TABLE OF CONTENTS

THESIS APPROVAL....uioinininensnisaississississessssssssssssssssssisssssssssssssssssssssssssssssnsssssssns ii
EXAMINATION COMPLETION APPROVAL .......cuiinininicicinsessessassassscssesnes iii
STATEMENT OF ORIGINALITY THESIS ...cccovevinvnsunnnnnnisisrececsessessessssssssscnees iv
MOTTO AND TRIBUTES ....ucoiiininiinninnisnisinsessessssssnssssssssissssssssssssssssssssssssssssssosess v
ABSTRACT ..uucuiriiininsinsnnssississississssssssssssssssssssstsssssssssssssssssssssssssssssssssssssssssssssassssns vi
ABSTRAKSL..cuiuiiiitinineninnnsaisnissississsssssssssssssssssssssssstsssssssssssssssssssssssssssssssosssssns vii
ACKNOWLEDGEMENT .....cucoviivininsensnnsanssissississssssssssssssssssssssssssssssssssssssssssssssanes viii
LIST OF TABLE .....cuuiuiuiiiiinininsensnnssissississssssssssssssssssisssssssssssssssssssssssssssssssssssssons XV
LIST OF FIGURE .....ucouuititiiniiinininsnnssnssississississssssssssssssssssssssssssssssssssssssssssssssssnses Xvi
LIST OF APPENDIX....ccouiiviivininsinsnnsnisnissisissesssssssssssssssssssssesssssssssssssssssssssssssssses xvii
CHAPTER LINTRODUCTION....cccuieieinrinrensensenssssssssnssissessessesssssssssssssssssssssssssssssns 1
1.1 Research Background............ccccoeiieiiiiiiiiiiieiet e 1
1.2 Problem Statement ..........ccceveeriiriinieiieeienieeieeeseee e 7
1.3 Problem FOormulation ...........cocooieiiiiiniiiiiieecieceeceestecee e 8
1.4 Research ODJECHIVES .....coeiieiiieeiieiie ettt 8
1.5  Benefits of Research .......c.cccoceeviiiiiiiiiiiiiiiceee e 8
1.5.1 Theoretical BENefits ........cccoeeeririiiniiniiiiiiieeee e 9
1.5.2 Practical Benefits ........coceevueriiiiiiiiniiiicieieeetee e 9

1. Benefits for WIILers ......coouiiiiiiiiieieeieeeecee e 9

2. Academic BENETIts .....cc.eeiuiiiiiiiniiiieiieiecieeeee s 9

3. Advantages for the Researched Party ...........coocoevieniiiiiiniiiinieieceeeee, 9
1.6 WITHING SYSTEM...c.uiiiiieiiiieiieeiieeite et ette et et ste et e seeeeteessaeeseessseensaesaaeenneennns 10

Xi



CHAPTER II LITERATURE REVIEW .....iiinniensnennnensnenssnnsssecsssecssssssscsses 11

2.1 TheoretiCal BaSiS.......c.ccciiiiiiiiieiieeiiesiie ettt ettt ettt et sbe et saaeeaee e 11
2.1.1 Theory of Planned Behavior ............cccoevieiiiiiiiiniiiiieieeeeeeeee e 11
2.1.2 Green Marketing ..........coccveeviieiiieniieiieeee ettt 16
2.1.3 Perceived ValUe .........couiiiiiiiiiiiiciece et 17
2.1.4 Green Purchase INtention ............ccceeeueeiieiiieniienieeie e 19

2.2 Previous ReS@arch........ccooviiiiiiiiiiiieecee e 20

2.3 Relationship between Independent Variables and Dependent Variable ............ 23
2.3.1 Green Marketing Relationship with Purchase Intention...........c.cccccceuneeee. 23
2.3.2 Perceived Value Relationship with Purchase Intention...............cccceeeneeeee. 24
2.3.3 Green Marketing relationship with Perceived Value..........c.cccocevvienienenne. 24

2.4 Theoretical Frameworks.........c.coovuiiiiiiiiiiiieieeiieeeeee e 25

CHAPTER III RESEARCH METHODOLOGY ..uuuciicirrnniccscsnnnecssssnssesssssssscssnans 26

3.1 Operational Variable...........cceecuiiiiieiiieiieeiiee e 26
3.1.1 Dependent Variable ............ccceeiuieriieiiienieeiieriie ettt 26
3.1.1.1  Purchase INtention..........ccceevueerieeiiienieeieesiie e 27
3.1.2 Independent Variable............ccoooieriieiiieiiieiieieee e 27
3.1.3 Variable Operational Definition ..........ccccceeeueerieeiiienieeiieie e 28

3.2 Population and Sample.........c.ecuieiiiiiiiiiiiiiiieiee e 32
3.2.1  POPULALION ..eoiiiiiiiiiieiie ettt 32
3.2.2  SAMPIC...eiiiiieiieie et neas 32

33 Types and Sources Data ..........coeevieiiieiiiiiiieie et 33

3.4  Data Collecting Method ..........cccuveiiieiiiiiiieiieiiee e 34
3.4.1  QUESLIONNAIIE ......vveeeevieeeiieeeieeeeiee e et e eeteeeeareeestaeeeaeeeeetseestaeeesaeeeareeenns 34
3.4.2  Literature REVIEW ......cccuieiiiiiiieiieiie ettt st 36

3.5 Data ANalysis StAES .....cccueeiiieriieiieiieeieeie ettt 36

Xii



3.5.1  Instrument TeSt.......ccoviiiiiiiiiiiiee e 37
3.5.2  Classical Assumption Test........cccevueeriieriiriiienieeiieie e 38
CHAPTER IV_RESULT AND DISCUSSION ....couinirisicricsessessessassansscsssssessssseses 45
4.1 Description of Research Object ..........cccveviieiiieniieiiieiecieeeeeee e 45
4.1.1 General Description of Respondents by Age .......cceccvvevieniieniienieeieenne. 45
4.1.2 General Description of Respondents by Gender.............cccceevverreennennne. 46
4.1.3 Overview of Respondents by Occupation...........ccceeeevreveerveenieeneeeneenne 46
4.1.4 Overview of Respondents by Nationality ..........cccceeeeievieniienienieeieenne, 47
4.1.5 Overview of Respondents’ Average Expenses for Making Purchases in a
IMIONIER et 48
4.1.6 Overview of Respondents Based on Purchase Frequency in a Year....... 49
4.2 DeSCriptive ANALYSIS......ceeiuieriieiieniieeieeiie ettt ettt 50
4.2.1 Descriptive Analysis of Green Marketing..........ccceceeveevenienennenienennne. 50
4.2.2 Descriptive Analysis of Perceived Value .........c.cccceevcvieiiniiienieniieienne, 52
4.2.3 Descriptive Analysis of Purchase Intention ............cceceeeevvenennenienennne. 54
4.3 Structural Equation Modelling...........ccccooouieiieiiienieniieiieeieeee e 56
4.3.1 Sample SUFFICIENCY ...ooovieiieiiieiieeie et e 56
4.3.2  NOIMAILY TSt ..ccuvieiieeiiieiieeiieiee ettt ettt 56
4.3.3  OULHET TSt ..eeeieiiiiieiiieieee ettt sttt 57
4.3.4 Multicollin@arity TeSt.......cccevuieruieriieiieeieeiie et 58
4.3.5 Residual Value Test ......ccccooerieriiiiiniiieieieseeeceeee e 60
4.3.6 Construct Reliability Test........ccocieriiieiiiiiieiieeieeeece e 62
4.3.7 Confirmatory Factor Analysis (CFA)......ccccooeriiiiniiiiiieieeieeieeeee 63
4.3.8  Goodness-0f-Fit TESt.......cccceriiririiiriiieeiee e 64
4.3.9  Hypothesis TSt .....cccuieriieriieiiieiieeie ettt ere e e 66
4.3.10  Analysis of Direct Effect, Indirect Effect, and Total Effect................ 68
4.4 DISCUSSION .evtiiieiiiiieiiieieete ettt ettt ettt ettt sb et et sbeebeeate st enbeenees 70

Xiii



4.4.1 The Influence of Green Marketing on Purchase Intention...................... 70

4.4.2 The Influence of Perceived Value on Purchase Intention ....................... 71
4.4.3 The Influence of Green Marketing on Perceived Value.......................... 71
CHAPTER V_CONCLUSION ...ucivinisricicsensessessassasssssssssssssssesssssssssssssssssssssssssossses 73
5.1 Research ConcluSION........covuiriiiiiiiiiieriiecee e 73
5.2 Managerial Implication ..........ccccuieiiieriiiiiienieeiieee et 74
53 Research Limitation ..........ccccecueiieiiiiiiinieniiieieeccceeeeee e 75
5.4  Suggestions for Future Research............cccoocoeiiiniiiiiiniicceeee 75
REFERENCES .....cuiiinininininstnsnississisississsssssssssssssissssstsssssssssssssssssssssssssssssssns 77
APPENDIX ...uuiitiiriiininsinsensensnsssississississssssssssssssssssssssssssssssssssossssssssssssssssssssssssssssssns 85

Xiv



