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ABSTRAK 

 

 

Andhika Amalia; “Analisis Faktor Hijau yang Memengaruhi Purchase 

Intention Gen Z melalui Green Trust di DKI Jakarta”. Skripsi. Jakarta: Program 

Studi Manajemen, Fakultas Ekonomi, Universitas Negeri Jakarta. Pembimbing: 

Prof. Usep Suhud, M.Si., Ph.D. dan Dr. Terrylina Arvinta M., S.E., M.M. 

 

Penelitian ini bertujuan untuk menganalisis pengaruh green marketing, 

environmental knowledge, dan environmental concern terhadap green trust dan 

purchase intention pada konsumen Generasi Z di DKI Jakarta. Data dikumpulkan 

melalui kuesioner daring dari 230 responden berusia 17–29 tahun yang berdomisili 

di DKI Jakarta serta pernah menggunakan atau tertarik terhadap produk NPURE. 

Data dianalisis menggunakan metode Structural Equation Modeling (SEM). 

purchase intention. Hasil penelitian menunjukkan bahwa green marketing, 

environmental knowledge, dan environmental concern berpengaruh positif dan 

signifikan terhadap green trust. Selain itu, green marketing, environmental 

knowledge, environmental concern, dan green trust juga berpengaruh positif dan 

signifikan terhadap purchase intention. Temuan ini menunjukkan bahwa 

peningkatan strategi pemasaran hijau, pengetahuan lingkungan, dan kepedulian 

lingkungan konsumen dapat memperkuat kepercayaan terhadap klaim ramah 

lingkungan perusahaan, yang pada akhirnya mendorong peningkatan niat beli. 

Penelitian ini memberikan implikasi bagi perusahaan untuk mengembangkan 

strategi keberlanjutan yang kredibel serta meningkatkan edukasi lingkungan guna 

memperkuat kepercayaan dan minat beli konsumen Generasi Z. 

 

Kata kunci: green marketing, environmental knowledge, environmental concern, 

green trust, purchase intention. 
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ABSTRACT 

 

 

Andhika Amalia. Analysis of Green Factors Influencing Generation Z's 

Purchase Intention through Green Trust in DKI Jakarta. Undergraduate Thesis. 

Jakarta: Management Study Program, Faculty of Economics, Universitas Negeri 

Jakarta. Supervisors: Prof. Usep Suhud, M.Si., Ph.D. and Dr. Terrylina Arvinta 

M., S.E., M.M. 

 

This study examines the effects of green marketing, environmental knowledge, and 

environmental concern on green trust and purchase intention among Generation Z 

consumers in DKI Jakarta. Data were collected through an online questionnaire 

from 230 respondents aged 17–29 years who resided in DKI Jakarta and had used 

or were interested in NPURE products. The data were analyzed using Structural 

Equation Modeling (SEM). The results indicate that green marketing, 

environmental knowledge, and environmental concern have a positive and 

significant effect on green trust. Furthermore, green marketing, environmental 

knowledge, environmental concern, and green trust have a positive and significant 

effect on purchase intention. These findings suggest that enhancing green 

marketing strategies, consumers’ environmental knowledge, and environmental 

concern can strengthen trust in a company's environmental claims, which in turn 

increases consumers’ purchase intention. This study provides practical 

implications for companies to develop credible sustainability strategies and 

promote environmental education in order to strengthen consumer trust and 

encourage purchase intention among Generation Z consumers. 

 

Keywords: green marketing, environmental knowledge, environmental concern, 

green trust, purchase intention. 
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