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Abstract. The purpose of this study aims to explore Gen Z consumers on
their willingness to pay premium for green skincare products, that is affected
by green advertising, corporate social responsibility, and green packaging
with green brand image as a mediating variable. In response to increasingly
significant environmental issues, today’s consumers, especially Gen Z,
demonstrate sustainable consumption values, by aligning their product
consumption values with market trends. This study used a quantitative
methodology using Partial Least Squares Structural Equation Modeling
(PLS-SEM) through questionnaire survey to explore Gen Z opinions and
preferences with green skincare products. The result of this study shows that
green advertising, corporate social responsibility (CSR) and green
packaging may have limited impact to willingness to pay premium unless
they are converted through green brand image.

1 Introduction

Environmental concerns have gained public attention because significant increase in human
activities has led to a substantial environmental issue, which has become a central concern in
the Development Goals (SDGs). These issues urge people to adopt eco-friendly lifestyles and
demand sustainable products, forcing businesses to integrate green strategies as part of their
tactics, by developing and producing environmentally sustainable products or services [1].
Indonesia’s beauty and cosmetics market is booming, driven by new entrants creating
numerous products, which in turn encourages greater purchasing of beauty products by. This
rapid expansion carries significant environmental consequences because industrial activity
heavily relies on natural resources and contributes to pollution, with the high demand for
skincare products notably increasing the production of plastic packaging. In response,
Indonesia’s skincare beauty industry continues to grow by adapting to the changing consumer
behavior towards an eco-friendly lifestyle or green consumption behavior, to become a
sustainable pillar of Indonesia’s economy. In Indonesia, the number of scientific publications
addressing green consumption behavior in the skincare market remains limited, especially
regarding the concurrent effects of numerous green practice signals on brand perception and
willingness to pay premium prices [2]. From a signaling perspective, latent company
attributes are evaluated by consumers through perceptible indicators such as green activities
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[3], while sustainability responsibilities are conveyed to consumers by companies through
these signals [2]

In today’s era, consumers are shown to be more environmentally conscious due to deep
understanding of environmental issues, especially Gen Z, a population identified as
theoretically significant for examining green consumption, as they shows strong commitment
to sustainable consumption by aligning their values with current market trends, driven by
their internal motivations, external influences, and social dimensions [4] on driving the
growth of sustainable beauty businesses, operations, and products. Within the framework of
Signaling Theory, Gen Z serves as recipients of signals. As digital natives consumers with
strong media literacy. They demonstrate a greater ability to evaluate and interpret the
credibility of corporate environmental signals than older generations. Todays’ brands are
seeking to gain competitive advantage from green marketing strategies to show their
commitment to green environmental practices behavior [5]. All green activities aim to create
a strong green brand image in consumers’ minds, enabling them to stand out from their
competitors. The more positive the brand image, the higher the consumers trust, loyalty [6]
and willingness to pay premium to support sustainable values.

These gaps are addressed in this research through an examination of how green
advertising, green packaging, and CSR, as distinct environmental signals, influence green
brand image and, in turn, Gen Z consumers’ willingness to pay a premium for sustainable
skincare products in Indonesia. These outcomes emerge due to consumers concurrently
exposure to numerous environmental signals, whereas prior research tends to assess these
signals in isolation, such as focusing solely on CSR [7], green advertising [8], or green
packaging [9], thereby overlooking the interaction effects among different signals in shaping
perceived credibility and brand image. The research contributes in three ways. First,
Signaling Theory is extended to green consumer behavior in emerging markets by positioning
green brand image as a key mediating construct. Second, a multi-signal mediation model is
empirically tested using PLS-SEM on Gen Z skincare consumers. Third, it provides practical
insights into which green signals such as CSR, advertising, or packaging are most effective
in building brand image and encouraging willingness to pay a premium. However, findings
remain inconsistent and contingent on context, various results among industries, cultural
settings, and demographic groups.

2 Research Review

2.1 Theoretical Foundation: Signaling Theory

This study is grounded in Signaling Theory, where information asymmetry between parties
motivates one party to transmit credible signals to influence the other’s perception and
behavior [10]. In marketing contexts, Signaling Theory has been applied to explain how firms
communicate unobservable quality attributes to consumers through observable signals such
as brand image, advertising expenditure, and corporate behavior [3]. Applied to green
marketing, Signaling Theory provides a coherent framework for understanding how
companies communicate their environmental commitment to consumers who cannot directly
verify the authenticity of green claims [3]. In this study, green advertising, green packaging,
and CSR each function as distinct green signals: observable, intentional communications
through which firms transmit information about their environmental values and practices.



BIO Web of Conferences 239, 04003 (2026) https://doi.org/10.1051/bioconf/202623904003
ICSAF 2026

2.2 Green Brand Image

A green brand image is the perception, shaped by a brand, in consumers’ minds, which is
linked to environmental concerns and commitments [1]. Green brand image refers to how
environmentally friendly consumers perceive the brand to be. By taking concrete actions that
resonate with the public and consumers, companies can elevate their brand image as
environmentally friendly in consumers’ minds. A strong green brand image converts directly
into commercial advantage. Green brand image is a differentiation strategy that allows
companies to highlight their commitment to sustainability in the market while attracting
consumers who are increasingly environmentally conscious [11]. A green brand image
reflects consumers' perception of the quality of a brand's environmental signals, more
specifically, it reflects the level of trust consumers have in these signals and whether they
align with the brand's sincere commitment to environmental responsibility. Research found
that consumers are not only willing to pay for eco-friendly products on a single purchase, but
they also automatically extend this environmental trust to the brand’s new offerings [8].

2.3 Green Advertising

Green advertising is a marketing strategy designed to convey the environmental values of a
product, service, or company. Green advertising, as a key component of socially responsible
brand communication, plays a significant role in enhancing consumer brand loyalty and
boosting appeal to investors [5]. Key elements of green advertising are determined by six
points, which is honesty, clarity, detail, commitment, a sense of urgency, and values that
prioritize mutual benefits rather than just corporate profits. Effective green advertising
bridges consumer intent and action by transforming their environmental concerns into
tangible purchasing behavior, while enhancing the brand’s positive image [6] and expanding
the network of stakeholders, such as consumers, employees, direct and indirect stakeholders
who support sustainability [8].

2.4 Corporate Social Responsibility (CSR)

Corporate Social Responsibility (CSR) is a business concept that integrates ethical, social,
and environmental responsibilities into company operations. CSR no longer focuses on profit
but also contributes to environmental protection and social welfare. CSR perceptions emerge
when companies communicate their initiatives transparently through eco-labeling, ingredient
disclosure, and assurance of environmental safety that lead to consumers trust favorable
purchase [7]. The higher companies responsibility in promoting environmentally friendly
behavior, the more positive its brand image becomes [6] A strong CSR reputation influences
consumers’ willingness to pay premium price, as they associate socially and environmentally
responsible brands with higher ethical values [7].

2.5 Green Packaging

Green packaging, also known as eco-friendly or sustainable packaging, refers to the use of
ecological and recyclable materials that are safe for human health and the environment [12].
This concept supports the Sustainable Development Goals (SDGs) and has gained attention
as consumers become more environmentally conscious. Green packaging primarily
integrating sustainable and resource-efficient technologies across all phases, including
design, manufacturing, utilization, and recycling. Green packaging minimizes harm to the
environment by applying design principles such as reduction, simplification, light weight,



BIO Web of Conferences 239, 04003 (2026) https://doi.org/10.1051/bioconf/202623904003
ICSAF 2026

non-toxicity, and cleaner production [13]. Adopting green packaging enhances a brand’s
green image, trust and credibility [13].

2.6 Willingness To Pay Premium

Consumer willingness to pay (WTP) is a concept that measures the maximum amount
consumers are willing to spend to obtain goods or services that deliver satisfaction and utility.
This concept explains that consumers’ willingness to purchase is influenced by attitudes,
subjective norms, and perceived behavioral control. Willingness to pay premium (WTPP)
refers to consumers readiness to pay higher prices for products that align with their personal
values, perceived quality, or ethical preferences [14]. A brand gains competitive advantage
when more consumers are willing to pay extra compared to similar products from competitor.
In the context of sustainable beauty, environmentally conscious consumers perceive higher
prices as a reflection of ethical production and eco-friendly values, which strengthens their
green brand image and increases their willingness to pay premium [14]. Willingness to Pay
a Premium (WTPP) refers to a specific behavioral response, when consumers perceive a
strong and credible signal from a brand concerning its environmental commitments, they are
significantly more likely to accept a higher price, considering it a reasonable compensation
for that perceived credibility.

2.7 Hypothesis Development

In order to investigate the connections between green advertising, corporate social
responsibility (CSR), green packaging, and willingness to pay premium as applied to Gen Z
skincare consumption, this research proposes hypotheses constructed on the basis of
established theoretical framework and earlier studies. Considering its role in capturing
consumers’ perceptions of a firm's environmental responsibility and is anticipated to
strengthen trust, perceived value, and willingness to pay premium for eco-friendly skincare
products, green brand image is positioned as a mediating variable.

Green advertising is a marketing strategy that delivers environmental values for a product,
service, or company. Green advertising has a significant impact on brand image, the higher
the level of green marketing, the stronger the brand image. The environmental message in
advertising not only sells products, but also impacts the overall perception of the brand.
Companies that use green marketing tend to find it easier to increase their brand image [15].
Based on previous theories, a design is presented through the first hypothesis (H1).

Hypothesis 1 (H1): Green Advertising has a positive effect on Green Brand Image.

CSR refers to the social responsibility of a business, demonstrated through its
commitment to ethical, social, and environmental concerns. Research confirms that CSR
positively influences the Grand Brand Image (GBI). This enhanced brand image then
becomes a key mediating factor, directly increasing consumers’ willingness to purchase
green products. Thus, to maximize effectiveness, companies should build a consistent Grand
Brand Image through their CSR program that emphasize sustainability commitments [15]
[7]. Building upon the previous discussion, we present the second hypothesis (H2).

Hypothesis 2 (H2): Corporate Social Responsibility (CSR) has a positive effect on Green
Brand Image.

Green Packaging is defined as eco-friendly or sustainable packaging that designed to
minimize environmental impact [12]. As an essential component of both products and brands,
this type of packaging not only reflects a brand’s core attributes but also actively shapes a
positive brand image. Research shows that the combination of eco-friendly packaging with
strong brand branding significantly influences consumers decision to choose environmentally
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friendly products. Drawing on the foregoing explanation, we propose the third hypothesis as
follows (H3).

Hypothesis 3 (H3): Green Packaging has a positive effect on Green Brand Image.

Brand image can influence the number of consumers who are willing to pay for a product
and serves as one of the most significant factors affecting willingness to pay, especially when
the brand successfully creates value for its products. The value provided by the brand, when
aligned with consumer’s needs, can strengthen the brand’s competitive power through
increased willingness to pay. Furthermore, there is a strong correlation between brand image
and consumers' behavioral intentions, where favorable perceptions toward the brand
encourage actions such as demonstrating a higher willingness to pay premium price [15].
Considering the arguments outlined previously, the fourth hypothesis is developed (H4).

Hypothesis 4 (H4): Green Brand Image has a positive effect on Willingness to Pay
Premium.

Green

Advertising

Green Brand Willingness to

Image Pay Premium

Green

Packaging

-—

Fig. 1. Hypothesis Development

3 Research Methods

This study implemented a quantitative methodology, with primary data collected through
an online questionnaire. Gen Z consumers served as the respondents in this study, who are
actively using skincare products. Gen Z consumers served as the respondents in this study,
including individuals aged 15 to 30 who actively use skincare. Although Gen Z is generally
defined as those born between 1997 and 2012, this study expanded the age range to include
older consumers who are active in the skincare market. Data collection involving respondents
under the age of 18 was permitted in accordance with local research practices, with all
respondents participating voluntarily = and  having  been informed  of  the
study’s objectives before completing the questionnaire.

The selection of Generation Z as the research subject is based on both theoretical
foundations and practical considerations. From a theoretical perspective, Generation Z is
characterized by strong environmental awareness and values-driven purchasing behavior [4],
making them an ideal group for assessing green signal perception and willingness to pay a
premium (WTPP). Empirically, Generation Z represents the fastest-growing consumer
segment in Indonesia’s skincare industry, and there is substantial evidence indicating their
preference for sustainable brands [2]. Data was collected through an online survey, with
respondents primarily from major Indonesian cities such as Jakarta and Bandung. The
questionnaire was distributed through social media platforms and instant communication
applications widely used by Generation Z.
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The results for the study will be taken from 216 Gen Z respondents for valid
responses. This study employed a non-probability purposive sampling technique, in which
respondents were selected based on specific criteria, Gen Z individuals who actively use
skincare products. The questionnaire is related to core indicator variables such as Green
Adpvertising, Green Packaging, Corporate Social Responsibility (CSR), Green Brand Image,
and Willingness to Pay Premium. All indicators were measured using a five-point Likert
scale ranging from strongly disagree (1) to strongly agree (5). The measurement scales were
adapted from previously validated studies, as presented in Table 1.

Table 1. Measurement of Variable.

Variable Measurement

Green advertising is essential to recognize environmentally friendly products
Green advertising reinforces the ecological image of the brand

Green advertising attracts the attention of consumers

Green advertising is effective at changing consumer behavior in brands.
Products offered by the firm meet the functional demands of target users or
address existing societal problems.

Corporate Social | Products provided by the firm utilize eco-friendly material resources or
Responsibility [7] | renewable resources.

Products sold by the firm allocate funds to charity activities.

The firm has specific plans for human resource development.

The information displayed on product packaging serves as an important
decision-making criterion.

The reusing or recycling packaging after use is important.

The biodegradable packaging materials are an essential consideration for
environmentally conscious consumer.

The consumer feel positive about purchasing brands that cause less
environmental damage.

The brand is considered as the benchmark of environmental commitment.
Green Brand The branding is based on its emphasis on environmental protection

Image [9][7] The brand’s environmental commitment is trustworthy.

The brand green practices are successful and have a good reputation

I am willing to pay a higher price for this brand compared to others

I would continue purchasing this brand even if competing brands lower their
prices.

I believe this brand justifies its higher price.

I’'m very confident with the benefits provided by brand.

Green
Advertising
[9]

Green Packaging
(9]

Willingness to
Pay Premium [11]

For data analysis, this study applied Partial Least Squares Structural Equation Modeling
(PLS-SEM) through SmartPLS, a robust statistical technique for structural equation
modeling. For data analysis, this study applied Partial Least Squares Structural Equation
Modeling (PLS-SEM) through SmartPLS, a robust statistical technique for structural
equation modeling. PLS-SEM was selected as it has the capability to analyze complex
structural models involving various latent constructs and mediating relationships, and is
considered suitable for prediction-oriented research with relatively small to moderate sample
sizes.

The application of SmartPLS in this study evaluated the research model through two
integrated approaches. The initial stage of this study involved evaluating the measurement
model by testing the reliability and validity of all indicators. In the next stage, a structural
model was applied to analyze and test the relationship between the latent variables proposed
in the study. This analytical approach not only validated the accuracy of the measurement
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tools but also validated the strength of both direct and indirect effects in all hypothesized
variable relationships.

4 Result and Discussion

The results show that most of the respondents who filled the questionnaire were young adults
women aged 21-25 years old and having a regular monthly skincare purchase habit. The
validity and reliability of respondent data were verified through measurement model testing.
Next, a structural model was used to test the hypothesized relationships, with the analysis
results shown in Figure 2.
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Fig. 2. PLS-SEM Algorithm

The following tables interprets the outcomes of the hypothesis model test in Figure 2. The
PLS-SEM algorithm shown in Figure 2 shows that all variables support the willingness to
pay premium.

Table 2. Constructs Valid and Reliable Results.

. Cronbach’s Composite

Variables Alpha rho_A Reliability AVE

Green Advertising 0.732 0.739 0.832 0.553

CSR 0.72 0.722 0.826 0.542

Green Packaging 0.767 0.776 0.851 0.588

Green Brand Image 0.773 0.776 0.855 0.595

Willingness To Pay 0.773 0.778 0.854 0.593
Premium

According to the analysis of Table 2 on validity and reliability, the composite reliability
more than 0.7, indicates that the model has met the relevant criteria and demonstrates
satisfactory measurement reliability for each variable. In addition, the Cronbach’s Alpha,
show that all variables are greater than 0.7, and all constructs demonstrate AVE (Average
Validity) values above the recommended threshold of 0.5, indicating that both criteria of
convergent validity and reliability are fully satisfied.

https://doi.org/10.1051/bioconf/202623904003
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Table 3. Discriminant Validity: Fornell-Larcker Matrix

CSR Green Green Brand Green
Advertising Image Product
CSR 0.736

Green Advertising 0.248 0.744
Green Brand Image 0.452 0.46 0.772

Green Product 0.578 0.564 0.572 0.767
Willingness To Pay 0.431 0.444 0.475 0.61

Premium

As shown in Table 3, the square root of AVE for each construct (diagonal) exceeds all
inter-construct correlations in the corresponding row and column. Specifically, CSR (VAVE
=(.736), Green Advertising (0.744), Green Brand Image (0.772), Green Packaging (0.767),
and Willingness to Pay Premium (0.770) each demonstrate higher diagonal values than their
respective off-diagonal correlations. The highest inter-construct correlation is between Green
Packaging and CSR (0.578), which remains below Green Packaging’s VAVE of 0.767. These
results confirm that all constructs are empirically distinct, satisfying the Fornell-Larcker
criterion for discriminant validity.

Table 4. Instrument Loading Factor Result.

Standard T
Instruments Deviation Statistics P Values
GAL1 <- Green Advertising 0.046 15.922 0.000
GA2 <- Green Advertising 0.045 16.359 0.000
GA3 <- Green Advertising 0.053 13.555 0.000
GA4 <- Green Advertising 0.039 19.862 0.000
CSR1 <- CSR 0.053 13.673 0.000
CSR2 <- CSR 0.041 18.545 0.000
CSR3 <- CSR 0.047 15411 0.000
CSR4 <- CSR 0.044 16.979 0.000
GP1 <- Green Packaging 0.034 22.413 0.000
GP2 <- Green Packaging 0.030 26.647 0.000
GP3 <- Green Packaging 0.046 15.673 0.000
GP4 <- Green Packaging 0.031 25917 0.000
GBI <- Green Brand Image 0.038 19.189 0.000
GBI2 <- Green Brand Image 0.035 21.942 0.000
GBI3 <- Green Brand Image 0.028 27.847 0.000
GBI4 <- Green Brand Image 0.028 28.898 0.000
WTPP1 <- Willingness To Pay Premium 0.045 17.033 0.000
WTPP2 <- Willingness To Pay Premium 0.045 16.514 0.000
WTPP3 <- Willingness To Pay Premium 0.031 25.867 0.000
WTPP4 <- Willingness To Pay Premium 0.031 25.209 0.000

Further, Table 4 explains the contribution of each indicator item in representing or
describing the variable to be measured. All indicators demonstrate statistically significant
loadings on their respective variables, with t-statistic values exceeding 1.96 and p-values less
than 0.05, thus providing a basis for theoretical relevance and convergent validity.
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Table 5. Bootstrapping Result.

. T P
Hypothesis Statistics Values Result
Green Advertising -> Green Brand Image (H1) 2.676 0.007 Support
CSR -> Green Brand Image (H2) 2.801 0.005 Support
Green Packaging -> Green Brand Image (H3) 3.675 0.000 Support
Green Brand Image -> Willingness To Pa
Prefn um (H4) & Y 7.885 0.000 | Support

Table 5 shows the results of bootstrapping analysis, which reveals the influential
correlation between the variables. The table 5 results show that Hypothesis 1 (Green
Adpvertising has a positive effect on Green Brand Image), Hypothesis 2 (Corporate Social
Responsibility (CSR) has a positive effect on Green Brand Image), Hypothesis 3 (Green
Packaging has a positive effect on Green Brand Image) and Hypothesis 4 (Green Brand
Image has a positive effect on Willingness to Pay Premium) are supported

4.1 The Relationship Between Green Advertising and Green Brand Image

After confirming that the measurement model satisfies the discriminant validity criteria
(Table 3), the structural relationships between variables are further examined. The research
result shows that green advertising variable has moderate effect on green brand image when
consumers choose a skincare brand based on correlation values of 0.225 in Figure 2. Table 2
and 4 shows that Green Advertising measurement indicators are significant. T statistics result
in Table 3 also shows that green advertising is effective at changing consumer behavior in
brands is the most significant compared to other indicators. Furthermore, Hypothesis 1 (H1)
in Table 5 shows that the T- statistic value is 2.676 with a p-value of 0.007 indicating that
green advertising is quite significant in influencing green brand image. This study aligns with
[6] which indicates that green advertising has a significant impact on brand image, the higher
the level of green advertising, the stronger the brand image that build in consumer’s mind.
An environmentally friendly product advertising ultimately shape consumer perception [15]
so it’s have a significant role in enhancing consumer brand loyalty and image to boosting
appeal [5] on prior studies, companies with green advertising helps people to see the brand
as more environmentally friendly. This means advertising that focuses on the environment
can really shape how a brand is seen, particularly among Sustainable Development Goals
(SDG) conscious consumers.

4.2 The Relationship between CSR and Green Brand Image

With discriminant validity established (Table 3), the relationship can be interpreted with
confidence. The findings indicate that Corporate Social Responsibility (CSR) exerts a
moderate influence on green brand image, with a correlation coefficient of 0.208. Table 4
shows that all CSR indicators have significant measurement values, with the indicator “the
company provides environmentally friendly materials or renewable resources” (T-statistic
value of 18.545) has the strongest impact. The data from the calculation is reliable based on
the composite reliability value of 0.826, which is above 0.7 as shown in Table II. This is same
with the study of literature [7], CSR activities of enterprises through the continuous practice
of sustainability commitments can shape the brand image, which in turn directly enhances
consumers’ willingness to pay. CSR means that companies do not only focus on money but
also on environmental and social values in this society, such as eco-labelling, organic
materials on their product, and other social activities to build their own brand image. The
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higher the companies responsibility in social and environmental activities, the more positive
their brand image [6]. Therefore, H2 holds with a p-value of 0.000 and a t-statistic of 2.801
(Table V), confirming that CSR shows a statistically significant effect on green brand image.
The Relationship between Green Packaging and Green Brand Image.

4.3 The Relationship between Green Packaging and Green Brand Image

With the measurement model validated (Table 3), the effect of green packaging on green
brand image is further examined. This study shows that green packaging has a strong and
positive impact on green brand image. This is supported by a correlation coefficient of 0.325
in Figure 2. Reliability is acceptable, as the composite reliability value of 0.851 exceeds the
recommend minimum threshold (Table II). T-statistics presented in Table 4 indicated that
reusing or recycling packaging after use is most important among other indicators. This is
consistent with [1] that green packaging not only reflects a brand’s core attributes but also
actively shapes a positive brand image. Thus, H3 is supported with a p-value 0.000 and T-
statistics 3.675, confirming the strong effect of green packaging on green brand image. Prior
studies indicate that green packaging significantly contribute in shaping green brand image.
Consumers that have environmental awareness tend to consider brands that use eco-friendly
packaging as being environmentally responsible [13]. Therefore, green packaging contribute
as a communication tool that represent sustainability value of a brand. It is noteworthy that
this influence is stronger than the effect between green advertising and green brand image
(H1) and between green packaging and green brand image (H2).

4.4 The Effect of Green Brand Image to Willingness to Pay Premium

Following the validation of construct distinctiveness (Table 3), the relationship between
green brand image and willingness to pay premium is analyzed. According to the correlation
calculation data (Figure 2), the value of 0.475 reveals a strong relationship between green
brand image and willingness to pay premium. The T-statistics results in Table 4 show that
the indicator “the brand’s high price is justified by its value” (T-statistic value of 25.867) has
the strongest impact. According to the study [15]. It indicates that positive perceptions of the
brand encourage consumers to take corresponding actions, such as demonstrating a higher
willingness to pay premium. In addition, Hypothesis 4 (H4) in Table 5 shows that shows a p-
value of 0.000 and a t-statistic of 7.885, indicating that green brand image has a strong
significant impact on willingness to pay at a premium. Studies in the literature indicate that
brand image with strong brand values can affect consumers to willing to pay with higher
prices [11]. Value that aligned with consumers need make a brand more powerful in the
market by making consumers willing to pay more. This strongly suggests that branding,
especially green brand image, is effective in influencing and altering consumers perceptions,
thereby stimulates their willingness to pay premium for a product.

5 Conclusion and Discussion

The effects of green advertising, corporate social responsibility and green packaging on
consumers’ willingness to pay premium are not direct but require the mediating role of green
brand image. Therefore, green brand image is the core component for realizing consumers to
willing pay premium. Green advertising, corporate social responsibility (CSR) and green
packaging may have limited impact to willingness to pay premium unless they are converted
through green brand image. Based on research, one of the effective ways to enhance green
brand image is through green packaging, compared to other variables. Green packaging not

10
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only reflects a brand’s core attributes of the brand but also actively shapes a positive brand
image that significantly influences consumers decisions to choose environmentally friendly
products. With the respondents focusing on the 21-25 years old, they generally agreed that
the purchase of green skincare products, especially brands with higher prices must be
supported by appropriate values. For the conclusion, the research find that none of the three
independent variables has a direct effect on WTPP, rather, all effects are mediated through
the green brand image, which serves as the primary mediating mechanism.

5.1 Theoritical Implications

This study extends the application of Signal Theory to the context green consumption
behavior in emerging markets. By positioning green advertising, packaging, and CSR as
distinct forms of environmental signals, and green brand image as a perceived signal quality,
this study offers a theoretically coherent explanatory framework for why investments in green
marketing do not directly influence willingness to pay premium (WTPP). The findings
regarding the full mediating role of green brand image align with the propositions of
Signaling Theory, which asserts that behavioral responses, such as WTPP, are determined by
consumers’ success in interpreting credible signals, not merely by the presence of the signals
themselves. Therefore, the results of this study contribute to the literature examining the
application of Signaling Theory in the context of sustainable marketing [7]

5.2 Pratical Implications

For skincare brand managers targeting Gen Z consumers in Indonesia, these findings indicate
that investing in green packaging makes the most significant contribution to brand image and
increases willingness to pay premium (WTPP). Green packaging serves as a tangible and
easily verifiable signal, as it can be directly observed at the point of purchase, making it
effective in building credibility. Meanwhile, CSR initiatives need to emphasize transparency
regarding ingredient composition and the use of renewable resources. These two aspects are
the most influential indicators in shaping consumer perceptions. Additionally, green
advertising must be communicated clearly and authentically to minimize perceptions of
greenwashing, which could potentially undermine the credibility of the signals being
conveyed.

5.3 Societal Implications

This study shows that credible green signals can effectively increase Gen Z consumers’
willingness to pay premium. These findings indicate a commercially viable opportunity for
the beauty industry in Indonesia to adopt more sustainable practices. The widespread
implementation of green packaging and transparent CSR practices has the potential to reduce
plastic waste and encourage more responsible resource use, thereby directly supporting the
achievement of Indonesia’s SDG commitments at both the national and global levels.
Additionally, improving Gen Z consumers’ ability to distinguish authentic green signals from
greenwashing practices can further strengthen the effectiveness of these efforts.

5.4 Limitations and Future Research

However, this research has limitations, including the limited number of respondents, the
indicators involve multiple variables, and are limited to the skincare industry in Gen Z that
leads to low convergent validity, which affects the reliability and validity of the test results.

11
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For further research, researchers should identify more convergent indicators and industries
to optimize the test results. Overall, the final conclusion shows that green brand image has a
significant positive impact on Gen Z consumers’ willingness to pay premium.

The data for this research is already available at https://zenodo.org/records/18617571. Della Angelica
and Kyla Maylina Chandra contributed to the conceptualization, methodology, data collection,
processing, analysis, and writing this paper. Chyntia Ika Ratnapuri provided conceptual guidance,
conducted the review, and served as supervisor for this paper.
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