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INTISARI 

Penelitian ini bertujuan untuk menganalisis pengaruh pemahaman masalah 

lingkungan, influencer, eco-label perception, dan user-generated content terhadap 

niat beli hijau pada Generasi Z di Indonesia dengan pendekatan kuantitatif dan 

metode explanatory research. Data dikumpulkan melalui kuesioner online kepada 

242 responden yang memenuhi kriteria, yaitu berusia 18-28 tahun, aktif 

menggunakan media sosial, dan memiliki kepedulian terhadap isu lingkungan. 

Penelitian dan dianalisis menggunakan Structural Equation Modeling berbasis 

Partial Least Squares (PLS-SEM). Hasil penelitian menunjukkan bahwa 

pemahaman masalah lingkungan dan influencer berpengaruh signifikan terhadap 

eco-label perception dan user-generated content, serta eco-label perception dan 

influencer berpengaruh signifikan terhadap niat beli hijau, sementara user-

generated content tidak berpengaruh signifikan terhadap niat beli hijau. Dalam 

analisis mediasi, eco-label perception terbukti memediasi hubungan antara 

pemahaman masalah lingkungan dan influencer terhadap niat beli hijau, sementara 

user-generated content tidak menunjukkan peran mediasi yang signifikan. 

Penelitian ini memberikan kontribusi dalam pengembangan literatur green 

marketing serta menjadi acuan praktis bagi perusahaan dalam meranvang strategi 

pemasaran hijau yang efektif melalui pemanfaatan influencer dan peningkatan 

kredibilitas eco-label. 

 

Kata Kunci: Niat Beli Hijau, Pemahaman Masalah Lingkungan, Influencer, Eco-

Label Perception, User-Generated Content, Generasi Z, Green Marketing. 
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ABSTRACT 

This study aims to analyze the influence of environmental concern, influencer, eco-

label perception, and user-generated content on green purchase intention among 

Generation Z in Indonesia using a quantitative approach with an explanatory 

research method. Data were collected through an online questionnaire distributed 

to 242 respondents who met the criteria, namely aged 18–28 years, active social 

media users, and having concern for environmental issues. The data were analyzed 

using Structural Equation Modeling based on Partial Least Squares (PLS-SEM). 

The results show that environmental concern and influencer significantly influence 

eco-label perception and user-generated content. Furthermore, eco-label perception 

and influencer have a significant effect on green purchase intention, while user-

generated content does not have a significant effect on green purchase intention. In 

mediation analysis, eco-label perception is proven to mediate the relationship 

between environmental concern and influencer on green purchase intention, 

whereas user-generated content does not show a significant mediating role. This 

study contributes to the development of green marketing literature and provides 

practical implications for companies in designing effective green marketing 

strategies through the utilization of influencers and enhancing eco-label credibility. 

Kata Kunci: Green Purchase Intention, Environmental Concerns, Influencer, Eco-

Label Perception, User-Generated Content, Generasi Z, Green Marketing 
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