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ABSTRAK 

Posisi The Body Shop sebagai pionir kosmetik dengan image green kini 

menghadapi tantangan besar akibat munculnya merek-merek lokal yang 

menawarkan konsep serupa dengan harga yang lebih terjangkau. Bagi konsumen 

Gen Z yang kritis, klaim ramah lingkungan tidak lagi menjadi faktor penentu dalam 

menentukan kesediaan mereka membayar harga lebih tinggi. Penelitian ini 

bertujuan untuk menganalisis pengaruh Green Brand Image, Green Product, dan 

Environmental Concern terhadap Willingness to Pay pada produk The Body Shop 

Indonesia. Penelitian ini menggunakan pendekatan kuantitatif dengan metode 

survei terhadap 100 responden yang pernah menggunakan produk The Body Shop. 

Teknik pengambilan sampel dilakukan secara purposive sampling dan dianalisis 

menggunakan regresi linier berganda menggunakan SPSS. Hasil penelitian secara 

parsial menunjukkan bahwa Green Brand Image dan Environmental Concern 

dinyatakan berpengaruh positif dan signifikan terhadap Willingness to Pay. Namun, 

Green Product tidak berpengaruh positif dan signifikan terhadap Willingness to 

Pay. Secara simultan, seluruh variabel independen berpengaruh signifikan secara 

bersama-sama terhadap variabel dependen. 

Kata Kunci: Environmental Concern, , Gen Z, Green Brand Image, Green Product,  

Willingness to Pay. 
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The Effectiveness of Green Brand Image, Green Product, and 

Environmental Concern in Enhancing Generation Z’s Willingness 

to Pay for Sustainable  

Products 

Sarah Firlyza 

 

 

ABSTRACT 

The Body Shop, as a pioneer in green beauty cosmetics, is currently facing 

significant challenges due to the emergence of local brands offering similar 

sustainable concepts at more affordable prices. For critical Generation Z 

consumers, environmental claims are no longer the primary factor determining 

their willingness to pay a premium price. This study aims to analyze the influence 

of Green Brand Image, Green Product, and Environmental Concern on Willingness 

to Pay for The Body Shop products in Indonesia.This research employs a 

quantitative approach using a survey method involving 100 respondents who have 

previously used The Body Shop products. The sampling technique applied was 

purposive sampling, and the data were analyzed using multiple linear regression 

with SPSS software.The partial results indicate that Green Brand Image and 

Environmental Concern have a positive and significant effect on Willingness to Pay. 

However, Green Product does not have a positive and significant effect on 

Willingness to Pay. Simultaneously, all independent variables collectively have a 

significant effect on the dependent variable 

. 

 

Keywords: Environmental Concern, , Gen Z, Green Brand Image, Green Product,  

Willingness to Pay. 
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