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ABSTRACT: The background of this research is based on the importance of Green Marketing in MSME Product Purchasing 

Decisions. Issues regarding the environment are a problem that is being highlighted by the wider community. These problems 

include air pollution, water pollution, and the most phenomenal is the waste problem. Waste is increasingly becoming a big 

problem when the amount of waste is increasingly accumulating and difficult to recycle. Problem One form of consumer 

demand is the desire for health due to the increasing spread of diseases transmitted through food, therefore food producers 

produce products containing organic food ingredients. healthy, does not contain additional chemicals and is safe for 

consumption. The phrase "back to nature and green" is a mission that has been activated in the world and a culture that has 

reappeared in society. The aim of the research is to analyze the influence of the Green Marketing Mix on purchasing decisions 

for MSME products in improving the quality of the environment. 

The analytical method for this research is quantitative research. The design of this research uses a cross sectional design method 

with a sampling technique using purposive sampling. This research uses data analysis with the Partial Least Square (PLS) 

approach. 

Green Product results have no effect on Purchasing Decisions. Green Products have an influence on improving the quality of the 

environment. Green Price has no effect on Purchasing Decisions. Green Prices have no effect on improving environmental 

quality. Green Place influences purchasing decisions. Green Place has no effect on improving the quality of the environment. 

Green Promotion influences Purchasing Decisions. Green Promotion has an effect on improving the quality of the environment. 

The buyer's decision has no effect on improving environmental quality. 
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I. INTRODUCTION  

(Rapid technological and economic developments have given rise to many unsustainable products and consumption patterns 

that cause negative impacts on the environment such as climate change, water and air pollution. 

The large volume of plastic waste in the environment is one of the causes. Environmental damage is largely caused by human 

activities, so awareness of maintaining environmental cleanliness and health is very important today [1]. The thing that most 

often causes environmental damage is the amount of plastic waste [2]. 

In Indonesia, an estimated 150 million tons of plastic waste has clogged the ocean, and every year the amount of plastic waste 

increases by around 11 million tons [3]. Responding to the urgency of this environmental problem, people are starting to pay 

attention to the products they consume as environmentally friendly as possible. 

Seeing this opportunity, many business people are also turning to environmentally friendly businesses to implement green 

marketing [4]. Green marketing is an activity to introduce environmentally friendly products [5]. Green marketing can take the 

form of green products, green prices, green places and green promotions. 
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Figure 1. Waste Data for 2022 

 

Based on the picture above, it shows that the first rank contributor to waste comes from food waste which is followed by plastic, 

most of these remains are from products purchased through MSMEs. But unfortunately many people as consumers are still not 

aware of the dangers of this waste. 

However, on the other hand, there are some people who are aware and have started looking for environmentally friendly 

products. According to a survey by the World Wide Fund for Nature (WWF) Indonesia and[6] shows that 63% of Indonesian 

consumers are willing to spend more money to be able to consume products that are safe for the environment. This shows that 

the majority of Indonesian people have a high level of awareness about consuming environmentally friendly products [7]. 

Novelty 

The novelty of this research is the consideration of the green marketing mix variable reviewing MSME purchasing decisions and 

their impact on improving the quality of the environment. The relationship between these four variables, the object studied, and 

the type of analysis used is the main difference between this research and previous research. 

 

II. THEORICALBASE 

Purchasing Decisions 

Purchasing decisions are someone's activities that are directly related to making purchasing decisions for products offered 

by the seller [9]. [10] states that purchasing decisions are an integration process used to combine knowledge to evaluate two or 

more alternative behaviors and choose one of them. 

Green Products 

Currently, most consumers are increasingly aware of the importance of green products. Consumer awareness of green 

products is very important in guiding purchasing decisions [11]. According to [13] green products are environmentally friendly 

products that contain a recycling process in their production, reducing or eliminating the level of danger or negative impacts on 

the environment. 

Green Price 

According to [13] green pricing is pricing by companies that pay attention to the environment with additional costs due to 

efforts to reduce energy and resource efficiency. 

Green Place 

http://www.ijefm.co.in/


The Effect of Green Marketing Mix on Purchasing Decisions of MSME Products in Improving Environmental Quality 

JEFMS, Volume 06 Issue 11 November 2023                    www.Ijefm.co.in                                                               Page 5604 

Keputusan 

Pembelian (Y1) 

Peningkatan Kualitas 

Lingkungan Hidup 

(Y2) 

Green Promotion 

(X4) 

 
Green Place (X3) 

Purchasing 

Decisions (Y1) 

Improving 

Environmental 

Quality (Y2) 

 
Green Price (X2 

Green Product 

(X1) 

A comfortable place has a high impact on product promotion because customers want a comfortable place to buy their 

products or services [12]. Green place according to [13] is the company's choice of distribution channels with the aim of avoiding 

environmental damage and ensuring that the product is always available, so that it will have a big influence on consumers. 

Green Promotion 

According to [13] green promotion is all promotional activities including advertising activities, personal sales, sales 

promotions, direct marketing and public relations on the basis of concern for the environment. 

 

Conceptual Framework 

 

Figure 2. Conceptual Framework 

 

III. RESEARCH METHODS 

Data source 

The data source used in the research process is primary data. Primary data is data obtained from the field or obtained from 

respondents, namely consumers of MSME products. 

Method of collecting data 

Field study (field research), is a technique carried out by going directly to the research field to obtain data related to th e 

research. In this study, researchers used two data collection methods, namely questionnaires and interviews. 

Population and Sample 

The population selected in this study is all MSME consumers in Lubuk Pakam City, Deli Serdang Regency, North Sumatra. 

This research uses a non-probability sampling method using the Snowball Sampling technique or chain reference sampling, 

defined as a non-probability sampling technique where the sample has characteristics that are rarely found. It is a sampling 

technique, in which existing subjects provide referrals to recruit the required sample for research studies. 

Data analysis 

In this research, data analysis uses the Partial Least Square (PLS) approach. PLS is a component or variant-based Structural 

Equation Modeling (SEM) equation model. 

The data collection method uses a questionnaire with a modified Likert scale consisting of 4 answer choices, namely point 4 

Strongly Agree (SS), point 3 Agree (S), point 2 Disagree (TS), and point 1 Strongly Disagree (STS) . The data analysis technique 

used in this study is multiple linear regression analysis, with the following stages: 

a. convergent validity 

The convergent indicator validity test is used to assess convergent validity, namely the loading factor value must be more 

than 0.7 for confirmatory research and the loading factor value between 0.6-0.7 for exploratory research is still acceptable and 

the average variance extracted (AVE) value must be greater than 0.5 [14]. 

b. discriminant Validity. 

Discriminant validity is related to the principle that measures (manifest variables) of different constructs should not be highly 

correlated. The cross loading value for each variable must be > 0.70 [14]. 
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c. average variance extracted(AVE) 

 It is recommended that the AVE value should be greater than 0.50, which means that 50% or more of the variance of the 

indicator can be explained [14]. 

d. Composite Reliability and Cronbanch Alpha. 

The reliability test was carried out to prove the accuracy, consistency and precision of the instrument in measuring 

constructs. The rule of thumb that is usually used to assess construct reliability is that the composite reliability value must be 

greater than 0.7 for confirmatory research and a value of 0.6-0.7 is still acceptable for exploratory research [14]. 

e. Coefficient of determination/RSquare value. 

In assessing the structural model with PLS, we start by looking at the R-Square value for each endogenous latent variable as 

the predictive power of the structural model. R-Square values of 0.75, 0.50 and 0.25 can be concluded that the model is strong, 

moderate and weak [14]. 

f. Hypothesis test. 

Hypothesis testing functions to test research hypotheses, where the t test can be seen from the results of the Path Coefficient 

test, which will provide an estimate of the influence between variables and provide very useful significant information regarding 

the relationship between research variables. The hypothesis is accepted when the significance level is smaller than 0.05 or the t- 

value exceeds the critical value. The t statistics value for the 5% significance level is 1.96. 

The multiple regression model is formulated in the following form. 

Y1 = a + β1X1 + β2X2 + β3X3 + β4X4 + e Y2 = a + β1X1 + β2X2 + β3X3 + β4X4 + e 

Y= a + βZ + e 

Information : 

Y = DecisionPurchase 

Z =Environmental Quality Improvement X1 = Green Products 

X2 = Green Prices X3 = Green Place 

X4 = Green Promotion E = error 

 

RESEARCH RESULTS 

In this research, hypothesis testing uses partial least squares (PLS) analysis techniques, with the Smart PLS 4.0 program. The 

following is a schematic of the PLS program model being tested 

 

 

Figure 1. Display of PLS Algorithm calculation output after reduction 

 

Based on Figure 1, it can be concluded that the expected cross loading value is greater than 0.7, [1] so that the discriminant 

validity requirements with the cross loading method have been fulfilled. 

Indicator reliability aims to assess whether the latent variable measurement indicators are reliable or not. Reliability testing can 

also use internal consistent reliability which aims to measure how capable the indicator is of measuring its latent construct [2]. 

 The tools used to assess this are composite reliability and Cronbach alpha. The following is a table of composite reliability and 

Cronbarch alpha values. 
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Table 1. Construct Reliability and Validity 

  

Cronbach's 

alpha 

Composite 

reliability 

(rho_a) 

Composite 

reliability 

(rho_c) 

Average variance 

extracted 

(AVE) 

Green Place 0.796 0.869 0.878 0.710 

Green Price 0.764 0.789 0.856 0.789 

Green Products 0.861 0.875 0.904 0.702 

Green Promotion 0.879 0.881 0.925 0.806 

Improving the Quality of the Environment 0.896 0.907 0.923 0.706 

Purchase Decisions 0.900 0.904 0.928 0.722 

 

Table 1 shows that Cronbach's Alpha is above 0.7 and composite rability is 0.6-0.7 indicating high reliability of the measuring 

instrument, meaning that the gauges of each construct are highly correlated. 

Hypothesis Results 

Whether or not a proposed hypothesis is accepted, it is necessary to test the hypothesis using the bootstrapping function in 

smartPLS 4.0. The hypothesis is accepted when the significance level is smaller than 0.05 or the t value exceeds the critical value 

[3]. 

 

Table 2. Path Coefficients 

 

Based on Table 2, it can be seen that the most dominant factor influencing purchasing decisions is Green promotion with the 

highest path coefficient of0.508. Based on this table, the following structural equation can be formed: 

Buying decision=-0.068Green Products +0.048Green Price +0.399Green Place +0.518Green Promotion 

Improving the Quality of the Environment=0.331Green Products +0.033Green Price - 0.116Green Place +0.521Green Promotion 

1. Green Product has no effect on Purchasing Decisions. It can be seen that the P value is 0.538 > 0.05, indicating that the 

green product variable has no influence on purchasing decisions, meaning that green products do not have a significant 

influence on purchasing decisions for MSMEs. 

2. Green Product has an effect on Environmental Quality Improvement. It can be seen that the P value is 0.032 > 0.05 

indicating that the green product variable has an effect on improving the quality of the environment, meaning that green 

products have a significant influence on improving the quality of the environment. for MSMEs. 

3. Green Price has no effect on Purchase Decision. It can be seen that the P value of 0.604> 0.05 indicates that the Green Price 

variable has no influence on purchasing decisions, meaning that Green Price does not have a significant influence on 

purchasing decisions for MSMEs. 

4. Green Price has no effect on Environmental Quality Improvement. It can be seen that the P value of 0.820 > 0.05 

indicates that the Green Price variable has no effect on improving the quality of the environment, meaning that the green 

price does not have a significant influence on improving the quality of the environment. for MSMEs. 

5. Green Place has an effect on Purchasing Decisions. It can be seen that the P value of 0.015 > 0.05 indicates that the Green 

Place variable influences purchasing decisions, meaning that Green Place has a significant influence on purchasing decisions 

for MSMEs. 

6. Green Place has no effect on Environmental Quality Improvement. It can be seen that the P value of 0.491> 0.05 indicates 

that the Green Place variable has no effect on Environmental Quality Improvement, meaning that Green Place does not 

have a significant influence on Environmental Quality Improvement. for MSMEs. 
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7. Green Promotion has an effect on Purchasing Decisions. It can be seen that the P value of 0.001 > 0.05 indicates that the 

green product variable influences purchasing decisions, meaning that Green Promotion has a significant influence on 

purchasing decisions for MSMEs. 

8. Green Promotion has an effect on improving the quality of the environment. It can be seen that the P value is 0.000 >0.05 

indicating that the Green Promotion variable has an effect on Environmental Quality Improvement, meaning that Green 

Promotion has a significant influence on Environmental Quality Improvement for MSMEs. 

9. The buyer's decision has no effect on the Improvement of Environmental Quality. It can be seen that the P value of 0.924 > 

0.05 indicates that the buyer decision variable has no effect on improving environmental quality, meaning that green 

products do not have a significant influence on improving environmental quality for MSMEs. 

 

CONCLUSIONS 

Green Product results have no effect on Purchasing Decisions. Green Products have an influence on improving the quality of the 

environment. Green Price has no effect on Purchasing Decisions. Green Prices have no effect on improving environmental 

quality. Green Place influences purchasing decisions. Green Place has no effect on improving the quality of the environment. 

Green Promotion influences Purchasing Decisions. Green Promotion has an effect on improving the quality of the environment. 

The buyer's decision has no effect on improving environmental quality. 
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