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ABSTRACT 

 

Nita Damayanti (2024). The Influence of Green Trust, Perceived 

Behavioral Control, and Green Marketing on Green Purchase Intention of Gen Z 

in Banjarmasin on Environmentally Friendly Tupperware Lunch Boxes.  

Advisor: Raden Roro Yulianti Prihatiningrum 

 This research was conducted to : (1) analyze the influence of green trust 

on green purchase intention of tupperware lunch boxes in Banjarmasin, (2) 

analyze the influence of perceived behavioral control on green purchase intention 

of tupperware lunch boxes in Banjarmasin. (3) analyze the influence of green 

marketing on the green purchase intention of tupperware lunch boxes in 

Banjarmasin. 

 This type of research is a quantitative approach. The population in this 

research is Gen Z in Banjarmasin. The research respondents ware 105 using a 

purposive samp;ing technique that is gen z in Banjarmasin who know tupperware 

lunch box products and were aged 17-24 years. Data obtained using multiple 

linear regression analysis. 

 The results of this research prove that perceived behavioral control has 

positive and significant effect on green purchase intention, the greater the 

perceived behavioral control, the stronger the consumer’s intention to purchase 

environmentally friendly tupperware lunch box products. Apart from that, this 

research also proves that green marketing has a positive and significant efeect on 

green purchase intention, meaning that green marketing has a important role in 

increasing the purchasing interest of gen z consumers in Banjarmasin in 

environmentally friendly tupperware lunch boxes. Other findings show that there 

is no influence of green trust on the green purchase intention of gen z di 

Banjarmasin regarding environmentally friendly tupperware lunch boxes, this 

shows that there is a decline in consumer confidence in environmentally friendly 

lunch box products. 

Keywords : Green Trust, Perceived Behavioral Control, Green Marketing, and 

Green Purchase Intention. 
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ABSTRAKSI 

 

 Nita Damayanti (2024). Pengaruh Green Trust, Perceived Behavioral 

Control, Dan Green Marketing Terhadap Green Purchase Intention Gen Z Di 

Banjarmasin Pada Lunch Box Tupperware Ramah Lingkungan.  

Pembimbing : Raden Roro Yulianti Prihatiningrum 

 Penelitian ini dilakukan untuk (1) menganalisis pengaruh green trust 

terhadap green purchase intention lunch box tupperware di Banjarmasin; (2) 

menganalisis pengaruh perceived behavioral control terhadap green purchase 

intention lunch box tupperware di Banjarmasi; (3) menganalisis pengaruh green 

marketing  terhadap green purchase intention lunch box tupperware di 

Banjarmasin. 

 Jenis penelitian ini berupa pendekatan kuantitatif. Populasi dalam 

penelititian ini berupa gen z di Banjarmasin. Responden penelitian sejumlah 105 

responden dengan teknik purposive sampling yaitu gen z di Banjarmasin yang 

mengetahui produk lunch box tupperware dan berusia 17-24 tahun. Data diperoleh 

dengan menggunakan analisis regresi linear berganda. 

 Hasil penelitian ini membuktikan bahwa perceived behavioral control 

berpengaruh positif dan signifikan terhadap green purchase intention, semakin 

besar perceived behavioral control, maka semakin kuat niat konsumen untuk 

melakukan pembelian produk lunch box tupperware ramah lingkungan. Selain itu, 

penelitian ini juga membuktikan bahwa green marketing berpengaruh positif dan 

signifikan terhadap green purchase intention, artimya green marketing memiliki 

peran penting dalam peningkatan minat beli konsumen gen z di Banjarmasin pada 

lunch box tupperware ramah lingkungan. Temuan lain menunjukkan bahwa tidak 

terdapat pengaruh green trust terhadap green purchase intention gen z di 

Banjarmasin pada lunch box tupperware ramah lingkungan, hal tersebut 

menunjukkan bahwa terjadi penurunan kepercayaan konsumen akan produk lunch 

box tupperware yang ramah lingkungan. 

Kata Kunci : Green Trust, Perceived Behvioral Control, Green Marketing, dan 

Green Purchase Intention 
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