form the behavioral intention to engage in green 
consumption. 

Supporting these results, Humairoh et al. (2023) and Liu et al. (2024) emphasize that 
the perception of quality is not sufficient in isolation; rather, it must be complemented 
by trust to drive actual purchase decisions among Gen Z. Magfiroh & Vania (2024) also 
confirm the mediating role of trust in translating product attributes into consumer 
behavior. Meanwhile, Borah et al. (2024) and Riva et al. (2022) underscore that 
transparent and reliable environmental claims—especially in the face of greenwashing 
concerns—are essential to foster trust and stimulate green purchase behavior. These 
findings are particularly relevant for young, values-driven consumers, such as those in 
Kudus, who are highly attentive to ethical consumption indicators like ingredient 
transparency and halal certification. 

No conflicting studies have been identified; instead, the extant literature collectively 
reinforces the critical role of Green Trust in enhancing the impact of Green Perceived 
Quality on purchase behavior. Theoretically, this study advances the TPB by 
demonstrating how trust operates as a mediator that strengthens the attitudinal link 
between perceived product quality and intention. Practically, brands targeting 
Generation Z must prioritize not only delivering high-quality green products but also 
cultivating consumer trust through authentic, transparent communication. Especially 
in culturally embedded markets such as Kudus, aligning product quality with religious 
and ethical standards can significantly elevate consumer confidence and purchasing 
decisions. 

Influence of Green Trust on Purchase Intention 
The findings of this study affirm that green trust plays a significant mediating role in 
shaping Generation Z’s purchase intention toward environmentally friendly cosmetics. 
With a T-statistic of 4.278 and a P-value of 0.000, green trust emerges as a crucial 
determinant that bridges the gap between sustainability claims and actual consumer 
behavior. The results indicate that Generation Z in Kudus is more likely to form positive 
purchase intentions when they genuinely trust the brand's commitment to 
environmental values. Within the Theory of Planned Behavior (TPB), green trust 
contributes to shaping attitudes, enhancing perceived behavioral control, and 
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reinforcing subjective norms, making it essential for translating environmental 
awareness into consumer action. 

These findings are corroborated by numerous studies that highlight the centrality 
of green trust in sustainable consumption. Duong (2024) confirms that trust mediates 
the link between consumer attitudes and green purchase behavior, especially among 
younger consumers who demand authenticity. Magfiroh and Vania (2024) also 
demonstrate that effective green marketing must foster trust to drive purchase 
decisions. Similarly, Kazançoğlu et al. (2024) and Aldaihani et al. (2024) stress that 
transparency and consistency in communication are necessary to cultivate trust, 
particularly in combating the detrimental effects of greenwashing. These studies 
collectively emphasize that green trust is not merely an outcome but a strategic asset 
that shapes consumer intent. 

Contradictory findings are minimal in the literature, which predominantly supports 
the mediating role of green trust. Theoretical implications suggest that trust serves as 
a vital psychological mechanism that underpins sustainable consumer behavior, 
extending the TPB by reinforcing attitudinal and normative dimensions. Practically, 
brands must focus on long-term trust-building strategies rooted in product 
transparency, ethical certifications, and consistent value alignment with consumer 
expectations. For markets like Kudus, where religious and moral integrity shape 
purchasing behavior, green trust becomes not just a marketing tool but a prerequisite 
for social acceptance and brand endorsement within peer networks. 

Islamic Economic Perspectives on Purchase Intention of Eco-Friendly Cosmetics 
among Gen Z in Kudus 
The findings from this study underscore that Generation Z in Kudus demonstrates a high 
level of purchase intention toward eco-friendly cosmetics when those products align 
with Islamic economic principles, particularly those related to khilafah (stewardship), 
ethical conduct, and social responsibility. The integration of environmental values with 
Islamic teachings reinforces purchasing decisions, as young consumers perceive eco-
conscious consumption as an expression of faith. This is consistent with the assertions 
by Mayvita & Rifani (2024), who emphasize that Muslim entrepreneurs, driven by moral 
obligation, embed environmental considerations in marketing and product 
development as part of their Islamic duty. 

The concept of green trust plays a vital mediating role in driving purchase 
intentions among Gen Z. From an Islamic economic viewpoint, trust is not only a 
transactional virtue but also a moral imperative. When brands transparently uphold 
environmental claims and comply with halal standards, they enhance their credibility 
and consumer confidence (Alotaibi & Abbas, 2022). This moral trustworthiness is 
essential in fostering long-term relationships with ethically minded Muslim consumers, 
especially in a demographic influenced by both digital narratives and spiritual 
awareness (Liu & Lai, 2021). For Gen Z in Kudus, green trust bridges the cognitive gap 
between religious identity and environmental action. 
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Furthermore, this study highlights the growing importance of green perceived 
quality and Islamic branding in influencing Gen Z’s intention to buy eco-friendly 
cosmetics. Consistent with the work of Rusydiana et al. (2022) and Tuna & Çevik (2024), 
consumers equate Islamic labeling and environmental sustainability with higher 
product integrity. Green perceived quality, when rooted in Islamic values, promotes the 
belief that such products are both efficacious and spiritually compliant. In Kudus, where 
brand reputation and religious consistency are highly regarded, cosmetic products 
that fulfill both aesthetic and ethical expectations are more likely to succeed in 
attracting consumer loyalty. 

Digital engagement also contributes to this phenomenon. As digital natives, Gen Z 
in Kudus relies heavily on social media and peer networks to assess product 
authenticity and compliance with Islamic ethics (Lutfi & Prihatiningrum, 2023). The 
integration of Islamic finance instruments like green sukuk and ethical marketing 
strategies provides not only infrastructure for sustainable growth but also a financial 
narrative that resonates with the Islamic lifestyle (Affandi & Rahmawati, 2023). Brands 
that align their promotional messages with Islamic environmental values can foster 
both material and moral satisfaction, meeting Gen Z's expectations for transparency, 
eco-consciousness, and religiosity. 

Theoretically, this study reinforces the relevance of Islamic economic principles in 
shaping consumer behavior, particularly in environmentally sensitive markets. It 
expands the discourse on ethical consumption by illustrating how green marketing, 
brand trust, and perceived quality—when informed by Islamic teachings—act as 
decisive factors in purchase intention. Practically, these findings urge marketers, Islamic 
financial institutions, and policymakers to adopt integrated models that promote 
sustainability within a halal framework. For emerging markets like Kudus, embedding 
Islamic ethics in environmental product strategies not only enhances market appeal 
but also advances broader goals of sustainable development in Muslim communities. 

CONCLUSION 

This study explores the influence of Islamic economic values on the purchase intentions 
of eco-friendly cosmetics among Generation Z in Kudus, Indonesia. The research 
focuses on key constructs such as green marketing, green brand image, green 
perceived quality, and green trust, contextualized within the Islamic ethical framework. 
The findings indicate that green trust serves as a significant mediating factor, 
reinforcing the relationship between marketing strategies and purchasing intentions. 
Generation Z in Kudus, known for its digital nativity and environmental consciousness, 
exhibits a strong preference for products that align not only with ecological values but 
also with Islamic principles such as stewardship (khilafah), ethical responsibility, and 
halal integrity. 

The study confirms that Islamic economic thought, when integrated into marketing 
communication and branding strategies, enhances consumer confidence and 
purchase decisions. This is especially pertinent in a socio-religious context like Kudus, 
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where Islamic identity and environmental awareness intersect meaningfully. Brands 
that successfully embody Islamic ethics through transparent environmental claims 
and consistent halal compliance are more likely to foster green trust and drive 
sustainable consumer behavior. The results support the broader theoretical assertion 
that ethical consumption in Muslim societies is not merely a functional decision but a 
moral one, deeply rooted in values and beliefs. 

Furthermore, the study enriches existing literature by positioning green trust as both 
a psychological and spiritual construct in the Islamic economic paradigm. It 
demonstrates that consumer trust can be cultivated through authenticity in brand 
values, which resonates with Generation Z’s demand for ethical and environmentally 
responsible consumption. Overall, this research provides empirical evidence that the 
integration of Islamic economic values into sustainability marketing is not only viable 
but essential in targeting faith-driven markets. By linking Islamic principles to 
sustainability-driven marketing and branding practices, this study offers a novel 
framework for understanding eco-conscious consumerism in Muslim-majority 
contexts, underscoring the broader economic and social significance of faith-based 
environmental behavior. 

Limitation of the Study 
Despite its meaningful findings, this study is subject to several limitations that should 
be acknowledged. First, the research is geographically confined to Kudus, Indonesia—a 
region characterized by a strong Islamic cultural identity and local market dynamics 
that may not be fully representative of broader Muslim populations either nationally or 
internationally. Thus, the generalizability of the findings to other regions with different 
sociocultural or religious intensities may be limited. Second, the study primarily utilizes 
self-reported data collected through surveys, which can be susceptible to response 
bias, especially concerning socially desirable answers aligned with environmental and 
religious values. This methodological limitation may influence the accuracy of the 
relationships measured among the variables. 

Third, the study adopts a cross-sectional design, capturing consumer behavior at 
a single point in time. Consequently, it does not account for potential shifts in attitudes, 
perceptions, or intentions over time, particularly in a rapidly evolving digital and 
environmental landscape. Lastly, the theoretical framework, while rooted in Islamic 
economic perspectives, could benefit from incorporating broader multidisciplinary 
perspectives such as behavioral economics or sociology to offer a more 
comprehensive understanding of Generation Z’s purchasing decisions. Acknowledging 
these limitations provides a foundation for interpreting the findings cautiously and 
offers direction for enhancing future empirical efforts. 

Recommendations for Future Research 
To build upon the findings of this study, future research should consider a broader and 
more diverse geographic scope beyond Kudus to validate the generalizability of the 
results across various Muslim-majority regions. Comparative studies between urban 
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and rural contexts or among regions with differing levels of religious adherence would 
provide deeper insights into the contextual influence of Islamic values on green 
purchasing behavior. Future research could also benefit from adopting longitudinal 
designs to examine changes in attitudes and behaviors over time, particularly in light 
of evolving environmental policies, Islamic branding strategies, or generational shifts in 
religious engagement. This would offer a dynamic perspective on how trust, ethics, and 
environmental awareness interact over time in shaping consumer preferences. 

Moreover, the incorporation of qualitative methods such as focus groups or in-
depth interviews may enrich the understanding of nuanced motivations behind eco-
friendly purchases among Generation Z. Such approaches could reveal the underlying 
emotional, cultural, and religious dimensions that are not easily captured through 
quantitative instruments alone. Lastly, future studies could explore the integration of 
Islamic fintech or green sukuk as mechanisms for financing and promoting sustainable 
consumer goods, expanding the conversation to include institutional roles in shaping 
ethical consumption. This would allow scholars to explore the convergence of Islamic 
finance, sustainability, and youth consumerism in greater depth, potentially leading to 
innovative policy and marketing frameworks grounded in Islamic economic thought. 
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