
vii 
 

TABLE OF CONTENT 

COVER .................................................................................................................... i 

AUTHORIZATION ................................................................................................ ii 

THESIS AUTHENTICITY STATEMENT ........................................................... iii 

ACKNOWLEDGEMENT ...................................................................................... v 

TABLE OF CONTENT ........................................................................................ vii 

ABSTRACT .......................................................................................................... xii 

CHAPTER I ............................................................................................................ 1 

1.1. Background .............................................................................................. 1 

1.2. Problem Statement ................................................................................... 7 

1.3. Research Question .................................................................................... 9 

1.4. Research Objective ................................................................................... 9 

1.5. Contribution of Research ........................................................................ 10 

1.6. Writing Outline ....................................................................................... 10 

CHAPTER II ......................................................................................................... 12 

2.1. Green Marketing Awareness .................................................................. 12 

2.2. Perceived Innovations ............................................................................ 14 

2.3. Perceived Price ....................................................................................... 15 

2.4. Perceived Value ...................................................................................... 17 

2.5. Purchase Intention .................................................................................. 19 

2.6. Hypothesis Formulation ............................................................................. 21 

2.6.1. Green marketing awareness and perceived value ........................... 21 

2.6.2. Green marketing awareness and purchase intention ....................... 21 

2.6.3. Perceived innovations and perceived value .................................... 22 

2.6.4. Perceived innovations and purchase intention ................................ 23 

2.6.5. Perceived price and perceived value ............................................... 23 

2.6.6. Perceived price and purchase intention ........................................... 24 

2.6.7. Perceived value and purchase intention .......................................... 25 

2.7. Previous Research .................................................................................. 25 

2.7.1. First Research .................................................................................. 25 

2.7.2. Second Research ............................................................................. 26 

2.7.3. Third Research ................................................................................ 27 

The Influence of Green Marketing Awareness, Perceived Innovation, and Perceived Price on
Consumer's
Perceived Value and Purchase Intention
SAFIRA QISTHI, Ike Janita Dewi, Dr., M.B.A.
Universitas Gadjah Mada, 2022 | Diunduh dari http://etd.repository.ugm.ac.id/



viii 
 

2.7.4. Fourth Research .............................................................................. 28 

2.8. Research Model ...................................................................................... 29 

CHAPTER III ....................................................................................................... 30 

3.1. Research Design ..................................................................................... 30 

3.2. Collecting Data Method ......................................................................... 31 

3.2.1. Population ....................................................................................... 31 

3.2.2. Sample ............................................................................................. 31 

3.2.3. Data Source ..................................................................................... 32 

3.2.4. Data Collection................................................................................ 33 

3.3. Research Instrument ............................................................................... 34 

3.3.1. Measurement Scale ......................................................................... 34 

3.4. Operational Definition ............................................................................ 34 

3.5. Data Analysis Method ............................................................................ 38 

3.5.1. Validity Test .................................................................................... 38 

3.5.2. Reliability Test ................................................................................ 39 

3.5.3. Hypothesis Testing .......................................................................... 39 

CHAPTER IV ....................................................................................................... 41 

4.1. Data Collection Result ............................................................................ 41 

4.2. Respondent’s Profile .............................................................................. 41 

4.3. Measurement Model (Outer Model) ....................................................... 42 

4.3.1 Validity Testing (Convergent Validity) .......................................... 42 

4.3.2 Discriminant Validity Testing ......................................................... 43 

4.3.3 Reliability Test ................................................................................ 46 

4.3.4 Structural Model (Inner Model) ...................................................... 47 

4.4. Descriptive Analysis ............................................................................... 49 

4.5. Hypothesis Testing ................................................................................. 53 

4.6. Discussion .............................................................................................. 61 

4.6.1. Green Marketing Awareness and Perceived Value ......................... 61 

4.6.2. Green Marketing Awareness and Purchase Intention ..................... 63 

4.6.3. Perceived Innovation and Perceived Value..................................... 64 

4.6.4. Perceived Innovation and Purchase Intention ................................. 65 

4.6.5. Perceived Price and Perceived Value .............................................. 66 

The Influence of Green Marketing Awareness, Perceived Innovation, and Perceived Price on
Consumer's
Perceived Value and Purchase Intention
SAFIRA QISTHI, Ike Janita Dewi, Dr., M.B.A.
Universitas Gadjah Mada, 2022 | Diunduh dari http://etd.repository.ugm.ac.id/



ix 
 

4.6.6. Perceived Price and Purchase Intention .......................................... 67 

4.6.7. Perceived Value and Purchase Intention ......................................... 68 

4.6.8. Green Marketing Awareness on Purchase Intention through 

Perceived Value mediation ............................................................. 70 

4.6.9. Perceived Innovations on Purchase Intention through Perceived 

Value mediation .............................................................................. 71 

4.6.10. Perceived Price on Purchase Intention through Perceived Value 

mediation ......................................................................................... 73 

CHAPTER V ......................................................................................................... 75 

5.1. Conclusion .............................................................................................. 75 

5.2. Managerial Implications ......................................................................... 77 

5.3. Research Limitations .............................................................................. 79 

5.4. Suggestion .............................................................................................. 80 

REFERENCES ...................................................................................................... 81 

LIST OF APPENDIXES ....................................................................................... 89 

Appendix 1 Questionnaire Introduction ............................................................ 89 

Appendix 2 Instructions for filling in the characteristics of respondents .......... 90 

Appendix 3 Respondent Data ............................................................................ 91 

Appendix 4 Questionnaires ............................................................................... 92 

 Appendix 5 Data ........................................................................................ 95 

Appendix 6 Respondent Profile ........................................................................ 97 

Appendix 7 Result of Data Analysis (Output from SPSS and PLS) ................. 98 

 

 

 

 

 

 

 

 

 

 

The Influence of Green Marketing Awareness, Perceived Innovation, and Perceived Price on
Consumer's
Perceived Value and Purchase Intention
SAFIRA QISTHI, Ike Janita Dewi, Dr., M.B.A.
Universitas Gadjah Mada, 2022 | Diunduh dari http://etd.repository.ugm.ac.id/


	TABLE OF CONTENT

