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The background of this research focuses on the influence of 
consumer value perception on purchasing decisions for 
environmentally friendly skincare products in Indonesia. Amid 

the growing environmental awareness, consumers are 
increasingly considering the ecological impact of the products 
they purchase. Therefore, it is crucial to understand how 
consumer perceptions of product value influence purchasing 
decisions. The purpose of this study is to analyze the impact of 
consumer value perception, which includes functional value, 
emotional value, price value, and social value, on purchasing 
decisions for environmentally friendly skincare products in 

Indonesia. The research employs a quantitative approach, with 
data collected through a questionnaire distributed to 150 
respondents. The data were analyzed using multiple linear 
regression with SPSS software, along with validity, reliability, 
and classical assumption tests. The results indicate that 
functional value, emotional value, and price value significantly 
influence purchasing decisions, while social value does not have 
a significant effect. The coefficient of determination (R²) is 0.539, 
meaning that 53.9% of the variation in purchasing decisions can 
be explained by these four variables. In conclusion, marketing 
strategies for environmentally friendly skincare products in 
Indonesia should emphasize tangible benefits, emotional 
experiences, and competitive pricing, while social value does not 
play a significant role in purchasing decisions. 
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1. INTRODUCTION  

Lifestyle transformations and increasing public awareness of environmental issues have 

driven changes in consumer preferences, particularly in the beauty and personal care 
industry. Today's consumers consider not only aesthetics and functionality but also the 

environmental impact of the products they use. Sustainable skincare products have seen 

a surge in interest, as evidenced by the emergence of numerous local brands that 

prioritize desirable values, such as natural ingredients, eco-friendly packaging, and 

ethical production practices. This phenomenon indicates a shift in consumer values in 
the purchasing decision-making process (Ribeiro et al., 2022). One impact of this 

environmental awareness is the growing interest in sustainable skincare products, 
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including the use of natural ingredients, eco-friendly packaging, and ethical production 

practices. As explained by (Irfany et al., 2023), Eco-friendly cosmetics encompass not 

only products made from natural ingredients but also packaging that supports 

sustainability, such as recyclable or environmentally friendly materials. This research 

underscores the importance of cosmetics companies considering the ecological impact of 

their products to meet the expectations of modern consumers. 
Relatedly, (Baharuddin et al., 2024) noted that public awareness of plant-based 

natural resources is increasing, which aligns with global attention to sustainability 

issues. Mass media and environmental education campaigns also help strengthen this 

awareness and shape more responsible consumer behavior. Thus, we can see a shift in 

consumer behavior, with consumers increasingly choosing sustainable, environmentally 
friendly products (Zameer & Yasmeen, 2022). Today, consumers are increasingly 

concerned about the products they use, not only for safety and effectiveness, but also for 

their environmental impact (Shimul & Cheah, 2022). (Wang et al., 2022) show that the 

environment has become a primary concern for consumers, especially for personal care 

and beauty products. Their research indicates that green consumer behavior is evolving 

as awareness of the environmental impact of the products they consume increases. This 
reflects a profound shift in consumer mindsets, where the products they choose now also 

reflect sustainable values  (Yasik et al., 2025). 

Sustainability awareness in cosmetic products extends beyond ingredients and 

packaging to how they are produced. For example, (Pratiwi et al., 2023) identified various 

groups of eco-friendly products, including those produced under conditions with minimal 
environmental impact. This helps consumers better understand the products they choose 

and encourages them to seek labels that reflect more ethical and sustainable practices. 

Green initiatives worldwide have encouraged manufacturers to produce and market eco-

friendly cosmetic products (Limbu et al., 2022). One effective way to raise awareness is 

through social media as a communication channel. Green cosmetic marketers can 

leverage these platforms to increase consumer motivation and purchase intention, 
particularly among young women (Limbu et al., 2022). Social media serves not only as a 

promotional platform but also as a source of information regarding the product's eco-

friendly attributes, enabling consumers to make more informed decisions (Limbu & 

Ahamed, 2023). 

As consumer awareness of sustainability increases, the cosmetics sector is 
experiencing a surge in demand for products made with natural ingredients and 

produced using environmentally friendly processes (Gwanya et al., 2024). For example, 

research shows a significant increase in cosmetic product sales worldwide, indicating 

that consumers are now more concerned about the environmental impact of the products 

they purchase (Gonçalves et al., 2022). Furthermore, cosmetics companies that uphold 

sustainability in their practices can gain a competitive advantage through differentiation 
strategies, such as obtaining sustainability certifications and undertaking corporate 

social responsibility (CSR) initiatives (Limbu & Ahamed, 2023). Non-financial factors, 

such as customer experience and product context, influence consumer value perceptions 

(Das et al., 2021; Li et al., 2020). For example, a study by (Shang et al., 2023), found that 

consumer value perceptions were significantly influenced by background suitability in e-
commerce live streaming. Consumers are more likely to judge a product's value based on 

product-related factors, such as price and quality, rather than on information provided 

by the seller (Setyorini et al., n.d.; Shang et al., 2023). This study demonstrates the 

importance of the relationship between product components and perceived value, which 

can influence consumer purchase intentions.  

Consumers' perceptions of product value, particularly environmentally friendly 
products, involve several dimensions that influence purchase intentions. This concept 

indicates that value is not only functional, but also emotional, social, and epistemic, 

which influence consumer purchasing decisions (Goel & Singh, 2023; Tuska et al., 2023). 

Functional value refers to the tangible benefits a product provides, such as efficiency and 
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performance, which serve as key drivers of consumer behavior (Maharani & Purnamarini, 

2022; Mubarok et al., 2025). On the other hand, emotional and social values build a 

bond between consumers and products. Consumers not only purchase products based 

on their function but also because they feel connected to the values embodied in the 

product. Maharani and Purnamarini detailed that consumer behavior in choosing 

environmentally friendly products is strongly influenced by emotional and social values 
(Hasanah et al., 2023; Maharani & Purnamarini, 2022). 

Market trends indicate an increasing demand for environmentally friendly 

products, in line with Indonesian consumers' growing awareness of tourism issues 

(Gonçalves et al., 2022; Zameer & Yasmeen, 2022). Consumer behavior in Indonesia 

tends to prioritize functional, emotional, and price values, with consumers still 
considering product affordability despite perceived value (Limbu et al., 2022; Limbu & 

Ahamed, 2023). Furthermore, regulatory and labeling issues that promote transparency 

of environmentally friendly products increasingly influence purchasing decisions, 

especially with government policies supporting this desire Mutoffar et al., 2024; Wang et 

al., 2022). 

The purchase decision is the final step in the consumer decision-making process 
and is heavily influenced by numerous sociocultural and psychological factors. For eco-

friendly products, factors such as environmental awareness, attitude toward 

sustainability, and subjective norms are highly influential (Elrayah et al., 2023; Zameer 

& Yasmeen, 2022). Chan explains that environmental awareness increases 

understanding of the consequences of consumer decisions, which in turn leads to a 
desire to purchase more sustainable products. However, this reference does not directly 

support the statement about environmental awareness and purchase intention (K & Sia, 

2022). Previous studies have shown that perceived value is crucial for purchasing 

decisions. Various aspects, such as quality, emotional, and social value, shape 

consumers' perceptions of value. According to Sweeney and Soutar, the four main 

dimensions of perceived value are functional, emotional, social, and price value. They 
argue that each dimension influences consumer preference for a particular product 

(Mudzakkir & Nurfarida, 2020; Ruslim et al., 2022). Further research shows that 

perceived product sustainability value is crucial for green or sustainable products. This is 

supported by a study (Ningrum et al., 2022) which found that consumers become more 

loyal and more likely to purchase eco-friendly products if they have a positive perception 
of the product's environmental impact (Ningrum et al., 2022; Prilutskaya et al., 2021). 

In Indonesia, demand for eco-friendly skincare products continues to increase, 

particularly among younger consumers. However, empirical studies examining how 

Indonesian consumers perceive the value of eco-friendly skincare products and how 

these perceptions influence purchasing decisions remain limited. This study addresses 

this gap by analyzing the effect of functional, emotional, social, and price value on 
purchasing decisions. The novelty of this research lies in its focus on the Indonesian 

context and its use of a multidimensional perceived value framework, providing empirical 

evidence to support sustainable skincare marketing strategies. 

 

2. RESEARCH METHOD 

This research is a quantitative, explanatory study that analyzes the influence of 

consumer value perceptions on purchasing decisions for eco-friendly skincare products 

in Indonesia. The independent variable in this study is consumer value perceptions, 

measured using four main dimensions based on the PERVAL model by Sweeney and 

Soutar: functional value, emotional value, social value, and price value (Wasiuzzaman & 

Chelvam, 2020). The dependent variable is the purchase decision, measured using 
indicators of purchase intention, purchase realization, and repeat-purchase tendency. 

Data were collected through an online questionnaire distributed to consumers aged 18-

40 who have used or are aware of eco-friendly skincare products, using a purposive 
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sampling technique and a minimum of 150 respondents. The analysis technique used 

was multiple linear regression, with instrument validity and reliability testing and 

classical assumption testing to ensure model feasibility. All data processing was carried 

out using SPSS software. 

3. RESULTS AND DISCUSSIONS  

3.1 Result 

This study involved 150 Indonesian consumers of eco-friendly skincare products 

and examined the effect of functional, emotional, social, and price value on purchasing 

decisions using multiple linear regression analysis. The findings of this study, with the 

literature, show similarities and differences influenced by cultural context, age segment, 

and product category. Functional value, emotional value, and price value were found to 
significantly influence purchasing decisions, consistent with previous studies, as 

Indonesian consumers, especially the younger generation, prioritize quality, emotional 

comfort, and price when choosing eco-friendly skincare products. However, social value 

did not show a significant influence, unlike findings in other literature, which can be 

explained by Indonesian culture, which views eco-friendly products more as a personal 

choice than as a symbol of social status. 
 

a. Skla Likert 

Consumer perceptions were measured using a 5-point Likert scale, with mean 

scores calculated for each indicator to identify the strength of perceived value dimensions 

and purchasing decisions. 
 

Table 1. Summary of Average Likert Scale Scores 
Dimension of Perceived Value 

 
Jumlah 

Pernyataan 
Skor Rata-

Rata 
Interpretasi 

Functional Value 4 4,32 Strongly Agree 
Emotional Value 4 4,10 Agree 
Social Value 3 3,52 Neutral-Tend 

to Agree 
Price Value 3 3,98 Agree 
Purchase Decision 4 4,15 Agree 

 

Respondents showed positive perceptions across all perceived value dimensions, with 

functional value scoring the highest (4.32) and social value the lowest (3.52), indicating 

that product quality is more influential than social factors in purchasing decisions. 

3.2 Validity and Reliability Testing 

a. Validity Testing 

Validity testing was conducted using Pearson correlation by comparing each item’s 
score with the total variable score, where items with r-values greater than 0.134 and 

significance values below 0.05 were considered valid. 

Table 2. Functional Value Validity Test Results 

Item r-count r-table Sig. (2-tailed) Description 

NF1 0,652 0,134 0,000 Valid 
NF2 0,678 0,134 0,000 Valid 
NF3 0,723 0,134 0,000 Valid 

NF4 0,695 0,134 0,000 Valid 

Source: SPSS Processing Results 
 

Table 3. Emotional Value Validity Test Results 
Item r-count r-table Sig. (2-tailed) Description 

NE1 0,634 0,134 0,000 Valid 
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NE2 0,681 0,134 0,000 Valid 

NE3 0,702 0,134 0,000 Valid 
NE4 0,668 0,134 0,000 Valid 

Source: SPSS Processing Results  

 

Table 4. Price Value Validity Test Results 
Item r-count r-table Sig. (2-tailed) Description 

NH1 0,589 0,134 0,000 Valid 
NH2 0,617 0,134 0,000 Valid 
NH3 0,603 0,134 0,000 Valid 

NH4 0,649 0,134 0,000 Valid 

Source: SPSS Processing Results  

 

Table 5. Social Value Validity Test Results 
Item r-count r-table Sig. (2-tailed) Description 

NS1 0,538 0,134 0,000 Valid 
NS2 0,596 0,134 0,000 Valid 
NS3 0,578 0,134 0,000 Valid 

NS4 0,602 0,134 0,000 Valid 

Source: SPSS Processing Results  

 

Table 6. Purchase Decisions 
Item r-count r-table Sig. (2-tailed) Description 

KP1 0,712 0,134 0,000 Valid 
KP2 0,748 0,134 0,000 Valid 
KP3 0,732 0,134 0,000 Valid 

KP4 0,759 0,134 0,000 Valid 

Source: SPSS Processing Results  

 

The validity test results show that all items from each variable, namely functional 

value, emotional value, price value, social value, and purchasing decision, have a 
calculated r-value greater than the r-table of 0.134 and a significance value of 0.000 

which is smaller than 0.05. This finding indicates that each question item in the research 

instrument has a significant correlation with the total score of its variable. Thus, all 

questionnaire items are declared valid and able to measure the intended construct, so it 

is suitable for use in collecting data in this study accurately and reliably. 
 

b. Reliability Test 

Reliability was assessed using Cronbach’s Alpha to measure internal consistency, 

with values ≥ 0.60 indicating that the instrument was reliable. 

Table 7. Reliability Test Results 
Variable Cronbach’s Alpha Description 

Functional Value 0,812 Reliable 
Emotional Value 0,791 Reliable 

Price Value 0,765 Reliable 
Social Value 0,745 Reliable 
Purchase Decision 0,804 Reliable 

Source: SPSS Processing Results 

 

All variables exhibited Cronbach’s Alpha values above 0.70, indicating high 
internal consistency and confirming that the research instrument was reliable for further 

analysis. 

 

3.3 Classical Assumption Test 

a. Normality test 

A normality test using the Kolmogorov–Smirnov method showed that the significance 
value exceeded 0.05, indicating that the residuals were normally distributed and the 

regression model met the normality assumption. 
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  Table 8. Normality Test Results  
Variable Kolmogorov-Smirnov Z Sig. (Asymp. Sig. 2-tailed) 

Consumer Value Perception 0,723 0,200 
Purchase Decision 0,648 0,200 

Source: SPSS Processing Results 

 

The normality test showed significance values of 0.200 (> 0.05) for all variables, 

indicating normally distributed data and fulfillment of the normality assumption for 
multiple linear regression analysis. 

b. Multicollinearity Test 

The multicollinearity test showed that all independent variables had tolerance 

values > 0.10 and VIF values < 10, indicating that the regression model was free from 

multicollinearity. 
 

Tabel 9. Hasil Uji Multikolinearitas 

Independent Variable Tolerance VIF 

Consumer Value Perception 0,742 1,348 
Source: SPSS Processing Results 

 
The multicollinearity test showed a tolerance value of 0.742 and a VIF of 1.348, 

indicating no multicollinearity and confirming the suitability of the regression model. 

c. Heteroscedasticity Test 

The Glejser test showed significance values above 0.05 for all variables, indicating 

that the regression model was free from heteroscedasticity. 

 
Table 10. Heteroscedasticity Test Results 

Independent Variable Sig. (Glejser Test) 

Consumer Value Perception 0,472 
Source: SPSS Processing Results 

 

The Glejser test yielded a significance value of 0.472 (> 0.05), indicating no 

heteroscedasticity and confirming that the regression model meets the homoscedasticity 

assumption. 

d. Autocorrelation test 

The test results show a Durbin-Watson value of 1.892, indicating no 

autocorrelation, thus making the regression model suitable for use. 
 

Table 11. Autocorrelation Test Results 
Regression Model Durbin-Watson Value  

Consumer Value Perception - Purchase Decision 1,892 

Source: SPSS Processing Results 

 

The autocorrelation test using the Durbin-Watson statistic yielded a value of 

1.892. This value is within the range of 1.5 to 2.5, which is a safe limit and indicates no 

autocorrelation in the regression model. Therefore, the residual data do not exhibit a 

systematic pattern, thereby fulfilling one of the essential requirements of multiple linear 
regression. This supports the model’s suitability for further analysis. 

 

3.4 Multiple Regression Analysis  
a. Coefficient of Determination (R2) 

The coefficient of determination (R²) measures the proportion of variance in the 

dependent variable explained by the independent variables in the regression model. 
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Table 12. Coefficient of Determination (R2) 
Model R R Square Adjusted R Square Std. Error of the Estimate 

1 0,734 0,539 0,528 0,412 

Source: SPSS Processing Results 

 
The R Square value of 0.539 indicates that 53.9% of the variation in purchasing 

decisions is explained by functional, emotional, price, and social value, while the 

remaining 46.1% is influenced by other factors not included in the model. 

b. ANOVA (Uji F) 

An ANOVA (F-test) was conducted to examine the simultaneous effect of the 
independent variables on the dependent variable and to assess the overall feasibility of 

the regression model. 

 
Table 13. ANOVA Test Results (F-Test)  

Model Sum of Square df Mean Square F Sig. 

Regression 41,753 4 10,438 61,343 0,000 

Residual 35,641 209 0,171 
Total 77,394 213 

Source: SPSS Processing Results 

 

The ANOVA results (Sig. = 0.000 < 0.05) indicate that the regression model is 
statistically significant, confirming that all perceived value dimensions jointly influence 

purchase decisions for eco-friendly skincare products. 

c. Regression Coefficient (t-Test) 

The t-test was conducted to examine the partial effect of each independent 

variable on the purchase decision. 

 

Table 14. Regression Coefficient Results (t-Test)  
Independent Variable B Std. Error t Sig. 

(Konstanta) 1,021 0,284 3,595 0,000 
Functional Value 0,284 0,068 4,176 0,000 
Emotional Value 0,213 0,074 2,878 0,005 
Price Value 0,142 0,062 2,290 0,023 

Social Value 0,087 0,053 1,641 0,103 

Source: SPSS Processing Results 

 

The results of the multiple linear regression analysis show that the variables 

Functional Value (X1), Emotional Value (X2), and Price Value (X3) significantly influence 

the Purchase Decision (Y), with significance values below 0.05 for each. Meanwhile, 

Social Value (X4) does not have a significant effect because its significance value is 0.103 
> 0.05. The regression model formed is: Y = 1.021 + 0.284X1 + 0.213X2 + 0.142X3 + 

0.087X4. This shows that purchasing decisions are more influenced by functional, 

emotional, and price aspects than by social aspects. 

3.5 Discussions 

From the outset, as stated in the Introduction, this research aimed to examine the 

extent to which consumer value perceptions could explain purchasing decisions for eco-
friendly skincare products in Indonesia. The primary objective of the study was to obtain 

an empirical understanding of the role of functional value, emotional value, price value, 

and social value in shaping consumer purchasing decisions, while also identifying the 

most relevant value dimensions in the Indonesian market context. Based on the results 

and analysis conducted, it can be concluded that the research objectives have generally 
been achieved and demonstrate a congruence between the conceptual framework 

developed in the initial stages of the research and the empirical findings obtained. 
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This congruence is reflected in the finding that functional value, emotional value, 

and price value significantly explain purchasing decisions for eco-friendly skincare 

products. This confirms the initial assumption in the Introduction that Indonesian 

consumers not only consider sustainability aspects normatively but also rationally 

evaluate product benefits and perceived emotional experiences. Thus, the results of this 

study demonstrate that purchasing decisions are the result of an integration of utilitarian 
and affective considerations, not solely driven by environmental idealism. 

The significant influence of functional value indicates that consumers continue to 

prioritize product quality, safety, and effectiveness as the primary basis for decision-

making. This finding aligns with research expectations, stating that skincare products, 

even if labeled eco-friendly, must still meet consumer performance standards. 
Sustainability, in this case, serves as an added value that strengthens the product's 

appeal, not as a substitute for its primary function. 

The emergence of emotional value as a dominant factor reinforces the argument in 

the introduction that the consumption of eco-friendly products is increasingly linked to 

the formation of personal meaning and consumer identity. Feelings of satisfaction, pride, 

and confidence in contributing to environmental preservation become powerful internal 
drivers in purchasing decisions. This finding confirms that marketing strategies for eco-

friendly skincare products need to prioritize emotional narratives and experiences, not 

just product technical specifications. 

Meanwhile, the significant value of price indicates that Indonesian consumers are 

realistic in balancing sustainability values with economic capacity. This aligns with the 
initial research expectation that price sensitivity remains a crucial factor in the context of 

developing countries. Consumers are willing to pay relatively higher prices for eco-

friendly skincare products, as long as the perceived benefits are perceived as 

commensurate with the sacrifices made. 

Conversely, the insignificance of social value provides an interesting finding and 

enriches academic discussion. The introduction anticipated that the influence of social 
value is contextual and not always consistent across studies. The results of this study 

indicate that purchasing decisions for eco-friendly skincare products are more influenced 

by consumers' internal considerations than by the drive for social recognition. This 

finding indicates that consumption of eco-friendly products in Indonesia is not entirely a 

symbol of social status, but rather is viewed more as a personal choice that is both 
functional and emotional. 

Overall, this discussion demonstrates that the consumer value perception 

framework used in this study is relevant and able to explain purchasing behavior for eco-

friendly skincare products in Indonesia. However, the differences in the strength of 

influence between value dimensions underscore the importance of understanding the 

social and cultural context in the application of marketing theory. These results open the 
prospect of developing further studies by incorporating additional variables, such as 

brand trust, environmental awareness, or sustainable lifestyle orientation, to enrich the 

understanding of consumer behavior. 

From an application perspective, the findings of this study can serve as a basis for 

skincare industry players in designing more effective marketing strategies. Emphasizing 
product quality, creating a positive emotional experience, and setting a price that aligns 

with consumers' perceived value are key to enhancing purchasing decisions. 

Furthermore, these results also provide opportunities for further research to test the 

value perception model in other eco-friendly product categories or within different 

regional contexts and consumer segmentations. 

4. CONCLUSION 

This study concludes that consumer value perception plays a crucial role in shaping 

purchasing decisions for eco-friendly skincare products in Indonesia. Of the four 



    ISSN 2685-4236 (Online) 

Mantik Journal, Vol.9, No.4, February 2026: pp 1334-1343 

1342 

dimensions of perceived value studied functional, emotional, price, and social only three 

were shown to significantly influence purchasing decisions: functional value, emotional 

value, and price value. These three dimensions reflect that consumers prioritize tangible 

benefits, emotional comfort, and product affordability when making purchasing 

decisions. Conversely, social value did not show a significant influence, indicating that 

social pressures or social image are not yet primary considerations for consumers in 
purchasing eco-friendly products. Overall, these findings underscore the importance of 

personal, functional, and emotional approaches in sustainable product marketing 

strategies and suggest that consumers' understanding of sustainability must be built 

through the values directly experienced in their consumption experiences. Suggestions 

for further research include exploring other variables that may influence purchasing 
decisions for eco-friendly products, such as brand image, consumer trust, and 

environmental awareness. Future research could also integrate sustainable lifestyle 

orientation as an additional factor influencing purchasing decisions, as well as consider 

the influence of digital marketing and social media in shaping consumer perceptions. 
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