TABLE OF CONTENTS

BACHELOR THESIS APPROVAL .....ooiiiieiiiiiiit e [
DECLARATION OF EXAMINATION COMPLETION ......ccccviiiiiiienienieiiesiiins i
DECLARATION OF ORIGINALITY ..ottt ii
MOTTOS ....... 4. 48 LIRS, .. . W HFE . ... iv
ABSTRACT 4. . B ... g ... 8. ..o, %
ABSTRALGY.... WY . S ... Vi
ACKNOWLEDGEMENTS ....cooiiieieite et saesae e sa st stasasseeeennesne e sneeneeneens vii
TABLEOF GRINATNT JEE . o, ... %o . X
LISIOF RABLES ... [ AU S ... ... 0 ... Xiii
LIGWOFNIGLRESE S .S . JAL.. 0. AN . . . L. 0. XV
LEST OfpeSiliPENKVESEY. S LEL..... BN SN ... . ... XVi
BHAPRER™: INURESECT R | EY.... 0 N ... ", ... 1
1.1 Background Of the STUAY .............ccoruerierenene et 1
1.2 ResearclrProblem’.......... J8L......... 0 g0 ... BN 13
1.3 ResediBNESISIECIVES ... o SR ... 4 ... ....... 15
1.4 Benefits from the reSearch.........cccocceieeieiieiieieeieee e 16
1.5 ThesisCUIRNE AUy S N S T ... W........ 17
CHAPTER II: LITERATURE REVIEW .......ccoociiiiiiiiiiniee s, 18
2.1 Theoretical Basis and Literature REVIEW ..........cccoeveieieienienisiiienieiee, 18
2.1.1 Theory of Planned Behaviour............cc.ccocviiierireiieiieie e, 18
A2 Green MarkEHICUR i N A B S A S ... o 20
2.1.3 Customer Concerns and Beliefs .........cccceovveeiieiiiei e, 20
2.1.4 Green Brand KNOWIEAQE .....ccvv ittt 23
2.1.5 Customer Purchase INtention............cecvvveiieiiieeieneesesnie e 25
2.2 Hyp@ihesesg .- B~ 0 00 B0 FA BNAASN...... 0. ... 27
2.2.1 The relationship between Green Marketing and Green Brand
KNOWIBAQGE. ... ettt ae e 27
2.2.2 The relationship between Green Marketing and Customer Concerns and
BolifiE . JEL_BW....... BN . BN F B BN W BN A ... 28
2.2.3 The relationship between Customer Concerns and Beliefs and Green
Brand KNOWIEAQE ........ooiiiiiiieieee e 29
2.2.4 The relationship between Green Brand Knowledge and Customer
PUrchase INteNtION ........cceiiiieiicce e 30
2.2.5 The relationship between Customer Concerns and Beliefs and Customer
PUrchase INTENtION .......coveiiiiiie e e 32
2.3 Theoretical MOdel ..o 34



CHAPTER I1l: RESEARCH METHODOLOGY ......ccoiiiiiiiieiieieeseee e 35

3.1 Research Variables and Operational Definition of Variables.................... 35
3.1.1 Research Variables ... 35
3.1.2 Operational Definition of Variables ............c.cccccocviieiiiiiieiicc e, 36

3.2 Population and SamPIe............ccceeieiiiiieiiincse e 37
3.2.1 Populationg....... . ...... 0 ... ..o 37
3.22 Sampled..... 0. Ch&F... . SV M ... B ... 38

3.3 Sourcedl Datg, THRES.........a......... .0 . ..o 38

3.4 Data Collection TEChNIQUE. .....coeeiiieeieieic ittt 39

3.5 D AnGhiBge™TcChiBEr=wmmwre T ... 8 .. W 40
3.3 Uniiaridte AngiiSicar s S ... L W 41
3.5.2 Multivariate ANAIYSIS ....c.ce..eiieiieieieeseeieie e ese e e sre s 41

8 PilaglcSting . A8.... ... IAY. Y. S8 .. . 3. W . ... 47
B.6.1 -Simdidity @RS . ... LEL..... BN SN . W 48
3.6.2. "ReliabilRATEEIinCWE.. ... LU .. AN & . . B . 48

CHAPTER IV: RESULT AND DICUSSION ......coeiiiiiiisiineeninesissienee e sneseenen, 49

4.1 Description of the Research ODBJECt..........cccoviviiiniiiiciiniie s 49
4.1.1 General Description of the Research Object ........cccccooeiiiiiiiiiiienenn, 49
4.1.2 General Description of the Respondents ............cccccevvviiiiiiiiiiineene, 51

4.1.2.1 Respondent’s Profile Based on Gender...............cccccociiiiiinnnnn, 52
4.1.2.2 Respondent’s Profile Based on Domicile.............c.cccoooviiiiincnnnnn, 52
4.1.2.3 Respondent’s Profile Based on Age.........cccoovviiiiiiniiiiiiinnnn 53
4.1.2.4 Respondent’s Profile Based on Educational Level ....................... 54
4.1.2.5 Respondent’s Profile Based on Occupation .............c.cccovveiiinnnnnn 55
4.1.2.6 Respondent’s Profile Based on Marital Status...........cccoceeevinennnn 55
4.1.2.7 Respondent’s Profile Based on Incomes ............c.ccoviiinicnennne 56
4.1.2.8 Respondent’s Opinions and ConSiderations..........ccueovvvrveivennn. 56
a) Respondent’s Opinions Related to Unilever as An
Environmentally-friendly Company ............ccccceveviiiciieiicennn, 57
b) Respondent’s Opinions Related to Unilever able to Improve Their
Concern and Beliefs towards the Environment...............ccccocoeueee. 58
c) Respondent’s Opinions Related to The Importance of Learning
FROOUESSEand .. B . BN BEVRSE BN BN BN N 60
d) Respondent’s Opinions Related to Factors on Intentions to
Purchase Products From Unilever ... 61
4.2 UNIivariate ANalySiS.......coooiiiiiiiiiiieie e 62

Xi



4.2.1 Univariate Descriptive Analysis of Green Marketing............c.cccoe.. 63
4.2.2 Univariate Descriptive Analysis of Customer Concern and Beliefs...63

4.2.3 Univariate Descriptive Analysis of Green Brand Knowledge............. 63
4.2.4 Univariate Descriptive Analysis of Customer Purchase Intention......64

4.3 SEM ANAIYSIS .....oiiiieiie ittt 64
4.3.1 Model EVAIUBLION ....uoveviiiiiiieiie et 64
4.3.1.1 Noiiwality g B ... Sl .M ... . ... 64
4.3.1.2480icrgesm W..........a. ... . 0P L W ..., 66
4.3.1.3 Multicollinearity and Singularity TeSt......cc.cccoocvvirenienieenenininnnn 67
4401 4 EERILY" TeSig e ... e 68
4.3.1.5 Reliability and Variance EXtracted ...........c...cccouierininiinnnieiennenn, 69
4.3.1.6 MOdel DIAQNOSLIC .........veeoeeereesriieeseeste e e sbi e eeeaessnie e eneesreas 71

4.4 Confirmatory Factor ANAlYSiS..........cccuvveieiieeieiie e eeste e 72
4.4.1 Confirmatory Factor Analysis for Exogenous Variable...................... 72

4.4.2 Confirmatory Factor Analysis for Endogenous Variables................... 74
4.4.2.1 Customer Concern and Beliefs ...........ccococeiiverniiiiiesieniiie s 75
4.4.2.2 Green Brand KnOWIEAGE..........ccooeiiiimiiniriciiie e 77
4.4.2.3 Customer Purchase INtention ..........ccceveiieenienieiienieiieseesesee s 79
4.4.2.4 ENdogenous Variables.............cccuiiiiiiiineneneneece e 82

4.4.3 Structural ANAIYSIS ..........ceivieieiieieeie st 85

4.5 Analysis of Direct Effects, Indirect Effects, and Total Effects.................. 88
4.6 Hypotheses TesSting ANalYSIS .....ccc.coveiuiiieiic it 90
CHEPTERV: CONBLUSIONA A% a8 8. 4.4 . .8................... ... 94
S Conclusion .. \E NV W T S A AR SR ...................... ... 94
5.2 Theoretical IMPHCALIONS...........cooeiiiiiiiiinin e, 95
5.3 Managerial ImpliCAtIONS.......ccocviiiiiiiiie e, 97
5.4 ReSearch LIMITAtiONS.........ccueiveieiieieeie e sieesassne e e enee e sresnee e seeeneesnens 100
5.5 Fultiig Resegdienil S0 A0 . 0.0 . AR BW...... 0 ................. 101
BIBLIOGRARYY ... = WA iR AN L ... 102
APPENDICIES . e 110

Xii



