
 
 

PENGARUH GREEN PERCEIVED VALUE DAN GREEN 

PERCEIVED QUALITY TERHADAP GREEN PURCHASE 

INTENTION MOBIL LISTRIK MEREK WULING DENGAN 

BRAND TRUST SEBAGAI VARIABEL INTERVENING  

 

 

SKRIPSI 

 

 
Oleh 

NAUFAL ASY SYAFIQ  

NIM: 08020321058 

 

 

 

 

 

 

PROGRAM STUDI MANAJEMEN  

FAKULTAS EKONOMI DAN BISNIS ISLAM  

UNIVERSITAS ISLAM NEGERI SUNAN AMPEL  

SURABAYA 

2025 



 
 

iii 
 

PERNYATAAN ORISINALITAS SKRIPSI  

 

 

  



 
 

iv 
 

 LEMBAR PERSETUJUAN SKRIPSI/MUNAQOSAH 

 

 

  



 
 

v 
 

LEMBAR PENGESAHAN 





 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  

http://digilib.uinsa.ac.id/ http://digilib.uinsa.ac.id/ http://digilib.uinsa.ac.id/  

 
 

viii 
 

ABSTRAK 

Penelitian ini bertujuan untuk mengidentifikasi serta menganalisis 

hubungan green perceived value dan green perceived quality dengan green 

purchase intention, juga hubungan keduanya apabila melalui mediasi brand trust 

pada konsumen potensial mobil listrik Wuling. Nilai serta kualitas yang dirasakan 

konsumen menjadi daya tarik tersendiri dari produk ramah lingkungan. Apabila 

konsumen merasa nilai serta kualitas yang ditawarkan sesuai dengan yang 

diharapkan, maka konsumen cenderung tertarik untuk membeli produk tersebut. 

Adapun kepercayaan merek seringkali menjadi pertimbangan konsumen sebelum 

membeli produk inovasi terbarukan. 

Pendekatan yang digunakan penelitian ini ialah kuantitatif dengan metode 

survei sebagai jenis penelitian. Metode survei merupakan metode untuk 

mengumpulkan data pada lokasi terpilih dengan cara seperti menyebarkan 

kuesioner. Adapun data yang diperoleh berjumlah 188 sampel, didapat melalui 

penyebaran kuesioner secara online dengan teknik non-probability sampling. Data 

tersebut diolah menggunakan SmartPLS versi 4.0.  

Hasil penelitian menemukan bahwa green perceived value dan brand trust 

memengaruhi langsung green purchase intention. Sedangkan, green perceived 

quality tidak memengaruhi langsung green purchase intention. Disisi lain, green 

perceived value tidak memengaruhi brand trust. Sedangkan, green perceived 

quality memengaruhi brand trust. Selain itu, green perceived value tidak 

memengaruhi green purchase intention apabila melalui mediasi brand trust. 

Sedangkan, green perceived quality berhasil memengaruhi green purchase 

intention melalui mediasi brand trust. 

Penelitian ini menyarankan untuk mempertahankan atau mengembangkan 

persepsi nilai dan kepercayaan merek pada mobil listrik Wuling. Serta 

meningkatkan persepsi konsumen akan kualitas pada produk tersebut. Selain itu, 

perusahaan dapat melakukan strategi pemasaran produk mobil listriknya dengan 

menggunakan hasil temuan pada penelitian ini. 

Kata kunci: green perceived value, green perceived quality, brand trust, green 

purchase intention. 
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ABSTRACT 

This study aims to identify and analyze the relationship between green 

perceived value and green perceived quality with green purchase intention, as well 

as the relationship between the two through brand trust mediation in potential 

consumers of Wuling electric cars. The value and quality perceived by consumers 

are the main attraction of environmentally friendly products. If consumers feel that 

the value and quality offered are in accordance with what is expected, then 

consumers tend to be interested in buying the product. Brand trust is often a 

consideration for consumers before buying the latest innovation products. 

The approach used in this study is quantitative with a survey method as the 

type of research. The survey method is a method for collecting data at selected 

locations by distributing questionnaires. The data obtained amounted to 188 

samples, obtained through online questionnaire distribution with a non-probability 

sampling technique. The data was processed using SmartPLS version 4.0. 

The results of the study found that green perceived value and brand trust 

directly influence green purchase intention. Meanwhile, green perceived quality 

does not directly influence green purchase intention. On the other hand, green 

perceived value does not affect brand trust. Meanwhile, green perceived quality 

affects brand trust. In addition, green perceived value does not affect green purchase 

intention if through brand trust mediation. Meanwhile, green perceived quality 

successfully influences green purchase intention through brand trust mediation. 

This study suggests maintaining or developing the perception of value and 

brand trust in Wuling electric cars. As well as increasing consumer perception of 

the quality of the product. In addition, companies can carry out marketing strategies 

for their electric car products using the findings of this study. 

Keywords: green perceived value, green perceived quality, brand trust, green 

purchase intention. 
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