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ABSTRAK

Peningkatan permasalahan lingkungan akibat penggunaan plastik sekali pakai mendorong
perusahaan ritel untuk menerapkan strategi pemasaran ramah lingkungan, salah satunya
melalui penyediaan produk eco bag. Penelitian ini bertujuan untuk menganalisis pengaruh
green marketing dan kesadaran lingkungan terhadap perceived value produk eco bag dengan
sikap peduli lingkungan sebagai variabel mediasi. Objek penelitian adalah konsumen
Generasi Z yang melakukan pembelian eco bag di Indomaret wilayah Surabaya Barat
Benowo. Penelitian ini menggunakan pendekatan kuantitatif dengan metode survei melalui
penyebaran kuesioner kepada responden yang dipilih menggunakan teknik purposive
sampling. Data yang diperoleh dianalisis menggunakan analisis deskriptif, model pengukuran,
uji validitas, model struktural, uji path analysis, dan uji T. Hasil penelitian menunjukkan
bahwa green marketing dan kesadaran lingkungan berpengaruh positif dan signifikan
terhadap perceived value produk eco bag. Selain itu, green marketing dan kesadaran
lingkungan juga berpengaruh positif terhadap sikap peduli lingkungan. Sikap peduli
lingkungan terbukti berpengaruh positif terhadap perceived value serta mampu memediasi
pengaruh green marketing dan kesadaran lingkungan terhadap perceived value produk eco
bag. Temuan ini menunjukkan bahwa pembentukan sikap peduli lingkungan merupakan
faktor penting dalam meningkatkan persepsi nilai produk ramah lingkungan. Penelitian ini
diharapkan dapat menjadi referensi bagi pelaku ritel dalam merancang strategi pemasaran
hijau yang lebih efektif dan berkelanjutan.

Kata kunci: green marketing, kesadaran lingkungan, sikap peduli lingkungan, perceived
value, eco bag
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ABSTRACT

The increasing environmental problems caused by single-use plastic consumption have
encouraged retail companies to implement green marketing strategies, one of which is by
offering eco bag products. This study aims to analyze the effect of green marketing and
environmental awareness on the perceived value of eco bag products, with environmental
concern attitude as a mediating variable. The research object consists of Generation Z
consumers who purchased eco bags at Indomaret stores in the West Surabaya Benowo area.
This study employs a quantitative approach using a survey method, with data collected
through questionnaires distributed to respondents selected using purposive sampling. The
data were analyzed using descriptive analysis, measurement model, validity test, structural
model, path analysis test, T test. The results indicate that green marketing and environmental
awareness have a positive and significant effect on the perceived value of eco bag products.
Furthermore, green marketing and environmental awareness positively influence
environmental concern attitude. Environmental concern attitude also has a positive effect on
perceived value and successfully mediates the relationship between green marketing,
environmental awareness, and perceived value of eco bag products. These findings suggest
that fostering environmental concern attitude plays a crucial role in enhancing consumers’
perceived value of environmentally friendly products. This study is expected to provide
practical insights for retail companies in developing more effective and sustainable green
marketing strategies.

Keywords: green marketing, environmental awareness, environmental concern attitude,
perceived value, eco bag


