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Abstract

Facial and body skin care is the most important thing that everyone pays attention
to. With facial and body skin care, you can meet the skin's needs to keep it healthy
and nourished. The Body Shop products are one of the well-known brands that
contain vegan-based ingredients. This means that all The Body Shop products are
free of animal-derived ingredients obtained as a result of slaughtering or hurting
animals. Vegetarian products may include basic ingredients of animal-derived
products that do not involve slaughter or harm to animals, such as honey, beeswax
and lanolin. In this study, the variables studied were green marketing, product
knowledge, brand personality and purchasing decisions. Our resealeldis classified
as a descriptive study and also uses a verification approach. The purpose of this
study is to determine whether there is an influence berween green Egrketing,
product knowledge, brand personality on purchasing decisions. Based on the results
of the study, it shows that green marketing and brand personality have a positive
and partial effect on Purchasing Decisions for The Body 9 products, while
Product Knowledge has no positive and partially significant effect on Purchasing
Decisions for The Body Shop products.

Keywords: Green Marketing, Product Knowledge, Brand Personality, Purchasing
Decisions.

Introduction

Facial and body skin care is the most important thing that everyone pays
attention to, especially women, but not a few men have started to pay attention to it.
With facial and body skin care, you can meet the skin's needs to keep it healthy and
nourished. For now, many brands offer products with natural raw materials such as
the main ingredients made from vegan. Because raw materials from vegan are very
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casily absorbed by the skin of the face or body, while raw materials from animal
sources have poor absorption, if there are users who have sensitive skin, it is not
recommended.

The Body Shop is a company that manufactures beauty and body care
products that has entered the Indonesian cosmetic market since 1992 under the
banner of PT Monica Hijau Lestari. This means showing The Body Shop products
are free from animal-derived ingredients obtained as a result of slaughtering or
hurting animals. Basically, The Body Shop remains committed to being cruelty-free
cosmetics that are not only not tested on animals (against animal testing) but also do
not contain ingredients derived from animals through the process of slaughtering or
hurting animals. The Body Shop has 3 things applied regarding formulas in
products such as Clean (dermatology tested, Non Nasties Policy), then Natural
(100% Vegetarian, using renewable ingredients and green chemistry).

In addition, The Body Shop also has programs that are carried out in
Indonesia to help preserve the environment, namely reduc@freuse, recycle plastic
with the Bring Back Our Bottle Program. Indonesia is the country with the fourth
largest population in the world and number one in ASEAN. Because of the large
population in Indonesia, waste is still the main problem that continues to haunt from
year to year in the research that has been carried out, Indonesia is in the second
position after China. The beauty industry is one of the largest contributors to plastic
waste and environmental pollution materials in the world. Therefore, the programs
owned by The Body Shop products include exchanging used bottles of these
products ton Body shop outlets which are available in various regions.

In green marketing, it is not just about offering environmentally friendly
products to cons . but also regarding the production and distribution process of
these products. Marketing based on environmental sustainability, is a new
development in the field of marketing, and is a potential and strategic opportunity
that has a double advantage (Allen, 2011). One way that can be done to reduce the
amount of waste is by using environmentally friendly products. Environmentally
friendly products refer to their production processes that do not over-exploit natural

TesOurces these products can be recycled.
reen marketing refers to the satisfaction of customer needs, wants, and
desires in relation to the maintenance and preservation of the environment. The

importance of the .cn marketing concept can be seen from the increase in
consumption which causes the depletion of natural resources, climate change, air
pollution, and waste. Increased consumption is also one of the causes of global
warming that is happening today and increasing environmental damage. The world
community is starting to worry about the possibility of environmental disasters that
threaten the health survival of their offspring. Attention to environmental
sustainability raises public awareness in various parts of the world about the
importance of consuming green products.

In_addition, companies must have a brand personality because with the
brand pctnlily. consumers will easily understand the product and be casily
accepted. Brand personality is a factor that forms the first parameter of the Top
Brand Index, namely top of mind brand awareness, so it is important to know the
respondents responses about the brand personality of The Body Shop's products
which is a significant predictor of customer satisfaction and loyalty which will
encourage actual purchasing decisions. Product Knowledge is a factor that
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infl hasing decisions for The Body Shop's products, so The Body Shop
needs 10 increase education o consumers about their products that arc aware of and
care about the environment, Product Knowledge is needed for both parties, both for
consumers and The Body Shop.

Unlike The Body Shop in other countries where media relations tend to be
“standard”, The Body Shop Indonesia is able to create strong media relations, which
has implications for the of media coverage this brand receives, both from
middie-class and premium-class magazines, The increasing exposure of this brand,
especially in premium magazines, has enabled The Body Shop 1o have a
“respectable” place in the public's mind, including distribution channels.

According to Keller (2002), the strength of a brand in the eyes of the
public can provide vanous advantages in terms of distribution channels. . hrands
with pesitive customer-based brand equity are more likely to receive greater trade
cooperation and support. This treatment might translate into more prominent and
desirable shelf placement or store locations, more attractive promotional offers and
displays, and so on. . According to the theory above, o brand that abrcady has a
strong brund equity in the eyes of consumers, is able to get more facilities from the
distribution channel that it uses. These additiond facilities can be in the form of
strategic outlet locations or placed on shelves that are cusily sccessible and
“visible™, for brands sokl in supcrmarkets,

Based on the reality on the sn.l. comsumers judge that the product
knowledge variable can affect the level of purchasing decisions on The Body Shop
products. With this, consumers k information from various sources related
to the product they want to buy. results of this study are in line with rescarch

by Javed (2013) which states that consumers will seek information about
uct to be purchased so that product knowledge hm-‘nmnchmllo

The results of this study are also supported by previous research conducted
by Aisah and Wahyono (2018) which states that know ledge has a positive
and significant effect on purchasing decisions. Rese: onducted by Lin and Chen
(2006) also found that consumer product knowledge has a positive and significant
effect on consumer decisions.

The next thing that received a poor response was the Product Knowledge
variable, there was a statement "1 bought The Body Shop's product because it has
more cnvironmental benefits than other products”, this statement does not affect
consumers in making purchasing decisions so this can be corrected by The Body
Shop by do more product information so that consumers know and choose The
Body Shop products 1o use.

Based on the research background, the title s | Of Green
Marketing, Product Knowledge and Brand Personality On Purchasing
Decisions (Study Case The Body Shop).

Literature Review

Green

s the last few decades, the world's public awareness of the importance
of environmental ation has increased. This increase was triggered because of
the great concern the possibility of environmental disasters that threaten not
only health, but also the lives of humans and their offspring. The evidence presented
by scientists and environmentalists, such as the depletion of the ozone luyer which
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directly increases the prevalence of skin cancer and his the potential to disrupt the
world's climate and global warming. strengthens the reasons for these concerns, In
fact, waste is now a big problem and there is i Jot of waste thu hdiﬂ'icull 1o recyche
(Wibowo, 2002), Green marketing is also often refermed o as cnvi il
marketing, The importance of t.gn:en marketing concept can be seen from the
increase in consumption which causes the depletion of natural resources, climate
change, air pollution, and waste. Increased consumption is also onc of the causes of
global warming that is happening today and increasing environmental damage.

Product Knowledge
Product kmwkdgc refers to an uudenlmdng of the col.m of various
information d by Jucts which mclude products, brands,
tterminology, produ m«mmmm beliefs abosit
products (Dwiastuti, § . & Isaskar, 2012). According to Peter and Obkon (2010)
product knowledge is that consumens have about the product they are
going 1o buy, it includes & Jedge about product attributes or characteristics, in
other words, physical information that can be known by consumers. Then
knowledge about the benefits and uses of the product to be purchased as well as
knowledge about the value of the product or, it can be said that the value makes
consumers feel sutisficd with the product,
According to Sumarwan (2012) the factors that influence product knowledge are as
follows;

1. Product class refers 1o the classification of products, an example of a product
belonging food group is milk.

2. The shape ¢ product refers 10 the shape that the product has, whether it is
iquid or solid and so on

3. A brand of a product hiss an influence on knowledge of the prod:

4. Product modelcharacieristics  Information about the charscteristics of a
product, forexample ity size is 1 liter und the packaging is yellow.

5. Product attributes refer to the completeness of a product, for example straws,
halal labels, expiration dates, flavor descriptions, and so on.

Brand Personality
Omwcylocbmnbnmwrcuh is by lating and
g of h P lity into the brand, or what is called brand
pmsnmllly or brand personality to build an emotional connection, and make it
casier for customers to remember and identify the brand. Brand personality is very
important for consumers and marketing. because it is the main determinant of
consumer purchase intentions. Kotker and Armstrong (2012) suggest that when
consumer preferences have been formed among the existing brand choices, there
will be the formation of buying interest in the most preferred brand. This makes the
brand personality formed by the company can ereate buying interest in the products
offered, There are five indicators of brand personality proposed by Kotler &

Amstrong (2006) :
1, Sincerity, which is an honest, humble, and simple chamcter. Sincerity is
embodied in honesty 1n quality, product authenticity, and brand identity with

simple traits, such as cheerful and youthful at hean.
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2, Excitement means a dynamic character who is full of emhusiasm and high
imagination in making differences and innovations.

3. Competence (ability), namely the ability to be reliable and trusted by
customers,

4. Sophistication (worldliness), namely characteristics related to exclusivity
formed by the advantages of prestige, brand image, and the level of
attractiveness that fascinates,

5. Ruggedness, namely brand characteristics associated with the benefits of a
brand in supporting outdoor activities and the strength or durability of the
product,

Decisions

Purchasing Decision is a process that drives consumers to identify needs.
generate options, and choose certain products and brands. It is scen as 4 series of
options before muking a purchase, Purchasing decisions have many aspects
including where to buy the product, brand, or model, when to make the purchase,
how much money to spend, and what pay hod. This decision is strongly
influenced by product packaging (Salem, 2018). According to Kotler and Keller
(2009) there are two general factors that can intervene between purchase infentions.
and purchase decisions, namely the attitude of others and situational factors that
mmumkiwm.mdmrmcmwwybmngepuchm
intentions, By paying attention to the green marketing strategy, expected to
mlhmmecuummtpmdumgdecunm Purchase decisions made by customens
involve in a product, so that confidence arises in the
eumlmollhu:ﬂmndsm.

Frameworks
The frame of mind or framework of thought in a quantitative study greatly
determines the clarity of the overall ess, This study uses three
variables, namely price and product quality as independent variables (X) and
mmsﬂhimﬁhww(ﬂ with dimensions and indicators,

From the framework above. the framework of thought can be described in the
following figure:
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Fig Thinking Framcwork Effect Of Green Marketing, Product Knowledge and
Personality On Purchasing Decisions (Study Case The Body Shop)

The hypothesis is a temporary answer to the rescarch problem formulation
(Sugiono, 2013). Based on the framework that has been put forward, the hypotheses
in this study are:

H1  :©  Green Marketing, Product Knowledge and Brand Personality affect
the Purchase Decision

H2 . Green Marketing affect the Purchase Decision

H3 :  Product Knowledge affect the Purchase Decision

H4 . Bramd personality affect the Purchase Decision

Methods

Nazir (2011) defines the notion of the verification method as "The

wnﬂc-mn melhnd ix o rescarch method that aimy to determine the cnnulny

| relationship) between variables through a hypothesis test using
a statistical caleulation so that evidence results that show the hypothesis is rejected
or accepted. The method that we will use in this rescarch starts from library
research, surveys to report gencration.,

According to Cooper and Schindler (2001), this validity test was conducted
1o determine the extent to which the rescarch instrument’s ability to measure whist
should be measured, Validity Test Valid instrument means that the measuring
instrument used 1o obtain data (measure) is valid. Validity test 1s used 0 measure
whether or not a questionnaire is able to reveal something that will be measured by
the questionnaire (Priyatno, 2011),

According to Arikunto (2002) reliability is an mstrument that can be
trusted enough to be used as a data collection 100l because the instrument is already
good. Reliability is a tool to measure a questionnaire which is an indicator of a
varuble. If the reliability coefficient of the calculstion results shows the number
20.6. it can be concluded that the instrument concemed is declared reliable . Alpha
cronbach’s reliability test was assisted by using the IBM SPSS (Statistical Product
and Service Solutions) version 20 program (Priyatno, 2011). Classical assumption
test 10 obtain good and unusual lincar regression results, the classical assumption
test is used, namely: multicollincarity test, normality test, hetcroscedasticity test and
autocomelation,

Multiple lincar regression is an appropriste analytical method when the
study involves one depend iable which is esti I to be related to onc or
more independent variables. The t test is used to determine the effect of the
independent variable partially on the dependent variable, The F test is used to test
the effect of the independent variables together on the dependent variable,

If the populstion is large, and it is impossible for the researcher to study
everything in the population, for example due to limited funds, manpower, and time,
the researcher will take a sample from that population (Nurdin, Ismail and Sn
Hartati, 2019). This research is classified as descriptive research and also uses a
venification approach, the purpose of deseniptive here is to provide an overview or
description of a situstion and phenomenon objectively or as it is. It s also
verification, according to Sugiyono (2014) “The verification method is defined as
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rescarch conducted on a particular population or sample with the aim of testing the
established hypothesis.®

Results and Discussions

The formulation of the tested hypodnsis!l.h a significance level used in
this study of 5 percent or @ = (.05 then the results of testing the hypothesis are as
follows:

F Uji Test ’

This test was conducted to determine the effect of Green Marketing,
Product Knowledge and Brand Personality on Purchasing Decisions simultancously.
Table F s se ta = 5% (0.05). The test results show that Feount > Ftable
(44,461 > 280) (0000 < 005) then Ho is rejected and Ha is
mmumu en Marketing, Product Knowledge and Brand Personality
mmullmeoudy have a significant effect on Purchasing decisions for The Body Shop

T UJIF

This test is conducted 1o determine whether partislly the dependent
VMMI effect on the independent variable. In the t-test sought
a= 5% (0.05). Based on the t test, the results obtained are:

T table: 0.025: 3= 3,182

i Grofff Marketing (X1) has of teount > ttable which is 3 840 > 3,182 and
m-vad0M<om whmmucmmmm
a positive and significant directi g Decisions The Body
shop product is accepted.

b. Product Knowledge (X2) has a value of teount < ttable which is 1 < 3,182
and has & significance value of 0,104 > 005 which means | Product
knowledge his a negative and insignificant direction on Purchasing Decisions
for The Body Shop products so that the hypothesis is not accepted.

<. Brand Hgonality (X3) has a value of tcount > ttable which is 5083 > 3,182
mm.mnmmueorom ‘< 0,05 which means it has a positive and

significant direction on Purchasing Decisions for The Body Shop products so
that the hypothesis is accepted.
Lyummmm
Table 1. Multiple Lincar Regression Analysis Test Results
Unstandardized dar Collinearity
Coefficients  Coefficients Statistics
Model B Sud, Error Beta 1 &"Tolenuoef VIF
320 1.005 219 751
TOTAL X1 371 097 353 1840 000 _ﬁi"Tﬁi
TOTAL X2 -124 075 147 1661 104 713 1403
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TIOTAL X3 508 100 500 5083 000 555 1801

In the table, column B constant (a) is 0,320 while tffffaluc of X1ix0271, the value
of X2 is 0,124, the value of X3 i« 0,508 so that the regression equation formed is:
Y =0.320 +0.371 X1 + 0,124 X2 + 0,508 X3

Effect offreen Marketing on Purchasing Decisions
The results of this study indicate that Green Marketing (X 1) has a positive
and significant i ce on Purchasing Decisions (Y). llcnnbemklptuedlhu

Green Marketing has a significant effect on Purchasing Decisions,

The Effect of Product ledge on Purchasing Decisions
The results of this study indicate that Product Knowledge (X2) has a
ative and mignﬂcameﬁem on Purchasing Decisions (Y). It can be interpreted
| Product Knowledge has no significant effect on Purchasing Decisions.

Influence of Brand Personality on Purchasing Decision
The results of this study indicate that Brand Personality (X3) has a positive
significant influence on Purchasing Decisions (Y), It can be interpreted that
Personality has a significant effect on Purchasing Decisions,
Conclusion

Based on the results of the study, it that Green Marketing has a
mnmmemumwummm Body Shop products.
Corporate mspunsihnlly tot tht envi is an imp thing to do. the

pany provides ed Jucts 10 ¢ and pays attention 10
environmental aspects that are cumnuucd ting the environment, will

/! itive Jes from var on the resalts of the study,
shw: homxmwgcdoennahwnpodﬁwmmnullyw
effect on Decisions for The Body Shop products.

Because based on the results of the questionnaire consumers do pot pay
attention to product K edge but consumers prefer lhe Brand I’cmunhly of The
Body Shop products. on the results of research, Brand P y has a
partial cffect on Pumhmn; Decisions for The Body Shop products, Bocause The
Body Shop is known by consumers as o product that has an environmentally
friendly image of packaging and nitural i Jients used in prod

Considering Ouamhulw pomlve influence and
contributes significantly 1o The Body Shop's Product Purchasing Decisions, So the
Green Product policy must be considered and improved. also by creating even better
products. And the company pays more atiention to the purpose of Product
Knowledge conveyed to consumers. By conveying Product Knowledge, consumers
will pay more attention to skin health conditions and help protect the environment..
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