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HOW SOCIAL MEDIA MARKETING AND GREEN PRODUCT KNOWLEDGE SHAPE GREEN COSMETIC PURCHASE INTENTION: EVIDENCE FROM THE THEORY OF PLANNED BEHAVIOR
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	Growing environmental awareness has increased consumer interest in green beauty products. This study examines the determinants of green purchase intention by integrating Social Media Marketing (SMM) and Green Product Knowledge (GPK) within the Theory of Planned Behavior (TPB) framework. Specifically, this research analyzes the effects of SMM and GPK on attitude, subjective norms, and perceived behavioral control, and their subsequent influence on green purchase intention. This study employs a quantitative explanatory research design. Data were collected through an online questionnaire using fixed alternative questions and a five-point Likert scale. The survey was distributed via social media platforms, including Facebook, Instagram, and Twitter, and obtained 247 valid responses from consumers who are aware of or have experience with green beauty products. The data were analyzed using Structural Equation Modeling (SEM) with LISREL software to simultaneously assess direct and indirect relationships among latent constructs. Construct validity and reliability were evaluated using Confirmatory Factor Analysis (CFA). The results indicate that social media marketing has a positive and significant effect on green product knowledge and subjective norms, but does not directly influence green purchase intention. Green product knowledge significantly enhances consumers’ attitudes toward green beauty products; however, its direct effect on purchase intention is not significant, suggesting the existence of a knowledge–action gap. Furthermore, attitude and perceived behavioral control are found to have positive and significant effects on green purchase intention, whereas subjective norms do not significantly influence consumers’ intention to purchase green beauty products. These findings contribute to the green marketing literature by extending the application of TPB in the green beauty context and clarifying the indirect role of social media marketing in shaping purchase intention. From a managerial perspective, the results highlight the importance of fostering positive consumer attitudes and enhancing perceived ease and accessibility to effectively encourage sustainable purchasing behavior.
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1. Introduction
Growing environmental concerns and increasing awareness of sustainability have significantly influenced consumer behavior across various industries, including the cosmetic sector. Consumers are becoming more conscious of the environmental and health impacts of cosmetic products, such as the use of harmful chemicals, excessive plastic packaging, and unethical production practices. As a result, green cosmetics products formulated with environmentally friendly ingredients, sustainable packaging, and ethical production processes have gained increasing attention in the global market.
In Indonesia, the green cosmetic market has shown promising growth, driven primarily by younger generations who are more environmentally aware and actively seek information through digital platforms. Social media has become a crucial channel for brands to communicate sustainability values, educate consumers, and shape perceptions regarding green products. Through interactive content, influencer marketing, and user-generated reviews, social media marketing enables cosmetic brands to reach consumers more effectively and potentially influence their purchase intentions. However, despite the growing intensity of green marketing campaigns on social media, consumer purchase intention toward green cosmetics remains inconsistent, indicating the presence of underlying psychological and informational factors.
One important factor that may influence consumers’ intention to purchase green cosmetics is green product knowledge. Product knowledge refers to consumers’ understanding of product attributes, benefits, and environmental impacts. Adequate knowledge about green cosmetics can reduce uncertainty, enhance perceived value, and strengthen consumers’ confidence in making environmentally responsible purchasing decisions. Previous studies suggest that consumers with higher levels of green product knowledge tend to exhibit more favorable attitudes toward green products. Nevertheless, empirical findings regarding the direct effect of green product knowledge on purchase intention remain mixed, particularly in emerging markets such as Indonesia.
To better explain green purchase intention, this study adopts the Theory of Planned Behavior (TPB) as the underlying theoretical framework. TPB posits that purchase intention is shaped by three key determinants: attitude toward the behavior, subjective norms, and perceived behavioral control. Attitude reflects consumers’ positive or negative evaluations of purchasing green cosmetics, subjective norms represent perceived social pressure to engage in the behavior, and perceived behavioral control refers to consumers’ perceived ease or difficulty in performing the behavior. TPB has been widely applied in green consumption research and has demonstrated strong explanatory power in predicting environmentally responsible behaviors.
Despite the extensive application of TPB in green consumer research, limited studies have simultaneously examined the roles of social media marketing and green product knowledge within the TPB framework, particularly in the context of green cosmetics in Indonesia. Moreover, existing studies often focus on direct effects, while the indirect mechanisms through attitude, subjective norms, and perceived behavioral control remain underexplored. Addressing this gap is essential to gain a more comprehensive understanding of how digital marketing efforts and consumer knowledge jointly influence green cosmetic purchase intention.
Therefore, this study aims to investigate the influence of social media marketing and green product knowledge on consumers’ purchase intention toward green cosmetics by applying the Theory of Planned Behavior. By focusing on Indonesian consumers, this research seeks to contribute to the literature on green marketing and consumer behavior while providing practical insights for cosmetic companies in designing more effective sustainability-oriented marketing strategies.

2. Literature Review
2.1 Social Media Marketing
Social Media Marketing (SMM) plays a crucial role in enhancing consumers’ knowledge of green products, commonly referred to as Green Product Knowledge (GPK). Through social media platforms, companies are able to disseminate information widely and interactively regarding the benefits, attributes, and sustainability aspects of green products. This interactive communication enables consumers to better understand environmentally friendly concepts and strengthens their awareness of green product characteristics (Widodo et al., 2024).
Previous studies have highlighted that frequent exposure to green marketing content on social media significantly increases consumers’ knowledge of green products. Nekmahmud et al. (2022) found that social media marketing campaigns positively influence consumers’ understanding of green product attributes and benefits, as continuous engagement with sustainability-related content encourages learning and awareness. As a result, consumers become more familiar with environmental claims, eco-labels, and the long-term benefits associated with green products.
In addition to functioning as an information channel, social media also serves as an educational platform. Various content formats, such as customer reviews, educational videos, and infographics, allow firms to communicate sustainability-related information in a more engaging and easily comprehensible manner (Nekmahmud et al., 2022). Such content not only simplifies complex environmental information but also facilitates knowledge retention among consumers. Moreover, credible information supported by real evidence, including user testimonials and sustainability certifications, enhances consumer trust in green product claims and further strengthens green product knowledge (Widodo et al., 2024).
Based on the above discussion, social media marketing is expected to positively influence consumers’ green product knowledge. Therefore, this study proposes the following hypothesis:
H1 - Social Media Marketing has a positive effect on Green Product Knowledge.

2.2 Green Product Knowledge
Green Product Knowledge (GPK) has been widely recognized as a key determinant of Green Purchase Intention. Consumers who possess a higher level of understanding regarding the environmental impact and benefits of green products are more likely to develop stronger intentions to purchase such products compared to those with limited knowledge (Widodo et al., 2024). Prior research also indicates that green product knowledge can act as an important mechanism linking marketing efforts and consumer attitudes to green purchase intention, highlighting its strategic role in sustainable marketing contexts.
Empirical studies further support the positive influence of green product knowledge on consumers’ purchasing behavior. Increasing environmental awareness through product-related knowledge has been shown to encourage sustainable consumption patterns (Mutmainah & Wahidhani, 2024). Moreover, green product knowledge not only directly affects purchase intention but also strengthens the effectiveness of green advertising, suggesting that knowledgeable consumers are more responsive to environmentally oriented marketing messages (Sayal & Pant, 2023). The role of social media in disseminating sustainability-related information has also been emphasized, as it enhances consumer awareness and knowledge, which subsequently contributes to higher green purchase intention (Nekmahmud et al., 2022).
In addition to influencing purchase intention, green product knowledge plays a crucial role in shaping consumers’ attitudes toward green products. According to the Theory of Planned Behavior, attitudes are formed based on the information individuals possess regarding a particular behavior (Ajzen, 1991). In the context of green products, knowledge of environmental attributes and benefits reduces uncertainty and increases consumer acceptance, leading to more favorable attitudes (Chen & Deng, 2016; Paço & Lavrador, 2017). Empirical evidence confirms that consumers with higher levels of green product knowledge tend to develop more positive attitudes toward green products (Sun & Wang, 2020; Sayal & Pant, 2023). In the digital era, social media and green marketing campaigns further facilitate access to product-related information, thereby strengthening consumer knowledge and supporting the formation of positive attitudes (Schuitema & de Groot, 2015).
Based on the above discussion, the following hypotheses are proposed:
H2 - Green Product Knowledge has a positive effect on Green Purchase Intention.
H3 - Green Product Knowledge has a positive effect on Attitude toward green products.

2.3 Social Media Marketing, Green Purchase Intention, and Subjective Norms
Social Media Marketing (SMM) has been identified as an effective approach for promoting environmentally friendly products and influencing consumers’ Green Purchase Intention. Previous studies show that sustainability-oriented campaigns on social media increase consumer awareness and preference for green products, thereby strengthening purchase intention (Widodo et al., 2024; Nekmahmud et al., 2022). By delivering information interactively and consistently, social media enables consumers to better understand green product attributes and benefits, which further enhances their intention to purchase environmentally friendly products.
In addition to influencing purchase intention, Social Media Marketing also plays a significant role in shaping Subjective Norms. Exposure to green marketing content on social media can influence consumers’ perceptions of socially expected and acceptable behaviors related to green consumption (Sun & Wang, 2020). Social media facilitates social interaction, social comparison, and reference group influence, which can strengthen perceived social pressure to engage in sustainable purchasing. Empirical evidence confirms that SMM positively affects subjective norms, particularly in contexts where social influence plays a dominant role in consumer decision-making (Nekmahmud et al., 2022).
Based on the literature, the following hypotheses are proposed:
H4 - Social Media Marketing berpengaruh terhadap Green Purchase Intention
H5 - Social Media Marketing berpengaruh positif terhadap Subjective Norms

2.4 Attitude
Consumer attitude has been consistently identified as a critical factor influencing green purchase intention, particularly in the context of green and sustainable cosmetics. A positive attitude toward environmentally friendly products reflects consumers’ favorable evaluations and increases their willingness to engage in green purchasing behavior. Previous studies confirm that consumers who hold positive attitudes toward green cosmetics are more likely to demonstrate stronger purchase intentions (Meliniasari & Mas, 2024; Li et al., 2021).
Empirical evidence across different product categories and cultural contexts further supports this relationship. Research on green, vegan, and eco-friendly cosmetics shows that favorable consumer attitudes significantly enhance purchase intention through both traditional and digital marketing channels (Sun & Wang, 2020; Ngo-thi-ngoc & Nguyen-viet, 2024). Similar findings have been reported in various countries, indicating that positive attitudes toward environmentally friendly cosmetic products consistently lead to higher purchase intention (Mamun et al., 2020; Echchad & Ghaith, 2022; Lupindo & Mongezi, 2024).
In the context of social media, attitude also plays an important role in translating exposure to green marketing content into actual purchase intention. Studies conducted in Europe and Asia demonstrate that consumers with positive attitudes toward green products are more responsive to sustainability-oriented messages delivered through social media platforms (Nekmahmud et al., 2022). Recent evidence further confirms that a positive attitude directly influences consumers’ intention to purchase green beauty products, reinforcing the robustness of this relationship in contemporary green marketing research (Bevan-dye & Synodinos, 2025).
Overall, the empirical literature consistently indicates that consumer attitude is a strong predictor of green purchase intention. Therefore, the following hypothesis is proposed:
H6 - Attitude berpengaruh terhadap Green Purchase Intention.

2.5 Subjective Norms
Subjective norms reflect perceived social pressure from significant others, such as family, friends, and reference groups, which can strongly influence individual consumption behavior. Consumers often align their purchasing decisions with the values and expectations of their social environment, making subjective norms an important predictor of behavioral intention. This influence is particularly evident in collectivist cultures, where conformity to social norms plays a central role in decision-making (Sun & Wang, 2020).
Empirical studies consistently demonstrate that subjective norms positively affect green purchase intention. Research conducted in different contexts confirms that perceived social expectations encourage consumers to purchase green cosmetics and other environmentally friendly products (Askadilla & Krisjanti, 2017; Meliniasari & Mas, 2024; Echchad & Ghaith, 2022; Ngo-thi-ngoc & Nguyen-viet, 2024). Similar positive relationships have also been observed in broader green consumption settings, including green beauty and vegan cosmetics, indicating the robustness of this effect across product categories (Chen & Deng, 2016; Sun & Xing, 2022; Nekmahmud et al., 2022; Bevan-dye & Synodinos, 2025).
In the digital era, social media further strengthens the impact of subjective norms by increasing visibility of others’ green consumption behavior, which encourages individuals to develop positive green purchase intentions. These findings highlight the continuing importance of social influence in shaping environmentally responsible consumption behavior across different cultural and digital contexts.
Based on the above discussion, the following hypothesis is proposed:
H7 - Subjective Norms berpengaruh terhadap Green Purchase Intention

2.6 Perceived Behavioral Control
Perceived Behavioral Control (PBC) refers to individuals’ perceptions of their ability, resources, and opportunities to perform a particular behavior and has been widely recognized as a key determinant of green purchase intention within the Theory of Planned Behavior framework. Empirical evidence consistently shows that consumers who perceive greater control over purchasing green products are more likely to develop stronger purchase intentions (Chen & Deng, 2016).
Numerous studies across different contexts confirm the positive relationship between PBC and green purchase intention. Research on green, vegan, and sustainable cosmetics demonstrates that PBC significantly influences consumers’ intention to purchase environmentally friendly products (Hoo et al., 2024; Ngo-thi-ngoc & Nguyen-viet, 2024; Bevan-dye & Synodinos, 2025). In addition, PBC enables consumers to overcome practical barriers such as higher prices, limited availability, or access constraints, thereby facilitating green purchasing decisions (Paul et al., 2016).
Further empirical support has been found in various cultural settings, including Asia and emerging markets. Studies conducted in China, Malaysia, and Indonesia consistently report that PBC has a significant positive effect on green cosmetic purchase intention (Sun & Wang, 2020; Meliniasari & Mas, 2024; Askadilla & Krisjanti, 2017). Similar conclusions are drawn by Lupindo and Mongezi (2024) and Yadav and Pathak (2016), who identify PBC as a strong predictor of green purchase intention alongside values and risk perceptions.
Overall, these findings reinforce the central role of perceived behavioral control in shaping green purchase intention, as proposed by the Theory of Planned Behavior. Accordingly, the following hypothesis is proposed:
H8 - Perceived Behavioral Control berpengaruh terhadap Green Purchase Intention.

3. Method
3.1 Measures
In this study, we adopted a measurement framework in which each construct was assessed using indicators adapted from prior studies in the fields of green marketing and consumer behavior. Social Media Marketing was measured using indicators derived from Nekmahmud et al. (2022) and Widodo et al. (2024). Green Product Knowledge was assessed using indicators adapted from Widodo et al. (2024) and Sayal and Pant (2023). Attitude was measured using indicators grounded in the Theory of Planned Behavior and adapted from Sun and Wang (2020) and Chen and Deng (2016). Subjective Norms were assessed using indicators adapted from Sun and Wang (2020) and Nekmahmud et al. (2022). Perceived Behavioral Control was measured using indicators derived from Chen and Deng (2016), Paul et al. (2016), and Hoo et al. (2024). Finally, Green Purchase Intention was measured using indicators adapted from Chen and Deng (2016), Sun and Wang (2020), and Bevan-dye and Synodinos (2025).
All measurement items were assessed using a five-point Likert-type scale, ranging from Strongly Disagree to Strongly Agree. By adopting measurement instruments that have been previously validated, this study ensures the reliability and validity of the constructs used to examine green cosmetic purchase intention within the Theory of Planned Behavior framework.
Figure 1 shows the theoretical framework of this study based on the Theory of Planned Behavior.
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Figure 1. The Theoretical Framework (Source: The authors, 2025)

3.2 Data Analysis
This study examines the relationships among Social Media Marketing (SMM), Green Product Knowledge (GPK), Attitude, Subjective Norms, Perceived Behavioral Control (PBC), and Green Purchase Intention (GPI) in the context of green cosmetic products. The findings demonstrate that Social Media Marketing plays a crucial role in shaping consumers’ cognitive and social evaluations, although its influence on purchase intention is largely indirect.
The results indicate that Social Media Marketing has a positive and significant effect on Green Product Knowledge, confirming that social media functions not only as a promotional channel but also as an effective educational medium. Through informative content, product reviews, and interactive communication, social media enhances consumers’ understanding of the attributes, benefits, and environmental values of green cosmetics. This finding is consistent with prior studies highlighting the role of social media in increasing consumer literacy regarding sustainable products. Theoretically, this supports the view that digital platforms contribute to the formation of environmental knowledge by facilitating accessible and engaging information delivery.
Green Product Knowledge is also found to have a positive and significant influence on Attitude toward green products. This suggests that increased knowledge regarding environmental benefits and product safety leads to more favorable evaluations of green cosmetics. The result aligns with the cognitive foundation of the Theory of Planned Behavior, in which knowledge serves as an antecedent to attitude formation. However, Green Product Knowledge does not have a significant direct effect on Green Purchase Intention. This indicates the presence of a knowledge–action gap, where consumers’ awareness and understanding of green products are insufficient to directly translate into purchase intention. Practical barriers such as price sensitivity, product availability, and skepticism toward green claims may inhibit the transformation of knowledge into behavioral intention.
Furthermore, the direct effect of Social Media Marketing on Green Purchase Intention is not significant, suggesting that exposure to marketing activities on social media alone does not immediately encourage consumers to intend to purchase green cosmetics. Instead, Social Media Marketing significantly influences Subjective Norms, indicating its effectiveness in shaping perceived social expectations and normative pressure. Frequent exposure to green marketing messages and interactions within digital communities contributes to the perception that purchasing green products is socially supported and desirable. This finding reinforces the role of social influence in the digital environment, as proposed in the Theory of Planned Behavior.
Attitude is found to have a positive and significant effect on Green Purchase Intention, confirming that consumers with favorable evaluations of green cosmetics are more likely to express purchase intention. This highlights Attitude as a key determinant in explaining green purchasing behavior. In contrast, Subjective Norms do not significantly influence Green Purchase Intention, suggesting that decisions regarding green cosmetic purchases tend to be driven more by personal evaluations than by social pressure. This result implies that for personal and self-expressive products such as cosmetics, normative influence may play a secondary role.
Finally, Perceived Behavioral Control has a positive and significant effect on Green Purchase Intention, indicating that consumers are more likely to intend to purchase green cosmetics when they perceive the behavior as easy, affordable, and within their control. This finding underscores the importance of accessibility and perceived convenience in encouraging sustainable consumption.
Overall, the findings suggest that Social Media Marketing contributes indirectly to Green Purchase Intention by enhancing Green Product Knowledge and shaping Attitude and Subjective Norms, while Attitude and Perceived Behavioral Control emerge as the most influential predictors of purchase intention. These results extend the application of the Theory of Planned Behavior in the context of green cosmetics and emphasize the need for integrated marketing strategies that combine education, attitude formation, and facilitation of consumer control to effectively promote green purchasing behavior.

4. Result
4.1 Participants
A total of 247 respondents initially participated in this study. Of these, 168 respondents (68.02%) were female, while 79 respondents (31.98%) were male, indicating that the sample was predominantly female. This distribution suggests that perceptions and knowledge related to green cosmetic products on social media in this study largely reflect the perspectives of female consumers.
Regarding age, the majority of respondents were aged 24–26 years (72 respondents; 29.15%), followed closely by those aged 21–23 years (70 respondents; 28.34%). Respondents aged 27–30 years accounted for 60 individuals (24.29%), while the youngest age group, 18–20 years, represented the smallest proportion of the sample (45 respondents; 18.22%).
In terms of product awareness, 245 respondents (99.19%) reported being aware of green cosmetic products through social media, whereas only 2 respondents (0.81%) indicated no such awareness. As awareness of green cosmetic products is essential to the context of this study, the data from the two respondents who lacked awareness were excluded from further analysis. Consequently, the final sample used for data analysis consisted of 245 valid respondents.
Table 1. Profile of Research Participants
	Profile
	Frequency
	Percent

	Gender
	Male
	79
	31.98

	
	Female
	168
	68.02

	Age
	18-20 Years
	45
	18.22

	
	21-23 Years
	70
	28.34

	
	24-26 Years
	72
	29.15

	
	27-30 Years
	60
	24.29

	Awareness of Green Cosmetics on Social Media
	Aware
	245
	99.19

	
	Not Aware
	2
	0.81



4.2 Validity and Reliability Test
This study conducted validity and reliability tests on the measurement model, and the results are presented in Table 2. The findings indicate that all construct variables are well represented by their respective indicators. Green Product Knowledge is measured using four indicators with satisfactory reliability, reflected by a construct reliability (CR) value of 0.821. Social Media Marketing retains four indicators and demonstrates good internal consistency with a CR value of 0.829. Perceived Behavioral Control, measured by four indicators, also shows reliable measurement with a CR value of 0.826.
Furthermore, the Attitude construct is supported by four indicators with a high level of reliability (CR = 0.840), while Subjective Norms, consisting of three indicators, exhibits strong reliability with a CR value of 0.834. Lastly, Green Purchase Intention retains four indicators and achieves excellent reliability, as indicated by a CR value of 0.853. All indicators display acceptable factor loading values, confirming their validity in measuring the intended constructs. Overall, the results demonstrate that the measurement model meets the recommended validity and reliability criteria, providing a solid foundation for further structural model analysis.

Table 2. Results of Data Validity and Reliability Tests
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	Variables and Indicator
	Factor Loading
	Construct Reliability (CR)

	
	Green Product Knowledge
	
	0.821

	GPK1
	I am familiar with green cosmetic products
	0.76
	

	GPK2
	I frequently encounter green cosmetic products when shopping.
	0.69
	

	GPK3
	I often obtain information about green cosmetic products from articles or news sources.
	0.74
	

	GPK4
	I have a good understanding of the characteristics and benefits of green cosmetic products.
	0.73
	

	
	Social Media Marketing
	
	0.829

	SMM1
	I receive information from social media users who are aware that green cosmetic products provide health benefits and help protect the environment.
	0.72
	

	SMM2
	Expressing my opinions about green cosmetic products that I am considering purchasing is easy to do through social media.
	0.74
	

	SMM3
	Searching for information about green cosmetic products that I am considering purchasing on social media is currently a popular trend
	0.75
	

	SMM4
	I am willing to share information about green cosmetic products obtained from social media with my friends.
	0.74
	

	
	Perceived Behavioral Control
	
	0.826

	PBC1
	I have sufficient time and financial resources to purchase green cosmetic products.
	0.73
	

	PBC2
	I know where to purchase green cosmetic products.
	0.76
	

	PBC3
	I am able to decide independently whether or not to purchase green cosmetic products.
	0.75
	

	PBC4
	I have adequate resources to purchase green cosmetic products.
	0.71
	

	
	Attitude
	
	0.840

	ATT1
	Purchasing green cosmetic products is a wise choice to protect the environment.
	0.75
	

	ATT2
	Purchasing green cosmetic products is a good idea.
	0.77
	

	ATT3
	I support the purchase of green cosmetic products.
	0.72
	

	ATT4
	I have a positive attitude toward purchasing green cosmetic products.
	0.77
	

	
	Subjective Norms
	
	0.834

	SN1
	Most people who are important to me support my decision to purchase green cosmetic products.
	0.81
	

	SN2
	If I purchase green cosmetic products, people who are important to me are likely to do the same.
	0.79
	

	SN3
	People who are important in my life prefer that I purchase green cosmetic products.
	0.77
	

	
	Green Purchase Intention
	
	0.853

	GPI1
	I plan to purchase green cosmetic products in the future.
	0.77
	

	GPI2
	I am willing to purchase green cosmetic products.
	0.79
	

	GPI3
	rom now on, I intend to purchase green cosmetic products.
	0.76
	

	GPI4
	I am willing to pay a higher price to purchase green cosmetic products.
	0.75
	



4.3 Hypotheses Test
Hypothesis testing was conducted to examine whether the relationships among variables in the proposed research model were statistically significant. The decision rule was based on the p-value, where hypotheses were accepted when p-value < 0.05 and rejected when p-value ≥ 0.05. A summary of the hypothesis testing results is presented in Table 3.
The results indicate that out of the eight proposed hypotheses, five hypotheses were supported and three were rejected. The supported hypotheses include H1, which confirms the positive effect of Social Media Marketing on Green Product Knowledge (p = 0.000); H3, indicating a significant effect of Green Product Knowledge on Attitude (p = 0.000); H5, demonstrating the positive influence of Social Media Marketing on Subjective Norms (p = 0.000); H6, showing that Attitude significantly affects Green Purchase Intention (p = 0.009); and H8, which confirms the positive effect of Perceived Behavioral Control on Green Purchase Intention (p = 0.029).
In contrast, H2, examining the effect of Green Product Knowledge on Green Purchase Intention (p = 0.719); H4, assessing the direct effect of Social Media Marketing on Green Purchase Intention (p = 0.865); and H7, analyzing the influence of Subjective Norms on Green Purchase Intention (p = 0.172), were not supported due to p-values exceeding the established significance threshold. These findings suggest that not all variables in the model exert a direct influence on green cosmetic purchase intention.

Table 3. Results of the Hypotheses Tested
	Hypothesis
	P
	Information

	H1:	Social Media Marketing → Green Product Knowledge.
	0.000
	Supported

	H2:	Green Product Knowledge → Green Purchase Intention
	0.719
	Not Supported

	H3:	Green Product Knowledge → Attitude
	0.000
	Supported

	H4:	Social Media Marketing → Green Purchase Intention
	0.865
	Not Supported

	H5:	Social Media Marketing → Subjective Norms
	0.000
	Supported

	H6:	Attitude → Green Purchase Intention.
	0.009
	Supported

	H7:	Subjective Norms → Green Purchase Intention
	0.172
	Not Supported

	H8:	Perceived Behavioral Control → Green Purchase Intention.
	0.029
	Supported



5. Discussion
This study investigates the determinants of green purchase intention in the green beauty context by integrating Social Media Marketing (SMM) and Green Product Knowledge (GPK) within the Theory of Planned Behavior (TPB). Overall, the findings provide nuanced insights into the direct and indirect mechanisms through which marketing and psychological factors influence consumers’ intention to purchase green beauty products.
First, the results support H1, indicating that Social Media Marketing has a positive and significant effect on Green Product Knowledge (Estimate = 1.09; p < 0.001). This finding confirms that intensive and well-designed social media activities effectively enhance consumers’ understanding of green beauty products, including their environmental attributes, benefits, and sustainability values. Social media thus functions not merely as a promotional tool but also as an educational medium that facilitates green literacy among consumers. This result reinforces prior studies emphasizing the role of interactive content, reviews, and two-way communication in strengthening consumers’ product knowledge.
However, the relationship between Green Product Knowledge and Green Purchase Intention does not support H2. Although the estimated coefficient is positive (Estimate = 0.05), the effect is statistically insignificant (p = 0.719). This finding suggests that possessing knowledge about green products alone is insufficient to directly stimulate purchase intention. The result indicates the presence of a knowledge–action gap, where consumers’ awareness and understanding do not automatically translate into behavioral intention. Factors such as price sensitivity, perceived credibility of green claims, product availability, and personal priorities may inhibit the conversion of knowledge into purchase intention.
In contrast, H3 is supported, as Green Product Knowledge has a strong positive and significant effect on Attitude (Estimate = 1.04; p < 0.001). This implies that increased knowledge regarding the environmental and health benefits of green beauty products fosters more favorable consumer attitudes. Knowledge serves as a cognitive foundation that shapes positive evaluations of green products, even though it does not directly drive purchase intention. This finding highlights the indirect role of knowledge in influencing behavior through attitudinal mechanisms.
Furthermore, Social Media Marketing does not exert a direct influence on Green Purchase Intention (Estimate = 0.03; p = 0.865), indicating that its impact is largely indirect. Instead, SMM significantly influences Subjective Norms (Estimate = 0.96; p < 0.001), demonstrating its ability to shape perceived social expectations through digital interactions, peer influence, and online communities. This supports the TPB assumption that social influence can be formed through mediated environments.
Consistent with TPB, Attitude significantly affects Green Purchase Intention (Estimate = 0.043; p = 0.009), confirming that positive evaluations of green beauty products are a key driver of purchase intention. Perceived Behavioral Control also shows a positive and significant effect (Estimate = 0.029; p = 0.029), indicating that consumers are more likely to intend to purchase green products when they perceive sufficient resources, accessibility, and ease of purchase. Conversely, Subjective Norms do not significantly influence Green Purchase Intention (Estimate = 0.21; p = 0.172), suggesting that purchasing green beauty products remains a largely personal decision rather than one driven by social pressure.
Overall, these findings extend the TPB framework by demonstrating that social media marketing and green product knowledge primarily influence green purchase intention through attitudinal and control-related pathways rather than direct effects. This study highlights the importance of strengthening positive attitudes and perceived behavioral control to effectively promote sustainable consumption in the green beauty market.
6. Conclusion
This study examines the determinants of green purchase intention in the green beauty sector by integrating Social Media Marketing and Green Product Knowledge within the Theory of Planned Behavior framework. The findings provide several important conclusions regarding the mechanisms that shape consumers’ intention to purchase green beauty products.
First, Social Media Marketing plays a significant role in enhancing Green Product Knowledge and shaping Subjective Norms, confirming its function as both an informational and social influence channel. However, Social Media Marketing does not directly influence Green Purchase Intention, indicating that its impact occurs indirectly through psychological mechanisms rather than immediate behavioral intention.
Second, Green Product Knowledge significantly contributes to the formation of positive consumer attitudes toward green beauty products, yet it does not directly translate into purchase intention. This result highlights the existence of a knowledge action gap, where awareness and understanding of green products alone are insufficient to motivate purchasing behavior without supportive attitudinal and situational factors.
Third, Attitude and Perceived Behavioral Control emerge as the most influential determinants of Green Purchase Intention. Consumers who hold favorable evaluations of green beauty products and perceive sufficient control over purchasing conditions such as accessibility, affordability, and availability are more likely to exhibit stronger purchase intentions. In contrast, Subjective Norms are not a decisive factor, suggesting that purchasing green beauty products remains a predominantly personal and self-driven decision.
Overall, this study extends the application of the Theory of Planned Behavior in the green beauty context by demonstrating the indirect role of social media marketing and product knowledge in shaping purchase intention. The findings underscore the importance of fostering positive consumer attitudes and enhancing perceived behavioral control to effectively encourage sustainable consumption. These insights offer valuable implications for both researchers and practitioners seeking to promote environmentally responsible purchasing behavior in the beauty industry.

7. Implication
7.1 Theoretical Implications
This study contributes to the green marketing and consumer behavior literature by extending the application of the Theory of Planned Behavior (TPB) within the green beauty context. The findings demonstrate that Social Media Marketing and Green Product Knowledge do not directly drive Green Purchase Intention, but instead operate through psychological pathways such as Attitude and Perceived Behavioral Control. This reinforces the notion that intention formation in sustainable consumption is a complex process influenced by both cognitive and situational factors.
Moreover, the insignificant effect of Green Product Knowledge on purchase intention highlights the presence of a knowledge–action gap, supporting previous arguments that environmental awareness alone is insufficient to trigger pro-environmental behavior. By empirically confirming that Green Product Knowledge significantly shapes Attitude but not intention, this study refines the TPB framework by clarifying the indirect role of knowledge in green consumption decisions. The non-significant role of Subjective Norms further suggests that green beauty consumption is more individual-driven, providing additional nuance to TPB applications in product categories associated with personal use.
7.2 Managerial Implications
From a managerial perspective, the findings suggest that green beauty marketers should not rely solely on informational campaigns to stimulate purchase intention. While social media marketing is effective in enhancing product knowledge and shaping social perceptions, it should be strategically designed to foster positive consumer attitudes and reduce perceived barriers to purchase.
Marketers are encouraged to focus on value-driven and emotionally engaging content that emphasizes personal benefits, environmental responsibility, and product efficacy to strengthen favorable attitudes. In addition, improving Perceived Behavioral Control by ensuring product availability, affordability, transparent pricing, and easy access both online and offline can significantly enhance consumers’ purchase intention.
Furthermore, social media strategies should prioritize credibility and authenticity through user-generated content, expert endorsements, and verifiable sustainability certifications to increase consumer confidence. By addressing both psychological and practical dimensions of consumer decision-making, firms can more effectively convert environmental awareness into actual purchase intention and support the growth of sustainable consumption in the green beauty industry.
8. Limitation
Despite its contributions, this study has several limitations that should be acknowledged. First, although Social Media Marketing significantly influences Green Product Knowledge and Subjective Norms, it does not have a direct effect on Green Purchase Intention. This suggests that the study may not fully capture the indirect mechanisms through which social media marketing affects purchase intention. Potential mediating variables such as trust, consumer engagement, perceived risk, or brand credibility were not examined and may strengthen the explanatory power of the model.
Second, Green Product Knowledge does not directly influence Green Purchase Intention, despite its significant effect on Attitude. This indicates that consumer knowledge alone is insufficient to drive purchasing decisions and highlights a limitation in explaining additional psychological or emotional factors, such as personal values, environmental commitment, or willingness to pay a price premium, which may bridge the gap between knowledge and intention.
Third, while Social Media Marketing significantly shapes Subjective Norms, Subjective Norms do not significantly affect Green Purchase Intention. This finding suggests that green cosmetic purchasing decisions tend to be more individual-driven. However, the study does not differentiate between types of social influence, such as family, close peers, or social media influencers, which may exert varying degrees of impact on consumers’ intentions.
Fourth, the use of a cross-sectional research design limits the ability to observe changes in attitudes, subjective norms, perceived behavioral control, and purchase intention over time. Consumer responses to green beauty products may evolve as trends, social media exposure, and sustainability information continue to develop.
Finally, the sample characteristics are limited to specific respondent groups, which restricts the generalizability of the findings to the broader population of green cosmetic consumers in Indonesia. Variations in demographic background, income level, and environmental concern may produce different behavioral patterns that were not captured in this study.
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