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ABSTRAK 

 

FIDERMAN BUULOLO 210110126, PENGARUH GREEN PRODUCT 

KNOWLEDGE, ENVIRONMENTAL CONCERN DAN ECO-LABEL TRUST 

TERHADAP PURCHASE INTENTION 

Pembimbing: Dr. Miska Irani Tarigan, S.Sos, MM 

Penelitian ini bertujuan untuk menganalisis pengaruh green product knowledge, 

environmental concern, dan eco-label trust terhadap purchase intention pada 

konsumen UMKM Recyclo Goods di Medan. Penelitian ini menggunakan 

pendekatan kuantitatif inferensial dengan metode Structure Equation Model 

(SEM). Jumlah sampel sebanyak 96 responden yang diperoleh melalui 

penyebaran kuesioner dengan skala likert. Hasil uji validitas dan reliabilitas 

menunjukkan bahwa semua indikator memenuhi syarat, dengan nilai Composite 

Reliability (ρc) antara 0,94–0,98 dan AVE di atas 0,76, Hasil analisis struktural 

menunjukkan bahwa green product knowledge berpengaruh positif dan signifikan 

terhadap purchase intention dengan nilai t-statistic 2,06 dan p-value 0,03. 

Variabel environmental concern juga berpengaruh positif dan signifikan dengan t-

statistic 4,56 dan p-value 0,00, sedangkan eco-label trust memiliki pengaruh 

positif dan signifikan dengan t-statistic 4,02 dan p-value 0,00. Nilai R-square 

adjusted sebesar 0,25 menunjukkan bahwa ketiga variabel independen mampu 

menjelaskan 25% variasi dalam niat beli konsumen terhadap produk hijau, 

sementara 75% sisanya dipengaruhi oleh faktor lain di luar model. Hasil 

penelitian ini menegaskan bahwa peningkatan pengetahuan tentang produk hijau, 

kepedulian terhadap lingkungan, dan kepercayaan terhadap label ramah 

lingkungan merupakan faktor penting dalam membangun niat beli produk hijau 

pada konsumen UMKM Recyclo Goods. 

Kata kunci: Green Product Knowledge, Environmental Concern, Eco-Label 

Trust, Purchase Intention, Recyclo Goods 
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ABSTRACT 

 

FIDERMAN BUULOLO 210110126, THE INFLUENCE OF GREEN 

PRODUCT KNOWLEDGE, ENVIRONMENTAL CONCERN, AND ECO-

LABEL TRUST ON PURCHASE INTENTION 

Advisor: Dr. Miska Irani Tarigan, S.Sos., M.M. 

This study aims to analyze the influence of green product knowledge, 

environmental concern, and eco-label trust on purchase intention among 

consumers of Recyclo Goods MSME in Medan. This research applies a 

quantitative inferential approach using the Structure Equation Model (SEM) 

method. The sample consisted of 96 respondents, obtained through the 

distribution of questionnaires using a five-point Likert scale. The results of 

validity and reliability tests indicate that all indicators meet the required criteria, 

with Composite Reliability (ρc) values ranging from 0.94 to 0.98 and Average 

Variance Extracted (AVE) values above 0.76, showing that all constructs are 

reliable and valid. The structural model analysis reveals that green product 

knowledge has a positive and significant effect on purchase intention, with a t-

statistic of 2.06 and a p-value of 0.03. The environmental concern variable also 

shows a positive and significant effect, with a t-statistic of 4.56 and a p-value of 

0.00, while eco-label trust has a positive and significant influence, with a t-

statistic of 4.02 and a p-value of 0.00. The adjusted R-square value of 0.25 

indicates that the three independent variables explain 25% of the variation in 

consumers’ purchase intention toward green products, while the remaining 75% 

is influenced by other factors outside the model. The findings of this study confirm 

that improving consumer knowledge of green products, enhancing environmental 

concern, and strengthening trust in eco-labels are essential factors in building 

consumers’ purchase intention toward green products of Recyclo Goods MSME. 

Keywords: Green Product Knowledge, Environmental Concern, Eco-Label 

Trust, Purchase Intention, Recyclo Goods 
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