TABLE OF CONTENTS

THESIS APPROVAL ...t I
EXAM COMPLETION APPROVAL .....oooiiiiieieee e i
ORIGINALITY STATEMENT ..ot iii
MOTTO AND DEDICATION ...t \Y;
ABSTRAK ... s %
ABST RACT et vi
ACKNOWLEDGEMENT ...t vii
TABLE OF CONTENT ...oooiiiietee ettt iX
LIST OF TABLES ... Xiv
LIST OF FIGURES ... XV
CHAPTER | INTRODUCTION. ..ottt 1
1.1 Research Background ..........ccccooovieiiiiiic i 1

1.2 Research Problem ... 12

1.3 RESEAICN PUIPOSE ...ttt 14

1.4 Benefits 0f RESEAICN ........cccociiiiiiiiic 14
1.4.1 Theoretical BENefitS .........cccooiiiieiiiiiiiccee e 14

1.4.2  Practical Benefits ........cccooviiiiiiiiiicceeeee e 15

1.5 WItING STIUCKUIE ..o 15
CHAPTER Il LITERATURE REVIEW ..o 17
2.1 TheoretiCal BaSIS .........cccooeiiriiiiieieieie e 17

2.1.1 Green Marketing ........ccccveveieeie e 17



2.1.1.1 Green ProduUCT ........eeeeeeeeeeeeeeeeeeeee e 22

2.1.1.2 GIeeN PriCe.....cvitiieieiisieeiee et 24
2.1.1.3Green PIaCe ......cccoiiiiiiiieicic s 26

2.1.1.4 Green Promotion ........cceceeenenenininieeeneese s 28

2.1.2 PUIChase DECISION........cccerveiriiriieisienee s 30

2.2 Prior RESEAICH ....cuviiiicee e 36
2.3 Hypothesis DevelopmMENt..........c.coveieiieiiee e 46
2.3.1 Green Product and Consumers’ Purchase Decision ............... 46
2.3.2 Green Price and Consumers’ Purchase Decision ................... 47
2.3.3 Green Place and Consumers’ Purchase Decision................... 48
2.3.4 Green Promotion and Consumers’ Purchase Decision........... 48

2.4 Theoretical Framework...........ccooviiiiiiiieneise e 49
CHAPTER 111 RESEARCH METHODOLOGY .....ccccoviiiiiiieiienieen 50
3.1 Research Variable and Operational Variable Definition.................. 50
3.1.1 Research Variable...........ccooiiiiiiinicee 50
3.1.1.1 Dependant Variable...........cccccoooveveiieiineiicc e 50

3.1.1.2 Independent Variable ... 50

3.1.2 Operational Variable Definition ............ccccccovvveveicinenecnn, 52

3.2 Population and Sample ... 57
3. 2.1 POPUIALION ...t 57
3.2.2 SAMPIE .. 58
3.2.3 Sampling TeChNIQUE ......ocvviiiiieieee e 58

3.3 Data Types and RESOUICES.......c.cciveiiieiieiieesiee e 60

Xi



3.3.1 PrimMary Data......c.cocveveeiuiiieiieiieeie e 60

3.3.2.Secondary Data..........ccccvieeiieerieiie e 60
3.3.3 Qualitative Data........ccceiveierieieeie e 60
3.3.4 Quantitative Dat@..........ccceeeeveeiiiee e 61

3.4 Data Collecting Method............cccooveiiiiiiiei e 61
3.4.1 QUESLIONNAIIE......veeieeeeeiieiiesiee ettt 61
3.4.2 Literature StUY .......cccvevvviieieecece e 62

3.5 Data Collecting PrOCESS ........cocviiiiiieiiiesie e 62
3.5.1 Online Survey Advantages ........c.ccooeereeieneenesniesee e 63
3.5.2 Online Survey Challenges ..........cccovevveveieeiecie e 63
3.5.3 Methods to Increase Response Rate ..........cccoovvveieieieiienennn 64

3.6 Data Analysis Method .........c.cccveiiiiiiciics e 66
3.6.1 Univariate ANalysisS .......c.cceviveiieiiiiese e 66
3.6.1.1 Validity TeSt.....eiiiieiieieieienee s 66

3.6.1.2 Reliability TeSt......cccveiieeeieceee e 67

3.6.2 Multivariate ANalysIS .......ccccoveveirieiieriee e 67
CHAPTER IV RESEARCH RESULTS AND DISCUSSION.................... 76
4.1 Overview of Research ODJecCt..........ccevvveeveiiicii e 76
4.1.1 Company Vision and MiSSION ..........cccoveverinininienene e 77
4.1.2 Oatly’s Green Marketing MiX ........ccccoovveiiiiiiniieniniiiienennns 78
4.1.2.1 Green ProducCt .........cccoerveeiiieneineneeesesee e 78

4.1.2.2 GIeen PriCe....oiiiiiieieie e 79

4.1.2.3 Green PIaCe .......ccveiiiiiiiiiiii e 79

Xii



4.1.2.4 Green Promotion ....coooeee oo, 80

4.2 Description of ReSPONeNntS.........cccveveveeieeie i 82
4.2.1 Questionnaire Distribution Details...........ccccooviiieniicienee 82
4.2.2 Characteristics of Research Respondents...........ccccoevevveinnnns 82

4.3 Data Process and ANalyYSiS.........ccccvevviieiieie s 85
4.3.1 Univariate ANAYSIS .......ocovviiiiieieesee e 85

4.3.1.1Validity TeSt......cveieeieiieceee e 85
4.3.1.2 Reliability TeSt.....cccooeiiiiriiirereeee s 85
4.3.2 Multivariate Analysis .......cccooeiiiiiiiniiee e 87
4.3.2.1 Develop a Theoretical Model..........c.ccccceveveiieinennns 87
4.3.2.2 Construct a Path Diagram .........cccceeeeerenenenenesnnns 87
4.3.2.3 Convert Path Diagram into Equation ...............ccccce... 89
4.3.2.4 Select the Input Matrix and Model Estimation .......... 89
4.3.2.5 Structural Model Identification...........cccccevvnenvnnnn 90
4.3.2.6 Goodness-of-Fit Evaluation ............c.cccccoviniiiinennns 94
4.3.2.7 Model interpretation and Modification...................... 95

4.4 HYPOLhESIS TESE ... 95
4.4.1 Effects of Green Product on Purchase Decision..................... 96
4.4.2 Effects of Green Price on Purchase Decision..............c..cc...... 96
4.4.3 Effects of Green Place on Purchase Decision ..............c.cc...... 96
4.4.4 Effects of Green Promotion on Purchase Decision................. 97

4.5 DISCUSSION....cvtiniitete sttt sttt sttt bt 97
4.5.1 Effects of Green Product on Purchase Decision..................... 97

Xiii



4.5.2 Effects of Green Price on Purchase Decision..........cccccvvveee.... 98

4.5.3 Effects of Green Place on Purchase Decision ..............c........ 99

4.5.4 Effects of Green Promotion on Purchase Decision................ 100
CHAPTER V CLOSING ... ..ooiiiiieieee e 102
5.1 Research ConClUSION ........cccoviiiiiiiiiieeeeee e 102

5.2 Theoretical IMplICAtioNn...........ccocviiiiiiiii e 104

5.3 Managerial Implication............cccccoveiiiiiir e 105

5.4 LIMITATIONS ...c.viitiiiiiiieiiee e 109

5.5 Suggestions for Future ReSearch ...........ccccovvvieienieniniieie e 110
REFERENGCES ... ..o 112
APPENDILX ... 119
APPENDIX A et 119
APPENDIX B 128
APPENDIX C..oe ettt 133
APPENDIX D ..ot 168

Xiv



