
 

 

THE INFLUENCE OF GREEN BRAND KNOWLEDGE, 
ENVIRONMENTAL KNOWLEDGE, AND ENVIRONMENTAL 

CONCERN WITH THE MEDIATING ROLE OF ATTITUDE 
TOWARDS GREEN BRAND ON INTENTION TO STAY IN 

SINGGASANA HOTEL SURABAYA 

Proposal Thesis for S-1 

 

 

 

 

 

 

 

BY: 

VALENSIA FANNY LUDYA LIAP 

3303013004 
 

 

INTERNATIONA L BUSINESS MANAGEMENT PROGRAM 
MANAGEMENT MAJOR 

FACULTY OF BUSINESS 

WIDYA MANDALA CATHOLIC UNIVERSITY SURABAYA 
2017 

 

Concentration: 

IBM 



 

THE INFLUENCE OF GREEN BRAND KNOWLEDGE, 
ENVIRONMENTAL KNOWLEDGE, AND ENVIRONMENTAL 

CONCERN WITH THE MEDIATING ROLE OF ATTITUDE 
TOWARDS GREEN BRAND ON INTENTION TO STAY IN 

SINGGASANA HOTEL SURABAYA 

 

 

THESIS 
Addressed to 

BUSINESS FACULTY 
WIDYA MANDALA CATHOLIC UNIVERSITY SURABAYA 

To Fulfill the Requirements  
for the Economy Bachelor Degree 

International Business Management Program 

 

 

 

 

 

BY: 
Valensia Fanny Ludya Liap 

3303013004 
 
 

 

 

 

 

INTERNATIONA L BUSINESS MANAGEMENT 
FACULTY OF BUSINESS 

WIDYA MANDALA CATHOLIC UNIVERSITY SURABAYA 
2017 



 

AUTHENTICITY STATEMENT OF SCIENTIFIC PAPER AND 
PUBLICATION APPROVAL OF SCIENTIFIC PAPER 

 

For the sake of knowledge development, I as a student of Widya Mandala 
Catholic University Surabaya: 

I, the undersigned below: 

Name :  Valensia Fanny Ludya Liap 

NRP  :  3303013022 

Title : The Influence Of Green Brand Knowledge, Environmental  

Knowledge, And Environmental Concern With The 

Mediating Role Of Attitude Towards Green Brand On  

Intention To Stay In Singgasana Hotel Surabaya 

 
 
 
Acknowledge that this final assignment report is authentically written by me. If 
it is proved that this paper is a plagiarism, I am ready to receive any sanctions 
from the Business Faculty of Widya Mandala Catholic University Surabaya. I 
also approve that this papers to be published/shown in the internet or other 
media (The digital library of Widya Mandala Catholic University Surabaya) for 
academic importance to the extent of copyright law. 

Thereby the authenticity statement and the publication approval that I made 
sincerely. 

Surabaya,                2017 
Stated by,  
  

      

 

             (Valensia Fanny Ludya Liap) 
 

 

 



 
APPROVAL PAGE 



 

RATIFICATION PAGE 

 

 

Thesis written by: Valensia Fanny Ludya Liap NRP. 3303013004 

Has been examined on ...................., 2017 and is accepted to pass by Panel 

Team. 

 

Panel Leader: 

 

 

................................. 

 

 

Confirmed by: 

 

 

Dean of Business Faculty,   Head of Management Department, 

 

 

 

 

 

 

Dr. Lodovicus Lasdi, MM., Ak., CA.      Robertus Sigit H. L., SE., M.Sc. 

NIK 321.99.0370         NIK 311.11.0678



v 
 

FOREWORDS 

 

Praise and gratitude to Buddha for all of the blessing and easiness 

to get through this with help, love, and guidance from many friends and 

colleagues during completing thesis. The final report of this paper is 

organized as a graduation requirement to obtain a degree in International 

Business Management in Business Faculty, Widya Mandala Catholic in 

Surabaya. The process of writing thesis will not work properly without the 

help, guidance, and support from lecturers, family, friends, and many more. 

Therefore, the authors would like to express gratitude to: 

1. Dr. Lodovicus Lasdi, M.M., Ak., CA as Dean of Business 

Faculty in Widya Mandala Catholic University Surabaya. 

2. Robertus Sigit H. L., SE., M.Sc. as the Head of Management 

Department, Faculty of Business , Widya Mandala Catholic 

University in Surabaya. 

3. Mrs. Dr. Christina Esti Susanti, MM., CPM (AP). as Advisor I, 

who have take the time, effort, and the mind and givesa lot of 

advice and counsel to guide authors in completing this thesis. 

4. Dr. Jan Wellyan, SE., M.Si., as Advisor II, who have take the 

time, effort, and the mind and gives a lot of advice and counsel 

to guide authors in completing this thesis. 

5. Dr. Rey Antonio Taganas, as former Head of IBM that always 

guide and has compassion, like a father in IBM.  

6. Wahyudi Wibowo, PhD., as Head of IBM that give help and 

direction in overcoming problems in learning and teaching 

activities.  

7. My IBM classmates and especially team IBM of Consultation 

Thesis, Vivian Evelin, Jessica Nathania, and Aprianto Christian 



vi 
 

that gave literature, direction, support, and help, so this thesis 

could be done on schedule.  

8. My father, mother, sister and brother who were always 

reminding and gave support mentally. 

9. My friend from doctoral student of Widya Mandala Catholic 

University, Sandi, that gave support and advice for completing 

this thesis and support some books as literature. 

10. My best friends in IBM, Felicia Dewi, Joan Marcellina, Jessica 

Nathania, Vensca Veronica, Claudia Amanda, Karina Raka 

Putri, Ie Yonathan who always be there cheerfully when need 

relaxing in the middle of pressure projects.  

11. My friends in Teenagers’ Brotherhood of Vihara Buddhayana 

Surabaya who were caring and supporting mentally.  

12. My leaders and colleagues in my workplace, Tan Andri, Nila, 

Mellisa, and Jesslyn Tanu who support, soothe me down, and 

urge me to think positively for overcoming every problem.   

13. The other family, friends, colleagues, and relatives who can not 

be named one by one, thank you for your prayers and support. 

The author realizes that this thesis has not been perfect yet , 

therefore critics and constructive suggestions for improvements are 

expected for this thesis. Hopefully this paper can give benefits, enhance 

knowledge and insight to readers. 

  Surabaya, June 20, 2017 

     Researcher  

      

Valensia Fanny Ludya Liap 

 

 



vii 
 

TABLE OF CONTENTS 

 

COVER PA GE............................................................................................................  i 

AUTHENTICITY STATEMENT OF SCIENTIFIC PAPER AND  

PUBLICATION APPROVA L OF SCIENTIFIC PAPER ..................................  ii 

APPROVA L PA GE ...................................................................................................  iii 

RATIFICATION PA GE ...........................................................................................  iv 

FOREWORDS ............................................................................................................  v 

TABLE OF CONTENTS ..........................................................................................  vii 

LIST OF TA BLES .....................................................................................................  xi 

LIST OF FIGURES....................................................................................................  xii 

LIST OF APPENDIX ................................................................................................  xiii 

ABSTRA CT ................................................................................................................  xiv 

ABSTRAK..................................................................................................................... xv 

CHAPTER 1: INTRODUCTION............................................................................  1 

 1.1. Background ...................................................................................................  1 

 1.2. Research Question........................................................................................  7 

 1.3. Object ive of the Study .................................................................................  7 

 1.4. Sign ificance of the Studi .............................................................................  8 

  1.4.1 Theoritical Benefit  ..................................................................................  8 

  1.4.2 Practical Benefit ......................................................................................  8 

 1.5. Systematic of Writ ing ..................................................................................  9 

CHAPTER 2: LITERATURE REVIEW ................................................................  11 

 2.1. Prev ious Research ........................................................................................  14 

 2.2. Theoritical Basis ...........................................................................................  14 

  2.2.1 Green Product ..........................................................................................  14 

  2.2.2 Green Brand Knowledge........................................................................  17 



viii 
 

  2.2.3 Environmental Knowledge ....................................................................  20 

  2.2.4 Environmental Concern .........................................................................  21 

  2.2.5 Attitude towards Green Brand ..............................................................  22 

  2.2.6 Green Purchase Intention.......................................................................  27 

2.3 The Relationship among Variables .............................................................  31 

1. The effect of Green Brand Knowledge on Attitude towards 

Green Brand  ..........................................................................................  31 

2. The effect of Environmental Knowledge on Attitude towards 

Green Brand  ..........................................................................................  32 

3. The effect of Environmental Concern on Attitude towards Green 

Brand  ......................................................................................................  33 

4. The effect of Attitude towards Green Brand on Green Purchase 

Intention .................................................................................................  34 

5. The effect of Green Brand Knowledge with Mediation of 

Attitude towards Green Brand on Green Purchase Intention........  35 

6. The effect of Environmental Knowledge with Mediation of 

Attitude towards Green Brand on Green Purchase Intention........  36 

7. The effect of Environmental Concern with Mediation of Attitude 

towards Green Brand on Green Purchase Intention .......................  36 

 2.4 Research Model .............................................................................................  37 

 2.5 Hypothesis ......................................................................................................  38 

CHAPTER 3: RESEA RCH METHOD ..................................................................  39 

 3.1 Research Design ............................................................................................  39 

 3.2 Identificat ion of Variab les  ...........................................................................  39 

 3.3 Operational Definit ion of Variable .............................................................  39 

 3.4 Type and Source of Data ..............................................................................  42 

 3.5 Variable Measurement..................................................................................  42 

 



ix 
 

 3.6 Data Collection Method ...............................................................................  43 

 3.7 Population, Sample, and Sampling Technique.........................................  43 

  3.7.1 Population .................................................................................................  43 

  3.7.2 Sample .......................................................................................................  43 

  3.7.3 Sampling Technique ...............................................................................  44 

 3.8 Data Analysis Techniques............................................................................  44 

 3.9 Validity and Reliability ................................................................................  46 

  3.9.1 Validity Test.............................................................................................  46 

  3.9.2 Reliab ility Test ........................................................................................  47 

 3.10 Hypothesis Test  ..........................................................................................  48 

CHAPTER 4: DISCUSSION AND ANA LYSIS .................................................  49 

 4.1 Respondent Characteristics..........................................................................  49 

 4.2 Descrptive Statistic Variable Research......................................................  50 

  4.2.1 Descriptive Statistics Variable of Green Brand Knowledge (X1)...  51 

  4.2.2 Descriptive Statistic Variable o f Environmental Knowledge (X2) .  54 

  4.2.3 Descriptive Statistic Variable o f Environmental Concern (X3) ......  55 

4.2.4 Descriptive Statistic Variable of Attitude towards Green Brand 

(Y1)............................................................................................................  56 

  4.2.5 Descriptive Statistic Variable o f Intention to Stay (Y2) ...................  58 

 4.3 Test assumptions Structural Equation Modeling (SEM) ........................  58 

  4.3.1 Normality Test .........................................................................................  58 

  4.3.2 Validity Test.............................................................................................  60 

  4.3.3 Reliab ility Test ........................................................................................  62 

  4.3.4 Evaluation of The Suitability Models ..................................................  66 

  4.3.5 Model Test Match ...................................................................................  67 

  4.3.6 Hypotheses Test ......................................................................................  68 

 4.4 Discussion.......................................................................................................  70 



x 
 

 4.4.1 Green Brand Knowledge affects toward Attitude towards Green 

Brand…………………………………………………………….. 70 

  4.4.2 Environmental Knowledge significantly affects toward Attitude 

towards Green Brand .............................................................................  72 

  4.4.3 Environmental Concern significantly affects toward Attitude 

towards Green Brand .............................................................................  73 

  4.4.4 Attitude towards Green Brand significantly affects toward 

Intention to Stay in Singgasana Hotel Surabaya ...............................  74 

  4.4.5 Green Brand Knowledge affects  significantly toward Intention to 

Stay in Singgasana Hotel Surabaya through Attitude towards 

Green Brand  ............................................................................................  77 

  4.4.6 Environmental Knowledge affects significantly toward Intention 

to Stay in Singgasana Hotel Surabaya through Attitude towards 

Green Brand  ............................................................................................  77 

  4.4.7 Environmental Concern does not affect significantly toward 

Intention to Stay in Singgasana Hotel Surabaya through Attitude 

towards Green Brand .............................................................................  78 

CHAPTER 5: CONCLUSION AND SUGGESTION .........................................  80 

 5.1 Conclusion ......................................................................................................  80 

 5.2 Suggestion  .....................................................................................................  81 

REFERENCES 

APPENDIX 

 

 

 

 

 

 



xi 
 

 LIST OF TABLES 

 

Table    Page 

3.1 Goodnes-of-fit Index…………………………………………………….. 46 

4.1 Age of Respondents.............................................................................................  49 

4.2 Know about Concept of Green Environment ..................................................  50        

4.3 Know about Green Hotel ....................................................................................  50 

4.4 Interval Ratings ....................................................................................................  51 

4.5 Descriptive Statistics Variable of Green Brand Knowledge ........................  51 

4.6 Descriptive Statistics Variable of Environmental Knowledge.....................  54 

4.7 Descriptive Statistics Variable of Environmental Concern ...........................  55 

4.8 Descriptive Statistics Variable of Attitude towards Green Brand ................. 56 

4.9 Descriptive Statistics Variable of Intention to Stay ......................................... 57 

4.10 Result Test of Univariate Normality  ............................................................... 59 

4.11 Result Test of Multivariate Normality  ............................................................ 60 

4.12 Result Test of Validity Test ............................................................................... 60 

4.13 Reliability Test of Green Brand Knowledge (X1) ......................................... 63 

4.14 Reliability Test of Environmental Knowledge (X2)  ..................................... 64 

4.15 Reliability Test of Environmental Concern (X3)  ........................................... 64 

4.16 Reliability Test of Attitude towards Green Brand (Y1) ................................ 65 

4.17 Reliability Test of Intention to Stay (Y2) ........................................................ 66 

4.18 Overall Sitability Testing Model....................................................................... 67 

4.19 Hypotheses Test ................................................................................................... 68 

 

  



xii 
 

LIST OF FIGURES 

 

Figure 2.1. Research Model......................................................................................  37 

  



xiii 
 

LIST OF APPENDIX 

 

Appendix 1.Questionnaire 

Appendix 2. Recapitulation of Questionnaire  

Appendix 3. Characteristic of Respondent 

Appendix 4. Descriptive Statistics Variable Research 

Appendix 5.  Normality Test 

Appendix 6. Validity Test 

Appendix 7. Reliability Test 

Appendix 8. Model Test Match 

Appendix 9. Hypotheses Test 

Appendix 10. Output Lisrel 

Appendix 11. Estimates Diagram 

Appendix 12. Standarized Solution’s Diagram 

Appendix 13. T-Value’s Diagram 

  



xiv 
 

The Influence of Green Brand Knowledge, Environmental Knowledge, 
and Environmental Concern with the Mediating Role of Attitude 
towards Green Brand on Intention to Stay in Singgasana Hotel 

Surabaya 

 
 

ABSTRACT 
 

This study was conducted to examine the influence of Green Brand 
Knowledge, Environmental Knowledge, and Environmental Concern with 
the mediating role of Attitude Towards Green Brand on  Intention To Stay 
in Singgasana Hotel Surabaya. 

This research used non probability sampling of 110 people in 
Surabaya with characteristics know about green environment and concept of 
green hotel with an age  ≥ 17 years old. This study used Structural Equation 

Modeling (SEM) as a data analysis technique with LISREL program.  
The results of this study is there is positive and significant effect of 

Green Brand Knowledge and Environmental Knowledge to Attitude 
Towards Green Brand. There is positive and significant effect of Attitude 
Towards Green Brand to Intention to Stay in Singgasana Hotel Surabaya. 
There is positive and significant effect of Green Brand Knowledge and 
Environmental Knowledge on Intention to Stay in Singgasana Hotel 
Surabaya through mediating role of Attitude towards Green Brand. 
However, there is negative and not significant effect of Environmental 
Concern to Attitude towards Green Brand. It has also negative effect of 
Environmental Concern to Intention to Stay in Singgasana Hotel Surabaya 
through Attitude towards Green Brand.  

Suggestions for further research, additional factors that influence 
attitude towards green brand and intention to stay in green hotel can also be 
added, such as demography and level of education. Suggestion for 
government, green hotel management, and society are enhancing the 
knowledge and concern about environmental issue and green brand through 
positive attitude and action. So, the positive cognitive component (beliefs ) 
and affective component may represent more good intentions of buying and 
using green product, in this case intention to stay in green hotel, in the 
future, especially Surabaya people.  

 
Keywords: Green Brand Knowledge, Environmental Knowledge, 

Environmental Concern, Attitude Towards Green Brand, 
Intention To Stay, Green Hotel, Green Product 
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The Influence of Green Brand Knowledge, Environmental Knowledge, 

and Environmental Concern with the Mediating Role of Attitude 
towards Green Brand on Intention to Stay in Singgasana Hotel 

Surabaya 

 
ABSTRAK 

Penelitian ini dilakukan untuk mengetahui pengaruh Pengetahuan 
Merek Hijau, Pengetahuan Lingkungan, dan Kepedulian Lingkungan 
dengan peran mediator Sikap terhadap Merek Hijau pada Niat untuk 
Menginap di Hotel Singgasana Surabaya.  

Penelitian ini menggunakan non probability sampling sebanyak 
110 orang di Surabaya dengan karakteristik pengetahuan tentang 
lingkungan hijau dan konsep green hotel dengan usia ≥17 tahun. Penelitian 

ini menggunakan Structural Equation Modelling (SEM)  sebagai teknik 
analisis data dengan program LISREL.  

Hasil penelitian ini adalah ada pengaruh positif dan signifikan dari 
Pengetahuan Merek Hijau dan Pengetahuan Lingkungan terhadap Sikap 
terhadap Merek Hijau. Ada pengaruh positif dan signifikan Sikap terhadap 
Merek pada Intensi untuk Menginap di Hotel Singgasana Surabaya. Ada 
pengaruh positif dan signifikan dari Pengetahuan Merek Hijau dan 
Pengetahuan Lingkungan pada Intensi untuk Menginap di Hotel Singgasana 
Surabaya melalui peran mediasi Sikap terhadap Merek Hijau. Namun, ada 
pengaruh negatif dan tidak signifikan dari Kepedulian Lingkungan terhadap 
Sikap terhadap Merek Hijau. Hal ini juga berdampak negatif terhadap 
Kepedulian Lingkungan pada Niat untuk Menginap di Hotel Singgasana 
Surabaya melalui Sikap terhadap Merk Hijau.  

Saran untuk penelitian lebih lanjut, faktor tambahan yang 
mempengaruhi sikap terhadap green brand dan niat untuk menginap di 
green hotel juga bisa ditambah, seperti demografi dan tingkat pendidikan. 
Saran bagi pemerintah, manajemen green hotel dan masyarakat semakin  
meningkatkan pengetahuan dan kepedulian terhadap isu lingkungan dan 
merek hijau melalui sikap dan tindakan positif. Jadi di masa mendatang, 
komponen kognitif positif (kepercayaan) dan komponen afektif dapat 
mewakili niat baik membeli dan menggunakan produk hijau, dalam hal ini 
niat untuk menginap di green hotel, terutama masyarakat Surabaya. 

 
Kata Kunci : Pengetahuan Merek Hijau, Pengetahuan Lingkungan, 

Kepedulian Lingkungan, Sikap Terhadap Merek Hijau, 
Niatuntuk Menginap, Green Hotel, Produk Hijau 


