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INTISARI

Riset ini bertujuan mengidentifikasi faktor-faktor yang mempengaruhi niat 
beli produk ramah lingkungan di kalangan mahasiswa di Daerah Istimewa 
Yogyakarta (DIY). Riset ini memodifikasi penelitian terdahulu yang dilakukan di 
India (Purohit, 2012) dan Pakistan (Habib et al., 2010). Dalam penelitian 
terdahulu didapati bahwa sikap terhadap iklan cetak, sikap terhadap iklan televisi, 
pengalaman konsumen, dan tingkat efektivitas produk lingkungan secara 
signifikan berkontribusi dalam keputusan pembelian produk ramah lingkungan 
sedangkan faktor kredibilitas dan citra produk tidak memiliki hubungan yang 
signifikan dalam keputusan pembelian produk ramah lingkungan (Purohit, 2012). 
Dan penelitian yang dilakukan oleh Habib et al. (2010) menemukan bahwa 
konsumen di Pakistan peduli terhadap lingkungan dan berniat membeli produk 
ramah lingkungan. Selain itu, konsumen di Pakistan memiliki ketertarikan 
terhadap iklan cetak, tetapi lebih menyukai iklan televisi. Dalam riset ini akan 
diteliti apakah temuan yang sama juga berlaku pada mahasiswa di Daerah 
Istimewa Yogyakarta.

Penelitian ini mengadopsi instrumen yang digunakan dalam riset terdahulu 
di India dan Pakistan. Pengumpulan data dilakukan dengan metode survei. 
Pengolahan data dilakukan dengan metode Regresi Linear Berganda .

Riset ini menemukan bahwa sikap terhadap iklan cetak (koran dan 
majalah) dan informasi yang terkandung dalam iklan lingkungan berpengaruh 
positif terhadap niat beli produk ramah lingkungan, sedangkan empat variabel 
lainnya yaitu sikap terhadap iklan televisi, relevansi iklan lingkungan dengan 
kehidupan sehari-hari konsumen, kredibilitas klaim dalam iklan dan persepsi 
terhadap efektivitas perilaku ramah lingkungan tidak berpengaruh positif terhadap 
niat beli produk ramah lingkungan.
Kata kunci: green marketing, green advertisement, sikap konsumen terhadap iklan 
ramah lingkungan , niat beli produk ramah lingkungan
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ABSTRACT

This research aims to identify the factors that influence the purchase 
intention of environmentallyfriendly products among the students in the Special 
Region ofYogyakarta (DIY). This research modifies previous studies conducted in 
India (Purohit , 2012) and Pakistan (Habib et al.,2010). In previous studies it was 
found that attitudes toward print advertising,attitudes toward television 
advertising,consumer experience, and level of effectiveness of environmental 
products significantly contribute to the decision of purchasing environmentally 
friendly products while the credibility factor and the image of the product does not 
have a significant relationship in the purchasing decisions of environmentally 
friendly products(Purohit, 2012).And research conducted by Habib et al.(2010) 
found that consumers in Pakistan care about the environment and intend to buy 
environmentally friendly products. In addition,consumers in Pakistan have an 
interest in a print ad,but more like television commercials.In this research will be 
investigated whether the same findings also apply to students in Special Region 
ofYogyakarta (DIY).

This research adopted the instrument in previous research conducted in 
India and Pakistan. Data collected by the survey method. Data processing was 
conducted using multiple linear regression.

This research found that the attitude towards print advertising (newspapers 
and magazines) and the information in environmental advertising has a positive 
effect on purchase intention of environmental friendly products, while the other  
variables, that is attitudes toward television advertising, relevance of
environmental with respondents daily life, credibility of claim in advertising and 
perceived effectiveness of environmental behavior is not a positive influence on 
purchase intention of environmental friendly products.

Keywords: green marketing, green advertisement, consumer attitudes 
toward eco-friendlyadvertising, purchase intentions of environmental friendly 
product.
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