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Abstract:  

This study investigates the factors influencing the willingness of low-income women in 

the B40 category in Malaysia who purchase green skincare products. This study focuses 

on affordability, environmental awareness, trust, and perceived value within the 

framework of the Theory of Planned Behavior. A quantitative research design was 

employed, and data were analyzed using Structural Equation Modeling to examine both 

direct and mediated relationships. The findings reveal that affordability and awareness 

alone do not directly predict willingness to purchase but exert significant influence when 

channeled through perceived value. Trust emerges as a distinct and powerful driver, 

exerting a direct impact on willingness to purchase without relying on value perceptions. 

Perceived value is identified as the strongest predictor of purchase intention and fully 

mediates the effects of affordability and awareness, bridging the well-documented 

attitude–behavior gap in green consumption. This research contributes to theory by 

clarifying the interplay between economic, psychological, and relational factors shaping 

green purchasing behavior and resolving inconsistencies in previous studies regarding 

the roles of price sensitivity, awareness, and trust. Practically, the study offers actionable 

insights for marketers and policymakers by highlighting the importance of fair pricing, 

transparent communication, and trust-building strategies to strengthen consumer 

confidence and promote sustainable consumption among price-sensitive segments. 
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1. Introduction 

 

Understanding the dynamics of affordability, awareness, and trust is crucial, especially 

when considering the unique challenges faced by low-income women in Malaysia. 

Research indicates that while there is a growing environmental consciousness among 

consumers, the perception that green skincare products are more expensive often deters 

potential buyers from making eco-friendly choices (Nazri et al., 2024). This highlights the 

need for targeted educational campaigns that not only promote the benefits of green 

products but also address misconceptions about their cost-effectiveness (Barbarossa & 

Pastore, 2015). Furthermore, enhancing trust through transparent marketing and 

community engagement can significantly influence purchase intentions, as consumers 

are more likely to invest in products that align with their values and offer perceived value 

(Mamun et al., 2020). Ultimately, bridging the gap between awareness and purchasing 

behaviour among this demographic could foster a more sustainable market for green 

skincare products (Suphasomboon & Vassanadumrongdee, 2022). By addressing these 

factors, stakeholders can help empower low-income women to make informed choices 

that benefit both their health and the environment. This approach not only supports 

individual well-being but also contributes to the broader goal of promoting sustainable 

consumption practices within the community. This research underscores the importance 

of understanding how affordability, awareness, and trust interact to influence the 

willingness to purchase green skincare products among low-income women in Malaysia. 

Promoting green skincare products effectively requires a comprehensive strategy that 

considers the unique socio-economic challenges faced by this demographic (Chin et al., 

2018). 

 

1.1 Research Problem Statement 

Sustainability has become a focal point of marketing and consumer behavior research. 

But the willingness to purchase green skincare products continues to lag, particularly 

among low-income women in Malaysia. Past studies have highlighted affordability, 

awareness, and trust as central factors influencing purchase decisions, but the findings 

are inconclusive. Some research argues that affordability encourages purchase intention 

by making products more accessible, whereas other studies contend that consumers are 

willing to pay higher prices for green alternatives if they perceive them as offering 

superior quality or value (Tran et al., 2022; Rahman et al., 2022). This inconsistency raises 

an important question: whether affordability directly stimulates purchase intention, or 

does it only do so when it elevates perceived value. 

 Environmental awareness presents a similar aenigma. While it is frequently 

shown to positively influence green purchase behavior, there is also evidence that 

increased awareness may lead to greater skepticism when consumers encounter 

greenwashing, thereby reducing their willingness to purchase (Urbanski & ul Haque, 

2020; Volschenk et al., 2022). This suggests that awareness may require the reinforcement 
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of perceived value to be converted into actual purchasing behavior, a notion supported 

by the (TPB) Theory of Planned Behavior (Ajzen, 1991), which theorizes that attitudes 

and perceived control must translate into intention before behavior occurs. 

 Trust further complicates this understanding. Although prior research indicates 

that trust enhances green purchase intention and can mediate the effect of brand image 

and quality (Azizi & Kalantari, 2024; Noor et al., 2025), other studies find no significant 

mediation through perceived value, implying that trust might function as an 

independent driver (Herawati et al., 2022; Pertiwi et al., 2024). These inconsistencies 

indicate a critical research gap where the combined effect of affordability, awareness, and 

trust on purchase intention has not been tested within a single integrated model, nor has 

the mediating role of perceived value been fully examined. 

 Addressing this gap is vital for both theory and practice. From a theoretical 

standpoint, this study deepens the application of the TPB by clarifying whether perceived 

value serves as the mechanism that converts affordability and awareness into intention, 

and whether trust operates within or outside this pathway. From a practical perspective, 

the findings will assist marketers, sustainability advocates, and policymakers in 

designing targeted interventions such as fair pricing strategies, awareness-building 

campaigns, and trust-enhancing communication. This can then transform environmental 

concern into purchase behavior among economically constrained consumer groups. 

 

1.2 Research Questions 

RQ1: Is there a significant relationship between affordability and women’s willingness 

to purchase green skincare products? 

RQ2: Is there a significant relationship between awareness and women’s willingness to 

purchase green skincare products? 

RQ3: Is there a significant relationship between trust and women’s willingness to 

purchase green skincare products? 

RQ4: Is there a significant relationship between affordability and perceived value? 

RQ5: Is there a significant relationship between awareness and perceived value? 

RQ6: Is there a significant relationship between trust and perceived value? 

RQ7: Is there a significant relationship between perceived value and women’s 

willingness to purchase green skincare products? 

RQ8: Is there a significant mediating effect of perceived value between affordability and 

women’s willingness to purchase green skincare products? 

RQ9: Is there a significant mediating effect of perceived value between awareness and 

women’s willingness to purchase green skincare products? 

RQ10: Is there a significant mediating effect of perceived value between trust and 

women’s willingness to purchase green skincare products? 
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1.3 Research Objectives 

RO1: To examine if there is a significant relationship between affordability and women’s 

willingness to purchase green skincare products. 

RO2: To examine if there is a significant relationship between awareness and women’s 

willingness to purchase green skincare products. 

RO3: To examine if there is a significant relationship between trust and women’s 

willingness to purchase green skincare products. 

RO4: To examine if there is a significant relationship between affordability and perceived 

value. 

RO5: To examine if there is a significant relationship between awareness and perceived 

value. 

RO6: To examine if there is a significant relationship between trust and perceived value. 

RO7: To examine if there is a significant relationship between perceived value and 

women’s willingness to purchase green skincare products. 

RO8: To examine if there is a significant mediating effect of perceived value between 

affordability and women’s willingness to purchase green skincare products. 

RO9: To examine if there is a significant mediating effect of perceived value between 

awareness and women’s willingness to purchase green skincare products. 

RO10: To examine if there is a significant mediating effect of perceived value between 

trust and women’s willingness to purchase green skincare products. 

 

2. Literature Review  

 

The following sections provide the underpinning theory, literature review and 

hypothesis development. 

 

2.1 Underpinning Theory 

This research will employ the theory of planned behaviour (TPB) developed by (Ajzen, 

1991), which will be applied to the investigation of low-green skincare product purchases 

among B40 women in Malaysia. TPB is known for its robustness in understanding the 

purchasing behaviour of customers. Ajzen (1991) suggests three independent 

determinants, which are attitude, subjective norm, and perceived behaviour. Even if 

there are only three determinants suggested by (Ajzen, 1991), it was confirmed by (Kim 

& Han, 2010) as the best in understanding consumer purchasing behaviour. Regardless 

of other determinants that are available as suggested by (Rani, 2014; Slaba, 2020), the 

paper will need to get accurate data focusing on consumer purchasing behaviour that 

leads to low purchases of green skincare products. Hence, employing TPB by (Ajzen, 

1991) would help to reach this objective. 
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2.2 Women’s Willingness to Purchase Green Skin Care Products 

Women's willingness to purchase green skin care products is influenced by their 

attitudes, awareness, social norms, and perceived benefits, with factors like price, trust, 

and product knowledge playing significant roles (Lin et al., 2018). A growing awareness 

of health and environmental issues drives a desire for natural and sustainable products, 

though a lack of clear information and high prices can hinder purchase intent (Ghazali et 

al., 2017). To enhance women's willingness to purchase green skincare products, 

companies should focus on improving product transparency and offering competitive 

pricing. This approach aligns with (Green Cosmetics, 2023) findings that emphasize the 

importance of environmental awareness and lifestyle in influencing purchase intentions 

for green cosmetics. Additionally, (Green Cosmetics, 2023) discovered that improving 

brand trust and providing clear certification labels can further enhance consumer 

confidence and willingness to buy green skincare products. Moreover, companies should 

engage in effective marketing strategies that highlight the benefits of green products to 

address consumers' health concerns and ethical considerations. Research by (Kazançoğlu 

& Köse, 2024) indicates that addressing consumer skepticism and enhancing emotional 

value are crucial for increasing the adoption of green skincare products among women. 

Ultimately, fostering a deeper understanding of the environmental impact of products 

can significantly enhance women's commitment to purchasing green skincare items. 

Furthermore, (Hazra et al., 2024) affirms that brands must also leverage social media to 

effectively communicate their sustainability efforts and engage consumers in meaningful 

dialogues about green skincare products. This strategy not only builds trust but also 

aligns with the growing consumer demand for transparency and authenticity in the 

beauty industry. Likewise, a study by (Christian et al., 2024) shows that women’s 

perceptions of their ability to contribute positively to the environment are significant 

predictors of their purchasing decisions regarding green skincare products. Therefore, 

companies should prioritize building strong relationships with consumers through 

transparent communication and community engagement to foster a culture of 

sustainability in the beauty industry. This approach can lead to increased consumer 

loyalty and a more sustainable market for green skincare products, eventually benefiting 

both the environment and the beauty industry. Moreover, understanding the barriers 

women face, such as affordability, perceived awareness, trust, and product quality, can 

help companies tailor their offerings to better meet women’s needs and enhance 

purchasing behavior. This tailored approach can significantly influence women's 

purchasing behavior, as it addresses their specific concerns while promoting the benefits 

of green skincare products. 

 

2.3 The Relationship Between Affordability and Willingness to Purchase Green 

Skincare Products 

The growing consciousness of environmental sustainability has significantly influenced 

consumer behavior across various sectors, including the skincare industry (Lavuri et al., 
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2022; Green Cosmetics, 2023). As consumers become increasingly conscious of the 

ecological impact of their purchasing decisions, the demand for green skincare products 

has surged (Das, 2022).  

 Affordability has been widely studied in relation to green skincare purchasing, 

though findings remain mixed. Several studies highlight its positive role, showing that 

accessible pricing increases willingness to purchase and enhances perceived value, 

particularly when combined with environmental awareness and brand experiences (Tran 

et al., 2022; Rahman et al., 2022; Priyanidewi & Hadi, 2025; Layna & Hidayat, 2023). 

Therefore, affordability acts as both a direct driver and a catalyst for loyalty and 

willingness to pay. Conversely, other research suggests its influence may be limited. In 

Pakistan, consumers prioritized product quality, eco-awareness, and social influence 

over affordability, indicating a willingness to pay premium prices for organic cosmetics 

(Shah et al., 2024). Similarly, in Jakarta, affordability and availability showed no 

significant effect, with environmental attitudes and subjective norms proving more 

decisive (Ruslim et al., 2022). These contrasting outcomes suggest that affordability’s 

impact is highly context-dependent, varying with cultural values, consumer priorities, 

and market conditions. These dissimilarities in findings reveal a gap in the literature, 

which led to the formation of hypothesis H1. 

H1: There is a significant relationship between affordability and willingness to purchase 

green skincare products. 

 

2.4 The Relationship Between Awareness and Willingness to Purchase Green Skincare 

Products 

Awareness is often identified as a key driver of willingness to purchase green skincare 

products, though its influence is mixed. Studies show that higher awareness enhances 

purchase intention by reinforcing attitudes, perceived value, and trust in eco-friendly 

brands (Wang et al., 2022; Najm et al., 2023). Research in Jakarta found environmental 

concern and perceived behavioral control increased purchase intention and actual 

behavior (Ruslim et al., 2022), while other work highlighted links between awareness, 

health consciousness, and ecological motives in promoting green consumption (Iqbal et 

al., 2021; Lius & Salim, 2024). Awareness also reshaped sustainable buying patterns 

during the COVID-19 pandemic (Gu et al., 2021) and influenced halal-green purchasing 

among Muslim Gen Z (Irfany et al., 2023). 

 Conversely, awareness can discourage purchases when linked to greenwashing or 

purchasing barriers. Awareness of deceptive claims reduces willingness to buy 

sustainable products and leads to a “greenwash penalty” where consumers punish 

misleading brands (Urbański & ul Haque, 2020; Volschenk et al., 2022). High 

sustainability awareness may also weaken perceived control over purchasing, lowering 

intention to act (Shang et al., 2024), while perceptions of greenwashing damage brand 

image and word-of-mouth (Raihana & Purwanegara, 2023). 
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 Therefore, awareness can both motivate and deter green purchases, depending on 

whether it builds trust and value or triggers skepticism and perceived barriers. Hence, 

these variances in previous studies reveal a gap in the literature, which led to the 

development of hypothesis H2. 

H2: There is a significant relationship between awareness and willingness to purchase 

green skincare products. 

 

2.5 The Relationship Between Trust and Willingness to Purchase Green Skincare 

Products 

Trust is widely recognized as an important factor shaping green skincare purchasing 

behavior, though evidence remains mixed. Many studies confirm its positive role, 

showing that consumer and influencer reviews enhance purchase intention when trust is 

present, with trust acting both as a direct driver and a moderator (Putri & Kuswati, 2025; 

Senalasari et al., 2025). Green trust also mediates the influence of brand image and 

perceived quality on willingness to purchase, particularly among younger consumers, 

while eco-label knowledge has been shown to strengthen trust and, in turn, raise 

purchase intention (Noor et al., 2025; Hidayah et al., 2023). These findings suggest that 

trust not only predicts willingness directly but also amplifies the effects of reviews, eco-

labels, and brand perceptions. 

 In contrast, some studies report that trust exerts only an indirect effect. Research 

in China found that trust influenced willingness to purchase green cosmetics through 

attitudes and brand equity, rather than directly (Zhai et al., 2022). Similarly, studies in 

Indonesia revealed that green trust had no significant impact on cosmetic purchasing 

decisions, where product safety, environmental preservation, and green advertising were 

stronger predictors (Herawati et al., 2022). Another case study on The Body Shop 

consumers showed that while green marketing enhanced trust, this trust did not translate 

into higher purchase intentions, likely due to insufficient environmental awareness 

among buyers (Pertiwi et al., 2024). 

 Therefore, past studies show that trust can be both a decisive driver and a limited 

factor, depending on perspective. Its influence appears strongest when paired with 

credible factors such as eco-labels, brand image, and authentic reviews, but weaker when 

consumer awareness is low or when other factors like safety and advertising dominate 

decision-making. These differences in previous findings reveal a gap in the literature, 

which led to the formation of hypothesis H3. 

H3: There is a significant relationship between trust and willingness to purchase green 

skincare products. 

 

2.6 The Relationship Affordability and Perceived Value 

Affordability is closely tied to the perceived value of green skincare products, though its 

effects are not always consistent. Several studies confirm that affordable pricing enhances 

value perceptions and strengthens purchase intentions. Consumers often adapt their 
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behavior to pricing strategies by waiting for promotions or shifting to more affordable 

alternatives. This suggests that affordability directly shapes perceived value according to 

(Harahap & Hidayat, 2025). Green customer value and psychological benefits have also 

been found to mediate this link, making affordability a critical factor in driving purchase 

intentions (Sabani et al., 2024). Evidence from both Indonesian and international contexts 

highlights that price consciousness, brand positioning, and informative marketing 

improve perceived value, particularly when supported by environmental awareness and 

knowledge (Tsaabitah, 2022; Elvaretta & Roslina, 2025; Husna et al., 2024; Priyanidewi & 

Hadi, 2025). 

 On the contrary, other research emphasizes the challenges posed by price 

sensitivity. Studies in Malaysia and Bangladesh report that many consumers view green 

products as expensive, leading to diminished perceived value despite positive attitudes 

toward sustainability (Ur Rehman et al., 2022; Honey & Hossain, 2024). Similarly, 

research indicates that premium pricing can act as a barrier, with consumers questioning 

price fairness when costs are perceived as excessive (Dekhili & Achabou, 2013; Völker & 

Tachkov, 2013). While high prices may signal environmental quality, they risk 

undermining perceived value if not aligned with consumer expectations of fairness 

(Mahenc, 2007; Fan et al., 2019). These findings highlight a persistent attitude–behavior 

gap, where expressed willingness to pay does not always translate into action. 

 Hence, previous studies indicate that affordability enhances perceived value when 

unfair price premiums can reduce value perceptions and weaken purchase intentions. 

This duality underscores the need for balanced strategies that communicate both the 

environmental benefits and fairness of green product pricing. These conflicting previous 

findings reveal a gap in the literature, which guided the development of hypothesis H4. 

H4: There is a significant relationship between affordability and perceived value. 

 

2.7 The Relationship Between Awareness and Perceived Value 

Environmental awareness is frequently cited as a driver of perceived value, though 

evidence is mixed. Multiple studies report that heightened awareness strengthens 

consumers’ evaluation of green products, improving perceived benefits and ultimately 

encouraging purchase decisions (Royani & Imaningsih, 2024; Siagian et al., 2025). 

Research from Starbucks Indonesia showed that awareness and brand image positively 

influence perceived value, provided that higher prices are justified by clear 

environmental benefits (Zemafi & Haryono, 2024). Similar results from Lithuania, India, 

and Nepal suggest that younger consumers prioritize sustainability over price and 

respond favorably to eco-branding, transparency, and credible information, reinforcing 

value perceptions and purchase intent (Kisieliauskas & Jančaitis, 2022; Singh Bagga, 2025; 

Bhattarai, 2024). Collectively, these findings support the argument that promoting 

awareness enhances perceived value and justifies green product premiums when 

supported by strong brand image and communication strategies (Nittala & Moturu, 2021; 

Abbas et al., 2024). 
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 In contrast, several studies indicate that awareness does not always translate into 

higher perceived value. Study by (Han, 2021) identified that green image, knowledge, 

and value as the principal drivers of sustainable consumption, but not awareness. While 

(Uncu & ÖZKAN, 2024) shows that awareness, concern, and price have no significant 

indirect effect on purchase intention. Research in developing markets found that 

awareness levels were low and often overshadowed by price, availability, and 

functionality, leading to negligible attitudes and weak value perceptions toward green 

products (Goyal, 2015; Hamid, 2014). Additional studies by (Aprilia et al., 2022) highlight 

that health, hedonic, and environmental values, but not awareness that shape attitudes 

toward green skincare purchases, and that social value, as a component of awareness, 

can even negatively influence purchase intention in certain contexts (Ma et al., 2018). 

These findings underscore a persistent awareness behavior gap, where awareness alone 

is insufficient to elevate perceived value without supporting indicators such as quality 

signals or credible branding (Kaur & Bhatia, 2018). 

 Thus, awareness can enhance perceived value when supported by branding, 

education, and transparent communication, but may not influence when consumers are 

skeptical, poorly informed, or prioritize functional attributes and price. These variances 

in previous outcomes reveal a gap in the literature, which steered to the creation of 

hypothesis H5. 

H5: There is a significant relationship between awareness and perceived value.  

 

2.8 The Relationship Between Trust and Perceived Value 

Trust is widely recognized as a key driver of perceived value, and it leads to purchase 

intention for green products. Multiple studies show that trust in green labeling, 

marketing, and brands enhances perceived value, which then strengthens satisfaction, 

loyalty, and purchase behavior (Braimah et al., 2022; Román-Augusto et al., 2023). Meta-

analytic evidence confirms that green trust, perceived value, and attitudes jointly predict 

purchase intention, while perceived risk weakens these effects (Zhuang et al., 2021). 

Research also highlights that trust acts as a mediator between green marketing and 

repurchase intention, fostering platform identification and positive word-of-mouth 

(Huang et al., 2023). Additionally, environmental knowledge has been found to 

strengthen the translation of trust into actual purchasing behavior. This highlights that 

informed consumers are better positioned to act on their trust (Li et al., 2025). 

 Conversely, trust can be undermined by negative perceptions, leading to a 

reduction in perceived value and lower purchase. According to (Guerreiro & Pacheco, 

2021) greenwashing perceptions erode consumer trust and weaken both perceived value 

and green word-of-mouth, which create barriers to purchase intention. Moreover, 

(Wahyoedi et al., 2023) mention that green trust may not significantly influence perceived 

value or purchase intention when consumer skepticism is high. Furthermore, 

(Lisnaningrum et al., 2020) elucidate that negative product experiences can diminish 

trust, lowering repurchase intentions. 
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 Thus, trust tends to elevate perceived value and strengthen purchase behavior 

when supported by credible branding, eco-labels, and transparent communication, but 

its effect can be weakened or reversed when greenwashing concerns or negative 

experiences dominate consumer perceptions. Therefore, these dissimilar views reveal a 

gap in the literature which guided the conception of hypothesis H6.  

H6: There is a significant relationship between trust and perceived value. 

 

2.9 The Relationship Between Perceived Value and Willingness to Purchase Green 

Skincare Products 

Perceived value is widely recognized as a key driver of willingness to purchase green 

skincare products, yet its effects are sometimes complex. Numerous studies confirm that 

higher perceived value enhances purchase intention, acting alongside attitudes, trust, 

and perceived behavioral control to translate environmental concerns into pro-

environmental behavior (Zhuang et al., 2021; Ruslim et al., 2022; Royani & Imaningsih, 

2024). Additionally, (Alzubaidi et al., 2021; Cao & Zhang, 2024; Kim & Lee, 2023) highlight 

that perceived consumer effectiveness, eco-label credibility, and sustainability amplify 

perceived value, which motivates consumers' actual purchase behavior. Likewise, (Najm 

et al., 2023) elucidates that attitudes often mediate this relationship, with factors like 

natural packaging design and product safety certification strengthening consumers’ 

intention to buy. These findings position perceived value as a central psychological 

mechanism that links green product attributes with consumers’ willingness to purchase. 

Contrasting studies, however, suggest that perceived value can also act as a barrier when 

it is low or negatively framed. Some research indicates that unfavorable value 

perceptions deter purchase intention, even when environmental concern is high, pointing 

to an attitude–behavior gap (Kanapathipillai et al., 2025; Wijekoon & Sabri, 2021). 

Evidence shows that materialism and mixed consumer preferences complicate the impact 

of perceived value, leading to inconsistent pro-environmental behaviors (Alzubaidi et al., 

2021). Other studies report that negative value perceptions or skepticism about premium 

pricing reduce willingness to purchase or pay more for green skincare products (Mamun 

et al., 2023; Royani & Imaningsih, 2024). 

 Hence, perceived value plays a dual role as it can strongly motivate purchase 

when aligned with attitudes, trust, and credible product attributes, but it can equally 

suppress willingness to purchase when value perceptions are weak, negative, or 

associated with unfair pricing. This highlights the importance of shaping value through 

transparent communication, credible eco-labels, and strategies that justify price 

premiums to bridge the intention–behavior gap. These disparities reveal a gap in the 

literature, which led to the realisation of hypothesis H7.  

H7: There is a significant relationship between perceived value and willingness to 

purchase green skincare products. 
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2.10 The Mediating Effect of Perceived Value Between Affordability and Willingness 

to Purchase Green Skincare Products 

Perceived value is widely recognized as a critical mediator linking affordability with 

willingness to purchase green products. Multiple studies confirm that affordability 

enhances perceived value, which subsequently drives purchase intention. Research by 

(Zhao & Chen, 2021) shows that both emotional and social benefits strengthen value 

perceptions, significantly predicting willingness to buy green housing and other 

sustainable products. Moreover, (Duong et al., 2021) found that perceived value can fully 

mediate this relationship, with cultural dimensions shaping its strength. Similar studies 

from India, Malaysia, and Indonesia demonstrate that affordability influences perceived 

value, which then drives willingness to pay for green buildings, eco-packaging, and 

green cosmetics, though price must be justified by clear benefits to avoid reducing value 

(Dutta et al., 2022; Mamun et al., 2023; Zemafi & Haryono, 2024; Yan et al., 2025). Further 

research by (Sheng-hong et al., 2024) highlights that reducing perceived greenwashing 

and effectively communicating sustainability claims enhances value perceptions and 

strengthens purchase intentions. 

 Conversely, some studies find no significant mediating effect of perceived value. 

Research on green tourism found that green product price and attributes did not 

significantly influence purchase intention, suggesting that perceived value failed to 

translate affordability into willingness to purchase (Rahayu et al., 2022). Additionally, 

(Hartanto et al., 2023) report that certain dimensions of value, such as social value, do not 

significantly affect purchase attitudes. Furthermore, (Zulfikar & Mayvita, 2018) 

discovered that trust and not perceived value is the primary driver of green product 

purchase intention. 

 Therefore, perceived value appears to be a key psychological mechanism when it 

is anchored in tangible benefits, clear brand communication, and credible pricing. 

However, its mediating effect weakens or disappears when value is poorly 

communicated, social value is weak, or consumers rely more heavily on trust than on 

price–benefit evaluations. These differences in past breakthroughs reveal a gap in the 

literature which guided the formation of hypothesis H8.  

H8: There is a significant mediating effect of perceived value between affordability and 

willingness to purchase green skincare products. 

 

2.11 The Mediating Effect of Perceived Value Between Awareness and Willingness to 

Purchase Green Skincare Products 

Perceived value is often identified as a significant mediator between awareness and 

willingness to purchase green skincare products. Several studies confirm that greater 

awareness enhances attitudes and perceived value, which then strengthens purchase 

intention. Research by (Shimul et al., 2021) highlights that consumer involvement 

magnifies this relationship, while perceived behavioral control and health consciousness 

show weaker effects. Similarly, studies in Malaysia and emerging markets show that 
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natural packaging cues, safety certifications, and green attitudes strengthen perceived 

value’s mediating effect, particularly when combined with high environmental 

knowledge (Najm et al., 2023; Lavuri et al., 2023). Moreover, (Sun & Xing, 2022) mention 

that social media information sharing has raised awareness and perceived value, thereby 

encouraging Generation Z consumers toward sustainable purchases. Additionally, 

(Sakshi & Naval, 2022) suggest that health and appearance awareness contribute 

meaningfully to value perceptions, even when general environmental concern is 

secondary. Likewise, studies by (Adil et al., 2024) emphasize that transparency and 

credibility are crucial, as trust in green marketing claims enhances the perceived value’s 

ability to translate awareness into purchase willingness  

 Contrarily, (Keelson & Johnson, 2021; Firdaus, 2023) report no mediating effect of 

perceived value. Their research indicates that awareness can influence purchase intention 

directly, bypassing perceived value entirely. Moreover, studies by (Kamalanon et al., 

2022) discovered that company image, rather than perceived value, mediates the 

relationship between awareness and intention to purchase. Similarly, (Royani & 

Imaningsih, 2024) found that environmental concern and altruistic values act as direct 

drivers of intention without the mediation of perceived value. Comparably, (Layna & 

Hidayat, 2023) highlight that brand love and loyalty play a stronger role than perceived 

value in motivating willingness to purchase. 

 Hence, perceived value can be a powerful mediator when awareness is paired 

with reliable products, trust, and involvement. However, the effect of perceived value 

diminishes when consumers act on awareness directly or rely more heavily on brand-

related emotional connections and company reputation. These variances in previous 

findings reveal a gap in the literature, which led to the realisation of hypothesis H9.  

H9: There is a significant mediating effect of perceived value between awareness and 

willingness to purchase green skincare products.  

 

2.12 The Mediating Effect of Perceived Value Between Trust and Willingness to 

Purchase Green Skincare Products 

Perceived value is frequently denoted as a significant mediator between trust and 

willingness to purchase green products. Studies by (Guerreiro & Pacheco, 2021; Ma & 

Chang, 2022) affirm that trust enhances perceived value, which then drives purchase 

intentions, satisfaction, and loyalty. A meta-analytic study by (Zhuang et al., 2021) 

reinforces this pathway, showing that green trust, value, and attitude jointly predict 

willingness to purchase, while perceived risk dampens the relationship. Moreover, 

(Román-Augusto et al., 2023) research highlights that perceived value not only mediates 

trust’s effect but also strengthens green satisfaction and word-of-mouth, encouraging 

ongoing engagement with green brands.  

 On the other hand, research by (Rani et al., 2024; Kharbanda & Singh, 2022) 

indicates that trust and perceived value exert independent effects on purchase intentions, 

with trust directly driving green consumption without value acting as a mediator. 
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Additionally, according to (Román-Augusto et al., 2022; Braimah et al., 2022) reveal that 

green trust and satisfaction are the primary determinants of purchase intentions but not 

perceived value. Moreover, (Vebriyanto & Hadi, 2023; Wahyuni & Zulfikar, 2024) 

discovered that while perceived value may predict purchase behavior on its own, it fails 

to mediate the relationship between trust and willingness to purchase green products 

such as electric vehicles. 

 Thus, perceived value appears to be a significant mediator between trust and 

willingness to purchase, but it is not universally accepted by all research. Its mediating 

role is strongest when trust is supported by clear product quality, credible 

communication, and satisfaction, but weakens when consumers rely more on direct trust 

indicators or authenticity; therefore, bypassing value evaluations in their purchase 

decisions. These contradictory findings reveal a gap in the literature which steered to the 

formation of hypothesis H10.  

H10: There is a significant mediating effect of perceived value between trust and 

willingness to purchase green skincare products. 

 

2.13 Proposed Conceptual Framework 

The purpose of this research is to scrutinize the mediating role of perceived value in the 

relationship between key determinants of women’s green skin care purchasing 

behaviour. Figure 1 illustrates the proposed conceptual model to highlight how these 

variables interact.  

 

 
Figure 1: Proposed Conceptual Framework 
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3. Methodology 

 

This study utilized a quantitative research design to explore how affordability, 

environmental awareness, and trust in brand all relate to the purchase of green skincare 

products. This study is based on a cross-sectional survey method to gather data at a single 

moment, which allowed the researchers to statistically test the relationships that were 

hypothesized.  

 The target group of this study consisted of B40 or low-income women in Malaysia, 

particularly those living in Klang Valley, as this area showcases a diverse urban 

consumer base. 162 respondents out of 300 contributed the data for this study. The 

respondents were selected through purposive sampling. All participants were female, 

aged between 18 and 55 years, and fell within the B40 income classification (monthly 

household income below RM4,850). This demographic was chosen because it represents 

a crucial yet under-explored segment of the Malaysian consumer market. 

 Self-administered questionnaires were distributed both in person and online (via 

Google Forms) to enhance accessibility. The data collection took place over a six-week 

period. Data were analysed using Structural Equation Modelling (SmatPLS). 

 

4. Findings and Interpretation 

 

This section provides the findings of this study.  

 

4.1 Reliability Test 

 
Table 1: Reliability Test (N=40) 

Variables Cronbach’s Alpha Items 

Willingness to purchase green skincare products 0.912 5 

Affordability 0.852 5 

Awareness 0.926 8 

Trust 0.935 6 

Perceived value 0.946 7 

 

Table 1 reliability test demonstrates that all constructs in this study achieved high levels 

of internal consistency (α > 0.7). Willingness to purchase green skincare products 

recorded α = 0.912 across 5 items, showing excellent reliability. Affordability, with α = 

0.852 from 5 items, also reflects strong consistency. Awareness achieved an even higher 

score of α = 0.926 across 8 items, confirming that the scale used to measure this construct 

is both stable and dependable. Trust, measured with 6 items, produced an α = 0.935, again 

indicating very high reliability. Finally, perceived value obtained the highest coefficient 

α = 0.946 with 7 items, signifying exceptional internal consistency.  
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 These results collectively suggest that the measurement instruments used for all 

five variables are highly reliable and suitable for further statistical analysis, ensuring that 

the findings derived from them can be considered valid and trustworthy. 

 

4.2 Normality Test (Q-Q Plot) 

 

 
Figure 4.2.1: Affordability 

 
Figure 4.2.2: Awareness 

 

 
Figure 4.2.3: Trust 

 
Figure 4.2.4: Perceived Value 

 

 
Figure 4.2.5: Willingness to Purchase 

 

 

Figure 2: Q-Q Plot Results 

 

 The Q-Q plots in Figures 4.2.1 – 4.2.5 for the study variables, which are 

affordability, awareness, trust, perceived value, and willingness to purchase, indicate 

how closely the data follow a normal distribution. In each case, the plotted points align 
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closely with the diagonal reference line, with only minor deviations at the tails. This 

pattern suggests that the data for all five constructs approximates normality reasonably 

well. Since the deviations are minimal and not systematic, the assumption of normal 

distribution required for regression and mediation analysis can be considered valid. 

Thus, the Q-Q plots confirm that the dataset is suitable for the planned statistical tests, 

and no severe violations of normality are present that would undermine the robustness 

of the findings. 

 

4.3 Demographic Profile of Respondents 

 

Table 2: Demographic Profiles of Respondents (N = 162) 

Criteria Range Frequency Percentage 

Age 18-27 17 10.7 

28-37 14 8.4 

38-47 11 6.8 

48-57 12 7.4 

Income Per Month Below RM2,560 7 4.3 

RM2,561 – RM3,439 9 5.4 

RM3,440 – RM4,309 16 10.1 

RM4,310 – RM5,249 22 13.6 

Education Level Degree 23 14.0 

Diploma 14 8.9 

Postgraduate 4 2.3 

Primary School 1 0.6 

Secondary School 12 7.6 

 

The demographic profile of the respondents participating in the study is shown in Table 

2. According to the table, the majority of respondents were younger women aged 18–27, 

making up 10.7 percent of the sample. In terms of income, most participants were at the 

upper end of the B40 category, with 13.6 percent earning between RM4,310 and RM5,249. 

Education levels were also relatively high, with degree holders forming the largest group 

at 14.0 percent. These findings suggest that green skincare products are mainly purchased 

by younger, better-educated women who are positioned toward the higher income range 

within the B40 segment. 

 

4.4 Correlation Analysis 

To study the correlation between variables, the correlation test is done, and the analysis 

is exhibited in Table 3. 
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Table 3: Pearson’s Correlation (N = 162) 

Variables AFF AWA TR PV WP 

Affordability (AFF) 1     

Awareness (AWA) 0.613 1    

Trust (TR) 0.613 0.736 1   

Perceived Value (PV) 0.649 0.610 0.539 1  

Willingness to Purchase (WP) 0.422 0.515 0.548 0.608 1 

**. Correlation is significant at the 0.01 level (2-tailed) 

 

Table 3 shows the Pearson’s correlation analysis and reveals several important 

relationships among the variables. Affordability shows a strong positive correlation with 

awareness (r = 0.613; p < 0.01) and trust (r = 0.613; p < 0.01), indicating that as affordability 

perceptions increase, consumers are also likely to feel more aware of green skincare 

products and develop greater trust in them. Awareness has the strongest correlation with 

trust (r = 0.736; p < 0.01), suggesting that consumers who are more knowledgeable about 

green skincare tend to have higher confidence in product claims. Perceived value is 

strongly associated with affordability (r = 0.649; p < 0.01) and awareness (r = 0.610; p < 

0.01), and moderately with trust (r = 0.539; p < 0.01), showing that consumers’ evaluation 

of value is shaped by how affordable they perceive the products to be, how much they 

know about them, and the extent to which they trust the brand. 

 When it comes to willingness to purchase, the highest correlation is with perceived 

value (r = 0.608; p < 0.01), followed by trust (r = 0.548; p < 0.01), awareness (r = 0.515; p < 

0.01), and affordability (r = 0.422; p < 0.01). This indicates that perceived value plays the 

most influential role in shaping purchase intention, while affordability has the weakest 

but still significant relationship. All correlations are significant at the 0.01 level, which 

confirms that the observed relationships are statistically robust. Overall, the results 

highlight that while affordability, awareness, and trust are important, it is the perceived 

value that most strongly drives B40 women’s willingness to purchase green skincare 

products. 

 

4.5 SEM Model, Direct Effects, Indirect Effects, Total Effects and Mediation Results 

The SEM model in Figure 5 illustrates the mediating role of perceived value between 

affordability, awareness, and willingness to purchase green skincare products. Both 

affordability and awareness exert significant effects on willingness to purchase 

exclusively through perceived value, confirming full mediation. Trust, however, 

bypasses perceived value and directly influences willingness to purchase, indicating that 

it operates as an independent driver rather than through value enhancement. The path 

from trust to perceived value is non-significant, suggesting no mediating effect. 

Comprehensive and detailed interpretations are provided in Table 4 below. 
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Figure 5: SEM Model 

 
Table 4: Direct Effect, Indirect Effect, Total Effect, Mediation Type 

Path 

Direct 

Effect 

(β, t, p) 

Indirect Effect via 

Perceived Value 

(β, t, p, 95% CI) 

Total 

Effect 

(β, t, p) 

Mediation 

Type 

Affordability →  

Willingness to Purchase 

β = 0.079, 

t = 1.122, 

p = 0.262 

β = 0.196, t = 3.670,  

p < 0.001, 

CI [0.101, 0.313] 

β = 0.117, 

t = 1.431, 

p = 0.152 

Full 

Mediation 

Awareness →  

Willingness to Purchase 

β = 0.061, 

t = 0.575, 

p = 0.565 

β = 0.143, t = 2.648, 

p = 0.008, 

CI [0.055, 0.270] 

β = 0.204, 

t = 1.995, 

p = 0.046 

Full 

Mediation 

Trust →  

Willingness to Purchase 

β = 0.304, 

t = 3.061, 

p = 0.002 

β = 0.021, t = 0.529, 

p = 0.597, 

CI crosses zero 

β = 0.326, 

t = 3.020, 

p = 0.003 

No  

Mediation 

 

The mediation analysis using structural equation modelling (SEM) results in Table 4 

provides compelling evidence that perceived value plays a pivotal role in mediating 

affordability and awareness with willingness to purchase green skincare products. For 

affordability, the direct path to willingness to purchase was weak and non-significant (β 

= 0.079, t = 1.122, p = 0.262), indicating that price-related considerations alone do not 

directly translate into buying intention. However, the significant indirect path through 

perceived value (β = 0.196, t = 3.670, p < 0.001, CI [0.101, 0.313]) confirms that affordability 

primarily shapes willingness to purchase by enhancing consumers’ evaluation of the 

value they receive. This finding supports a case of full mediation, where affordability 

impacts purchasing decisions only when it succeeds in elevating perceived value. 
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 A similar pattern emerges for awareness. The direct effect of awareness on 

willingness to purchase was statistically insignificant (β = 0.061, t = 0.575, p = 0.565), 

suggesting that simply being environmentally aware does not necessarily prompt action. 

Yet the indirect effect via perceived value was both significant and meaningful (β = 0.143, 

t = 2.648, p = 0.008, CI [0.055, 0.270]), turning the total effect significant (β = 0.204, t = 1.995, 

p = 0.046). This indicates that awareness exerts its influence indirectly by strengthening 

perceived value, confirming another instance of full mediation. Together, these results 

highlight perceived value as a crucial mechanism through which affordability and 

awareness translate into behavioural intention. 

 Trust demonstrates a distinct dynamic. Unlike affordability and awareness, trust 

shows a strong and statistically significant direct effect on willingness to purchase (β = 

0.304, t = 3.061, p = 0.002), with no evidence of mediation through perceived value (β = 

0.021, t = 0.529, p = 0.597, CI crosses zero). This result suggests that consumers who trust 

green products or brands are willing to purchase them regardless of how they evaluate 

perceived value, pointing to trust as an independent and powerful determinant of 

purchase intention. 

 Hence, these results suggest a model where perceived value is the central mediator 

connecting affordability and awareness to purchase willingness, while trust functions as 

a parallel direct driver. From a managerial perspective, this implies that strategies to 

boost purchase intention should focus on reinforcing perceived value through clear 

communication, fair pricing strategies, and education initiatives that elevate consumer 

awareness. Building trust remains crucial, but its role appears to bypass value formation, 

meaning that brand credibility and transparency campaigns may directly influence 

consumer intent regardless of the perceived value of the product. 

 

5. Discussion 

 

This study examined the determinants of willingness to purchase green skincare 

products among B40 or low-income women in Malaysia. This study was guided by the 

Theory of Planned Behavior (Ajzen, 1991). The analysis focused on affordability, 

awareness, trust, and the mediating role of perceived value. Each research question (RQ) 

and hypothesis (H1–H10) is discussed below. 

 Answering the first research question (RQ1) and testing the hypothesis H1, the 

results revealed that affordability does not have a significant direct impact on willingness 

to purchase green skincare products (β = 0.079, t = 1.122, p = 0.262). This indicates that 

price alone is insufficient to trigger purchase behavior among B40 women. These findings 

resonate with (Shah et al., 2024; Ruslim et al., 2022), who found that consumers often value 

product quality, eco-awareness, and health benefits more highly than price, and are 

sometimes willing to pay more for eco-friendly alternatives. However, the result is 

inconsistent with studies by (Tran et al., 2022; Rahman et al., 2022), which emphasized 

affordability as a major driver of green product purchasing. Hence, this suggests that 
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affordability may serve as an enabling factor that becomes meaningful only when it 

contributes to perceived value. 

 Resolving the second research question (RQ2) and hypothesis H2, awareness was 

found to have no significant direct effect on willingness to purchase (β = 0.061, t = 0.575, 

p = 0.565). This finding highlights that awareness, while necessary, does not 

automatically translate into purchase behavior. It supports the observations of (Urbański 

& ul Haque, 2020; Volschenk et al., 2022), who reported that heightened awareness of 

greenwashing can sometimes backfire, leading to consumer skepticism and reduced 

intention to buy. Nevertheless, these results challenge studies such as (Wang et al., 2022; 

Najm et al., 2023; Lius & Salim, 2024), who demonstrated that awareness enhances 

purchase intention by shaping favorable attitudes and trust in green products. 

 The results related to RQ3 and hypothesis H3 showed that trust significantly 

predicts willingness to purchase (β = 0.304, t = 3.061, p = 0.002). This confirms that trust 

plays a decisive role in driving consumer behavior. These findings are consistent with 

(Noor et al., 2025; Putri & Kuswati, 2025), who found that trust amplifies the effect of 

brand image and customer innovativeness on purchase intention. On the other hand, the 

results differ from (Zhai et al., 2022), who proposed that trust affects purchase behavior 

indirectly through attitudes and brand equity, suggesting that for this population, trust 

operates as an independent and direct motivator. 

 With respect to the fourth research question (RQ4) and hypothesis H4, 

affordability was found to significantly and positively affect perceived value (β = 0.428, t 

= 5.047, p < 0.001). This suggests that fair pricing leads consumers to view green skincare 

products as offering greater value. This outcome aligns with (Harahap & Hidayat, 2025; 

Sabani et al., 2024), who highlighted the role of pricing in shaping customer perceived 

value and psychological benefits. However, it contrasts with the work of (Ur Rehman et 

al., 2022; Dekhili & Achabou, 2013), who indicated that price sensitivity can lower value 

perception and act as a barrier to purchase. 

 Considering the fifth research question (RQ5) and hypothesis H5, awareness was 

found to significantly influence perceived value (β = 0.313, t = 3.264, p = 0.001). This 

demonstrates that consumers who are more knowledgeable about environmental issues 

place a higher value on green products. The finding is consistent with (Zemafi & 

Haryono, 2024; Royani & Imaningsih, 2024), who observed that awareness enhances 

perceived value and justifies premium pricing. However, it addresses the gap raised by 

(Han, 2021; Goyal, 2015), who argued that awareness alone may not raise perceived value 

when price and functionality are consumers’ primary concerns. 

 In terms of the sixth research question (RQ6) and hypothesis H6, trust did not 

significantly predict perceived value (β = 0.047, t = 0.533, p = 0.594). This result suggests 

that trust does not necessarily shape consumers’ value judgments about green products. 

This outcome is in line with (Pertiwi et al., 2024), who concluded that trust works as a 

direct determinant of purchase rather than a contributor to perceived value. However, it 
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stands in contrast to (Braimah et al., 2022; Román-Augusto et al., 2023), who reported that 

trust enhances value perception and fosters greater loyalty and satisfaction. 

 When addressing the seventh research question (RQ7) and hypothesis H7, 

perceived value emerged as the strongest predictor of willingness to purchase (β = 0.458, 

t = 5.552, p < 0.001). This underscores the centrality of perceived value as the 

psychological mechanism linking attitudes to behavioral intention. This finding supports 

(Zhuang et al., 2021; Kim & Lee, 2023), who demonstrated that perceived value is a 

decisive factor in converting environmental attitudes into purchasing behavior. These 

results oppose the view of (Kanapathipillai et al., 2025; Wijekoon & Sabri, 2021), who 

argued that perceived value can act as a barrier when consumers doubt the benefits of 

green products. 

 Answering at the eighth research question (RQ8) and hypothesis H8, the results 

showed that perceived value fully mediates the relationship between affordability and 

willingness to purchase (β = 0.196, t = 3.670, p < 0.001, CI [0.101, 0.313]). This indicates 

that affordability exerts an influence on purchasing behavior only when it improves 

consumers’ value perception. This is consistent with (Zhao & Chen, 2021; Dutta et al., 

2022), who stressed the critical role of perceived value in linking pricing to purchase 

intentions. 

 Similarly, for the ninth research question (RQ9) and hypothesis H9, perceived 

value was found to fully mediate the relationship between awareness and willingness to 

purchase (β = 0.143, t = 2.648, p = 0.008, CI [0.055, 0.270]). This suggests that awareness on 

its own is insufficient to influence purchase behavior unless it translates into a perception 

of added value. These results are in line with (Najm et al., 2023; Lavuri et al., 2023), who 

observed that natural packaging design and safety certifications transform awareness 

into purchase intention. However, this contrasts with the findings of (Keelson & Johnson, 

2021; Firdaus, 2023), who argued that awareness can directly shape green purchase 

behavior without mediation. 

 Finally, responding to the tenth research question (RQ10) and hypothesis H10, the 

mediating effect of perceived value between trust and willingness to purchase was 

insignificant (β = 0.021, t = 0.529, p = 0.597). This finding indicates that trust operates 

independently and exerts a direct effect on purchase intention rather than being 

channeled through value perceptions. This supports the conclusions of (Román-Augusto 

et al., 2022; Kharbanda & Singh, 2022), who reported that trust is a direct determinant of 

green purchase behavior, bypassing the value pathway. 

 Hence, these findings offer an understanding of green skincare consumer behavior 

of B40 or low-income women in Malaysia. The findings confirm that affordability and 

awareness shape purchase behavior primarily through perceived value, while trust 

exerts a direct influence. This provides valuable insight for marketers and policymakers 

who aim to bridge the attitude–behavior gap by combining fair pricing, transparent 

communication, and credible trust-building strategies to strengthen consumer 

confidence and foster sustainable buying behavior. 
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6. Conclusion 

 

This research sought to address ten specific objectives to understand the willingness of 

low-income women within the (B40) category in Malaysia who purchase green skincare 

products. The first objective was to determine whether affordability directly influences 

willingness to purchase. The study concluded that affordability alone does not 

significantly predict purchase intention, narrowing the gap between studies that argued 

price was a key determinant of green purchasing (Shah et al., 2024) and those that 

highlighted other factors such as brand image and perceived quality (Ruslim et al., 2022). 

By applying the Theory of Planned Behavior (Ajzen, 1991), this finding reinforces that 

affordability must shape attitudes, reflected here as perceived value, before it can trigger 

behavioral intention. 

 The second objective examined whether environmental awareness directly 

impacts willingness to purchase. The findings revealed no significant direct relationship, 

addressing the conflicting evidence where some studies reported awareness as a positive 

driver (Iqbal et al., 2021; Najm et al., 2023) while others linked high awareness to consumer 

skepticism (Urbański & ul Haque, 2020). This study clarified that awareness does not 

operate independently but becomes effective only when it translates into value 

perception, which closes an important conceptual gap. 

 The third objective was to evaluate whether trust influences willingness to 

purchase green skincare products. The results confirmed trust as a strong, direct driver 

of behavioral intention, supporting (Noor et al., 2025; Putri & Kuswati, 2025), who 

emphasized trust as central to purchase decisions. This finding resolved the inconsistency 

of prior studies where trust was found to be non-significant in certain contexts (Herawati 

et al., 2022), positioning trust as an independent relational construct that can directly 

motivate purchase. 

 The fourth objective sought to assess the impact of affordability on perceived 

value. The significant relationship observed confirms that fair and accessible pricing 

enhances consumers’ perceived value of green products, aligning with (Harahap & 

Hidayat, 2025; Sabani et al., 2024). This outcome narrows the debate in the literature by 

affirming that affordability shapes value judgments, which are essential precursors to 

behavioral change. 

 The fifth objective focused on whether awareness enhances perceived value. The 

study confirmed this relationship, providing evidence that environmental knowledge 

and concern improve how consumers evaluate the worth of green skincare products 

(Royani & Imaningsih, 2024). This bridges the gap between studies that identified 

awareness as an attitudinal driver and those that reported it as ineffective in influencing 

value perceptions (Goyal, 2015), clarifying its catalytic role in value creation. 

 The sixth objective examined the relationship between trust and perceived value. 

The findings revealed no significant association, challenging assumptions that trust 

necessarily elevates value perception. This result supports studies such as (Pertiwi et al., 

https://oapub.org/hlt/
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2024), which found trust to be impactful primarily as a direct predictor of purchase rather 

than as a value enhancer. This insight contributes to theory by showing that trust may 

function through an independent pathway outside attitudinal mediation. 

 The seventh objective was to determine whether perceived value predicts 

willingness to purchase. The study confirmed perceived value as the most powerful 

driver of green purchase intention, consistent with (Zhuang et al., 2021; Kim & Lee, 2023). 

This finding bridges the long-standing attitude–behavior gap by showing that when 

consumers perceive strong value, balancing price, quality, and sustainability benefits, 

they are more likely to act on pro-environmental intentions. 

 The eighth objective investigated whether perceived value mediates the 

relationship between affordability and willingness to purchase. The study established 

full mediation, affirming that affordability alone is insufficient to drive purchase unless 

it enhances value perception. This aligns with (Fan et al., 2019; Dekhili & Achabou, 2013), 

who emphasized the importance of price fairness and psychological benefit assessments. 

The ninth objective assessed whether perceived value mediates the relationship between 

awareness and willingness to purchase. The results confirmed full mediation, 

demonstrating that awareness is only effective when it improves perceived value, 

supporting (Najm et al., 2023; Lavuri et al., 2023), who highlighted the role of packaging, 

certifications, and knowledge in converting awareness into intention. 

 The tenth objective examined whether perceived value mediates the relationship 

between trust and willingness to purchase. The study found no mediation, confirming 

that trust drives purchasing behavior directly rather than through value enhancement. 

This finding is in line with (Román-Augusto et al., 2022; Herawati et al., 2022), who 

observed that trust can motivate behavior even when value perceptions remain 

unchanged. 

 Thus, this study contributes to theory by validating perceived value as the central 

attitudinal mechanism that converts affordability and awareness into behavioral 

intention, thereby extending the Theory of Planned Behavior (Ajzen, 1991). It resolves 

conflicting findings by clarifying the indirect and direct impact of perceived value on 

affordability, awareness and trust by offering a more comprehensive understanding of 

low-income or (B40) category women’s willingness to purchase green skincare products. 

 

7. Limitations and Future Research 

 

This study only focuses on workers from one industry only. Thus, restricting the 

generalisability of the results to other sectors or geographic settings. Therefore, to acquire 

more insight into this mediation study, future research could be expanded to more 

industries in Malaysia. Additionally, the contributions of this study close critical gaps in 

the literature and provide a robust platform for future research, particularly in examining 

cultural norms, brand authenticity, and digital engagement that may further shape 

sustainable consumption patterns. 

https://oapub.org/hlt/


Kumaran Kanapathipillai, Kishanya Ganasen,  

Muhammad Abu Hanif Bin Adana, Hong Xiao Shi, Athi Kesavan Danapalar  

GAUGING THE GREEN GAP: BARRIERS TO SUSTAINABLE SKINCARE CONSUMPTION  

AND THE MEDIATING ROLE OF PERCEIVED VALUE AMONG LOW-INCOME (B40) WOMEN IN MALAYSIA

 

European Journal of Public Health Studies - Volume 8 │ Issue 3 │ 2025                                                                            103 

Acknowledgements 

The authors would like to express their gratitude and appreciation to all respondents 

from the petroleum industry for their support and time spent answering the research 

questionnaires.  

 

Conflict of Interests Statement  

The authors assert that this study was conducted devoid of any conflicts of interest. 

Moreover, this study was conducted fully autonomously, with no other organisation 

providing funding or exerting influence. The content provided is original and has not 

been submitted for publication elsewhere. 

 

About the Authors 

Kumaran Kanapathipillai, a prominent figure in academia, earned his PhD in 

management and business from Management and Science University (Malaysia). With 

an impressive tenure of 24 years in the academic world, he has honed expertise in areas 

such as Management, Marketing, Supply Chain Management, and Logistics 

Management. Within academia, he plays a pivotal role in guiding and assessing both 

Masters and PhD candidates. He also serves as an external examiner for several 

universities in Europe and Asia. Additionally, he is a peer reviewer for numerous 

academic journals. Beyond academia, he provides specialised training sessions on 

entrepreneurship, creative problem-solving, and project management across diverse 

industries. His scholarly pursuits predominantly concentrate on contemporary 

entrepreneurship, management, and marketing. 

Kishanya Ganasen is a seasoned HR professional with over nine years of experience in 

recruitment, workforce planning, performance management, payroll, and HR strategic 

planning. As Chief People Business Partner at an engineering firm, she leads regional 

talent acquisition strategy and manages both white- and blue-collar hiring. With a 

Bachelor of Laws from the University of Aberystwyth and a Master of Business 

Administration, she focuses on consumer behaviour, organizational strategy, and human 

capital management. With a passion for leadership, innovation, and people development, 

Kishanya aspires to continue making meaningful contributions to corporate strategy, 

organizational transformation, and entrepreneurial ventures. 

Muhammad Abu Hanif Adana is a professional in the hospitality and travel industry, 

currently serving at Agoda. With experience in client services and property business 

management, he plays a key role in helping property owners optimise their operations 

and enhance service quality. His work focuses on fostering strong client relationships, 

streamlining property management processes, and contributing to sustainable business 

growth in the competitive digital travel marketplace. 

Hong Xiao Shi is a dedicated health and beauty specialist with over 7 years of experience 

in the wellness and beauty industries. She has successfully guided and transformed more 

than 500 women in areas of body shaping, skin health, and makeup. She specialises in 

https://oapub.org/hlt/


Kumaran Kanapathipillai, Kishanya Ganasen,  

Muhammad Abu Hanif Bin Adana, Hong Xiao Shi, Athi Kesavan Danapalar  

GAUGING THE GREEN GAP: BARRIERS TO SUSTAINABLE SKINCARE CONSUMPTION  

AND THE MEDIATING ROLE OF PERCEIVED VALUE AMONG LOW-INCOME (B40) WOMEN IN MALAYSIA

 

European Journal of Public Health Studies - Volume 8 │ Issue 3 │ 2025                                                                            104 

women’s fitness, colour analysis, and personal transformation coaching. Jasmine is also 

the founder of déBeau, a beauty society that empowers women through holistic 

approaches to health, beauty, and confidence. 

Athi Kesavan Danapalar is a seasoned logistics leader with over 15 years of experience 

in warehouse operations, inventory control, and supply chain management. He has 

successfully managed large-scale warehouse facilities and led teams of more than 200 

employees. He specialises in warehouse setups, process automation, Lean Six Sigma, ISO 

compliance, and supply chain optimisation. 

 

 

References 

 

Abbas, S. M. A., Munir, H., & Ahmad, Y. (2024). Integrating eco‐labeling and green 

advertising in achieving Sustainable Development Goal 12. Business Strategy & 

Development, 7(2). https://doi.org/10.1002/bsd2.378 

Adil, M., Parthiban, E. S., Mahmoud, H. A., Wu, J., Sadiq, M., & Suhail, F. (2024). 

Consumers’ reaction to greenwashing in the Saudi Arabian skincare market: A 

moderated mediation approach. Sustainability, 16(4), 1652. 

https://doi.org/10.3390/su16041652 

Ajzen, I. (1991). The theory of planned behaviour. Organizational Behaviour and Human 

Decision Processes, 50(2), 179–211. https://doi.org/10.1016/0749-5978(91)90020-t 

Alfina Priyanidewi, P., & Hadi, E. D. (2025). Green perceived quality impact on purchase 

intention: roles of awareness and value. Management Analysis Journal, 14(2), 188-

202. https://doi.org/10.15294/maj.v14i2.27601 

Alzubaidi, H., Slade, E., & Dwivedi, Y. K. (2021). Examining antecedents of consumers’ 

pro-environmental behaviours: TPB extended with materialism and 

innovativeness. Journal of Business Research, 122, 685-699. 

https://doi.org/10.1016/j.jbusres.2020.01.017 

Amallia, B. A., Effendi, M. I., & Ghofar, A. (2022). Pengaruh green advertising, green 

brand trust, dan sikap pada green product terhadap green purchase intention. 

Entrepreneurship Bisnis Manajemen Akuntansi (E-Bisma), 68-84. 

https://doi.org/10.37631/ebisma.v3i2.113 

Aprilia, S. P., Anggraeni, A., Ramadhan, A. S., & Putra, S. D. (2022). Perceived Value of 

Consumers Towards Buying “Green” Skincare Products. In Proceedings of the 2022 

13th International Conference on E-business, Management and Economics 

(ICEME '22). Association for Computing Machinery, New York, NY, USA, 116–

121. https://doi.org/10.1145/3556089.3556098 

Azizi, A., & Taherpour Kalantari, H. (2024). Investigating the relationship between green 

marketing strategies and purchase intention and trust in green brands among 

green product consumers. Journal of Personal Development and Organizational 

Transformation, 2(2), 118-129. https://doi.org/10.61838/kman.jpdot.2.2.8 

https://oapub.org/hlt/
https://doi.org/10.1002/bsd2.378
https://doi.org/10.3390/su16041652
https://doi.org/10.1016/0749-5978(91)90020-t
https://doi.org/10.15294/maj.v14i2.27601
https://doi.org/10.1016/j.jbusres.2020.01.017
https://doi.org/10.37631/ebisma.v3i2.113
https://doi.org/10.1145/3556089.3556098
https://doi.org/10.61838/kman.jpdot.2.2.8


Kumaran Kanapathipillai, Kishanya Ganasen,  

Muhammad Abu Hanif Bin Adana, Hong Xiao Shi, Athi Kesavan Danapalar  

GAUGING THE GREEN GAP: BARRIERS TO SUSTAINABLE SKINCARE CONSUMPTION  

AND THE MEDIATING ROLE OF PERCEIVED VALUE AMONG LOW-INCOME (B40) WOMEN IN MALAYSIA

 

European Journal of Public Health Studies - Volume 8 │ Issue 3 │ 2025                                                                            105 

Barbarossa, C., & Pastore, A. (2015). Why environmentally conscious consumers do not 

purchase green products. Qualitative Market Research: An International Journal. 

https://doi.org/10.1108/QMR-06-2012-0030 

Bhattarai, T. (2024). Customer’s perception towards green marketing in Kathmandu 

Valley. Nepalese Journal of Management, 11(2), 155-171. 

https://doi.org/10.3126/njm.v11i2.68860 

Braimah, S. M., Amoako, G. K., Abubakari, A., Ampong, G. O. A., & Ofori, K. S. (2022). 

Green perceived value and consumer attitudes in the light of the SDGS: A 

replication study from a developing economy. Society and Business Review, 18(2), 

345-362. https://doi.org/10.1108/sbr-03-2022-0088 

Cahyanti, N. P. I., & Ekawati, N. W. (2021). Green trust memediasi green perceived value 

dan green perceived risk terhadap green repurchase intention. E-Jurnal Manajemen 

Universitas Udayana, 10(12), 1325. 

https://doi.org/10.24843/ejmunud.2021.v10.i12.p04 

Cao, C., & Zhang, X. (2024). What triggers consumers to purchase eco-friendly food? the 

impact of micro signals, macro signals and perceived value. British Food Journal, 

126(5), 2204-2226. https://doi.org/10.1108/bfj-08-2023-0697 

Chaihanchanchai, P., & Anantachart, S. (2022). Encouraging green product purchase: 

green value and environmental knowledge as moderators of attitude and behavior 

relationship. Business Strategy and the Environment, 32(1), 289-303. 

https://doi.org/10.1002/bse.3130 

Chin, J., Jiang, B. C., Mufidah, I., Persada, S. F., & Noer, B. A. (2018). The Investigation of 

Consumers’ Behavior Intention in Using Green Skincare Products: A Pro-

Environmental Behavior Model Approach. Sustainability. 

https://doi.org/10.3390/SU10113922 

Christian, M., Girsang, L.R.M., Yulita, H., Sunarno, S., Muzammil, O.M., & Arifin, P. 

(2024). Do Women Consider Purchasing Eco-Friendly Beauty Products? An 

Examination of Personal Motivations and Perceived Social Media Marketing. In: 

Alareeni, B., Hamdan, A. (eds) Technology: Toward Business Sustainability. ICBT 

2023. Lecture Notes in Networks and Systems, 927. Springer, Cham. 

https://doi.org/10.1007/978-3-031-54009-7_27 

Das, R. (2022). Factors affecting the purchase of green personal care products. Indian 

Scientific Journal of Research in Engineering and Management. 

https://doi.org/10.55041/ijsrem12894 

Dekhili, S., & Achabou, M. A. (2013). Price Fairness in the Case of Green Products: 

Enterprises’ Policies and Consumers’ Perceptions. Business Strategy and The 

Environment, 22(8), 547–560. https://doi.org/10.1002/BSE.1763 

Duong, C. D., Gadomska‐Lila, K., & Le, T. L. (2021). Antecedents of green purchase 

intention: a cross-cultural empirical evidence from Vietnam and Poland. 

Oeconomia Copernicana, 12(4), 935-971. https://doi.org/10.24136/oc.2021.031 

https://oapub.org/hlt/
https://doi.org/10.1108/QMR-06-2012-0030
https://doi.org/10.3126/njm.v11i2.68860
https://doi.org/10.1108/sbr-03-2022-0088
https://doi.org/10.24843/ejmunud.2021.v10.i12.p04
https://doi.org/10.1108/bfj-08-2023-0697
https://doi.org/10.1002/bse.3130
https://doi.org/10.3390/SU10113922
https://doi.org/10.1007/978-3-031-54009-7_27
https://doi.org/10.55041/ijsrem12894
https://doi.org/10.1002/BSE.1763
https://doi.org/10.24136/oc.2021.031


Kumaran Kanapathipillai, Kishanya Ganasen,  

Muhammad Abu Hanif Bin Adana, Hong Xiao Shi, Athi Kesavan Danapalar  

GAUGING THE GREEN GAP: BARRIERS TO SUSTAINABLE SKINCARE CONSUMPTION  

AND THE MEDIATING ROLE OF PERCEIVED VALUE AMONG LOW-INCOME (B40) WOMEN IN MALAYSIA

 

European Journal of Public Health Studies - Volume 8 │ Issue 3 │ 2025                                                                            106 

Dutta, B., Chen, C., & Peng, M. (2022). Inferring critical factors predicting consumers’ 

sustainable green purchase behavior from the perspective of a developing nation. 

Trames. Journal of the Humanities and Social Sciences, 26(1), 75. 

https://doi.org/10.3176/tr.2022.1.05 

Elvaretta, D., & Roslina, R. (2025). The influence of green brand positioning, attitude, and 

green brand knowledge on purchase intention of mineral botanica products. 

International Journal of Education, Social Studies, and Management (IJESSM), 5(2), 

1179-1194. https://doi.org/10.52121/ijessm.v5i2.840 

Fan, Y., Chen, R., & Fan, Z. (2019). Worth It or Not: Effects of Price Premium on Purchase 

Intent of Products with Environmental Benefits. Journal of Marketing Development 

and Competitiveness, 13(3). https://doi.org/10.33423/jmdc.v13i3.2238 

Firdaus, F. (2023). Green product purchase decision: the role of environmental 

consciousness and willingness to pay. Jurnal Aplikasi Manajemen, 21(4). 

https://doi.org/10.21776/ub.jam.2023.021.04.14 

Ghazali, E. M., Soon, P. C., Mutum, D. S., & Nguyen, B. (2017). Health and cosmetics: 

Investigating consumers’ values for buying organic personal care products. 

Journal of Retailing and Consumer Services. 

https://doi.org/10.1016/J.JRETCONSER.2017.08.002  

Goyal, J. (2015). Impact of environmental awareness on consumer attitudes towards selected 

green products in young consumers of Dehradun. 

http://internationaljournals.co.in/pdf/GIIRJ/2015/July/10.pdf 

Green Cosmetics. (2023). Advances in Marketing, Customer Relationship Management, and e-

Services Book Series. https://doi.org/10.4018/978-1-6684-8681-8.ch003 

Gu, S., Ślusarczyk, B., Hajizada, S., Kovalyova, I. N., & Sakhbieva, A. (2021). Impact of 

the COVID-19 pandemic on online consumer purchasing behavior. Journal of 

Theoretical and Applied Electronic Commerce Research, 16(6), 2263-2281. 

https://doi.org/10.3390/jtaer16060125 

Guerreiro, J. and Pacheco, M. (2021). How green trust, consumer brand engagement, and 

green word-of-mouth mediate purchasing intentions. Sustainability, 13(14), 7877. 

https://doi.org/10.3390/su13147877 

Hamid, A. R. (2014). A study on the relationship between consumer attitude, perceived 

value and green products. Iranian Journal of Management Studies, 7(2), 329–342. 

https://doi.org/10.22059/IJMS.2014.50024 

Han, H. (2021). Consumer behavior and environmental sustainability in tourism and 

hospitality: A review of theories, concepts, and latest research. Journal of 

Sustainable Tourism, 29(7), 1021-1042. 

https://doi.org/10.1080/09669582.2021.1903019 

Harahap, N.M., & Hidayat, M. (2025). Pertimbangan harga dalam keputusan pembelian 

skincare: Studi kualitatif pada konsumen perempuan di Jakarta Selatan. Lokawati 

: Jurnal Penelitian Manajemen Dan Inovasi Riset, 3(3), 160-172. 

https://doi.org/10.61132/lokawati.v3i3.1729 

https://oapub.org/hlt/
https://doi.org/10.3176/tr.2022.1.05
https://doi.org/10.52121/ijessm.v5i2.840
https://doi.org/10.33423/jmdc.v13i3.2238
https://doi.org/10.21776/ub.jam.2023.021.04.14
https://doi.org/10.1016/J.JRETCONSER.2017.08.002
http://internationaljournals.co.in/pdf/GIIRJ/2015/July/10.pdf
https://doi.org/10.4018/978-1-6684-8681-8.ch003
https://doi.org/10.3390/jtaer16060125
https://doi.org/10.3390/su13147877
https://doi.org/10.22059/IJMS.2014.50024
https://doi.org/10.1080/09669582.2021.1903019
https://doi.org/10.61132/lokawati.v3i3.1729


Kumaran Kanapathipillai, Kishanya Ganasen,  

Muhammad Abu Hanif Bin Adana, Hong Xiao Shi, Athi Kesavan Danapalar  

GAUGING THE GREEN GAP: BARRIERS TO SUSTAINABLE SKINCARE CONSUMPTION  

AND THE MEDIATING ROLE OF PERCEIVED VALUE AMONG LOW-INCOME (B40) WOMEN IN MALAYSIA

 

European Journal of Public Health Studies - Volume 8 │ Issue 3 │ 2025                                                                            107 

Hartanto, P., Hurriyati, R., & Dirgantari, P. D. (2023). Pengaruh green perceived value 

(GPV) dan green brand knowledge terhadap purchase intention to buying green 

product melalui attitude toward purchasing green products. Jurnal Manajemen 

Dan Organisasi, 14(1), 15–33. https://doi.org/10.29244/jmo.v14i1.44626 

Hazra, S., Chatterjee, S., Majumdar, R., & Banerjee, K. (2024). The role of social media in 

promoting sustainable green cosmetics. International Journal of Research in 

Management. https://doi.org/10.33545/26648792.2024.v6.i1b.133  

Herawati, D., Ali, S., & Adistya, D. (2022). Keputusan pembelian produk kosmetik dan 

isu lingkungan. Jurnal Perspektif Bisnis: Jurnal Ilmu Administrasi Bisnis, 5(2), 104–

116. https://doi.org/10.23960/jpb.v5i2.81 

Hidayah, R. T., Nugraha, D. N. S., Resmi, D. S., & Indrawati, I. (2023). Trust strengthening 

models for amplifying Generation Z's interest in purchasing Sariayu Martha 

Tilaar's green products in alignment with sustainable development. Journal of Law 

and Sustainable Development, 11(11), e1158. 

https://doi.org/10.55908/sdgs.v11i11.1158 

Honey, S., & Hossain, Md. J. (2024). Consumer Perception of Eco-Friendly Apparel: 

Insights from Bangladesh’s RMG Sector. International Journal of Research and 

Innovation in Social Science, VIII(XI), 2556–2564. 

https://doi.org/10.47772/ijriss.2024.8110197 

Huang, S., Qu, H., & Wang, X. (2023). Impact of green marketing on peer-to-peer 

accommodation platform users’ repurchase intention and positive word-of-

mouth: mediation of trust and consumer identification. International Journal of 

Contemporary Hospitality Management, 36(3), 691-712. https://doi.org/10.1108/ijchm-

10-2022-1300 

Hui, T. H., Itani, N., & O׳Connell, J. F. (2024). Examining air travellers’ willingness to pay 

for non-voluntary environment-related fees: the case of SAF surcharge and carbon 

taxes. Highlights of Sustainability, 3(1), 61-75. 

https://doi.org/10.54175/hsustain3010005 

Husna, N., Wardana, C. K., & Ramadani, K. D. N. (2024). Pengaruh mediasi pemasaran 

hijau terhadap niat pembelian online pada pembelian skincare di Indonesia. 

Benefit: Jurnal Manajemen Dan Bisnis, 9(1), 118-130. 

https://doi.org/10.23917/benefit.v9i1.6310 

Iqbal, J., Yu, D., Zubair, M., Rasheed, M. I., Khizar, H. M. U., & Imran, M. K. (2021). Health 

consciousness, food safety concern, and consumer purchase intentions toward 

organic food: The role of consumer involvement and ecological motives. Sage 

Open, 11(2). https://doi.org/10.1177/21582440211015727 

Irfany, M. I., Khairunnisa, Y., & Tieman, M. (2023). Factors influencing Muslim 

Generation Z consumers’ purchase intention of environmentally friendly halal 

cosmetic products. Journal of Islamic Marketing, 15(1), 221-243. 

https://doi.org/10.1108/jima-07-2022-0202 

https://oapub.org/hlt/
https://doi.org/10.29244/jmo.v14i1.44626
https://doi.org/10.33545/26648792.2024.v6.i1b.133
https://doi.org/10.23960/jpb.v5i2.81
https://doi.org/10.55908/sdgs.v11i11.1158
https://doi.org/10.47772/ijriss.2024.8110197
https://doi.org/10.1108/ijchm-10-2022-1300
https://doi.org/10.1108/ijchm-10-2022-1300
https://doi.org/10.54175/hsustain3010005
https://doi.org/10.23917/benefit.v9i1.6310
https://doi.org/10.1177/21582440211015727
https://doi.org/10.1108/jima-07-2022-0202


Kumaran Kanapathipillai, Kishanya Ganasen,  

Muhammad Abu Hanif Bin Adana, Hong Xiao Shi, Athi Kesavan Danapalar  

GAUGING THE GREEN GAP: BARRIERS TO SUSTAINABLE SKINCARE CONSUMPTION  

AND THE MEDIATING ROLE OF PERCEIVED VALUE AMONG LOW-INCOME (B40) WOMEN IN MALAYSIA

 

European Journal of Public Health Studies - Volume 8 │ Issue 3 │ 2025                                                                            108 

Kamalanon, P., Chen, J., & Le, T. (2022). Why do we buy green products? An extended 

theory of the planned behavior model for green product purchase behavior. 

Sustainability, 14(2), 689. https://doi.org/10.3390/su14020689 

Kanapathipillai, K., Dolhan, A., Ibrahim, M., & Samsudin, S. (2025). Environmental 

consciousness and green consumer behaviour in Malaysia’s petroleum industry: 

Unpacking the attitude–behaviour gap and the role of perceived value. European 

Journal of Management and Marketing Studies, 10(2). 

doi:http://dx.doi.org/10.46827/ejmms.v10i2.2029 

Kaur, M., & Bhatia, A. (2018). The impact of Consumer Awareness on buying behavior of 

green products. International Journal of Scientific Research and Management, 6(04). 

https://doi.org/10.18535/IJSRM/V6I4.EM03 

Kazançoğlu, İ., & Köse, Ş. G. (2024). Exploring female consumers’ attitudes toward green 

cosmetics.E3S Web of Conferences. https://doi.org/10.1051/e3sconf/202455801017  

Keelson, S. A. and Johnson, J. A. (2021). Students’ awareness of green consumer 

behaviour and sustainable environment in Ghana: Using Openbugs. Journal of 

Management Research, 13(2). https://doi.org/10.5296/jmr.v13i2.18423 

Kennedy, F. B. and Adhikari, A. (2022). Antecedents affecting consumers’ green purchase 

intention towards green products. American Journal of Interdisciplinary Research and 

Innovation, 1(3), 47-52. https://doi.org/10.54536/ajiri.v1i3.1044 

Kharbanda, S., & Singh, N. P. (2022). Factors determining sustainable consumption 

behaviour: a guiding framework from literature. Purushartha - A Journal of 

Management Ethics and Spirituality, 15(01), 1-22. 

https://doi.org/10.21844/16202115101 

Kim, Y., & Han, H. (2010). Intention to pay conventional-hotel prices at a green hotel – a 

modification of the theory of planned behavior. Journal of Sustainable Tourism, 

18(8), 997–1014. https://doi.org/10.1080/09669582.2010.490300 

Kim, N., & Lee, K. (2023). Environmental consciousness, purchase intention, and actual 

purchase behavior of eco-friendly products: The moderating impact of situational 

context. International Journal of Environmental Research and Public Health, 20(7), 5312. 

https://doi.org/10.3390/ijerph20075312 

Kisieliauskas, J. & Jančaitis, A. (2022). Green marketing impact on perceived brand value 

in different generations. Management Theory and Studies for Rural Business and 

Infrastructure Development, 44(2), 125-133. https://doi.org/10.15544/mts.2022.13 

Lavuri, R., Jabbour, C. J. C., Grebinevych, O., & Roubaud, D. (2022). Green factors 

stimulating the purchase intention of innovative luxury organic beauty products: 

Implications for sustainable development. Journal of Environmental Management. 

https://doi.org/10.1016/J.JENVMAN.2021.113899 

Lavuri, R., Parida, R., & Singh, S. (2023). Unveiling ways to examine the purchase 

intention of green products in emerging markets. Benchmarking: An International 

Journal, 31(5), 1385-1401. https://doi.org/10.1108/bij-06-2022-0379 

https://oapub.org/hlt/
https://doi.org/10.3390/su14020689
http://dx.doi.org/10.46827/ejmms.v10i2.2029
https://doi.org/10.18535/IJSRM/V6I4.EM03
https://doi.org/10.1051/e3sconf/202455801017
https://doi.org/10.5296/jmr.v13i2.18423
https://doi.org/10.54536/ajiri.v1i3.1044
https://doi.org/10.21844/16202115101
https://doi.org/10.1080/09669582.2010.490300
https://doi.org/10.3390/ijerph20075312
https://doi.org/10.15544/mts.2022.13
https://doi.org/10.1016/J.JENVMAN.2021.113899
https://doi.org/10.1108/bij-06-2022-0379


Kumaran Kanapathipillai, Kishanya Ganasen,  

Muhammad Abu Hanif Bin Adana, Hong Xiao Shi, Athi Kesavan Danapalar  

GAUGING THE GREEN GAP: BARRIERS TO SUSTAINABLE SKINCARE CONSUMPTION  

AND THE MEDIATING ROLE OF PERCEIVED VALUE AMONG LOW-INCOME (B40) WOMEN IN MALAYSIA

 

European Journal of Public Health Studies - Volume 8 │ Issue 3 │ 2025                                                                            109 

Layna, I. A. and Hidayat, A. (2023). The role of brand love in mediating the effect of brand 

experience on brand loyalty and willingness to pay for green skincare products in 

Indonesia. Journal of Economics, Management and Trade, 29(10), 50-58. 

https://doi.org/10.9734/jemt/2023/v29i101141 

Li, S., Saleh, M. S. M., & Huang, M. (2025). Green marketing and greenwashing effects on 

consumer purchase of electric cars. International Journal of Customer Relationship 

Marketing and Management, 16(1), 1-21. https://doi.org/10.4018/ijcrmm.367599 

Lin, Y., Yang, S., Hanifah, H., & Iqbal, Q. (2018). An exploratory study of consumer 

attitudes toward green cosmetics in the UK market. Administrative Sciences. 

https://doi.org/10.3390/ADMSCI8040071  

Lisnaningrum, D., Sabihaini, S., & Ghofar, A. (2020). Konsekuensi green trust terhadap 

green perceived value, green perceived risk dan green repurchase 

intention. Indonesian Journal of Marketing Science, 19(2), 62-

74. https://doi.org/10.14710/jspi.v19i2.62-74 

Lius, S. and Salim, L. (2024). Do female Generation Z have purchase intention on green 

cosmetics based on their environmental knowledge, environmental concern, 

health consciousness, attitude and subjective norm? Fokus Ekonomi: Jurnal Ilmiah 

Ekonomi, 19(1), 95-110. https://doi.org/10.34152/fe.19.1.95-110 

Ma, C., & Chang, H. (2022). Consumers’ perception of food and agriculture education in 

farmers’ markets in Taiwan. Foods, 11(5), 630. 

https://doi.org/10.3390/foods11050630 

Ma, G., Rau, P.-L. P., & Guo, Z. (2018). The effects of environmental awareness and 

consumption value on green makeup product purchase intentions. Psychology, 

9(7), 1898–1916. https://doi.org/10.4236/PSYCH.2018.97110 

Mahenc, P. (2007). Are green products over-priced? Environmental and Resource Economics, 

38(4), 461–473. https://doi.org/10.1007/S10640-007-9084-9 

Majeed, S. and Kim, W. G. (2022). A reflection of greenwashing practices in the hospitality 

industry: A scoping review. International Journal of Contemporary Hospitality 

Management, 35(3), 1125-1146. https://doi.org/10.1108/ijchm-04-2022-0495 

Mamun, A. A., Nawi, N. C., Hayat, N., & Zainol, N. R. (2020). Predicting the Purchase 

Intention and Behaviour towards Green Skincare Products among Malaysian 

Consumers. Sustainability. https://doi.org/10.3390/SU122410663 

Mamun, A. A., Naznen, F., Yang, Q., Ali, M. H., & Hashim, N. M. H. N. (2023). Modelling 

the significance of celebrity endorsement and consumer interest on attitude, 

purchase intention, and willingness to pay a premium price for green skincare 

products. Heliyon, 9(6), e16765. https://doi.org/10.1016/j.heliyon.2023.e16765 

Mamun, A. A., Rahman, M. K., Masud, M. M., & Mohiuddin, M. (2023). Willingness to 

pay premium prices for green buildings: evidence from an emerging economy. 

Environmental Science and Pollution Research, 30(32), 78718-78734. 

https://doi.org/10.1007/s11356-023-27998-9 

https://oapub.org/hlt/
https://doi.org/10.9734/jemt/2023/v29i101141
https://doi.org/10.4018/ijcrmm.367599
https://doi.org/10.3390/ADMSCI8040071
https://doi.org/10.14710/jspi.v19i2.62-74
https://doi.org/10.34152/fe.19.1.95-110
https://doi.org/10.3390/foods11050630
https://doi.org/10.4236/PSYCH.2018.97110
https://doi.org/10.1007/S10640-007-9084-9
https://doi.org/10.1108/ijchm-04-2022-0495
https://doi.org/10.3390/SU122410663
https://doi.org/10.1016/j.heliyon.2023.e16765
https://doi.org/10.1007/s11356-023-27998-9


Kumaran Kanapathipillai, Kishanya Ganasen,  

Muhammad Abu Hanif Bin Adana, Hong Xiao Shi, Athi Kesavan Danapalar  

GAUGING THE GREEN GAP: BARRIERS TO SUSTAINABLE SKINCARE CONSUMPTION  

AND THE MEDIATING ROLE OF PERCEIVED VALUE AMONG LOW-INCOME (B40) WOMEN IN MALAYSIA

 

European Journal of Public Health Studies - Volume 8 │ Issue 3 │ 2025                                                                            110 

Mombeuil, C., & Diunugala, H. P. (2024). Investigating the sustainability of the tourism 

industry through consumer intention to purchase electric three-wheelers: The case 

of Sri Lanka. International Journal of Tourism Cities, 10(4), 1210-1230. 

https://doi.org/10.1108/ijtc-11-2023-0250 

Najm, A. A., Salih, S. A., Fazry, S., Law, D., & Azfaralariff, A. (2023). Moderated 

mediation approach to determine the effect of natural packaging factors on 

intention to purchase natural skincare products among the population of Klang 

Valley, Malaysia. Journal of Sensory Studies, 38(2). https://doi.org/10.1111/joss.12811 

Nazri, N. A. S., Nordin, N., & Sharkawi, S. (2024). Understanding the consumers’ 

purchase intention toward green cosmetic products in Malaysia. International 

Journal of Research and Innovation in Social Science. 

https://doi.org/10.47772/ijriss.2024.8090123 

Nittala, R. & Moturu, V. R. (2021). Role of pro-environmental post-purchase behaviour in 

green consumer behaviour. Vilakshan - XIMB Journal of Management, 20(1), 82-97. 

https://doi.org/10.1108/xjm-03-2021-0074 

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 

Pertiwi, R. R., Komariah, K., & Jhoansyah, D. (2024). Analisis green marketing terhadap 

green online purchase intentions melalui green trust sebagai variabel mediasi. Al-

Kharaj: Jurnal Ekonomi, Keuangan Dan Bisnis Syariah, 6(11). 

https://doi.org/10.47467/alkharaj.v6i11.3822 

Phan, T. H., Nguyễn, N. Đ., Ha, H. G., Le, M. T., Vu, P. A., & Doan, H. A. (2024). Youths’ 

word-of-mouth in a developing country: roles of green promotion and green 

brand loyalty. Business, Management and Economics Engineering, 22(01), 112-137. 

https://doi.org/10.3846/bmee.2024.19873 

Puspasari, E. D., Endayani, F., Herditya, A. A. F., & Indira, O. (2024). Willingness to pay 

analyse for green cosmetics product in Malang city. Jambura Science of Management, 

6(1), 18-27. https://doi.org/10.37479/jsm.v6i1.23074 

Putri, M. M., & Kuswati, R. (2025). The effect of customer review, influencer review, and 

customer innovativeness on green purchase intention moderated by trust. 

Majapahit Journal of Islamic Finance and Management, 5(1). 

https://doi.org/10.31538/mjifm.v5i1.357 

Rahayu, S., Aliyah, H., & Sudarwati, S. (2022). Green marketing and environmental 

knowledge for green tourism. International Journal of Economics, Business and 

Accounting Research (IJEBAR), 6(1), 46. https://doi.org/10.29040/ijebar.v6i1.4354 

Rahman, M. J., Lao, K., Biswas, S., Sultana, R., & Kennedyd, S. I. (2022). Consumers’ 

intention to purchase green skincare products: evidence from China. Indonesian 

Journal of Sustainability Accounting and Management, 6(2). 

https://doi.org/10.28992/ijsam.v6i2.211 

https://oapub.org/hlt/
https://doi.org/10.1108/ijtc-11-2023-0250
https://doi.org/10.1111/joss.12811
https://doi.org/10.47772/ijriss.2024.8090123
https://doi.org/10.1108/xjm-03-2021-0074
https://doi.org/10.20885/jielariba.vol11.iss1.art7
https://doi.org/10.47467/alkharaj.v6i11.3822
https://doi.org/10.3846/bmee.2024.19873
https://doi.org/10.37479/jsm.v6i1.23074
https://doi.org/10.31538/mjifm.v5i1.357
https://doi.org/10.29040/ijebar.v6i1.4354
https://doi.org/10.28992/ijsam.v6i2.211


Kumaran Kanapathipillai, Kishanya Ganasen,  

Muhammad Abu Hanif Bin Adana, Hong Xiao Shi, Athi Kesavan Danapalar  

GAUGING THE GREEN GAP: BARRIERS TO SUSTAINABLE SKINCARE CONSUMPTION  

AND THE MEDIATING ROLE OF PERCEIVED VALUE AMONG LOW-INCOME (B40) WOMEN IN MALAYSIA

 

European Journal of Public Health Studies - Volume 8 │ Issue 3 │ 2025                                                                            111 

Raihana, J., & Purwanegara, M. S. (2023). Exploring the impact of perceived 

greenwashing on repurchase intention of green personal body care products. 

Indonesian Journal of Business and Entrepreneurship. 

https://doi.org/10.17358/ijbe.9.1.152 

Rani, P. (2014). Factors influencing consumer behaviour. International Journal of Current 

Research and Academic Review, 2(9), 52–61. https://www.ijcrar.com/vol-2-

9/Pinki%20Rani.pdf  

Rani, M., Varalakshmi, D., & Chandana, P. (2024). Consumer perception towards green 

products. International Research Journal on Advanced Engineering and Management 

(IRJAEM), 2(06), 1878-1880. https://doi.org/10.47392/irjaem.2024.0278 

Román-Augusto, J. A., Garrido-Lecca-Vera, C., Lodeiros-Zubiria, M. L., & Mauricio-

Andía, M. (2023). How to reach green word of mouth through green trust, green 

perceived value and green satisfaction. Data, 8(2), 25. 

https://doi.org/10.3390/data8020025 

Román-Augusto, J. A., Garrido-Lecca-Vera, C., Lodeiros-Zubiria, M. L., & Mauricio-

Andía, M. (2022). Green marketing: Drivers in the process of buying green 

products—the role of green satisfaction, green trust, green WOM and green 

perceived value. Sustainability, 14(17), 10580. https://doi.org/10.3390/su141710580 

Royani, I., & Imaningsih, E. S. (2024). Determinants of green purchase intentions for eco-

friendly skincare products. Journal of Applied Business, Taxation and Economics 

Research, 4(2), 267-287. https://doi.org/10.54408/jabter.v4i2.367 

Ruslim, T. S., Kartika, Y., & Hapsari, C. (2022). Effect of environmental concern, attitude, 

subjective norms, perceived behavioral control and availability on purchase of 

green skincare products with intention to purchase as a mediation variable. Jurnal 

Ilmiah Manajemen Dan Bisnis, 8(1), 120. https://doi.org/10.22441/jimb.v8i1.14499 

Sabani, H. M. K., Nuraini, O. F., Udin, M. M., & Vania, A. (2024). The effect green product 

of skincare Avoskin on green purchase intention: Mediation moderation model. 

Asian Journal of Economics, Business and Accounting, 24(9), 311-327. 

https://doi.org/10.9734/ajeba/2024/v24i91495 

SAKSHI, S., & Naval, L. (2022). A behavioural analysis to explain the intent while buying 

organically made skin care essentials in young working professionals of Noida 

city. Cardiometry, (23), 179-189. 

https://doi.org/10.18137/cardiometry.2022.23.179189 

Shah, S. S. H., Khalid, M. B., Khan, M. A., Haddad, H., & Al-Ramahi, N. M. (2024). Shades 

of green: Exploring the fascinating landscape of consumer behavior towards eco-

friendly cosmetics in Pakistan. Journal of Infrastructure, Policy and Development, 8(3). 

https://doi.org/10.24294/jipd.v8i3.2760 

Shang, W., Zhu, R., Liu, W. W., & Liu, Q. (2024). Understanding the Influences on Green 

Purchase Intention with Moderation by Sustainability Awareness. Sustainability, 

16(11), 4688. https://doi.org/10.3390/su16114688 

https://oapub.org/hlt/
https://doi.org/10.17358/ijbe.9.1.152
https://www.ijcrar.com/vol-2-9/Pinki%20Rani.pdf
https://www.ijcrar.com/vol-2-9/Pinki%20Rani.pdf
https://doi.org/10.47392/irjaem.2024.0278
https://doi.org/10.3390/data8020025
https://doi.org/10.3390/su141710580
https://doi.org/10.54408/jabter.v4i2.367
https://doi.org/10.22441/jimb.v8i1.14499
https://doi.org/10.9734/ajeba/2024/v24i91495
https://doi.org/10.18137/cardiometry.2022.23.179189
https://doi.org/10.24294/jipd.v8i3.2760
https://doi.org/10.3390/su16114688


Kumaran Kanapathipillai, Kishanya Ganasen,  

Muhammad Abu Hanif Bin Adana, Hong Xiao Shi, Athi Kesavan Danapalar  

GAUGING THE GREEN GAP: BARRIERS TO SUSTAINABLE SKINCARE CONSUMPTION  

AND THE MEDIATING ROLE OF PERCEIVED VALUE AMONG LOW-INCOME (B40) WOMEN IN MALAYSIA

 

European Journal of Public Health Studies - Volume 8 │ Issue 3 │ 2025                                                                            112 

Sheng-hong, Y., Liu, G., Lin, Y., Lin, Z., Shi, Y., & Huang, Z. (2024). Research on the 

negative effect of product scarcity appeals on the purchase intention of green 

products and its mechanism. Frontiers in Psychology, 15. 

https://doi.org/10.3389/fpsyg.2024.1225011 

Shimul, A. S., Cheah, I., & Khan, B. B. (2021). Investigating female shoppers’ attitude and 

purchase intention toward green cosmetics in South Africa. Journal of Global 

Marketing, 35(1), 37-56. https://doi.org/10.1080/08911762.2021.1934770 

Siagian, H. S. P., Khair, H., Jufrizen, J., Tirtayasa, S., & Rahmat, M. (2025). Going green: 

exploring the factors behind eco-friendly products purchase intentions. Journal of 

International Conference Proceedings, 8(1), 96-108. 

https://doi.org/10.32535/jicp.v8i1.3973 

Singh Bagga, M. (2025). Evaluating the impact of green marketing on consumer buying 

behaviour in the Indian market. International Scientific Journal of Engineering and 

Management, 04(06), 1-9. https://doi.org/10.55041/isjem04271 

Slabá, Marie. (2020). The impact of age on the customers buying behaviour and attitude 

to price. Littera Scripta. http://dx.doi.org/10.36708/Littera_Scripta2019/2/11. 

Sun, Y., & Xing, J. (2022). The impact of social media information sharing on the green 

purchase intention among Generation Z. Sustainability, 14(11), 6879. 

https://doi.org/10.3390/su14116879 

Suphasomboon, T., & Vassanadumrongdee, S. (2022). Toward sustainable consumption 

of green cosmetics and personal care products: The role of perceived value and 

ethical concern. Sustainable Production and Consumption, 33(2022), 230-243. 

https://doi.org/10.1016/j.spc.2022.07.004 

Tan, Z., Sadiq, B., Bashir, T., Mahmood, H., & Rasool, Y. (2022). Investigating the impact 

of green marketing components on purchase intention: The mediating role of 

brand image and brand trust. Sustainability, 14(10), 5939. 

https://doi.org/10.3390/su14105939 

Thakur, M., Madhu, & Kumar, R. (2023). Analysing the aspects of sustainable 

consumption and the impact of product quality, perceived value, and trust on the 

green product consumption. International Social Science Journal, 73(248), 499-513. 

https://doi.org/10.1111/issj.12412 

Tran, K., Nguyen, T., Tran, Y., Nguyen, A., Luu, K., & Nguyen, Y. (2022). Eco-friendly 

fashion among Generation Z: mixed-methods study on price value image, 

customer fulfillment, and pro-environmental behavior. Plos One, 17(8), e0272789. 

https://doi.org/10.1371/journal.pone.0272789 

Tsaabitah, N. (2022). Understanding Generation Z’s purchase intention towards green 

skincare products in Kingston Upon Hull, United Kingdom. Asian Journal of 

Entrepreneurship. https://doi.org/10.55057/aje.2022.3.3.9 

Uncu, E., & Özkan, B. (2024). Factors affecting intention to purchase green products: 

Indirect effect of trust. Uluslararası Avrasya Ekonomileri Konferansı, 159–168. 

https://doi.org/10.36880/c16.02910 

https://oapub.org/hlt/
https://doi.org/10.3389/fpsyg.2024.1225011
https://doi.org/10.1080/08911762.2021.1934770
https://doi.org/10.32535/jicp.v8i1.3973
https://doi.org/10.55041/isjem04271
http://dx.doi.org/10.36708/Littera_Scripta2019/2/11
https://doi.org/10.3390/su14116879
https://doi.org/10.1016/j.spc.2022.07.004
https://doi.org/10.3390/su14105939
https://doi.org/10.1111/issj.12412
https://doi.org/10.1371/journal.pone.0272789
https://doi.org/10.55057/aje.2022.3.3.9
https://doi.org/10.36880/c16.02910


Kumaran Kanapathipillai, Kishanya Ganasen,  

Muhammad Abu Hanif Bin Adana, Hong Xiao Shi, Athi Kesavan Danapalar  

GAUGING THE GREEN GAP: BARRIERS TO SUSTAINABLE SKINCARE CONSUMPTION  

AND THE MEDIATING ROLE OF PERCEIVED VALUE AMONG LOW-INCOME (B40) WOMEN IN MALAYSIA

 

European Journal of Public Health Studies - Volume 8 │ Issue 3 │ 2025                                                                            113 

Urbański, M., & ul Haque, A. (2020). Are you environmentally conscious enough to 

differentiate between greenwashed and sustainable items? A global consumer's 

perspective. Sustainability, 12(5), 1786. https://doi.org/10.3390/SU12051786 

Ur Rehman, Z., Abu Seman, N., & Harun, A. (2022). Examining the moderating effect of 

price sensitivity on the relationship between perceived determinants and intention 

to purchase green products: insights from Malaysian consumers. A Conceptual 

Study. In the 3rd Asia Pacific International Conference on Industrial Engineering and 

Operations Management, https://doi.org/10.46254/AP03.20220524.  

Vebriyanto, S., & Hadi, E. D. (2023). Faktor yang mempengaruhi green purchase 

intention: Dimediasi oleh green trust. Revitalisasi, 12(2), 283. 

https://doi.org/10.32503/revitalisasi.v12i2.4470 

Völker, R., & Tachkov, P. (2013). Der Wert nachhaltiger Produkteigenschaften. 28(1), 46. 

https://doi.org/10.14512/OEW.V28I1.1266 

Volschenk, J., Gerber, C., & Santos, B. A. (2022). The (in)ability of consumers to perceive 

greenwashing and its influence on purchase intent and willingness to pay. South 

African Journal of Economic and Management Sciences, 25(1). 

https://doi.org/10.4102/sajems.v25i1.4553 

Wahyoedi, S., Wardhana, A., & Tannady, H. (2023). The Role of Green Trust as an 

Intervening Variable in the Relationship Between Green Brand Image and Green Perceived 

Value Towards Purchase Intention in Indonesian Local Fashion Products. 1(1), 17–21. 

https://doi.org/10.57235/jambuair.v1i1.7 

Wahyuni, A., & Zulfikar, R. (2024). The role of perceived authenticity in increasing green 

purchase intention: systematic literature review. RSF Conference Series: Business, 

Management and Social Sciences, 4(2), 8-15. https://doi.org/10.31098/bmss.v4i2.897 

Wang, Y. M., Zaman, H. M. F., & Alvi, A. K. (2022). Linkage of green brand positioning 

and green customer value with green purchase intention: the mediating and 

moderating role of attitude toward green brand and green trust. Sage Open, 12(2). 

https://doi.org/10.1177/21582440221102441 

Wijekoon, R., & Sabri, M. F. (2021). Determinants that influence green product purchase 

intention and behavior: a literature review and guiding framework. Sustainability, 

13(11), 6219. https://doi.org/10.3390/su13116219 

Yan, Z., Wang, T., Song, Z., Liu, J., & Lyu, W. (2025). Consumer willingness to pay for 

green express packaging in e-commerce: an eye-tracking experiment analysis. 

Frontiers in Psychology, 16. https://doi.org/10.3389/fpsyg.2025.1615315 

Yusuf, D. M. and Zulfitri, Z. (2021). Effect of attitude mediating subjective norm, 

perceived behaviour control, and perceived ease of use on online purchase 

intention fashion product category. European Journal of Business and Management 

Research, 6(6), 266-270. https://doi.org/10.24018/ejbmr.2021.6.6.1135 

Zemafi, O.D., & Haryono, T. (2024). Analysis of the influence of green marketing stimulus 

factors on purchase decisions of Starbucks Indonesia products with the SOR 

https://oapub.org/hlt/
https://doi.org/10.3390/SU12051786
https://doi.org/10.46254/AP03.20220524
https://doi.org/10.32503/revitalisasi.v12i2.4470
https://doi.org/10.14512/OEW.V28I1.1266
https://doi.org/10.4102/sajems.v25i1.4553
https://doi.org/10.57235/jambuair.v1i1.7
https://doi.org/10.31098/bmss.v4i2.897
https://doi.org/10.1177/21582440221102441
https://doi.org/10.3390/su13116219
https://doi.org/10.3389/fpsyg.2025.1615315
https://doi.org/10.24018/ejbmr.2021.6.6.1135


Kumaran Kanapathipillai, Kishanya Ganasen,  

Muhammad Abu Hanif Bin Adana, Hong Xiao Shi, Athi Kesavan Danapalar  

GAUGING THE GREEN GAP: BARRIERS TO SUSTAINABLE SKINCARE CONSUMPTION  

AND THE MEDIATING ROLE OF PERCEIVED VALUE AMONG LOW-INCOME (B40) WOMEN IN MALAYSIA

 

European Journal of Public Health Studies - Volume 8 │ Issue 3 │ 2025                                                                            114 

model (stimulus organism response): the mediating effect of perceived value. 

Nanotechnology Perceptions, 20(6). https://doi.org/10.62441/nano-ntp.v20i6.52 

Zhai, L., Mamun, A. A., Hayat, N., Salamah, A. A., Yang, Q., & Ali, M. H. (2022). Celebrity 

endorsement, brand equity, and green cosmetics purchase intention among 

Chinese youth. Frontiers in Psychology, 13. 

https://doi.org/10.3389/fpsyg.2022.860177 

Zhao, S., & Chen, L. (2021). Exploring residents’ purchase intention of green housings in 

China: an extended perspective of perceived value. International Journal of 

Environmental Research and Public Health, 18(8), 4074. 

https://doi.org/10.3390/ijerph18084074 

Zhuang, W., Luo, X., & Riaz, M. U. (2021). On the factors influencing green purchase 

intention: a meta-analysis approach. Frontiers in Psychology, 12. 

https://doi.org/10.3389/fpsyg.2021.644020 

Zulfikar, R., & Mayvita, P. A. (2018). The relationship of perceived value, perceived risk, 

and level of trust towards green products of fast-moving consumer goods 

purchase intention. JEMA: Jurnal Ilmiah Bidang Akuntansi Dan Manajemen, 15(2), 

85–97. https://doi.org/10.31106/JEMA.V15I2.838. 

https://oapub.org/hlt/
https://doi.org/10.62441/nano-ntp.v20i6.52
https://doi.org/10.3389/fpsyg.2022.860177
https://doi.org/10.3390/ijerph18084074
https://doi.org/10.3389/fpsyg.2021.644020
https://doi.org/10.31106/JEMA.V15I2.838

