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ABSTRAKSI

Penelitian ini bertujuan untuk menganalisis pengaruh green marketing dan green
perceived value terhadap green purchase intention sustainable fashion dengan
environmental awareness sebagai variabel mediasi. Responden pada penelitian ini
adalah generasi Z di Kabupaten Kebumen teknik pengambilan sampel
menggunakan teknik purposive sampling berjumlah 150 responden melalui
instrument kuesioner menggunakan skala likert. Teknik analisis pengujian data
menggunakan metode structural equation modeling-partial least squares yang
meliputi uji outer model, inner model, uji hipotesis, dan uji kebaikan dan kecocokan
model dengan bantuan program SmartPLS3. Hasil uji hipotesis menyimpulkan
bahwa green marketing dan green perceived value berpengaruh positif dan
signifikan terhadap environmental awareness, environmental awareness
berpengaruh positif dan signifikan terhadap green purchase intention, green
marketing dan green perceived value berpengaruh positif dan signifikan terhadap
green purchase intention, green marketing dan green perceived value brepengaruh
positif dan signifikan terhadap green purchase intention melalui environmental
awareness sebagai variabel mediasi. Nilai R-square variabel environmental
awareness sebesar sebesar 0,630 artinya sebesar 63% variabel environmental
awareness dapat dijelaskan oleh variabel green marketing dan green perceived
value serta nilai R-square variabel green purchase intention sebesar 0,642 artinya
sebesar 64,2% variabel green purchase intention dapat dijelaskan oleh variabel
green marketing, green perceived value dan environmental awareness, sedangkan
sebesar 35,8% lainnya dapat dijelaskan oleh variabel lain yang tidak ada dalam
model penelitian ini.

Kata Kunci: green marketing, green perceived value, environmental awareness,
dan green purchase intention



ABSTRACT

This study aims to analyze influence of green marketing and green perceived value
on green purchase intention on sustainable fashion with environmental awareness
as a mediating variable. Respondent in this study were generation Z in Kebumen
regency, the sampling technique used purposive sampling technique totaling 150
respondents through a questionnaire instrument using a likert scale. The data
testing analysis technique used structural equation modeling-partial least squares
method which includes outer model testing, inner model testing, hypothesis testing,
and goodness of fit and model fit testing with the help of the SmartPLS program.
The result of the hypothesis test concluded the green marketing and green perceived
value have a positive and significant effect of environmental awareness,
environmental awareness have a positive and significant effect on green purchase
intention, green marketing and green perceived value have a positive and
significant on green purchase intention, green marketing and green perceived value
have a positive and significant effect on green purchase intention through
environmental awareness as a mediating variable. The R-square valua for the
environmental awareness is 0,630, meaning that 63% of the environmental
awareness variabel can be explained by green marketing and green perceived
value. The R-square value for green purchase intention variable is 0,642, meaning
that 64,2% of green purchase intention variable can be explained by green
marketing, green perceived value, and environmental awareness, while the other
35,8% can be explained by other variabels that are not in this research model.

Keywords: green marketing, green perceived value, environmental awareness, and
green purchase intention
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