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Abstract— This study aims to determine the effect of green products and green advertising on Purchasing Decisions on The Body Shop users in the community in medan johor sub-district. This research uses quantitative methods. The population in this study were all people in Medan City, Medan Johor District, which amounted to 154,096 people using the Slovin formula with a tolerance level of 10%, resulting in 100 samples. The sampling technique used in this research is Non Probability Sampling by means of Purposive Sampling. Primary data was obtained through a questionnaire with a measurement scale using a Likert scale. Data processing was carried out using SPSS 30 for windows software. This study uses validity test, reliability test, normality test, multicollinearity test, heteroscedasticity test, multiple linear regression test, t test, F test, and R² coefficient of determination test. The results of this study indicate that green products have a positive and significant effect on purchasing decisions for users of the body shop and green advertising has a positive and significant effect on purchasing decisions for users of the body shop.
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1. INTRODUCTION

In this modern era, technological and industrial development has had a long-term negative impact on the environment. Issues of environment like pollution, climate change, deforestation, and global warming are becoming more and more alarming. Add to that the problems of acid rain, the greenhouse effect, air and water pollution reaching dangerous levels, and inorganic waste are difficult to decompose. Due to global warming issue, many companies in the food and daily necessities industry are switching to eco-friendly products. By knowing the environmental problem of global warming, consumers will become more aware of the importance of environmental protection and will choose to buy environmentally friendly products. One of the things that influences their decisions regarding global warming is green product and green advertising.
The Body Shop is a brand known for its body, face, hair and toiletry products that are committed to environmental sustainability. The company offers products with natural ingredients, not tested on animals, and environmentally friendly. The Body Shop guarantees that its ingredients come from fair trade farming communities, making it an ideal choice for environmentally conscious consumers.

In Medan Johor Sub-district, where the majority of the population is from the middle to upper class, The Body Shop has become a popular choice. However, the area still faces challenges in waste management, with a limited system and still relying on vacant land as a disposal site. The condition of waste containers is still mixed without proper segregation between organic and inorganic waste. With a large population and dense settlements, waste management issues are becoming increasingly complex. In the context of purchasing decisions, consumers today are increasingly aware of the importance of choosing environmentally friendly product. According to Tjiptono (2019), process for consumers to recognize problems, look for information, and evaluate various alternatives before making a final decision its called Decisions of Purcasing. Consumers who care about the environment tend to be more selective in choosing products for daily consumption.

Green products, according to Ridwan (2017), are products that are designed and processed to reduce negative impacts on the environment, both of the production, distribution, and consumption processes. The Body Shop applies this concept by using natural ingredients and sustainable production processes. The development of green products is aimed at offering a more environmentally friendly alternative and reducing the use of harmful chemicals.

Green Advertising, as explained by Davis in Ozkocak & Tuna (2011), is an advertising strategy that concretely shows the benefits of products for the environment. Praharjo (2013) adds that this strategy, if communicated appropriately, can help form a positive perception of environmentally friendly products in the minds of consumers. Based on Top Brand Award data, The Body Shop recorded an impressive achievement by achieving the highest score of 44.9% in 2022. However, there was a decline to 36.5% in 2024. Despite the decline, The Body Shop still maintains the first position among its competitors.

Previous research shows mixed results. Dianti & Paramita (2021) and Hanifah et al. (2019) found that green products have a positive and significant effect on purchasing decisions. However, Hartini (2021) suggests different results where green products have no influence on purchasing decisions. In terms of green advertising, Purnama (2019) found a positive and significant influence on purchasing decisions, while Azalia & Anisa (2021) showed the opposite result.Based on this phenomenon and research gap, this study takes the title “The Effect of Green Product and Green Advertising on Purchasing Decisions for Users of The Body Shop in the Community in Medan Johor District”.
2. THEORETICAL REVIEW
2.1 Purchase Decision
According to Wulandari, R., & Miswanto, (2022) states that purchasing decisions are the process that combines knowledge and attitudes to assess two or more options, with the aim of choosing one so that needs and desires are met. Purchasing decisions in general are to give goods or products that they like. This reflects that when someone makes a decision between buying a product or not, they are involved in the decision-making process. Green product purchasing decisions can be interpreted that consumers buy green products by adopting sustainable consumption practices and tend to spend more on green products (Kumar, P., & Ghodeswar, 2015). This selection can mark whether or not a advertising approach has been sufficiently thoughtful, insightful, and effective, or whether or not it became poorly deliberate or mistakenly set goals. If someone has a preference among creating a buy or not, that character is in a selection-making position. Every selection will make a very last preference, which may be an movement or an opinion
2.2 Green Product

Ottman, (2011) Green products are generally defined as products that are durable, not harmful to health, and whose packaging is made from recycled materials. From the existing definitions, we can conclude that green products are products that are good for users and do not pollute the environment. A product is green if its manufacturing process is eco-friendly and causes less damage to the environment. Companies should minimize pollution in the production process. Environmentally friendly during production or consumption its called Green products.
2.3 Green Advertising

Green advertising according to (Ozkocak, 2011) is green advertising must concretely provide benefits to the environment and characteristics to the message so that the advertisement can be distinguished from other advertisements. According to (Ozkocak, 2011) green advertising is an advertisement that must meet one or more criteria, namely explicitly or implicitly discussing the relationship between products or services and the biophysical environment, promoting an environmentally friendly lifestyle, and displaying a corporate image that cares about the environment. Advertising is also one of the factors that determine a purchasing decision.

3. RESEARCH METHODS
The purpose of this study is to determine the impact of green products and green advertising on purchasing decisions on The Body Shop users in the community in medan johor sub-district. This research uses quantitative methods. The population in this study were all people in Medan City, Medan Johor District, which amounted to 154,096 people using the Slovin formula with a tolerance level of 10%, resulting in 100 samples. The sampling technique used in this research is Non Probability Sampling by means of Purposive Sampling. Primary data was obtained through a questionnaire with a measurement scale using a Likert scale. Data processing was performed using SPSS 30 software for Windows. Validity tests, reliability tests, normality tests, multicollinearity tests, heteroscedasticity tests, multiple linear regression tests, t-tests, F-tests, and R² tests were used in this study.
4. RESULTS DAN DISCUSSION
4.1 RESULTS
Based on the results of multiple linear regression analysis that researchers conducted, the following equation is obtained:
Y = 1,526 + 0,400X1 + 0,895X2 + e

a. From the regression equation above, it can be concluded as follows: 

b. The constant (α) of 1.526 states that if Green Product and Green Advertising are considered to be 0, then the Purchasing Decision is 1.526. 

c. The Green Product regression coefficient value is obtained at 0.400 which shows a positive directional relationship. This states that, if the Green Product variable increases by 1%, the Green Product variable increases by 0.400%. 

d. The Green Advertising regression coefficient value is obtained at 0.895 which shows a positive directional relationship. This states that, if the Green Advertising variable increases by 1%, the Green Advertising variable increases by 0.895%.

Based on the T test results can be concluded as follows:
a. Based on the results of the t test that has been carried out, it is known that the value of t count > t table is 3.418 > 1.984 and a significance value of 0.001 < 0.05. So it can be concluded that Green Product has a positive and significant effect on Purchasing Decisions for The Body Shop users.
b. Based on the results of the t test that has been carried out, it is known that the value of t count > t table is 12.746 > 1.984 and a significance value of 0.001 < 0.05. So it can be concluded that Green Advertising has a positive and significant effect on Purchasing Decisions for users of The Body Shop.

Based on the F test results, it can be seen that F count 86.038 > F table 3.09 and a significance value of 0.00 <  0.05. Based on these results, in accordance with the test rules, it can be concluded that simultaneously Green Product and Green Advertising have a positive and significant effect on Purchasing Decisions for Users of The Body Shop in the Community in Medan Johor District.

Based on research, it can be seen that the Adjusted R Square value is 0.632 or 63.2% which indicates that The Body Shop User Purchase Decision (Y) is influenced by Green Product and Green Advertising. The remaining 36.8% is influenced by variables not examined in this study.

4.2 DISCUSSION
4.2.1 The Effect of Green Product on Purchasing Decisions for Users of The Body Shop.

Based on the results of the t test that has been carried out, it is known that the value of t count > t table is 3.418 > 1.984 and a significance value of 0.001 < 0.05. So it can be concluded that Green Product has a positive and significant effect on Purchasing Decisions for Users of The Body Shop.In this study, it shows that the better and more environmentally friendly a product is, the higher the consumer's Purchasing Decision to buy the product. This means that the stronger The Body Shop's commitment to sustainability, the greater the consumer's interest in choosing this product. 

The Body Shop successfully communicates eco-friendly values in every aspect of the products they sell, which makes it easier for consumers to understand and appreciate the choices they make. With a good approach, consumers are increasingly interested in buying products that are not only quality but also contribute to nature conservation, are environmentally friendly, use harmless raw materials and certainly use natural ingredients.

However, at the time of this research, there were external factors that influenced purchasing decisions and disrupted the results of this study. One of the factors is the movement of boycott action on The Body Shop's products, which makes many consumers less likely to make decisions to buy The Body Shop products. However, this does not give The Body Shop products a bad reputation.The results of this study are in line with research conducted by research (Dianti & Paramita, 2021; Hanifah et al., 2019) which concluded that green products influence purchasing decisions positively and significantly.

4.2.2 The Effect of Green Advertising on Purchasing Decisions for Users of The Body Shop.

Based on the results of the t test that has been carried out, it is known that the t value > t table is 12.746 > 1.984 and the significance value is 0.001 <0.05. So it can be concluded that Green Advertising has a positive and significant effect on Purchasing Decisions for users of The Body Shop.


This study shows that the better the advertisement that emphasizes environmentally friendly aspects, the more likely consumers are to choose The Body Shop products. Attractive and informative advertisements about environmentally friendly values can increase consumer buying interest and create purchasing decisions. 

The Body Shop consistently implements advertising strategies that are good, creative and focused on environmental sustainability. For example, they not only promote products, but also educate consumers about the importance of protecting the environment and benefiting the environment. In the advertisement, The Body Shop highlights the use of recyclable packaging, which is a major attraction for consumers who care about the environment.

The results of this study are in line with research conducted by research (Purnama, 2019) which shows that Green Advertising has a positive and significant effect on Purchasing Decisions.
4.2.3 The Effect of Green Product and Green Advertising on Purchasing Decisions for Users of The Body Shop.

Based on the results of the F test that has been carried out, in accordance with the test rules, it can be concluded that simultaneously Green product and Green advertising have a positive and significant effect on Purchasing Decisions. 

Green products emphasize the direct and tangible benefits provided by a more environmentally friendly design. Green advertising emphasizes attractive and informative advertisements about environmentally friendly values, promoting products on environmental issues. 

The results of this study are in line with research conducted by Lumbangaol research, (2024) which concluded that Green Product and Green Advertising together have a positive and significant effect on purchasing decisions.

5. CONCLUSION
The results of this study aim to determine and analyze the extent of the influence of Green Product and Green Advertising on Purchasing Decisions for Users of The             (1) Green Product has a positive and significant effect on Purchasing Decisions for Users of The Body Shop. This is indicated by a strong relationship, the better the green product, the better the Purchasing Decision for Users of The Body Shop. (2) Green Advertising has a positive and significant effect on Purchasing Decisions for Users of The Body Shop. This is indicated by the better the green advertising, the Purchasing Decisions of The Body Shop Users will increase (3) Green product and Green advertising have a positive and significant effect on Purchasing Decisions of The Body Shop Users.
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