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This study aims to determine whether there is an influence of green perceived value, 

green perceived risk and green trust on green purchase intention on love beauty and 

planet products in the city of Padang. The sample selection in this study used a non-

purposive sampling technique and the data used in this study were primary data 

obtained from distributing questionnaires to 180 respondents. There are two types of 

data analysis techniques in this study, namely descriptive statistical analysis and 

inferential statistical analysis as well as hypothesis testing using SPSS 20. As a result, 

the research states that (1) green perceived value has a positive and significant effect 

on green purchase intention (2) green perceived risk has a negative effect and not 

significant to green purchase intention, (3) green trust has a positive and significant 

effect on green purchase intention, (4) green perceived value, green perceived risk, 

and green trust simultaneously have a positive and significant effect on green 

purchase intention. 
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INTRODUCTION 

At present, world issues and problems are always the talk of the world. Environmental damage occurs 

in forms ranging from ecosystem damage, air pollution, river and sea water pollution, and extreme 

weather conditions. All of these issues will lead to one of the world's problems, namely global warming. 

Global warming will have an impact on increasing air temperatures, extreme weather, melting ice in 

the Arctic, rising sea levels, reduced animal and plant species, to social problems such as food and 

health shortages (Bradford, 2014). 

This environmental problem certainly makes people aware so they can increase their concern 

for the environment they live in. This of course will bring changes to product purchase intentions. The 

purchase intention will lead to the purchase of environmentally friendly products (Green Purchase 

Intention). According to Arora and Chahal (2017) Green purchase intention is defined as a person's 

possibility and desire to give preference to products that have green characteristics over other 

conventional goods. Considering that the opportunity for the growth of eco-friendly beauty products 

in Asia is enormous. In Asia, according to Ecovia Intelligence, the market for the eco-friendly beauty 

industry was recorded at USD 652 million in 2017. This value is predicted to continue to grow in line 

with increasing awareness from consumers, especially beauty enthusiasts from the millennial and Gen-
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Z generations of beauty brands that not only quality but also has values that support environmental 

sustainability. Apart from that in Indonesia itself, people are starting to recognize the existence of a 

green lifestyle and are starting to care about environmental sustainability, this has resulted in great 

opportunities for eco-friendly brands. However, marketing and cultivating environmentally friendly 

products in Indonesia still poses various challenges. 

Based of the positive influence of green product, Is the perception of environmentally friendly 

products owned by consumers sufficient to influence consumers to have an intention to purchase 

environmentally friendly products? Is knowing the benefits of environmentally friendly products 

enough to increase purchase intention? And then sometimes the perception of this environmentally 

friendly product is still in doubt. There are still many doubts such as how the value of this product is, 

whether environmentally friendly products really fulfill their environmental promises, whether buying 

environmentally friendly products helps preserve the environment and so on. According to Chen & 

Chang (2012) There are several factors that can influence Green Purchase Intention 

Putra & Rastini (2017) Green Perceived Value is an overall assessment based on the consumer's 

environment, sustainable expectations and ecological needs, if  using a product or service between what 

consumers receive and what the product offers. A bad perceived value can result in a loss of consumer 

purchase intention. If consumers perceive that the value of a product is higher, they are more likely to 

buy the product (Chang and Chen, 2008). Another factor is the green perceived risk. (Halim & Kempa, 

2016) green perceived risk is a tendency for consumers to have negative expectations, related to 

purchasing behavior that will damage the environment when using a product. If consumers see a high 

risk of a product, consumers will switch from the product. 

When consumers have an assessment that the product is valuable, it will be accompanied by 

growing trust in the product. According to (Pratama, 2019) green trust is one of the determining 

variables for consumers in carrying out consumer green purchase intentions. If the consumer has good 

familiarity with the producer, then the green purchasing rate will also be higher. Trust means the 

expectation held by consumers that words, promises or statements from the company are reliable.  

Research conducted by the Carbon Disclosure Project assesses Unilever which is the holding company 

of Love Beauty and Planet as a consumer product company that is most ready to reduce emissions and 

stabilize natural ecosystems. All Love Beauty and Planet products are made using natural ingredients, 

not tested on animals, paraben and silicone free. It even claims to have a vegan formulation and has 

been certified by Vegan Action and the European Vegatarian Union (EVU). 

Expectations for green products are often hurt by the perception that these products are of low 

value or don't really live up to their environmental promises. The products offered by Love Beauty and 

Planet cost around Rp. 37,000 - 86,300 per 400 ml pack, this price is twice as expensive as similar needs 

products on the market today. Based on the product price range above, the researcher is interested in 

examining whether the prices offered are in accordance with the expectations of consumers for the eco-

friendly products owned by Love Beauty and Planet. Love Beauty and Planet in Padang City certainly 

applies the concept of green marketing as its mainstay in the personal care market. Not only that, Love 

Beauty and Planet in Padang City has proven the performance of its products that are beneficial to the 

environment. However, there are still many consumers who feel that green perceived value is still not 

appropriate, there are still many green perceived risks in Love Beauty and Planet and there is still a 

lack of green trust in Love Beauty and Planet in Padang City. 

 

LITERATURE REVIEW 
Green Marketing 

Gre le ln marke lti lng i ls a marke lti lng acti lvi lty that i lncorporate ls e lnvi lronme lntal e lle lme lnts as a major 

consi ldelrati lon iln e lve lry acti lon take ln to marke lt a product. Compani le ls must ilmple lme lnt gre le ln marke lti lng 

strate lgi le ls to ilncre lase l the l pe lrce lilve ld value l of theli lr products and to re lduce l the l pelrce lilve ld ri lsk of thelilr 

products wilth e lnvi lronme lntal consilde lrati lons to ilncre lase l the l compe ltilti lve l value l of compani le ls. Whi llel 

gre le ln products are l i lncre lasi lng i ln populari lty wi lthi ln the l marke lt, gre le ln marke lti lng has be lcome l a more l 

ge lne lral te lrm today. Gre le ln marke lti lng acti lvi lti le ls consi lstilng of de lve llopilng, di lffelre lntilati lng, pri lci lng, and 
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promotilng goods and se lrvi lce ls that can me le lt consume lrs' e lnvi lronme lntally frile lndly ne le lds wi lthout 

adve lrse l i lmpacts on the l e lnvi lronme lnt. Gre le ln marke lti lng doe lsn't just provi lde l di lffelre lnt strate lgi le ls by 

cre lati lng ne le lds 

The lre l are l fi lve l re lasons why adopti lng gre le ln marke lti lng i ls ilmportant for compani le ls 

1. Usel of gre leln opportuni lti le ls 

2. Ilmprovi lng the l company's ilmage l 

3. Ilncre lase l product value l 

4. Ilncre lasi lng compe lti lti lve l advantage l 

5. Comply wilth e lnvi lronme lntal tre lnds 

  

Usilng gre le ln marke lti lng can i lmprove l custome lr purchasi lng de lci lsi lons. E lxpe lctati lons of gre le ln 

products are l ofteln hurt by pe lrce lptilons such as products that are l of low value l or don't lilve l up to the li lr 

promilse ls to the l e lnvi lronme lnt. Marke lte lrs should be l conce lrne ld about whe lthe lr consume lrs pe lrce li lve l the li lr 

product to be l a gre le ln product, marke lte lrs must re lme lmbe lr that consume lrs do not lilke l to compromilse l 

on the l basi lc quali ltile ls of a product such as value l, quali lty, prilce l, and usabi llilty. Gre le ln products must have l 

basi lc qualilti le ls that can compe lte l wi lth non-gre le ln products to attract consume lrs. 

 

Gre le ln Pelrce li lve ld Valuel 

Ri lfaldo & Wardil (2021) state ls that consume lrs are l i lnflue lnce ld by the l value l the ly fe le ll whe ln the ly buy a 

product. Thus the l pe lrce li lve ld value l (gre le ln pe lrce lilve ld value l) shows a posi ltilve l re llatilonshi lp wi lth gre le ln 

purchase l i lnte lnti lon of consume lrs. Putra & Rasti lni l (2017) de lfilne ls gre le ln pe lrce li lve ld value l as a consume lr's 

asse lssme lnt of the l ove lrall be lne lfilts obtai lne ld by usi lng a product or se lrvi lce l be ltwe le ln what i ls relce li lve ld and 

what i ls gi lve ln by consume lrs base ld on the l e lnvi lronme lnt, sustai lnable l e lxpe lctati lons, and gre le ln ne le lds. 

Whe ln consume lrs be lli le lve l i ln a product, consume lrs willl have l a posi lti lve l purchase l i lnte lnti lon for the l 

product 

 

Gre le ln Pelrce li lve ld Ri lsk 

Be lcause l the l i lmpact ils unclelar and unpre ldi lctable l, hilgh ri lsk iln purchasi lng de lcilsi lons ilmplile ls more l 

unce lrtai lnty. Pe lrce lpti lon Pe lrce lilve ld ri lsk i ls se le ln i ln the l psychologilcal, physi lcal, filnanci lal, socilal, and 

pe lrformance l-re llate ld file llds (Tarabi le lh, 2021 ). Accordilng to Ardilanto & Alil ( 2019) gre le ln pe lrce li lve ld ri lsk 

ils a te lnde lncy for consume lrs to have l ne lgati lve l e lxpe lctati lons, re llate ld to purchasi lng be lhavi lor that wi lll 

damage l the l e lnvi lronme lnt whe ln usi lng a product. Pre lvi lous re lse larch confi lrms that pe lrce li lve ld ri lsk wi lll 

have l an i lmpact on consume lr buyi lng de lci lsi lons and be lhavi lor. 

 

Gre le ln Trust 

Yuni lta ( 2020) delfilne ls gre le ln trust as a wi lllilngne lss to delpe lnd on an obje lct base ld on be llile lfs or 

e lxpe lctati lons re lsulti lng from cre ldilbi llilty, be lne lvole lnce l, and abi llilty re lgardi lng e lnvi lronme lntal pe lrformance l. 

Gre le ln trust i ls a posi ltilve l characte lri lsti lc of consume lrs who be llile lve l iln e lnvi lronme lntally frile lndly products. 

Laylil ( 2017) argue ls that trust occurs be lcause l of thre le l be llile lfs, name lly, i lnte lgri lty, good dele lds, and abi llilty 

ils an e lxpe lctati lon that holds on to words, promilse ls or state lme lnts that can be l truste ld. 

 

Gre le ln Purchase l Ilnte lntilon 

Arora and Chahal (2017) argue l that duri lng the l apprai lsal ste lp, custome lrs e lvaluate l and shape l the l 

product as part of the l purchase l i lnte lnti lon proce lss factors. Gre le ln purchase l i lnte lntilon i ls de lfilne ld as a 

pe lrson's possi lbi llilty and de lsilre l to gilve l pre lfe lre lnce l to products that have l gre le ln characte lrilsti lcs ove lr othe lr 

conve lnti lonal goods Lasui ln & Ng (2014). I ln thi ls study the l re lse larche lrs also sai ld that gre le ln purchase l 

ilnte lnti lon (GPIl) ils an i lndilvi ldual's i lnte lnti lon to consume l products that are l not harmful to the l 

e lnvi lronme lnt and humani lty. Today's consume lrs are l more l aware l of elnvi lronme lntal ilssue ls and have l 

confilde lnce l that by buyi lng e lco-frile lndly products the ly can have l a non-hazardous ilmpact on the l 

e lnvi lronme lnt. 
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                                             H1 

  H2 

  H3 

                                           H4    

Filgure l 1. Concelptual Framelwork 

The l mode ll iln thi ls study de lscrilbe ls the l i lnflue lnce l of e lach of the l ilnde lpe lnde lnt vari lable ls and the l de lpe lnde lnt 

vari lable l. The l ilnde lpe lnde lnt vari lable ls iln thi ls study are l Gre le ln Pe lrce lilve ld Value l (X1), Gre le ln Pe lrce li lve ld Ri lsk 

(X2), and Gre le ln Trust (X3). The l de lpe lnde lnt vari lable l i ln thi ls study i ls Gre le ln Purchase l Ilnte lnti lon (Y). Base ld 

on the l conce lptual frame lwork above l, the ln the l hypothe lsi ls iln re lse larch can be l di lvi lde ld as follows: 

H1: Ilt ils suspe lcte ld that gre le ln pe lrce lilve ld value l has a posilti lve l and si lgni lfilcant e lffelct on grele ln purchase l 

ilnte lnti lon for Love l Be lauty and Plane lt products. 

H2: Ilt i ls suspe lcte ld that gre le ln pe lrce li lve ld ri lsk has a ne lgati lve l and si lgni lfi lcant e lffe lct on gre le ln purchase l 

ilnte lnti lon for Love l Be lauty and Plane lt products. 

H3: Ilt i ls suspe lcte ld that gre le ln trust has a posi lti lve l and si lgni lfilcant e lffe lct on gre le ln purchase l i lnte lnti lon for 

Love l Be lauty and Plane lt products. 

H4: suspe lcte ld that gre le ln pe lrce lilve ld value l, gre le ln pe lrce lilve ld ri lsk and gre le ln trust joilntly have l a posi ltilve l 

and si lgni lfi lcant e lffe lct on Gre le ln Purchase l Ilnte lnti lon on Love l Be lauty and Plane lt products. 

 

ME lTHOD 
The l type l of re lse larch use ld i ls quanti ltati lve l. Thi ls re lse larch be llongs to causal re lse larch. Thi ls re lse larch was 

conducte ld i ln the l ci lty of Padang, We lst Sumatra. Thi ls re lse larch be lgan i ln January – Fe lbruary 2023. The l 

populatilon iln thi ls study we lre l Padang ci lty re lsilde lnts who we lre l at le last 18 ye lars old, famillilar wi lth 

e lnvi lronme lntally frile lndly products, fami llilar wi lth Love l Belauty and Plane lt products, whose l populatilon 

ils unknown. The l samplilng te lchni lque l iln thi ls study was a non-probabi llilty samplilng te lchni lque l of thel 

Judgme lnt samplilng type l. The l numbe lr of sample ls use ld for thils study we lre l 180 re lsponde lnts who me lt 

the l asse lssme lnt cri lte lrila. Source l  of data use ld for thi ls re lse larch i ls pri lmary data. Iln thi ls study, the l pri lmary 

data was i ln the l form of a que lsti lonnai lre l wi with likerd scale whi lch was the ln dilstri lbute ld to the l re lse larch 

sample l. Thelre l are l two type ls of data analysi ls te lchni lque ls iln thi ls study, name lly de lscrilpti lve l stati lsti lcal 

analysi ls and i lnfe lre lnti lal stati lsti lcal analysi ls. Data analysi ls was use ld wi lth the l SPSS program. The 

measurementi modeli is used to testi the valiidity and reliiability of research instruments, whil ie the 

structural model is used to testi causaliity. In this study there were 4 variables including the independent 

variable (X1 = Green Perceived Value,  X2 = Green Perceived Risk, X3 = Green Trust) and the dependent 

variable (Y =  Green Purchase Intention). 

 

 

 

 

 

 

 

Green Perceived 

Value (X1) 

Green Perceived 

Risk (X2) 

Green Trust (X3) 

Green Purchase 

Intention (Y) 
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Table 1 Variable Table 

No. Variable Indicator Scale Source 

1. Green 

Perceived 

Value (X1) 

1. The eco-friendly function of eco-friendly 

products provides good value for 

consumers. 

2.  The environmentally friendly performance 

of environmentally friendly products has 

met consumer expectations 

3.  Consumers buy this eco-friendly product 

because it is more environmentally friendly 

than other products. 

4.  Consumers buy green products because of 

their environmentally friendly functions. 

Likert 

1- 5 

(Halim & 

Kempa, 

2016) 

2. Green 

Perceived 

Risk (X2) 

1. There will be a poor performance of eco-

friendly products 

2.  The performance of an eco-product may 

not match its eco-design. 

3. Using green products allows you to lose. 

4. Using green products may have a negative 

impact on the environment 

5. Using green products will give users a 

negative reputation. 

Likert 

1 - 5 

(Layli, 

2017) 

3.  Green Trust 

(X3) 

1. Consumers feel that environmentally 

friendly products have a trusted 

environmental reputation 

2. Consumers feel that environmentally 

friendly products have reliable performance 

3. Consumers feel that environmentally 

friendly products are reliable 

4. Concern for environmentally friendly 

products for the environment according to 

consumer expectations 

5.  Environmentally friendly products provide 

performance in accordance with the 

promises made 

Likert 

1 - 5 

(Halim & 

Kempa, 

2016) 

4. Green 

Purchase 

Intention (Y) 

1. Consumers are interested in buying 

environmentally friendly products because 

products care about the environment 

2. In the future, consumers are interested in 

buying environmentally friendly products 

because of their environmentally friendly 

performance 

3. Consumers are happy to buy products 

because they are environmentally friendly 

Likert 

1 - 5 

(Halim & 

Kempa, 

2016) 

 

RE lSULT AND DIlSCUSSI lON 

Re lsult 

Classilc assumptilon te lst 

The l classi lcal assumpti lon te lst ai lms to asse lss whe lthe lr i ln an Ordi lnary Le last Square l (OIlS) lilne lar re lgre lssi lon 

mode ll the lre l are l proble lms wi lth classi lcal assumpti lons. The l classi lc assumpti lon te lsts carri le ld out are l the l 

Normalilty te lst, multi lcollilne lari lty te lst and he lte lrosce ldastilcilty te lst. 
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Normali lty te lst 

Table l 2 Onel-Samplel Kolmogorov-Smi lrnov Te lst 

  Unstandardilzeld Relsi ldual 

N 180 

Normal Paramelte lrsa Melan .0000000 

Std. Delvi lati lon 2.72856321 

Most E lxtrelmel Di lffelrelncels Absolutel .078 

Posi lti lvel .062 

Nelgati lvel -.078 

Kolmogorov-Smi lrnov Z 1.052 

Asymp. Si lg. (2-tailleld) .218 

Sourcel: Prilmary Data Proce lssi lng Re lsults SPSS for wilndows velrsi lon 20.0 

 

Ilt can be l se le ln that the l normali lty te lst shows a si lgni lfi lcant le lve ll of morel than 0.05, name lly 0.218 for thel 

vari lable ls Gre le ln Pe lrce lilve ld Value l, Gre le ln Pe lrce lilve ld Ri lsk, Gre le ln Trust and Gre le ln Purchase l Ilnte lnti lon. 

Thus the l data can be l assi lgne ld to the l place l whe lre l the l re lse larch vari lable ls are l normally dilstri lbute ld so that 

ilt i ls sui ltable l for use l iln multilple l relgre lssi lon analysi ls. 

 

Multi lcollilne lari lty telst 

De lte lcti lon of thel e lxi lste lnce l of multilcollilne lari lty can be l done l by usi lng the l vari lance l i lnflati lon factor (VIlF) 

and the l tolelrance l value l. 

Tablel 3 Multilcollilnelarilty Telst 

Coe lffilci le lntsa 

Modell 

Unstandardilzeld 

Coelffilcilelnts 

Standardilzeld 

Coelffilcilelnts 

t Silg. 

Collilnelarilty 

Statilstilcs 

B Std. Elrror Belta Tolelrancel VIlF 

1 (Constant) 9.069 2.185  4.150 .000   

Greleln Pelrcelilveld Valuel .109 .052 .135 2.101 .037 .843 1.186 

Greleln Pelrcelilveld Rilsk -.045 .027 -.101 -1.667 .097 .951 1.051 

Greleln Trust .384 .046 .531 8.311 .000 .851 1.176 

a. Delpelndelnt Varilablel: Greleln Purchasel 

Ilntelntilon 

     

Sourcel: Prilmary Data Proce lssi lng Re lsults SPSS for wilndows velrsi lon 20.0 

Base ld on table l 2 above l, i lt can be l se le ln that the l VIlF value l < 10 and the l tolelrance l value l > 0.1, ilt can be l 

concludeld that thi ls re lgre lssi lon mode ll doels not have l a multi lcollilne lari lty proble lm. 

 

He lte lrosce ldastilci lty Te lst. 

 
Fi lgure l 2. He ltelrosce ldasti lci lty Te lst. 

Sourcel: Prilmary Data Proce lssi lng Relsults SPSS for wilndows velrsi lon 20.0 
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Multi lplel Li lne lar Re lgre lssi lon Analysils 

Table l 4 Multilple l Li lnelar Re lgre lssi lon  

Coelffilcilelntsa 

Modell 

Unstandardilzeld Coelffilcilelnts 

Standardilzeld 

Coelffilcilelnts 

t Silg. B Std. Elrror Belta 

1 (Constant) 9.069 2.185  4.150 .000 

Greleln Pelrcelilveld Valuel .109 .052 .135 2.101 .037 

Greleln Pelrcelilveld Rilsk -.045 .027 -.101 -1.667 .097 

Greleln Trust .384 .046 .531 8.311 .000 

a. Delpelndelnt Varilablel: Greleln Purchasel Ilntelntilon    

Sourcel: Prilmary Data Proce lssi lng Re lsults SPSS for wilndows velrsi lon 20.0 

 

Y = 9,069 + 0,109X1 - 0,045X2 + 0,384X3 + el 
Ilnte lrpre ltati lon base ld on the lse l e lquati lons can be l i lnte lrpre lte ld as follows: 

1. A constant i ls 9.069, me lani lng that i lf the lre l i ls no Gre le ln Pe lrce li lve ld Value l, Gre le ln Pe lrce lilve ld 

Ri lsk and Gre le ln Trust, the ln the l Gre le ln Purchase l Ilnte lnti lon re lmai lns constant at 9.069. 

2. A posiltilve l re lgre lssi lon coelffilcile lnt of 0.109 melans that ilf the l Gre le ln Pe lrce li lve ld Value l ils 

ilncre lase ld by one l uni lt, wilth Gre le ln Pe lrce lilve ld Ri lsk and Gre le ln Trust i lgnore ld, ilt wi lll relsult 

iln an i lncre lase l i ln Gre le ln Purchase l Ilnte lnti lon of 0.109. 

3. A posiltilve l re lgre lssi lon coelffilcile lnt of -0.045 melans that i lf Gre le ln Pe lrce li lve ld Ri lsk i ls ilncre lase ld 

by one l uni lt, assumi lng Gre le ln Pe lrce li lve ld Value l and Gre le ln Trust are l i lgnore ld, ilt wi lll relsult 

iln a de lcre lase l i ln Gre le ln Purchase l Ilnte lnti lon of -0.045. 

4. A posilti lve l re lgre lssi lon coelffilcile lnt of 0.384 melans that ilf Gre leln Trust i ls ilncre lase ld by one l 

uni lt, assumi lng Gre le ln Pe lrce lilve ld Value l and Gre le ln Pe lrce lilve ld Ri lsk are l i lgnore ld, i lt wi lll relsult 

iln an i lncre lase l i ln Gre le ln Purchase l Ilnte lnti lon of 0.384. 

 

Hypothe lsi ls Te lst 

Partilal Te lst ( T telst) 

Table l 5 Relsult T Te lst  

Coelffilcilelntsa 

Modell t Silg. 

1 (Constant) 4.150 .000 

Greleln Pelrcelilveld Valuel 2.101 .037 

Greleln Pelrcelilveld Rilsk -1.667 .097 

Greleln Trust 8.311 .000 

a. Delpelndelnt Varilablel: Greleln Purchasel Ilntelntilon 

Sourcel: Prilmary Data Proce lssi lng Re lsults SPSS for wilndows velrsi lon 20.0 

 

Base ld on the l followilng table l, the l e lxplanati lon of the l T te lst: 

1. E lffelct of Gre le ln Pe lrce lilve ld Value l on Gre le ln Purchase l Ilnte lnti lon. 

From table l 4. above l i lt can be l se le ln that the l t-count i ls 2.101 and the l t-table l ils 1.973 whe lre l the l t-

count ils gre late lr than the l t-table l (2.101 > 1.973) or a silgni lfilcantly lowe lr lelve ll than alpha (0.037 

<0.05) so ilt can be l obtai lne ld that H0 ils re lje lcte ld Ha i ls acce lpte ld . 

2.  E lffelct of Gre le ln Pe lrce li lve ld Ri lsk on Gre le ln Purchase l Ilnte lnti lon. From table l 4. above l ilt can be l se le ln 

that the l t-count i ls -1.667 and the l t-table l i ls 1.973 whe lre l the l t-count i ls smallelr than the l t-table l (-
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1.667 <1.973) or a si lgni lfilcant lelve ll i ls gre late lr than alpha (0.097 > 0.05) so that H0 can be l acce lpte ld 

Ha re lje lcte ld. 

3. E lffelct of Gre le ln Trust on Gre le ln Purchase l Ilnte lnti lon. 

From table l 4. above l i lt can be l se le ln that the l t-count i ls 8.311 and the l t-table l ils 1.973 whe lre l the l t-

count ils gre late lr than the l t-table l (8.311 > 1.973) or a silgni lfilcantly lowe lr lelve ll than alpha (0.000 

<0.05) so ilt can be l obtai lne ld that H0 ils re lje lcte ld Ha i ls acce lpte ld . 

 

Si lmultanelous Te lst (Te lst F) 

Tabe ll 6 Joilnt Hypothe lsi ls Te lstilng (Te lst F) 

ANOVAb 

Modell Sum of Squarels df Melan Squarel F Si lg. 

1 Relgrelssi lon 844.329 3 281.443 37.169 .000a 

Relsi ldual 1332.665 176 7.572   

Total 2176.994 179    
a. Preldi lctors: (Constant), Greleln Trust, Greleln Pelrcelilveld Rilsk, Greleln Pelrcelilveld Valuel 

b. Delpelndelnt Varilablel: Greleln Purchasel Ilntelnti lon   

Sourcel: Prilmary Data Proce lssi lng Re lsults SPSS for wilndows velrsi lon 20.0 

Be lcause l the l F value l i ls gre late lr than the l F value l (37.169 > 2.66). The l F value l i ls 37.169 wilth a si lgni lfi lcant 

lelve ll of 0.000 lelss than 5%. The ln i lt ils obtai lne ld that Ho ils re lje lcte ld and Ha i ls acce lpte ld, whi lch me lans that 

thi ls i ls done l joilntly be ltwe le ln Gre le ln Pe lrce li lve ld Value l, Gre le ln Pe lrce li lve ld Ri lsk and Gre le ln Trust towards 

Gre le ln Purchase l Ilnte lnti lon 

 

De ltelrmi lnati lon Coe lffi lci le lnt Te lst (R2) 

Tabe ll 7 Relsult of De ltelrmi lnatilon Coe lffi lci le lnt Te lst 

Mode ll Summaryb 

Modell R R Squarel Adjuste ld R Squarel Std. E lrror of thel E lsti lmatel 

1 .623a .388 .377 2.752 

a. Preldilctors: (Constant), Greleln Trust, Greleln Pelrcelilveld Valuel, Greleln Pelrcelilveld Rilsk 

b. Delpelndelnt Varilablel: Greleln Purchasel I lntelntilon 

Sourcel: Prilmary Data Proce lssi lng Re lsults SPSS for wilndows velrsi lon 20.0 

 

The l Adjuste ld R Square l fi lgure l ils 0.377, thi ls shows that the l contri lbuti lon of the l Gre le ln Pe lrce li lve ld 

Value l, Gre le ln Pe lrce li lve ld Ri lsk, and Gre le ln Trust vari lable ls to Gre le ln Purchase l Ilnte lnti lon ils 0.377 or 37.7% 

whi llel the l re lmai lni lng 62.3% ils i lnfluelnce ld by othe lr vari lable ls. 

 

Dilscussilon 
Base ld on the l re lsults of the l re lse larch that has be le ln done l, the l wri lte lr can i lmplilcate l the l followilng: 

Elffe lct of Gre le ln Pe lrce li lve ld Value l on Gre le ln Purchase l Ilntelnti lon. 

According to the research, From table l 5. above l i lt can be l se leln that the l t-count ils 2.101 and the l t-table l ils 

1.973 whe lre l the l t-count i ls gre late lr than the l t-table l (2.101 > 1.973) or a silgni lfilcantly lowe lr lelve ll than alpha 

(0.037 <0.05) so ilt can be l obtai lne ld that H0 i ls re lje lcte ld Ha i ls acce lpte ld. The l re lsults obtai lne ld by the l Gre le ln 

Pe lrce lilve ld Value l parti lally have l a posi lti lve l and si lgni lfilcant e lffe lct on Gre le ln Purchase l I lnte lnti lon. Ilt proves 

that the l Gre le ln Pe lrce li lve ld Value l ilncre lase ls, the l Gre le ln Purchase l Ilnte lnti lon ilncre lase ls. which means that 

green perceived value has an influence on increasing green purchase intentions The results of this 

research are in line with research Halim & Kempa (2016), with the results of the study there is a positive 

and significant effect of Green Perceived Value on Green Purchase Intention. So these results prove that 

Green Perceived Value influences Green Purchase Intention. 
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Elffe lct of Gre le ln Pe lrce li lve ld Ri lsk on Gre le ln Purchase l Ilntelnti lon. 

The l re lsults obtai lne ld by Gre le ln Pe lrce lilve ld Ri lsk parti lally have l a ne lgati lve l and i lnsi lgni lfilcant e lffelct on Gre le ln 

Purchase l Ilnte lnti lon. From table l 5. above l i lt can be l se le ln that the l t-count i ls -1.667 and the l t-table l i ls 1.973 

whe lre l the l t-count ils smalle lr than the l t-table l (-1.667 <1.973) or a silgni lfilcant le lve ll ils gre late lr than alpha 

(0.097 > 0.05) so that H0 can be l acce lpte ld Ha re lje lcte ld. Ilt me lans that Gre le ln Pe lrce li lve ld Ri lsk i lncre lase ls, so 

Gre le ln Purchase l Ilnte lnti lon de lcre lase ls. It proves that the firm need to reduce the green perceived risk to 

gain green purchase intention of the product.  The results of this study are in line with the research of 

Chen & Chang (2012), with the results of the study showing a negative and insignificant effect of Green 

Perceived Risk on Green Purchase Intention. So these results prove that Green Perceived Risk has no 

effect on Green Purchase Intention. 

 

Elffe lct of Gre le ln Trust on Gre le ln Purchase l Ilnte lntilon. 

The l re lsults obtai lne ld by the l Gre le ln Trust parti lally have l a posi lti lve l and si lgni lfilcant e lffe lct on Gre le ln 

Purchase l Ilnte lnti lon. From table l 5. above l i lt can be l se le ln that the l t-count i ls 8.311 and the l t-table l ils 1.973 

whe lre l the l t-count i ls gre late lr than the l t-table l (8.311 > 1.973) or a si lgni lfilcantly lowe lr lelve ll than alpha 

(0.000 <0.05) so ilt can be l obtai lne ld that H0 i ls re ljelcte ld Ha ils acce lpte ld . 

 Ilt me lans that Gre le ln Trust ilncre lase ls, so Gre le ln Purchase l Ilnte lnti lon ilncre lase ls. This proves how trust 

playing an important role when it comes to purchasing products. The results of this research are in line 

with Meilisa's research (2020), with the results of the study showing a positive and significant effect of 

Green Trust on Green Purchase Intention. So these results prove that Green Trust has an effect on Green 

Purchase Intention. 

 

The l Ilnflue lncel of Gre le ln Pelrce li lve ld Valuel, Gre le ln Pelrce lilve ld Ri lsk and Grele ln Trust Toge lthe lr on Gre le ln 

Purchasel Ilnte lntilon. 

The l re lsults obtai lne ld by Gre le ln Pe lrce li lve ld Value l, Gre le ln Pe lrce lilve ld Ri lsk and Gre le ln Trust si lmultane lously 

have l a posi lti lve l and si lgni lfi lcant e lffe lct on Gre le ln Purchase l Ilnte lnti lon. Based on Table 6 it can be seen that 

Be lcause l the l F value l i ls gre late lr than the l F value l (37.169 > 2.66). The l F value l i ls 37.169 wilth a si lgni lfi lcant 

lelve ll of 0.000 lelss than 5%. The ln i lt ils obtai lne ld that Ho ils re lje lcte ld and Ha i ls acce lpte ld, whi lch me lans that 

thi ls i ls done l joilntly be ltwe le ln Gre le ln Pe lrce li lve ld Value l, Gre le ln Pe lrce li lve ld Ri lsk and Gre le ln Trust towards 

Gre le ln Purchase l Ilnte lnti lon 

Ilt me lans that Gre le ln Pe lrce lilve ld Value l, Gre le ln Pe lrce li lve ld Ri lsk and Gre le ln Trust ilncre lase l, so Gre le ln 

Purchase l Ilnte lnti lon ilncre lase ls. The results of this research are in line with the research of Halim & Kempa 

(2016), with the results of research on Green Perceived Value, Green Perceived Risk and Green Trust 

simultaneously having a positive and significant effect on Green Purchase Intention. 

 

CONCLUSSIlON 
Base ld on the l re lsults of data analysi ls from re lse larch that has be le ln conducte ld on the l E lffelct of Grele ln 

Pe lrce lilve ld Value l, Gre le ln Pe lrce lilve ld Ri lsk, and Gre le ln Trust on Gre le ln Purchase l Ilnte lntilon on Love l Belauty 

and Plane lt Products i ln Padang Ci lty, the l followilng conclusilons can be l drawn: 

1. The lre l ils a posi lti lve l and si lgni lfilcant i lnflue lnce l be ltwe le ln Gre le ln Pe lrce lilve ld Value l on Gre le ln Purchase l 

Ilnte lnti lon on Love l Be lauty and Plane lt Products i ln Padang Ci lty. 

2. The lre l ils a ne lgati lve l and i lnsilgni lfilcant e lffe lct be ltwe le ln Gre le ln Pe lrce lilve ld Ri lsk on Gre le ln Purchase l 

Ilnte lnti lon on Love l Be lauty and Plane lt Products i ln Padang Ci lty. 

3. The lre l i ls a posi lti lve l and si lgnilfilcant i lnflue lnce l be ltwe le ln Gre le ln Trust on Gre le ln Purchase l Ilnte lnti lon 

on Love l Be lauty and Plane lt Products i ln Padang Ci lty. 

4. The lre l i ls a posi ltilve l and si lgnilfilcant i lnflue lnce l be ltwe le ln Gre le ln Pe lrce li lve ld Value l, Gre le ln Pe lrce li lve ld 

Ri lsk and Gre le ln Trust joilntly on Gre le ln Purchase l Ilnte lnti lon on Love l Be lauty and Plane lt Products 

iln Padang Ci lty 
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