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INTRODUCTION 

 
Global warming signs are now beginning to be seen with melting glaciers, rising sea levels, burning forests, and lots 

of dead wildlife. The weather becomes more extreme which results in intense intense storms, more rain followed by 

drought and drought, and causes the loss of global water supply in the form of glaciers. Global warming occurs partly 

because of the lack of awareness of humans to protect the environment, deforestation, wasteful use of fuel, and 

burning of waste. This causes an increase in the temperature of the earth, causing drought, hunger and extinction of 

several species of living things [1]. 

This situation resulted in the concept of a green marketing program related to environmentally friendly activities. 

Green marketing refers to eco products, phosphate free, recyclable, rechargeable, safe for the ozone layer, and 

environmentally friendly [2]. These environmental issues make consumers interested in buying products from 

companies that are environmentally friendly. However, environmentally friendly products need to be introduced 

specifically and given clear information about environmental performance in these products so that later consumers 

can trust the products offered. One form of consumer concern is with green lifestyle trends in several consumer 
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groups. Green lifestyles began to be applied by many people as natural damage occurred. Consumers who have 

environmental concerns will make changes by buying products that are proven to be environmentally friendly. 

One company that uses green products is Rumah Karung Goni, which is located in the city of Bandung. The company 

has been established for 5 years and produces using natural ingredients, namely burlap sacks and water hyacinth fibers 

which are weed plants in the waters, especially in rivers and lakes. The use of gunny sacks is supported by the spirit of 

the people who want to protect the environment by using environmentally friendly materials. Burlap sacks in addition 

to being made from natural ingredients, also have high durability. On the one hand, companies have problems in the 

sales process because the price of raw materials is expensive, which has an impact on the selling price of the product. 

Another obstacle is the lack of education and socialization carried out by the company, so consumers are not too 

familiar with the environmentally friendly concepts offered by the company [3]. 

Green marketing strategy is to improve company performance through increasing consumer confidence in the latest 

innovation products. Where the study in this study is evaluating the performance of environmentally friendly products, 

through consumers' green perceived value of environmentally friendly products, and their impact on consumer trust in 

environmentally friendly products or green trust [4]. 

In addition, another reason for companies to adopt green marketing is 1) increasing company image, 2) increasing 

product value, 3) taking advantage of green opportunities, 4) increasing competitive advantage in accordance with 

environmental trends. This research builds a research framework, which can help companies to develop company 

green trust through two determinants namely green satisfaction and green perceived value [5]. 

 

2. LITERATURE REVIEW 

 

2.1 Green Marketing 

Green marketing is a strategic effort carried out by companies to provide environmentally friendly goods and services 

to their target consumers [6]. In other opinion, green marketing is a marketing mix planning process that utilizes 

changes in consumer awareness of products / services that are more environmentally friendly by changing products, 

making ways and packaging more environmentally friendly in order to satisfy and meet consumer needs and reduce 

negative impacts on the environment and also invites consumers to care more about the environment [7]. It can be 

concluded that environmentally friendly marketing refers to all marketing activities that are responsive to 

environmental protection. Environmentally friendly consumers are customers who avoid dangerous products for 

others, products whose production processes endanger the environment, products needed by using disproportionate 

energy, products that produce unbreakable waste, and products that use raw materials from animals or plants that 

endangered [8]. In addition, green products usually have long durability, and are not harmful to health, and the 

packaging is made from recycled materials [9], where 84% of buyers now choose green products. It discusses the 

mass market to pay attention to green products which include: the use of organic fibers, organic food production 

processes, ultra-composition detergents, animal protection production processes (without testing) in animals), and 

others. 

But looking more closely at the concept of green marketing shows different variations that have changed traditional 

marketing thinking [10] Green marketing involves building relationships between business and customers; and the 

process where it requires a holistic approach because business naturally has to integrate all its activities in accordance 

with environmental issues. As a strategy, environmentally friendly marketing involves strategic options such as Green 

products, Green packaging, Green prices and Green communication [10]. Green communication fosters a positive 

image and increases the company's concern for the environment and the public [11]. 

 

2.2 Green perceived value, Green satisfaction,  and Green Trust 

Green perceived value is a net profit from an overall assessment of consumers through evaluating a product and 

service. The greater the consumer confidence of the perceived benefits of a product and the smaller the perceived risk 

of purchasing a product, the more likely the consumer will make a purchase behavior on those products [12]. In other 

opinion, green perceived value is a consumer's overall assessment of all benefits received and what is sacrificed based 

on the desire for the environment [5].  
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The perceived value is defined as the overall evaluation of consumers on the net benefits of a product or service based 

on consumer valuation [13]. Previous research has explored the perceived value because it has a positive effect on 

marketing performance. Because the perceived value is more important at this time, companies can increase consumer 

purchase intentions through product value [14]. A product can provide value to customers by offering them benefits 

and by differentiating products from competitors [13]. Outstanding product value for companies can distinguish their 

products from their competitors [14]. The perceived value can not only be an important determinant in maintaining 

long-term customer relations, but also plays a key role in influencing purchase intentions [15]. In addition, perceived 

value is also important in influencing customer trust [14]. 

Green perceived value has 5 dimensions in its measurement, as follows [5]: 

1) Benefits to the consumer, the consumer benefits gained by using an environment-friendly product; 

2) Meet the expectations of consumers, the environmental performance is given an organic product in accordance 

with your expectations; 

3) Concern environment, with regard to the enormous environmental concern shown of organic products; 

4) Standard quality, with good quality standards offered from organic products; 

5) The price, ie the price offered in accordance with the quality obtained. 

Green satisfaction that will positively affect the green trust. Green satisfaction is defined as how happy consumers of 

the performance obtained by the consumer of a product to meet the needs and desires of consumers, then in the 

context of the satisfaction of green, environmentally friendly factor will be the basis for assessing whether consumers 

are satisfied or not the product [16]. 

Green satisfaction refers to the willingness to expect the environmental effectiveness of a product or service (or brand) 

for the products or services that are reliable, friendly and has a good ability for the environment. Green satisfaction has 

dimensions in its measurement as follows [17]: 

1) Consumers feel happy, that consumers are pleased with the decision in choosing an organic product because of its 

commitment to the environment; 

2) Satisfied with the decision to buy products, namely consumers feel satisfied with the decision to buy an organic 

product; 

3) Contributing to the environment, that consumers are contributing to protecting the environment when using an 

organic product; 

4) Concern environment, that consumers are satisfied with environmental concerns, by an organic product; 

5) Satisfied with the performance environment, namely the consumers satisfied with the performance environment 

provided by an organic product. 

Adopting environmentally friendly marketing can increase customer trust. Confidence about environmental issues 

from the perspective of perceived quality and perceived risk, has a view on the perception of green quality and green 

benefits, and the concept of green satisfaction and green trust. Green trust is more important for companies in the 

context of stricter environmental regulations and more general environments. 

Green trust is a willingness to rely (continuous use) on the product, service, or brand based on beliefs or expectations 

resulting from the credibility, benevolence, and its ability to environmental performance. Green trust has 5 dimensions 

in its measurement, namely as follows [17]: 

1) Trusted, that is, the brand has been trusted in terms of commitment to safeguard the environment; 

2) Organic claims, namely consumer confidence in an organic product based on environmentally friendly 

recognition; 

3) Reputation, that consumer confidence would be a good name possessed of an organic product; 

4) Environtmental performance, related to consumer confidence in the performance of an organic product on the 

environment; 
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5) Commitment to the environment, the consumer confidence organic product commitment to environmental 

protection. 

Chen and Chang argue that green satisfaction will positively affect green trust. Green satisfaction is the level of 

consumers feeling happy by using certain green products that are environmentally responsible [17]. Another 

determining factor is that green perceived value is a consumer's overall assessment of all benefits received and what is 

sacrificed based on the desire for the environment [5]. Chen and Chang also stated that green perceived value had a 

positive and significant effect on green trust. Then Ma’rifat explained that green perceived value is one of the most 

influential variables in increasing green trust and green satisfaction of consumers [18]. A high green perceived value 

shows that consumers' evaluation of the benefits related to the environment that consumers receive is higher than the 

environmental sacrifices that consumers incur when buying and using it. 

Consumer trust in an environmentally friendly product stems from satisfaction with environmentally friendly 

products. Green trust is the willingness to use some reliable specific services or brands that are believed to have a 

positive impact on the environment [19]. 

 

Fig. 1: Framework 

 

H1: Green perceived value has a positive and significant effect on green satifaction. 

H2: Green satisfaction has a positive and significant effect on green trust. 

H3: Green perceived value has a positive and significant effect on green trust. 

H4: Green perceived value by mediating green satisfaction on green trust 

 

3. METHODOLOGY 

 

The type of research used in this study is quantitative methods. The data used in this study are primary data and 

secondary data. Primary data in this study were obtained from the results of distributing questionnaires to consumers 

of Rumah Karung Goni. This secondary data is obtained indirectly from websites, journals, books, and previous 

research related to this research. The data analysis method used is Partial Least Square (PLS). Analysis of inferential 

statistical data was measured using SmartPLS 3 software starting from the measurement model (outer model), model 

structure (inner model), and hypothesis testing. 

3.1 Populations and Samples 

The population used in this study was all consumers of Rumah Karung Goni who had purchased and used products. 

The population in this study amounted to 656 (November 2013 to March 2018). The samples in this study were some 

of Rumah Karung Goni consumers who had made purchases and used their products. Based on the consideration of 

H1 
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95% confidence level with an error rate (e = 5%), then from the calculation of the Slovin formula this study will use a 

minimum sample of  250 respondents. 

3.2 Classic Assumption Test 

The results of processing the validity of test data variables X, Y, and Z with a calculated r value greater than r table 

(0.1148) using a two-tailed test where α is 5% and df (n-2 = 250-2), then the statement valid and can be understood or 

accepted by the respondent. The statement on all existing variables is considered reliable because the Cronbach's alpha 

value is> 0.6. 

The data obtained through the distribution of questionnaires are normally distributed, t skewness-kurtosis are in the 

range of values (–1.96 ≤ t 96 1.96). There is no heteroscedasticity in the research data, the calculation results from 

each shows the level of sig>α. The results of the multicollinearity test interpreted that the tolerance and VIF values of 

the Green Perceived Value (X) and Green Satisfaction (Y) variables had tolerance rates above 0.1 and VIF below 10 

so that the two variables were free from multicollinearity. 

3.3 Partial Least Square (PLS) 

Partial Least Square (PLS) is a development of variance-based SEM that is more prediction oriented, and to explain 

the presence or absence of relationships between latent variables. If the structural model and measurement model 

hypothesized correctly in the queue explain the covariance of all indicators and the conditions of the data and sample 

size are met, then the covariance based SEM gives an optimal estimate of the model parameters [20].  

There are several reasons why PLS is used in a study, namely: first, PLS is a method of analyzing data based on the 

assumption that the sample does not have to be large. Second, PLS can be used to analyze theories that are still said to 

be weak, because PLS can be used for predictions. Third, PLS allows algorithm to use series ordinary least square 

(OLS) analysis to avoid the problem of identifying non-recursive models (reciprocal models between dependent and 

independent variables) [20]. Fourth, in the PLS approach, it is assumed that all variant sizes can be used to explain. 

 

4. FINDING AND DISCUSION 

 

4.1 Finding 

Based on the distribution of questionnaires in  people sampled in this study, the characteristics of respondents as 

shown in Table 4.1 are as follows: 

Table 1: Characteristics of Respondents 

No Characteristics of Respondents Information % 

1 Gender Female 61 

2 Age <21 Years 44.4 

3 Current Education Bachelor 49.6 

4 Occupation Private Workers 55.2 

5 Level of income 3.500.000 IDR ≤ 36.8 

6 Purchase Intensity 1 time ≤ 45.6 

7 Domicile West Java 52 

 

The R-square PLS model can be evaluated by looking at predictive Q-square relevance for the variable model. The Q-

square measures how well the observations produced by the model and also the parameter estimates. Q-square value is 

greater than 0 (zero), which means that the model has a predictive value of relevance, while the Q-square value is less 

than 0 (zero) which means that the model lacks predictive relevance. 
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Table 2: R-Square 

Variabel R Square R Square Adjusted 

Green Satisfaction 0.306 0.303 

Green Trust 0.556 0.553 

 

The test results using PLS Algarithm in the SmartPLS 3.0 Program to find out the magnitude of the R-square in this 

study are as follows: 

 

 

 Fig. 2: Results of PLS Algorithm data processing 

 

The following is the inner model test by looking at the predictive value of relevance with the following formula: 

 

 

 

Based on the results of the above calculations it can be seen that the construct model has a Q-square value of 0.138 

(0.138> 0) so that it can be said that the construct model has a relevant predictive or how well the observational value 

produced by the model and also its parameter estimates. 

Testing of output bootstrapping in table form can be obtained by selecting Open Report > Path Coefficients. In this 

output the magnitude of the coefficient of direct influence can be known. The output results in this study are as 

follows: 

 

Table 3: Path Coefficients Through Bootstrapping Testing 

Mean, STDEV, T-Values, P-Values   

 
Original 

Sample 

Sample 

Mean 

Standard Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 

P 

Values 

Green Perceived Value  

Green Satisfaction 
0.553 0.560 0.075 7.416 0.000 

Green Perceived Value  0.185 0.189 0.083 2.219 0.027 
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Green Trust 

Green Satisfaction  Green 

Trust 
0.627 0.623 0.071 8.889 0.000 

 

Table 4: Total Indirect Effects 

Mean, STDEV, T-Values, P-Values   

 
Original 

Sample 

Sample 

Mean 

Standard Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 

P 

Values 

Green Perceived Value  

Green Satisfaction 
     

Green Perceived Value  

Green Trust 
0.347 0.347 0.052 6.636 0.000 

Green Satisfaction  Green 

Trust 
     

 

4.2 DISCUSSION 

AVE values to indicate convergent validity and discriminant validity of measurements. AVE calculates how well the 

questionnaire questions can explain the average variation of the construct. From the results of the study it can be seen 

that the AVE value is above the value of 0.5, which means that the measurement of convergent validity is acceptable. 

To see the discriminant validity the square root value of the AVE construct must be higher than the correlation 

between the construct and other variables [21]. The diagonal element is the root value of the AVE value and the other 

element is the correlation coefficient in the construct. The results of the analysis show that the root values of all AVE 

constructs in this study are higher than the correlation values of other variables. This shows that discriminant validity 

is acceptable. 

Table 5: Cronbach's alpha and AVE analysis 

Construct Cronbach's alpha AVE Composite Reliability 

Green Perceived Value 0.906 0.603 0.924 

Green Satisfaction 0.927 0.579 0.938 

Green Trust 0.895 0.516 0.914 

 

From the results of the PLS analysis, it can be seen that there are positive influences on the hypotheses H1, H3, and 

H4. This is supported by the value of t analysis which is greater than the value of t table (1.96). In addition, it can also 

be seen that the value of R Square of green satisfaction is 30% and green trust is 55%. The R square value shows how 

much the dependent variable explains the independent variable, a high R square value also indicates that overall, 

almost all variables can be explained in this theory or construct so that the possibility of the influence of other 

variables is quite small. 

 

5. CONCLUSION 

 

Based on the results of the discussion, the following conclusions are obtained: 

1. The role of green perceived value in increasing green satisfaction for consumers of Rumah Karung Goni is 

7.416%. 
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2. The role of green satisfaction in increasing green trust in consumers of Rumah Karung Goni is 8.889%. 

3. The role of green perceived value in increasing green trust in consumers of Rumah Karung Goni is 2.219%. 

4. The role of green perceived value on green trust with the mediation of green satisfaction consumers in Rumah 

Karung Goni is 6.636%. 
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