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ABSTRAK 

 

 
Tuanku Raflie Damarayudha, 2023; Pengaruh Green Marketing Mix 

Terhadap Purchase Intention dengan Environmental Knowledge sebagai 

Variabel Moderator, Survei Pada Toko Furniture Modern, Program Studi 

S1 Manajemen, Fakultas Ekonomi, Universitas Negeri Jakarta, Tim 

Pembimbing: Andi Muhammad Sadat, SE., M.Si., Ph.D & Ika Febrilia, SE, 

M.M. 

Penelitian ini bertujuan untuk menguji dan menganalisis pengaruh green 

product terhadap purchase intention, pengaruh green price terhadap purchase 

intention, pengaruh green place terhadap purchase intention, pengaruh green 

promotion terhadap purchase intention, pengaruh green product terhadap 

purchase intention dengan environmental knowledge sebagai variabel 

moderator, pengaruh green price terhadap purchase intention dengan 

environmental knowledge sebagai variabel moderator, pengaruh green place 

terhadap purchase intention dengan environmental knowledge sebagai variabel 

moderator, pengaruh green promotion terhadap purchase intention dengan 

environmental knowledge sebagai variabel moderator. Metode pengumpulan 

data yang digunakan adalah metode survei dengan instrumen berupa kuesioner. 

Sampel penelitian yang dikumpulkan berjumlah minimal 200 responden yang 

berdomisili di Jabodetabek, berusia 17 tahun ke atas dan mengetahui merek 

IKEA, Software yang digunakan pada analisis data adalah SPSS dan SEM 

(Structural Equation Model) dari AMOS versi 26. 

Kata Kunci: green product, green price, green place, green promotion, 

environmental knowledge, purchase intention, IKEA. 
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ABSTRACT 

 

 
Tuanku Raflie Damarayudha, 2023; The Effect of Green Marketing Mix on 

Purchase Intentions with Environmental Knowledge as a Moderating 

Variable, Survey On Modern Furniture Shop, S1 Management Study 

Program, Faculty of Economics, Jakarta State University, Advisory Team: 

Andi Muhammad Sadat, SE., M.Si., Ph.D & Ika Febrilia, SE, M.M. 

The purpose of this study is to determine the effect of green product on purchase 

intention, the effect of green price on purchase intention, the effect of green 

place on purchase intention, the effect of green promotion on purchase 

intention, the effect of green product on purchase intention with environmental 

knowledge as a moderator variable, the influence of green price on purchase 

intention with environmental knowledge as a moderator variable, the effect of 

green places on purchase intention with environmental knowledge as a 

moderator variable, the effect of green promotion on purchase intention with 

environmental knowledge as a moderator variable. The data collection method 

used is a survey method with an instrument in the form of a questionnaire. The 

research sample at least 200 respondents who live in greater Jabodetabek, aged 

17 years and over and know the IKEA brand. Software used in data analysis is 

SPSS and SEM (Structural Equation Model) from AMOS version 26. 

Keywords: green product, green price, green place, green promotion, 

environmental knowledge, purchase intention, IKEA 
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