95

DAFTAR PUSTAKA

Alamsyah, D. P., & Febriani, R. (2020). Green Customer Behaviour: Impact of
Green Brand Awareness to Green Trust. Journal of Physics: Conference
Series, 1477(7). https://doi.org/10.1088/1742-6596/1477/7/072022

American Marketing Association (AMA). (n.d.). What is Marketing?
Https://Www.Ama.Org/.

Amin, S., & Tarun, M. T. (2021). Effect of consumption values on customers’
green purchase intention: a mediating role of green trust. Social
Responsibility Journal, 17(8), 1320—1336. https://doi.org/10.1108/SRJ-05-
2020-0191

Amoako, G. K., Dzogbenuku, R. K., & Abubakari, A. (2020). Do green
knowledge and attitude influence the youth’s green purchasing? Theory of
planned behavior. International Journal of Productivity and Performance
Management, 69(8), 1609-1626. https://doi.org/10.1108/IJPPM-12-2019-
0595

Annur, C. M. (2022, September 16). Survei: Banyak Anak Muda Semakin Peduli
Terhadap Lingkungan.
https://databoks.katadata.co.id/lingkungan/statistik/3ae0d3854cfacf7/survei
-banyak-anak-muda-semakin-peduli-terhadap-lingkungan

Baltaci, D. C., Durmaz, Y., & Baltaci, F. (2024). The relationships between the
multidimensional planned behavior model, green brand awareness, green

marketing activities, and purchase intention. Brain and Behavior, 14(6).
https://doi.org/10.1002/brb3.3584

Belz, F., & Dyllik, T. (1996). Okologische positionierungsstrategien.
Positionierung—Kernentscheidung Des Marketing, Thexis Verlag, St Gallen.

Chen, Y. S. (2010). The drivers of green brand equity: Green brand image, green
satisfaction, and green trust. Journal of Business Ethics, 93(2), 307-319.
https://doi.org/10.1007/s10551-009-0223-9

Chen, Y. S., & Chang, C. H. (2012). Enhance green purchase intentions: The roles
of green perceived value, green perceived risk, and green trust. Management
Decision, 50(3), 502-520. https://doi.org/10.1108/00251741211216250



https://doi.org/10.1088/1742-6596/1477/7/072022
https://www.ama.org/
https://doi.org/10.1108/SRJ-05-2020-0191
https://doi.org/10.1108/SRJ-05-2020-0191
https://doi.org/10.1108/IJPPM-12-2019-0595
https://doi.org/10.1108/IJPPM-12-2019-0595
https://databoks.katadata.co.id/lingkungan/statistik/3ae0d3854cfacf7/survei-banyak-anak-muda-semakin-peduli-terhadap-lingkungan
https://databoks.katadata.co.id/lingkungan/statistik/3ae0d3854cfacf7/survei-banyak-anak-muda-semakin-peduli-terhadap-lingkungan
https://doi.org/10.1002/brb3.3584
https://doi.org/10.1007/s10551-009-0223-9
https://doi.org/10.1108/00251741211216250

96

Chen, Y. S., & Chang, C. H. (2013). Greenwash and Green Trust: The Mediation
Effects of Green Consumer Confusion and Green Perceived Risk. Journal
of Business Ethics, 114(3), 489-500. https://doi.org/10.1007/s10551-012-
1360-0

Dangelico, R. M., & Vocalelli, D. (2017a). “Green Marketing”: An analysis of
definitions, strategy steps, and tools through a systematic review of the
literature. In Journal of Cleaner Production (Vol. 165, pp. 1263-1279).
Elsevier Ltd. https://doi.org/10.1016/j.jclepro.2017.07.184

Du, Y., Wang, X., Brombal, D., Moriggi, A., Sharpley, A., & Pang, S. (2020).
Changes in environmental awareness and its connection to local
environmental management in water conservation zones: The case of
Beijing,  China.  Sustainability ~ (Switzerland),  10(6),  79-92.
https://doi.org/10.3390/su10062087

Ferdinand, A. (2014). Metode Penelitian Manajemen (5th ed.). Semarang: Badan
Penerbit Universitas Diponegoro.

Fu,L.,Sun, Z., Zha, L., Liu, F., He, L., Sun, X., & Jing, X. (2020). Environmental
awareness and pro-environmental behavior within China’s road freight
transportation industry: Moderating role of perceived policy effectiveness.
Journal of Cleaner Production, 252, 119796.
https://doi.org/10.1016/J.JCLEPRO.2019.119796

Ghozali, 1., & Latan, H. (2015). Partial Least Squae Konsep, Teknik dan Aplikasi
Menggunakan SmartPLS 3.0 Untuk Penelitian Empiris (2nd ed.).
Universitas Diponegoro.

Grant, J. (2012). The Green Marketing Manifesto. The Green Marketing
Manifesto. https://doi.org/10.1002/9781119206255

Hair, J. F. ., Black, W. C. ., Babin, B. J. ., & Anderson, R. E. . (2014a).
Multivariate data analysis. Pearson Education Limited.

Hair, J. F. ., Black, W. C. ., Babin, B. J. ., & Anderson, R. E. . (2014b).
Multivariate data analysis. Pearson Education Limited.

Hair, J. F. ., Hult, G. T. M. ., Ringle, C. M. ., & Sarstedt, Marko. (2017). 4 primer
on partial least squares structural equation modeling (PLS-SEM). Sage.


https://doi.org/10.1007/s10551-012-1360-0
https://doi.org/10.1007/s10551-012-1360-0
https://doi.org/10.1016/j.jclepro.2017.07.184
https://doi.org/10.3390/su10062087
https://doi.org/10.1016/J.JCLEPRO.2019.119796
https://doi.org/10.1002/9781119206255

97

Hartmann, P., & Ibafiez, V. A. (2006). Effects of green brand communication on
brand associations and attitude. In [International Advertising and
Communication (pp. 217-236). DUV. https://doi.org/10.1007/3-8350-5702-
2 12

Ishtkan, P. (2019). Green Marketing: Challenges and Suggestions.
www.ignited.in

Joy, A., Sherry, J. F., Venkatesh, A., Wang, J., & Chan, R. (2012). Fast fashion,
sustainability, and the ethical appeal of luxury brands. Fashion Theory -
Journal  of Dress Body and  Culture, 16(3), 273-295.
https://doi.org/10.2752/175174112X13340749707123

Karna, J., Heikki Juslin, Hansen, E. N., & Ahonen, V. (2001). Green Advertising-
Greenwash or a True Reflection of Marketing Strategies?
https://www.researchgate.net/publication/258561630

Kotler, P., & Armstrong, G. (2014). Principles of Marketing (15e ed.). United
States of America: Pearson Education.

Kotler, P., & Keller, K. L. (2006). Marketing Management. Pearson Education
Limited.

Kotler, P., & Keller, K. L. (2009). Marketing Management. Pearson Education
Limited.

Kotler, P., & Keller, K. L. (2011). Marketing Management. Pearson Education
Limited.

Kotler, P., & Keller, K. L. (2016). Marketing Management. Pearson Education
Limited.

Lee, J.-C., Li, T., & Zhang, L. (2025). Environmental concerns and green trust in
continuous green fintech use: an expectation-confirmation model with

insights from Ant Forest. Humanities and Social Sciences Communications,
12(1), 540. https://doi.org/10.1057/s41599-025-04856-2

Leman, F. M., Soelityowati, S., Pd, M., Pd, J., Purnomo, B. A., & Fashion, M.
(2020). 28 SEMINAR NASIONAL ENVISI 2020 : INDUSTRI KREATIF
DAMPAK FAST FASHION TERHADAP LINGKUNGAN.
www.fastcompany.com,



https://doi.org/10.1007/3-8350-5702-2_12
https://doi.org/10.1007/3-8350-5702-2_12
https://doi.org/10.2752/175174112X13340749707123
https://www.researchgate.net/publication/258561630
https://doi.org/10.1057/s41599-025-04856-2
http://www.fastcompany.com/

98

Li, G., Yang, L., Zhang, B., Li, X., & Chen, F. (2021). How do environmental
values impact green product purchase intention? The moderating role of
green trust. Environmental Science and Pollution Research, 28(33), 46020—
46034. https://doi.org/10.1007/s11356-021-13946-y

Magfiroh, N. N., & Vania, A. (2024). We Trust in Green Product: The Impact of
Green Marketing and Packaging on Purchase Intention. 5(6), 3093.

Mawardi. (2023). PENGARUH KESADARAN LINGKUNGAN TERHADAP
MINAT BELI GENERASI MILINEAL. In Journal of Business
Administration (JBA) (Vol. 3, Issue 1).

Mccann, E., Sullivan, S., Erickson, D., & De Young, R. (1997). Environmental
Awareness, Economic Orientation, and Farming Practices: A Comparison
of Organic and Conventional Farmers.

Mostafa, M. M. (2007). Gender differences in Egyptian consumers’ green
purchase behaviour: The effects of environmental knowledge, concern and
attitude. [International Journal of Consumer Studies, 31(3), 220-229.
https://doi.org/10.1111/.1470-6431.2006.00523 .x

Peattie, K., & Crane, A. (2005). Green marketing: legend, myth, farce or
prophesy? Qualitative Market Research: An International Journal, 357—
370. https://doi.org/10.1108/13522750510619733

Polonsky, M. J. (1994). An Introduction To Green Marketing. Electronic Green
Journal, 1(2). https://doi.org/10.5070/g31210177

Polonsky, M. J. (2011). Transformative green marketing: Impediments and
opportunities. Journal of Business Research, 64(12), 1311-1319.
https://doi.org/10.1016/j.jbusres.2011.01.016

Prakash, A. (2002). Green marketing, public policy and managerial strategies.
Business  Strategy  and  the  Environment, 11(5), 285-297.
https://doi.oreg/10.1002/bse.338

Purnama, J. (2014). Pengaruh Produk Ramah Lingkungan, Atribut Merek Hijau,
Iklan Peduli Lingkungan dan Persepsi Harga Premium Terhadap Keputusan
Pembelian Produk AMDK. Universitas Negeri Yogyakarta.

Putra, D. R., & Prasetyawati, Y. R. (2021). PENGARUH GREEN PRODUCT
TERHADAP MINAT BELI ULANG KONSUMEN MELALUI GREEN


https://doi.org/10.1007/s11356-021-13946-y
https://doi.org/10.1111/j.1470-6431.2006.00523.x
https://doi.org/10.1108/13522750510619733
https://doi.org/10.5070/g31210177
https://doi.org/10.1016/j.jbusres.2011.01.016
https://doi.org/10.1002/bse.338

99

ADVERTISING (Studi Terhadap Konsumen Starbucks). 15, 69-74.
https://doi.org/10.9744/pemasaran.15.2.69—74

Putra, I. P. A. S. S., & Suryani, A. (2015). Peran Green Trust dalam Memediasi
Green Perceived Value terhadap Green PerceivedBehavior pada Produk
Organik. E-Jurnal Manajemen Unud, 4, 3015-3036.

Rahbar, E., & Wahid, N. A. (2011). Investigation of green marketing tools’ effect
on consumers’ purchase behavior. Business Strategy Series, 12(2), 73-83.
https://doi.org/10.1108/17515631111114877

Rama, A. S., & Susanto, P. (2024). Global Journal of Environmental Science and
Management The effect of environmental awareness as a moderation on

determinants of green product purchase intention. Global J. Environ. Sci.
Manage, 10(2), 699—712. https://doi.org/10.22034/gjesm.2024.02.17

Ramadani, P. N. R. (2022, November 2). Fast Fashion Waste, Limbah yang
Terlupakan. https://www.its.ac.id/news/2022/11/02/fast-fashion-waste-
limbah-yang-terlupakan/

Rizqiyah, A. (2023, September 6). Sampah Pakaian Makin Banyak, Saatnya
Sudahi  Konsumsi Fast Fashion. https://goodstats.id/article/sampah-

pakaian-makin-banyak-saatnya-sudahi-konsumsi-fast-fashion-Bx10s

Sandi, A., Sabarno, H., Tasya Aulia, N., Amareta, N., & Munawar, F. (2021).
Toward Green Purchase Intention in Eco-Friendly Product: The Role of
Green Advertising Effectiveness, Green Perceived Value and Green Trust.

Sekaran, U., & Bougie, R. (2016). Research Methods for Business (7th ed.). John
Wiley & Sons Ltd.

Setali Indonesia, Respons Andien Aisyah pada Limbah Pakaian. (2021).
https://andienaisyah.org/setali-indonesia-respons-andien-aisyah-pada-
limbah-pakaian/index.html

Simanjuntak, M., Nafila, N. L., Yuliati, L. N., Johan, I. R., Najib, M., & Sabri, M.
F. (2023). Environmental Care Attitudes and Intention to Purchase Green
Products: Impact of Environmental Knowledge, Word of Mouth, and Green
Marketing. Sustainability (Switzerland), 15(6).
https://doi.org/10.3390/sul5065445



https://doi.org/10.9744/pemasaran.15.2.69─74
https://doi.org/10.1108/17515631111114877
https://doi.org/10.22034/gjesm.2024.02.17
https://www.its.ac.id/news/2022/11/02/fast-fashion-waste-limbah-yang-terlupakan/
https://www.its.ac.id/news/2022/11/02/fast-fashion-waste-limbah-yang-terlupakan/
https://goodstats.id/article/sampah-pakaian-makin-banyak-saatnya-sudahi-konsumsi-fast-fashion-Bx10s
https://goodstats.id/article/sampah-pakaian-makin-banyak-saatnya-sudahi-konsumsi-fast-fashion-Bx10s
https://andienaisyah.org/setali-indonesia-respons-andien-aisyah-pada-limbah-pakaian/index.html
https://andienaisyah.org/setali-indonesia-respons-andien-aisyah-pada-limbah-pakaian/index.html
https://doi.org/10.3390/su15065445

100

Sistem Informasi Penanganan Sampah Nasional. (n.d.).
https://sipsn.kemenlh.go.id/sipsn/

Sugiyono. (2016). Metode Penelitian Kuantitatif Kualitatif dan R&D. Alfabeta
Bandung.

Tan, Z., Sadiq, B., Bashir, T., Mahmood, H., & Rasool, Y. (2022). Investigating
the Impact of Green Marketing Components on Purchase Intention: The
Mediating Role of Brand Image and Brand Trust. Sustainability
(Switzerland), 14(10). https://doi.org/10.3390/sul4105939

Tarabieh, S. M. Z. A. (2021). The impact of greenwash practices over green
purchase intention: The mediating effects of green confusion, Green
perceived risk, and green trust. Management Science Letters, 451-464.
https://doi.org/10.5267/1.ms1.2020.9.022

Tiwari, S., Mani Tripathi, D., & Srivastava, U. (2011). GREEN MARKETING-
EMERGING DIMENSIONS. 2(1), 18-23.
http://www.bioinfo.in/contents.php?id=54

Tufine.id. (n.d.). www.tufine.id

Wasaya, A., Saleem, M. A., Ahmad, J., Nazam, M., Khan, M. M. A., & Ishfaq,
M. (2021). Impact of green trust and green perceived quality on green
purchase intentions: a moderation study. Environment, Development and
Sustainability, 23(9), 13418-13435. https://doi.org/10.1007/s10668-020-
01219-6

Wu, L., & Liu, Z. (2022). The Influence of Green Marketing on Brand Trust: The
Mediation Role of Brand Image and the Moderation Effect of Greenwash.

Discrete Dynamics in Nature and Society, 2022.
https://doi.org/10.1155/2022/6392172

Yahya. (2022). Peran Green Marketing, Green Brand Image Terhadap Purchase
Intention dengan Green Trust Sebagai Variabel Intervening Yahya Sekolah
Tinggi Ilmu Ekonomi Indonesia (STIESIA) Surabaya. https://www.cnn-

Zameer, H., & Yasmeen, H. (2022). Green innovation and environmental
awareness driven green purchase intentions. Marketing Intelligence and
Planning, 40(5), 624—638. https://doi.org/10.1108/MIP-12-2021-0457



https://sipsn.kemenlh.go.id/sipsn/
https://doi.org/10.3390/su14105939
https://doi.org/10.5267/j.msl.2020.9.022
http://www.bioinfo.in/contents.php?id=54
http://www.tufine.id/
https://doi.org/10.1007/s10668-020-01219-6
https://doi.org/10.1007/s10668-020-01219-6
https://doi.org/10.1155/2022/6392172
https://www.cnn-/
https://doi.org/10.1108/MIP-12-2021-0457

101

Zhuang, W., Luo, X., & Riaz, M. U. (2021). On the Factors Influencing Green
Purchase Intention: A Meta-Analysis Approach. Frontiers in Psychology,
12. https://doi.org/10.3389/fpsyg.2021.644020



https://doi.org/10.3389/fpsyg.2021.644020

