
Indonesian Interdisciplinary Journal of Sharia Economics (IIJSE)                Vol. 8. No. 3 (2025)  

e-ISSN: 2621-606X            Page: 8010-8024 
 

The Influence of Green Marketing on the Purchase ….. 8010 

 

THE INFLUENCE OF GREEN MARKETING ON THE PURCHASE INTENTION 

OF GREEN FASHION: A STUDY ON THE BRAND “SEJAUH MATA 

MEMANDANG” 

 

Najwa Syelby Tsurayya1  

Universitas Islam Indonesia, Yogyakarta, Indonesia 

21311438@students.uii.ac.id 

 

Erlita Ridanasti2 

Universitas Islam Indonesia, Yogyakarta, Indonesia 

erlita.ridanasti@uii.ac.id  

 

 

Abstract 

This study aims to analyze the influence of green marketing on the purchase intention 

of green fashion, using the brand “Sejauh Mata Memandang” as a case study. The 

research focuses on three main green marketing strategies: green advertising, green 

branding, and eco-labeling, as well as the role of consumer perception in green 

consumption. The research method employs a quantitative approach with purposive 

sampling, involving 247 respondents who are aware of and understand 

environmentally friendly fashion products from the brand. Data analysis was 

conducted using the Partial Least Squares-Structural Equation Modeling (PLS-SEM) 

method. The results show that green advertising, green branding, and eco-labeling 

have a positive and significant influence on consumer perception. Furthermore, 

consumer perception also has a positive and significant impact on green consumption. 

These findings indicate that effective green marketing strategies can enhance positive 

consumer perceptions and encourage the purchase behavior of sustainable fashion 

products. The implications of this study provide strategic insights for fashion 

companies in developing environmentally friendly marketing approaches that can 

stimulate consumer purchase intention. 
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INTRODUCTION 

In recent years, environmental issues related to the fashion industry have gained 

increasing attention, including in Indonesia. Textile waste from unsold and discarded 

clothing often ends up in landfills or is incinerated, generating greenhouse gas emissions and 

polluting the environment. Additionally, the use of synthetic materials such as polyester 

contributes to microplastic release and water contamination due to hazardous chemicals from 

dyeing and fabric processing. Bappenas reports that textile waste in Indonesia reaches 2.3 

million tons annually and is expected to increase without preventive measures. Globally, 75% 

of textile waste is disposed of in landfills, while only 25% is recycled (Juanga-Labayen et 

al., 2022). Some fashion brands, such as Patagonia, have adopted sustainable practices by 

using recycled materials and rejecting the fast fashion model. The introduction of eco-

friendly fashion products is expected to reduce the negative environmental impact of the 

conventional fashion industry while promoting consumer health and sustainability. 

Previous research indicates that the fashion industry has undergone a significant shift 

toward sustainable practices in response to increasing consumer demand, particularly from 

younger generations (Gazzola et al., 2020). This shift emphasizes the use of eco-friendly 

materials, such as organic cotton and recycled fabrics, as well as the need for sustainability-

focused marketing strategies to better understand environmentally conscious consumer 

behavior (Ray & Nayak, 2023). Sustainable fashion products also present business 

opportunities, such as the resale of high-quality, durable items that align with the values of 

young consumers (Choi & Li, 2015). A study by the World Economic Forum revealed that 

75% of Gen Z prefer purchasing from sustainable brands over well-known ones and influence 

older generations to adopt more responsible consumption patterns(Palomo-Domínguez et al., 

2023). 

Many fashion companies are striving to capitalize on business opportunities by 

adopting sustainability; however, sustainable fashion is still in its early stages and has yet to 

achieve the same prominence as conventional fashion in the broader market. Research by 

Mandarić et al., (2021) highlights the challenges the industry faces in educating consumers 

about sustainability and emphasizes the need for greater transparency and improved 

communication regarding sustainable practices. As environmental awareness continues to 

rise, consumers are increasingly inclined toward eco-friendly products, including sustainable 

fashion brands such as Sejauh Mata Memandang, which offers high-quality fashion while 

minimizing environmental impact. In this context, several strategies may influence consumer 

green consumption toward the brand's products. 

Green marketing plays a crucial role in promoting environmentally friendly 

consumption by integrating sustainability into marketing strategies, including pricing, 

promotion, and distribution (Papadas et al., 2019). Green advertising shapes consumer 

perception through advertisements that emphasize environmental benefits, where appeal, 

information, and reliability influence purchase intention (Kim et al., 2021;Gong et al., 2020). 

Green branding establishes a sustainable brand identity to enhance consumer trust and 

loyalty. Meanwhile, eco-labeling serves as both a promotional tool and a means of 

demonstrating corporate transparency on environmental issues, helping consumers compare 

products based on their sustainability and influencing purchasing decisions (Hasan & Ali, 

2015; Plakantonaki et al., 2023). In the fashion industry, these strategies strengthen consumer 
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trust and preference for sustainable products (Yang et al., 2017) while fostering a more 

environmentally responsible industry. 

Although green advertising, green branding, and eco-labeling play a role in 

promoting green consumption, these factors may not be sufficient without a positive 

consumer perception of environmentally friendly fashion products. Perception of green 

brands reflects consumers’ rational assessment of a brand’s performance and sustainability 

efforts (L. Chen et al., 2024) and is influenced by product quality, brand image, and previous 

purchasing experiences (Sutedjo et al., 2024). This perception determines how consumers 

acquire information and make purchasing decisions (Lestiani et al., 2020). To mitigate the 

negative environmental impact of the fashion industry, consumer awareness in selecting 

sustainable products is essential, as it not only reduces excessive consumption but also 

contributes to more responsible purchasing practices (Bai et al., 2024). 

This study aims to explore the relationship between green advertising, green 

branding, eco-labeling, perception, and green consumption in the context of Sejauh Mata 

Memandang fashion products, while also confirming findings from previous research. By 

understanding the factors influencing green consumption, this study is expected to provide 

valuable insights for developing more effective marketing strategies to promote sustainable 

fashion. 

 

REVIEW OF LITERATURE 

This study applies the theory of intention and behavior developed by Ajzen in 1985, 

known as the Theory of Planned Behavior (TPB). This theory is an extension of the Theory 

of Reasoned Action (TRA), which was initially introduced by Fishbein and Ajzen in 1975. 

According to this theory, an individual's behavior is determined by a strong intention to 

perform it. As stated by Ajzen, (2020), TPB explains that the intention to engage in a behavior 

is influenced by three key elements: attitude, subjective norms, and perceived behavioral 

control. TPB has been widely used to examine consumer intentions in purchasing 

environmentally friendly products through social media. Compared to the Theory of 

Reasoned Action (TRA), TPB provides a better explanation of the relationship between 

behavioral intention and actual behavior toward green products. Additionally, TPB has been 

extensively applied to understand consumer behavioral intentions in various contexts (Park 

& Kwon, 2017). 

The key variables examined in this study will be described in the next section. These 

variables have been identified through a literature review and are considered the most 

commonly used constructs in green marketing research. 

Green Advertising 

Green advertising is defined as the use of persuasive strategies in advertisements to 

encourage consumers to choose environmentally friendly products or services. This type of 

advertising aims to convince consumers to engage in consumption that supports 

environmental preservation by highlighting the ecological attributes of the product (Ali, 

2021). Green advertising is a promotional strategy that emphasizes the connection between 

eco-friendly products and environmental issues. The goal of this advertising approach is to 

promote sustainable lifestyles and build a company’s image as an environmentally conscious 

entity while effectively capturing consumer attention (Tan et al., 2019). According to 
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previous research conducted by Pancić et al., (2023), green advertising has a significant and 

positive influence on consumer perceptions of environmentally friendly products. Green 

advertising is associated with positive perceptions because it conveys sustainability values 

that make consumers more trusting of the environmental claims made by the advertised 

products.  

Green Branding 

Green branding is a marketing strategy aimed at establishing an environmentally 

friendly image for a product or service. Its implementation involves significant resource 

investment to ensure that the product or service is perceived as an environmentally 

responsible choice. The goal is to gain a competitive advantage and ensure long-term 

sustainability in the market (Zhang et al., 2018). Green branding is defined as a company's 

effort to establish a sustainable brand relationship with consumers through associations and 

attitudes toward a brand's environmentally friendly performance (Chen et al., 2020). Previous 

research by Chen et al., (2024) shows that interactive green information can enhance 

consumer perception and emotional attachment to green brands, thereby increasing 

participation in sustainable practices and fostering positive engagement with the green brand 

image. 

Eco-Labeling 

Eco-labeling is considered a powerful marketing strategy as it not only serves as a 

promotional tool but also demonstrates a company's commitment to environmental issues 

such as climate change and global warming, which are gaining increasing public attention 

(Hasan & Ali, 2015). Eco-labeling in fashion helps enhance consumer trust in a brand's 

environmentally friendly practices, which in turn influences their preference for such 

products (Yang et al., 2017). Eco-labels, or environmental labels, serve as essential 

communication tools to provide consumers with information about a product's sustainability. 

Eco-labels on clothing reflect environmental responsibility, help consumers make informed 

decisions, and add value by integrating sustainability, even though they are voluntary 

(Rahman & Kharb, 2022). 

Perception 

Consumer perception refers to consumers' views or beliefs about the actual quality of 

a product based on their experiences. This variable is used to measure the gap between 

consumers' expectations of green product attributes and their assessment of the actual 

performance of those attributes (Tseng & Hung, 2013). Previous research conducted by 

Camilleri et al., (2023) shows that consumer perceptions of sustainable products are 

influenced by various factors, such as environmental benefits, personal values, and social 

impact. 

Green Consumption 

Green consumption reflects the process in which individuals evaluate and make 

purchasing decisions based on environmental awareness, considering the product's impact on 

sustainability. These decisions involve choosing options that support environmentally 

friendly practices and responsible consumption (Kushwaha & Sharma, 2016). Green 

consumption describes consumer behavior that prioritizes environmental sustainability. 

Consumers make purchasing decisions based on selecting products that utilize eco-friendly 

resources and support environmental conservation (Ali, 2021). 
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Figure 1. Research Model 

 

The following hypotheses were created by the above model. 

H1: Green Advertising has a positive influence on Perception. 

H2: Green Branding has a positive influence on Perception. 

H3: Eco-Labeling has a positive influence on Perception. 

H4: Perception has a positive influence on perception. 

 

RESEARCH METHOD 

A causal study is conducted to examine the relationship between green consumption 

and related variables through hypothesis testing. A quantitative approach is applied by 

distributing online questionnaires via Google Forms, with purposive sampling used to select 

relevant respondents. The research is carried out in Indonesia without geographical 

limitations. Regression analysis is employed to evaluate the relationships between Green 

Advertising, Green Branding, Eco Labeling, Perception, and Green Consumption. A six-

point Likert scale is utilized to measure respondents' perceptions and minimize response bias. 

As stated by Taherdoost, a six-point scale is appropriate when guiding respondents toward a 

specific response direction. The six-point Likert scale consists of strongly disagree (1), 

disagree (2), somewhat disagree (3), somewhat agree (4), agree (5), and strongly agree (6). 

The sample for this research consists of individuals in Indonesia who are 

environmentally conscious and familiar with the green fashion brand, Sejauh Mata 

Memandang. A purposive sampling method was employed to ensure that respondents met 

the research criteria. The online questionnaire was distributed via Google Forms to reach the 

target audience efficiently. The use of this method facilitated the researchers in obtaining 

relevant research samples. Based on the calculations, the minimum required number of 

respondents was 145, with a maximum target of 290. In total, 247 valid responses were 

collected and analyzed using descriptive analysis and Partial Least Square-Structural 

Equation Modeling (PLS-SEM). 

All items in the questionnaire were adapted from existing studies. Overall, the 

questionnaire consisted of two sections. Section 1 contained items related to the research 

variables, while Section 2 included demographic questions about the respondents. All 

questions in Section 1 were measured using a six-point Likert scale. The items for Green 

Advertising were adapted from Ali, (2021) and Tan et al., (2019), while those for Green 

Branding were based on Ali, (2021) and Chen et al., (2020). The Eco-labeling items were 

sourced from Ali, (2021) and Tan et al., (2019). Meanwhile, the Perception scale was 

adapted from Tseng & Hung, (2013), and Green Consumption items were derived from Ali, 

(2021). 

Green Advertising 

Green Branding 

Eco Labeling 

Perception Green 

Consumption 

H1 (+) 

 H2 (+) 

 
H3 (+) 

 

H4 (+) 
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Partial Least Square-Structural Equation Modeling (PLS-SEM) was used in this study 

with the SmartPLS 4 software to analyze the relationships between variables and test the 

proposed hypotheses. The analysis consists of measurement and structural model testing to 

ensure the validity and reliability of the research framework. The measurement model 

evaluation is conducted as the initial stage of PLS-SEM to assess the quality of the 

measurement tools used (Hair Jr. et al., 2021). This process verifies whether the 

measurements are valid and reliable to enhance the accuracy and effectiveness of the research 

findings. 

To assess reliability, Cronbach’s alpha and composite reliability (CR) values were 

used, with a minimum threshold of 0.60 to confirm internal consistency. The validity test 

was also conducted to determine how accurately the research instrument measures the 

intended variables (Sekaran & Bougie, 2016). Convergent validity was assessed using factor 

loadings and the average variance extracted (AVE), with factor loading values of ≥ 0.50 and 

AVE values of ≥ 0.50 being considered acceptable (Hair Jr. et al., 2021). The discriminant 

validity test evaluates the value of each indicator concerning its latent variable. A high cross-

loading value on its respective latent variable is considered valid (Maghfiroh & Palupi, 2023). 

Additionally, the heterotrait-monotrait ratio (HTMT) parameter, which indicates the 

difficulty level of discriminant validity, is also used to assess this test. To evaluate 

discriminant validity across different conceptual constructs, the HTMT value must be lower 

than 0.85. A higher value suggests greater challenges in achieving discriminant validity. 

Therefore, the uniqueness of the measurement scale between constructs in this study is 

considered valid as long as the HTMT value does not exceed 0.85 (Hair Jr. et al., 2021). 

The structural model was tested using collinearity diagnostics, path coefficient 

testing, coefficient of determination (R-Square), and model goodness-of-fit (Q-Square) using 

PLS-Predict. The collinearity test helps prevent redundancy among predictor variables by 

evaluating the Variance Inflation Factor (VIF), with an acceptable threshold of VIF < 5 to 

avoid multicollinearity issues (Hair Jr. et al., 2021). The path coefficient analysis was used 

to determine the strength and direction of relationships between variables, ranging from -1 

to +1. The R-Square test measured the explanatory power of independent variables on the 

dependent variables, with values above 0.19 being considered acceptable, and values above 

0.67 indicating strong predictive power (Maghfiroh & Palupi, 2023). Meanwhile, the Q-

Square test was applied to evaluate model fitness, where a Q-Square value greater than zero 

indicates that the model has predictive relevance. 

Finally, hypothesis testing was performed to determine the significance of the 

relationships among constructs. Hypotheses were evaluated based on the P-value (< 0.05) 

and T-statistics, using a t-table reference value of 1.96. If the T-statistic exceeds this 

threshold, the hypothesis is accepted, confirming a statistically significant relationship 

between the variables. 

 

RESULTS AND DISCUSSION 

The respondents’ profile analysis, classified by gender, age, occupation, and monthly 

income range, is presented in the following demographic data (Table 1). Based on Table 1, 

the respondents of this study were predominantly female, accounting for 86% of the total 

sample. Additionally, most respondents were between 20-25 years old (67%), and the largest 
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occupational group consisted of students or college students (50%). Regarding monthly 

income, the majority of respondents (36%) reported earning less than or equal to 

Rp2,000,000 per month. 

Table 1.  

Respondents’ Demographic Characteristics 
Category Frequency % 

Gender 

Male 35 14 

Female 212 86 

Age 

≤ 20 years 20 8 

20 - 25 years 166 67 

26 - 31 years 33 13 

32 - 37 years 16 6 

≥ 37 years 12 5 

Occupation 

Student/College students 123 50 

Private employees 95 38 

State Civil Apparatus (ASN) 11 4 

BUMN (State) Employees 13 5 

Others 5 2 

The Average Income Per Month 

≤ 2.000.000 IDR 90 36 

2.000.001 – 4.000.000 IDR 79 32 

4.000.001 – 6.000.000 IDR 37 15 

6.000.001 – 8.000.000 IDR 19 8 

8.000.001 – 10.000.000 IDR 15 6 

≥ 10.000.001 IDR 7 3 

Source: Primary data processed (2025) 

The results of the overall measurement validity and reliability tests are presented as 

follows (Table 2). The results shown in Table 2 indicate that the measurement in this study 

is convergently valid and reliable. The reliability of the measurement is demonstrated by 

Cronbach’s alpha (CA) and composite reliability (CR) values, all of which exceed 0.60. 

Meanwhile, the factor loadings of all indicators and the AVE values are above 0.50, 

confirming the convergent validity of the constructs. For the discriminant validity test, the 

results of the cross-loading analysis indicate that all variables meet the required criteria. This 

confirms that the constructs in this study are unique and distinguishable from one another. 

The cross-loading results are presented in Table 3. 

Table 2.  

The Validity, Convergent, and Reliability Test Results 
Construct Item 

Scale 

Loadings CA CR AVE 

Green 

Advertising (GA) 

GA1 0,959 0,916 0,937 0,750 

 GA2 0,842    

 GA3 0,826    

 GA4 0,839    
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 GA5 0,855    

Green 

Branding (GB) 

GB1 0,958 0,888 0,918 0,693 

 GB2 0,802    

 GB3 0,796    

 GB4 0,812    

 GB5 0,783    

Eco-

Labeling (EL) 

EL1 0,959 0,907 0,931 0,731 

 EL2 0,839    

 EL3 0,797    

 EL4 0,817    

 EL5 0,852    

Perception 

(PC) 

PC1 0,937 0,886 0,917 0,690 

 PC2 0,802    

 PC3 0,811    

 PC4 0,793    

 PC5 0,802    

Green 

Consumption 

(GC) 

GC1 0,920 0,806 0,874 0,637 

 GC2 0,716    

 GC3 0,763    

 GC4 0,778    
 

Table 3 displays the cross-loading values for each variable, showing that each 

indicator has a higher loading on its corresponding construct compared to other constructs. 

This result aligns with the measurement criteria, indicating good discriminant validity. For 

example, the Perception (PC) variable indicators have higher loading values on (PC) than on 

other variables, demonstrating that all variables are discriminately valid. 

Table 3.  

Cross Loading 
Construct GA GB EL PC GC 

GA1 0,959     

GA2 0,842     

GA3 0,826     

GA4 0,839     

GA5 0,855     

GB1  0,958    

GB2  0,802    

GB3  0,796    

GB4  0,812    

GB5  0,783    

EL1   0,960   

EL2   0,839   

EL3   0,797   

EL4   0,817   
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EL5   0,852   

PC1    0,937  

PC2    0,802  

PC3    0,811  

PC4    0,793  

PC5    0,802  

GC1     0,920 

GC2     0,716 

GC3     0,763 

GC4     0,778 

*Notes: GA = Green Advertising; GB = Green Branding; EL = Eco-Labeling; PC = 

Perception; GC = Green Consumption. 
 

Furthermore, the results of the Heterotrait-Monotrait (HTMT) test show that all 

construct values are below 0.85, confirming that discriminant validity has been achieved. 

This indicates that each variable has a unique measurement scale. For instance, the highest 

HTMT value is found in the relationship between the Perception (PC) and Green 

Consumption (GC) variables, with a value of 0.768, which remains within the acceptable 

threshold. Thus, these results confirm that there are no discriminant validity issues in this 

study, and all constructs are well distinguished from one another. 

Table 4 reveals that all HTMT values are now below 0.85, confirming the 

discriminant validity of the constructs. Therefore, all variables in this study can be considered 

valid and distinct from one another.  

Table 4.  

Corrected The HTMT Test Results 
Construct EL GA GB GC PC 

EL      

GA 0,499     

GB 0,568 0,638    

GC 0,634 0,596 0,584   

PC 0,753 0,741 0,730 0,768  

*Notes: GA = Green Advertising; GB = Green Branding; EL = Eco-Labeling; PC = 

Perception; GC = Green Consumption. 
 

Structural Model Analysis. First, the collinearity test is assessed based on the 

Variance Inflation Factor (VIF) values. The results are presented in Table 5. Table 5 clearly 

shows that no significant multicollinearity issues were detected in this study. This is 

evidenced by all VIF values being below 5 (VIF < 5), with all recorded values remaining 

under 2, indicating a very low risk of multicollinearity. For example, the VIF value for Green 

Advertising and Perception is 1.589, while for Green Branding and Perception, it is 1.709. 

Thus, these findings confirm that there is no problematic multicollinearity between the 

variables. 

Table 5.  

The Results of The Collinearity Test 
Construct GA GB EL PC GC 
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GA    1,589  

GB    1,709  

EL    1,449  

PC     1.000 

GC      

*Notes: GA = Green Advertising; GB = Green Branding; EL = Eco-Labeling; PC = 

Perception; GC = Green Consumption. 

Second, the R-Square and Q-Square test results are displayed in Table 6. Based on 

Table 6, the R-Square results indicate that all endogenous variables in this study are well 

explained by their respective exogenous variables. The R-Square value for Green 

Consumption (0.431) suggests that it is explained by the independent variables (Green 

Advertising, Green Branding, and Eco-Labeling) by 43.1%, while the remaining 56.9% is 

influenced by other factors outside this research model. Meanwhile, the Perception variable 

has an R-Square value of 0.677, which falls into the strong category (R² > 0.67), meaning 

that it is explained by the independent variables by 67.7%, with the remaining 32.3% 

influenced by external factors not included in the model. 

Table 6.  

The Results of R-Square and Q-Square 

Variable R-Square R-Square 

Adjusted 

Q-Square 

Perception 0,677 0,673 0,670 

Green 

Consumption 

0,431 0,429 0,393 

Source: Primary data processed (2025) 

Additionally, the Q-Square results assess the predictive relevance of the endogenous 

variables influenced by the exogenous variables. As shown in Table 6, both Perception and 

Green Consumption have Q² values greater than zero, confirming their predictive relevance. 

The Perception variable (Q² = 0.670) is predicted by Green Advertising, Green Branding, 

and Eco-Labeling by 67.0%, while Green Consumption (Q² = 0.393) is predicted by the 

independent variables by 39.3%. These findings indicate that the model used in this study is 

predictive and fits well with the data.  

Finally, the path coefficient (β) results and hypothesis testing are detailed in Table 7. 

Table 7 shows that all path coefficients (β) exceed zero, indicating a positive relationship 

among the tested hypotheses. The hypothesis testing results also reveal that all direct 

relationships are supported, as evidenced by T-statistic values exceeding 1.96 and P-values 

below 0.05. These findings confirm that Green Advertising, Green Branding, and Eco-

Labeling significantly influence Perception, while Perception has a significant effect on 

Green Consumption. 

Table 7.  

Estimation Results SEM 
Variable 

Relation 

Hypothesis β P-Value T-Statistic Conclusion 

GA → PC H1 0.346 0.00 7.184 Supported 

GB → PC H2 0.252 0.00 5.279 Supported 

EL → PC H3 0.400 0.00 8.519 Supported 
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PC → GC H4 0.656 0.00 16.826 Supported 

*Notes: GA = Green Advertising; GB = Green Branding; EL = Eco-Labeling; PC = 

Perception; GC = Green Consumption. 
 

The Influence of Green Marketing on Perception 

The hypothesis testing results regarding the relationship between green advertising 

and perception (H1) indicate that the hypothesis is accepted and significant (T-statistic = 

7.184 > 1.96, P-value = 0.00 < 0.05). These findings suggest that green advertising has a 

positive and significant impact on consumer perception. Based on the descriptive analysis 

results in Table 4.6, respondents' assessment of the green advertising variable has an average 

score of 4.74, which falls into the "Agree" category. This indicates that, in general, 

respondents are aware of sustainability and environmentally friendly products. Additionally, 

according to the descriptive analysis results in Table 4.9, the perception variable has an 

average score of 4.87, also categorized as "Agree". This suggests that respondents have a 

positive perception of fashion products from the Sejauh Mata Memandang brand, particularly 

regarding sustainability, materials used, and product durability. However, based on these 

findings, it can be said that the influence of the green advertising variable on perception is 

relatively weak. This is because the average value of the green advertising variable is lower 

compared to the perception variable. 

Thus, it can be concluded that Hypothesis 1, which states that "Green Advertising 

positively influences Perception”, is supported. This finding indicates that the more effective 

the green advertising strategies implemented, the higher the consumers' positive perception 

of environmentally friendly products. These results align with the study by Pancić et al., 

(2023), which found that green advertising plays a crucial role in shaping consumers' positive 

perceptions of sustainable products. Green advertising significantly influences consumer 

perception of a company's commitment to environmental issues. Consumers perceive 

companies that implement green advertising strategies as contributing to environmental 

conservation efforts (Patel & Chugan, 2015). 

The Influence of Green Branding on Perception 

The hypothesis testing results regarding the relationship between green branding and 

perception (H2) indicate that the hypothesis is accepted and significant (T-statistic = 5.279 > 

1.96, P-value = 0.00 < 0.05). These findings suggest that green branding has a positive and 

significant impact on consumer perception. Based on the descriptive analysis results in Table 

4.7, respondents' assessment of the green branding variable has an average score of 4.70, 

which falls into the "Agree" category. This indicates that the environmentally friendly image 

built by the Sejauh Mata Memandang brand plays an important role in shaping respondents' 

perception of the brand. Additionally, according to the descriptive analysis results in Table 

4.9, the perception variable has an average score of 4.87, also categorized as "Agree”. Based 

on these findings, it can be said that the influence of the green branding variable on perception 

is relatively weak. This is because the average score of the green branding variable is lower 

compared to the perception variable.  

Thus, it can be concluded that Hypothesis 2, which states that "Green Branding 

positively influences Perception," is supported. These findings align with previous research 

by Chen et al., (2020), which demonstrated a positive relationship between green branding 

and consumer perception, particularly in relation to the intention to purchase green products. 
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Consumers' positive feelings toward green brands directly increase their willingness to buy 

environmentally friendly products. 

The Influence of Eco-Labeling on Perception 

The hypothesis testing results regarding the relationship between eco-labeling and 

perception (H3) indicate that the hypothesis is accepted and significant (T-statistic = 8.519 > 

1.96, P-value = 0.00 < 0.05). These findings suggest that eco-labeling has a positive and 

significant impact on consumer perception. Based on the descriptive analysis results in Table 

4.8, respondents' assessment of the eco-labeling variable has an average score of 4.70, which 

falls into the "Agree" category. This indicates that the presence of eco-labels on Sejauh Mata 

Memandang products plays an important role in respondents' purchasing decisions, both as 

a guide in product selection and as an indicator of environmental awareness. Additionally, 

according to the descriptive analysis results in Table 4.9, the perception variable has an 

average score of 4.87, also categorized as "Agree”. Based on these findings, it can be said 

that the influence of the eco-labeling variable on perception is relatively weak. This is 

because the average score of the eco-labeling variable is lower compared to the perception 

variable. 

Thus, it can be concluded that Hypothesis 3, which states that "Eco-Labeling 

positively influences Perception," is supported. These findings align with previous research 

by Gutierrez et al., (2020), which demonstrated how eco-friendly labels on products influence 

consumer perception and emotional responses, particularly in pre-purchase emotions. Eco-

labels enhance the appeal of environmentally friendly products by eliciting positive 

emotional responses, which lead to stronger brand perception and higher purchase intention. 

The Influence of Perception on Green Consumption 

The hypothesis testing results regarding the relationship between perception and 

green consumption (H4) indicate that the hypothesis is accepted and significant (T-statistic 

= 16.826 > 1.96, P-value = 0.00 < 0.05). These findings suggest that perception has a positive 

and significant impact on green consumption. Based on the descriptive analysis results in 

Table 4.9, respondents' assessment of the perception variable has an average score of 4.87, 

which falls into the "Agree" category. This indicates a positive perception of fashion products 

from the Sejauh Mata Memandang brand. Additionally, according to the descriptive analysis 

results in Table 4.10, the green consumption variable has an average score of 5.07, also 

categorized as "Agree”. Based on these findings, it can be said that the influence of the 

perception variable on green consumption is relatively weak. This is because the average 

score of the perception variable is lower compared to the green consumption variable.  

Thus, it can be concluded that Hypothesis 4, which states that "Perception positively 

influences Green Consumption," is supported. These findings align with previous research 

by Balaskas et al., (2023), which demonstrated that consumer perception of green products 

influences environmentally friendly consumption. This finding supports the notion that 

perception positively impacts green consumption, where awareness of sustainability drives 

more responsible purchasing decisions. 

 

CONCLUSION 

This study examines the impact of green advertising, green branding, and eco-

labeling on perception and how perception influences green consumption in the context of 
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the Sejauh Mata Memandang brand. The findings show that green advertising, green 

branding, and eco-labeling all positively and significantly affect consumer perception, which 

in turn enhances purchase intention for eco-friendly products. Additionally, consumer 

perception plays a crucial role in encouraging green consumption by shaping attitudes and 

behaviors that support sustainability. However, this study has some limitations. It focuses 

only on Sejauh Mata Memandang, making the results less generalizable to other green 

fashion brands. The sample predominantly consists of younger consumers, limiting the 

representation of older age groups. Additionally, the study uses a cross-sectional approach, 

which does not capture long-term changes in consumer behavior. Future research should 

include multiple brands, a more diverse age range, and a longitudinal approach to better 

understand how consumer perceptions and purchasing behavior toward green fashion evolve 

over time. 
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