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“Serahkanlah hidupmu kepada Tuhan dan percayalah kepada-Nya, dan Ia akan 

bertindak” 

(Mazmur 37:5) 

 

 

“Even the darkest night will end and the sun will rise” 

- Les Misérables- 

 

 

 

 

 

 

 

 

 

 

 

 

 



   
 

ix 
 

DAFTAR ISI 

 

PENGESAHAN ..................................................................................................... ii 

PERNYATAAN .................................................................................................... iv 

KATA PENGANTAR ........................................................................................... v 

MOTTO .............................................................................................................. viii 

DAFTAR ISI ......................................................................................................... ix 

DAFTAR TABEL .............................................................................................. xiii 

DAFTAR GAMBAR .......................................................................................... xiv 

DAFTAR LAMPIRAN ....................................................................................... xv 

ABSTRAK .......................................................................................................... xvi 

BAB I PENDAHULUAN ...................................................................................... 1 

1.1 Latar Belakang .............................................................................................. 1 

1.2 Rumusan Masalah ....................................................................................... 11 

1.3 Tujuan Penelitian ......................................................................................... 11 

1.4 Manfaat Penelitian ....................................................................................... 11 

1.5 Sistematika Penulisan .................................................................................. 12 

BAB II TINJAUAN PUSTAKA ......................................................................... 15 

2.1 Kajian Literatur ........................................................................................... 15 

2.1.1 Theory of Reasoned Action (TRA) ....................................................... 15 

2.1.2 Theory of Planned Behavior (TPB) ...................................................... 16 

2.1.3 Skeptisisme Iklan Hijau ........................................................................ 18 

2.1.4 Pengetahuan Lingkungan ...................................................................... 19 

2.1.5 Kepercayaan Hijau ................................................................................ 20 

2.1.6 Niat Beli ................................................................................................ 21 

2.2 Penelitian Terdahulu .................................................................................... 24 

2.3 Model Konseptual dan Pengembangan Hipotesis ....................................... 31 

2.3.1 Skeptisisme Iklan Hijau Berpengaruh Terhadap Niat Beli ................... 31 

2.3.2 Pengetahuan Lingkungan Berpengaruh Terhadap Niat Beli ................ 32 

2.3.3 Kepercayaan Hijau Berpengaruh Terhadap Niat Beli .......................... 33 

2.3.4 Peran Kepercayaan Hijau sebagai Variabel Mediasi ............................ 34 

2.4 Kerangka Penelitian .................................................................................... 36 



   
 

x 
 

BAB III METODOLOGI PENELITIAN ......................................................... 37 

3.1 Jenis Penelitian dan Desain Penelitian ........................................................ 37 

3.1.1 Jenis Penelitian ..................................................................................... 37 

3.1.2 Desain Penelitian .................................................................................. 37 

3.2 Objek, Subjek, dan Tempat Penelitian ........................................................ 39 

3.2.1 Objek Penelitian .................................................................................... 39 

3.2.2 Subjek Penelitian .................................................................................. 39 

3.2.3 Tempat Penelitian ................................................................................. 40 

3.3 Populasi dan Sampel ................................................................................... 40 

3.3.1 Populasi ................................................................................................. 40 

3.3.2 Sampel .................................................................................................. 41 

3.3.3 Teknik Pengumpulan Sampel ............................................................... 41 

3.4 Metode Pengumpulan Data ......................................................................... 42 

3.5 Definisi Operasional .................................................................................... 44 

3.6 Metode Pengukuran Data ............................................................................ 48 

3.7 Face Validity ............................................................................................... 48 

3.8 Metode Analisis Data .................................................................................. 52 

3.8.1 Analisis Statistik Deskriptif Responden ............................................... 59 

3.8.2 Analisis Deskriptif Variabel ................................................................. 60 

3.8.3 Pengujian Instrumen ............................................................................. 61 

3.8.4 Metode Analisis .................................................................................... 63 

BAB IV ANALISIS DATA DAN PEMBAHASAN .......................................... 66 

4.1 Analisis Deskriptif Karakteristik Profil Responden .................................... 66 

4.1.1 Analisis Deskriptif Karakteristik Profil Responden Berdasarkan 

Pembelian Produk Merek AQUA Life .......................................................... 66 

4.1.2 Karakteristik Responden Berdasarkan Jenis Kelamin .......................... 67 

4.1.3 Karakteristik Responden Berdasarkan Usia ......................................... 68 

4.1.4 Karakteristik Responden Berdasarkan Pendidikan ............................... 69 

4.1.5 Karakteristik Responden Berdasarkan Pekerjaan ................................. 71 

4.1.6 Karakteristik Responden Berdasarkan Domisili ................................... 72 

4.1.7 Karakteristik Responden Berdasarkan Pendapatan Rata-rata Per Bulan

 ....................................................................................................................... 73 



   
 

xi 
 

4.1.8 Karakteristik Responden Berdasarkan Pengeluaran Rata-rata Per Bulan

 ....................................................................................................................... 75 

4.2 Analisis Deskriptif Variabel ........................................................................ 76 

4.2.1 Analisis Deskriptif Variabel Skeptisisme Iklan Hijau .......................... 76 

4.2.2 Analisis Deskriptif Variabel Pengetahuan Lingkungan ........................ 78 

4.2.3 Analisis Deskriptif Variabel Kepercayaan Hijau .................................. 80 

4.2.4 Analisis Deskriptif Variabel Niat Beli .................................................. 81 

4.3 Analisis SmartPLS ...................................................................................... 83 

4.4 Evaluasi Goodness of Fit: Outer Model ...................................................... 84 

4.4.1 Outer Loading ....................................................................................... 84 

4.4.2 Discriminant Validity ............................................................................ 85 

4.4.3 Convergent Validity .............................................................................. 87 

4.4.4 Composite Reliability ............................................................................ 88 

4.5 Evaluasi Goodness of Fit: Inner Model ...................................................... 89 

4.5.1 Pengujian R-Square .............................................................................. 89 

4.5.2 Pengujian F-Square .............................................................................. 90 

4.6 Pengujian Hipotesis ..................................................................................... 91 

4.7 Uji Mediasi .................................................................................................. 91 

4.8 Pembahasan Hasil Penelitian ....................................................................... 92 

4.8.1 Pengaruh Skeptisisme Iklan Hijau Terhadap Niat Beli ........................ 92 

4.8.2 Pengaruh Pengetahuan Lingkungan Terhadap Niat Beli ...................... 94 

4.8.3 Pengaruh Kepercayaan Hijau Terhadap Niat Beli ................................ 96 

4.8.4 Pengaruh Skeptisisme Iklan Hijau Terhadap Niat Beli dimediasi oleh 

Kepercayaan Hijau ......................................................................................... 99 

4.8.5 Pengaruh Pengetahuan Lingkungan Terhadap Niat Beli dimediasi oleh 

Kepercayaan Hijau ....................................................................................... 102 

BAB V ................................................................................................................. 105 

PENUTUP .......................................................................................................... 105 

5.1 Kesimpulan ................................................................................................ 105 

5.2 Implikasi Manajerial .................................................................................. 106 

5.3 Keterbatasan Penelitian ............................................................................. 109 

5.4 Saran untuk Peneliti Selanjutnya ............................................................... 111 

DAFTAR PUSTAKA ........................................................................................ 114 



   
 

xii 
 

LAMPIRAN ....................................................................................................... 121 



   
 

xiii 
 

DAFTAR TABEL 

 

Tabel 2.1 Penelitian Terdahulu ............................................................................. 24 

Tabel 3.1 Tabel Definisi Operasional Variabel..................................................... 44 

Tabel 3.2 Pengukuran Skala Likert ....................................................................... 48 

Tabel 3.3 Indikator Face Validity…………………………………...……………48 

Tabel 3.3 Interval Kelas ........................................................................................ 61 

Tabel 4.1 Hasil Analisis Deskriptif Variabel Skeptisisme Iklan Hijau ................. 76 

Tabel 4.2 Hasil Analisis Deskriptif Variabel  Pengetahuan Lingkungan ............. 78 

Tabel 4.3 Hasil Analisis Deskriptif Variabel Kepercayaan Hijau ........................ 80 

Tabel 4.4 Hasil Analisis Deskriptif Variabel Niat Beli ........................................ 82 

Tabel 4.5 Hasil Analisis Outer Loading ............................................................... 84 

Tabel 4.6 Hasil Analisis Discriminant Validity .................................................... 85 

Tabel 4.7 Hasil Analisis Cross Loading ............................................................... 86 

Tabel 4.8 Hasil Analisis Convergent Validity ....................................................... 87 

Tabel 4.9 Hasil Analisis Composite Reliability .................................................... 88 

Tabel 4.10 Hasil Analisis Pengujian R-Square ..................................................... 89 

Tabel 4.11 Hasil Analisis Pengujian F-Square ..................................................... 90 

Tabel 4.12 Hasil Analisis Hipotesis ...................................................................... 91 

Tabel 4.13 Hasil Analisis Mediasi ........................................................................ 92 

Tabel 4.14 Tabel Path Coefficient Skeptisisme Iklan Hijau terhadap Niat 

Beli……………………………………………………………………………...100 

Tabel 4.15 Tabel Path Coefficient Pengetahuan Lingkungan terhadap Niat Beli

 ............................................................................................................................. 103 

 



   
 

xiv 
 

DAFTAR GAMBAR 

 

Gambar 1.1 Data Proyeksi Timbulan Sampah di Indonesia (2017-2025) .............. 1 

Gambar 1.2 Kekhawatiran Konsumen Indonesia.................................................... 2 

Gambar 1.3 Proporsi Konsumen yang Tidak Mempercayai Klaim Lingkungan 

Merek ...................................................................................................................... 4 

Gambar 1.4 Persentase Rumah Tangga Berdasarkan Sumber Air .......................... 6 

Gambar 1.5 Komparasi Brand Index AMDK (2022-2025) .................................... 7 

Gambar 1.6 Produk AQUA Life ............................................................................. 8 

Gambar 2.1 Kerangka Penelitian ........................................................................ 336 

Gambar 3.1 Jalur Pengaruh Mediasi ..................................................................... 64 

Gambar 3.2 Rangka Mediasi dan Non-Mediasi .................................................... 65 

Gambar 4.1 Data Jumlah Responden .................................................................... 67 

Gambar 4.2 Data Jenis Kelamin............................................................................ 68 

Gambar 4.3 Data Usia ........................................................................................... 69 

Gambar 4.4 Data Latar Belakang Pendidikan ....................................................... 70 

Gambar 4.5 Data Pekerjaan................................................................................... 71 

Gambar 4.6 Data Domisili .................................................................................... 72 

Gambar 4.7 Data Rata-rata Pendapatan (per bulan) .............................................. 73 

Gambar 4.8 Data Rata-rata Pengeluaran (per bulan) ............................................ 75 

Gambar 4.9 Model Struktural ............................................................................... 83 

Gambar 4.10 Jalur Pengaruh Skeptisisme Iklan Hijau terhadap Niat Beli ........... 99 

Gambar 4.11 Jalur Pengaruh Pengetahuan Lingkungan terhadap Niat Beli ....... 102 

 

 



   
 

xv 
 

DAFTAR LAMPIRAN 

 

Lampiran 1. Kuesioner Google Formulir ........................................................... 121 

Lampiran 2. Penyebaran Kuesioner .................................................................... 129 

Lampiran 3. Bukti Penyebaran Kuesioner .......................................................... 136 

Lampiran 4. Data Responden dan Jawabannya .................................................. 137 

Lampiran 5. Data Mentah Kuesioner .................................................................. 162 

Lampiran 6. Olah Data SmartPLS 3.0 ................................................................ 171 

Lampiran 7. Jurnal Acuan Utama ....................................................................... 180 

Lampiran 8. Hasil Turnitin .................................................................................. 188 



   
 

xvi 
 

NIAT BELI AQUA LIFE: PENGARUH SKEPTISISME IKLAN HIJAU 

DAN PENGETAHUAN LINGKUNGAN DIMEDIASI OLEH 

KEPERCAYAAN HIJAU 

 

Kartika Namiko Yuki 

220326714 

 

Pembimbing, 

Vonezyo Yupanzara Dharomesz, S.E., M.B.A. 

 

Departemen Manajemen 

Fakultas Bisnis dan Ekonomika 

Universitas Atma Jaya Yogyakarta 

Jl. Babarsari No. 43-44, Yogyakarta 

 

ABSTRAK 

 

Penelitian ini bertujuan menganalisis pengaruh skeptisisme iklan hijau dan 

pengetahuan lingkungan terhadap niat beli AQUA Life dimediasi oleh kepercayaan 

hijau. Pendekatan yang digunakan adalah kuantitatif melalui metode survei. Data 

dikumpulkan menggunakan kuesioner skala Likert 5 poin dari 223 responden yang 

belum pernah membeli produk AQUA Life. Analisis dilakukan dengan metode 

PLS-SEM menggunakan SmartPLS 3.0. Hasil penelitian menunjukkan seluruh 

hipotesis diterima. Skeptisisme iklan hijau dan pengetahuan lingkungan 

berpengaruh signifikan terhadap niat beli sementara kepercayaan hijau memediasi 

hubungan tersebut secara complementary mediation. Temuan ini menunjukkan 

bahwa skeptisisme tidak selalu menghambat niat beli, tetapi dapat mendorong 

konsumen untuk mengevaluasi klaim keberlanjutan secara lebih kritis. 

Kepercayaan hijau berperan dalam memperkuat hubungan antara evaluasi 

konsumen dan niat beli produk ramah lingkungan. Keterbatasan penelitian terletak 

pada masih terbatasnya kajian yang mengintegrasikan ketiga variabel dalam satu 

model di Indonesia serta pengaruh kepercayaan hijau yang relatif kecil dibanding 

variabel lain. Penelitian selanjutnya disarankan mempertimbangkan faktor 

kontekstual konsumen Indonesia yang dapat memperkuat peran kepercayaan. Hasil 

penelitian ini memberikan implikasi praktis bagi Danone Indonesia dan industri 

AMDK dalam merancang strategi komunikasi keberlanjutan yang lebih kredibel, 

transparan, dan berbasis bukti untuk meningkatkan kepercayaan serta niat beli 

konsumen. 

 

Kata Kunci: Skeptisisme Iklan Hijau, Pengetahuan Lingkungan, Kepercayaan 

Hijau, Niat Beli, AQUA Life.


