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QUALITY PADA GREEN PRODUCT PURCHASE INTENTION (STUDI
PADA GEN Z PEMINAT PRODUK SENSATIA BOTANICALYS)

Ni Putu Purmayanti

ABSTRAK

Green marketing dapat didefinisikan sebagai strategi pemasaran, branding, dan
positioning yang digunakan oleh bisnis atau usaha yang mengutamakan ide ramah
lingkungan atau kelestarian dalam produk atau layanan mereka. Pada penelitian
ini memiliki tujuan untuk mengetahui seberapa peran green knowledge dan price
sesitivity memoderasi hubungan positif antara attitude, eco-label dan perceived
quality terhadap minat beli produh hijau pada generasi Z yang memiliki minat
membeli produk sensatia botanicals. Penelitian ini menggunakan metode
penelitian kuantitatif dengan menyebarkan kuesioner ke 103 responden dan
dengan metode analisis data menggunakan Moderate Regression Analysis (MRA)
dan model lainnya yang digunakan untuk menjaga kualitas data dan menjawab
hipotesis yang ada. Temuan pada penelitian ini adalah variabel antara attitude,
eco-label dan perceived quality berpengaruh secara positif terhadap green
purchase intention dan variabel green knowledge dan price sesitivity dapat
memoderasi atau memperkuat hubungan antara variabel independen dan
dependen. Penelitian ini dapat digunakan sebagai bahan pengkajian bagi pelaku
usaha maupun peneliti lainnya dalam lingkup Green Marketing.

Kata kunci: Attitude, Eco-label, Green Knowledge, Green Purchase Intention,

Perceived Quality, Price Sensitivity, Sensatia Botanicals
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THE ROLE OF GREEN KNOWLEDGE AND PRICE SENSITIVITY
MODERATING THE INFLUENCE OF ATTITUDE, ECO-LABEL, AND
PERCEIVED QUALITY ON GREEN PRODUCT PURCHASE
INTENTION (ASTUDY ON GEN Z ENTHUSIASTS OF SENSATIA
BOTANICALS PRODUCTS)

Ni Putu Purmayanti

ABSTRACT

Green marketing can be defined as marketing, branding, and positioning strategies
used by businesses or enterprises that prioritize environmentally friendly or
sustainable ideas in their products or services. This research aims to determine the
extent to which green knowledge and price sensitivity moderate the positive
relationship between attitude, eco-label, and perceived quality on the green
product purchase intention of Generation Z individuals interested in Sensatia
Botanicals products. This study employs a quantitative research method by
distributing questionnaires to 103 respondents. Data analysis is conducted using
Moderate Regression Analysis (MRA) and other models to maintain data quality
and address existing hypotheses. The findings of this research indicate that the
variables of attitude, eco-label, and perceived quality positively influence green
purchase intention, and the variables of green knowledge and price sensitivity can
moderate or strengthen the relationship between independent and dependent
variables. This research can serve as a reference for businesses and other

researchers in the field of Green Marketing.

Keywords: Attitude, Eco-label, Green Knowledge, Green Purchase Intention,

Perceived Quality, Price Sensitivity, Sensatia Botanicals
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