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ABSTRACT

Issues related to the environment are increasingly becoming an
awareness of the need for environmental protection, with the explosion of news
related to global warming. With global warming, the level of environmental
damage is increasing consistently. Consumers who have strong environmental
awareness are more likely to buy environmentally friendly products, even though
these goods are sold at relatively higher prices. One of the changes in consumer
behavior today is related to green purchase intention. This study aims to explain
the effect of green perceived value, perceived consumer effectiveness, and
environmental knowledge on green purchase intention on Cleo Eco Green
products in Padang City. The sample used is 80 respondents. The analysis
technique in this study uses SEM with the help of the SmartPLs 3 application.
Based on the results of the analysis, it is known that green perceived value and
perceived consumer effectiveness have a positive effect on green purchase
intention, and environmental knowledge has no effect on green purchase
intention. Based on the results of this study, the use of the green purchase
intention variable, therefore it can be suggested that the company PT. Sariguna
Primatirta (Tanobel) can increase the green purchase intention of the people of
Padang City towards Cleo Eco Green products where this product is one of the
products that are friendly to the environment.

Keywords: Green Perceived Value, Perceived Consumer Effectiveness,
Environmental Knowledge, Green Purchase Intention
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ABSTRAK

Isu-isu terkait lingkungan semakin menjadi kesadaran akan perlunya
perlindungan lingkungan, dengan meledaknya berita terkait global warming.
Adanya global warming, tingkat kerusakan lingkungan meningkat secara
konsisten. Konsumen yang memiliki kesadaran lingkungan yang kuat lebih
cenderung membeli produk yang ramah lingkungan, meskipun barang tersebut
dijual dengan harga yang relatif lebih tinggi. Salah satu perubahan perilaku
konsumen saat ini ialah terkait dengan green purchase intention. Penelitian ini
bertujuan untuk menjelaskan pengaruh green perceived value, perceived
consumer effectiveness, dan environmental knowledge terhadap green purchase
intention pada produk Cleo Eco Green di Kota Padang. Sampel yang digunakan
sebanyak 80 responden. Teknik analisis dalam penelitian ini menggunakan SEM
dengan bantuan aplikasi SmartPLs 3. Berdasarkan hasil analisis diketahui bahwa
green perceived value dan perceived consumer effectiveness berpengaruh positif
terhadap green purchase intention, dan environmental knowledge tidak
berpengaruh terhadap green purchase intention. Berdasarkan hasil penelitian
tersebut adanya menggunakan variabel green purchase intention maka dari itu
dapat disarankan perusahaan PT. Sariguna Primatirta (Tanobel) dapat
meningkatkan green purchase intention masyarakat Kota Padang terhadap produk
Cleo Eco Green dimana produk ini termasuk salah satu produk yang ramah bagi
lingkungan.

Kata Kunci: Green Perceived Value, Perceived Consumer Effectiveness,
Environmental Knowledge, Green Purchase Intention
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