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Pengaruh Green Value, Emotional Value,  dan Environment Conscious 
terhadap Repurchase Intention melalui Perceived Quality pada Ranch 

Market Surabaya 
 

ABSTRAK 
 

Bisnis ritel di Indonesia semakin hari semakin diminati. Pada saat ini 
banyak ditemukan ritel dengan konsep yang berbeda-beda agar menarik 
minat konsumen untuk berbelanja pada ritel mereka. Pengusaha ritel dan 
produsen produk berlomba-lomba menciptakan ide kreatif dalam membuat 
produknya berbeda dari produk yang lain, demi menarik minat konsumen 
untuk membeli produk mereka salah satunya yaitu green product. 

Penelitian ini ingin mengetahui dan menjelaskan pengaruh green 
value, emotional value,  dan environment conscious terhadap repurchase 
intention melalui perceived quality pada Ranch Market Surabaya. Teknik 
analisis data yang digunakan adalah SEM (Structural Equation Modelling) 
dan menggunakan program LISREL. 

Penelitian ini mengambil 100 responden sebagai sampelnya yang 
berusia minimal 17 tahun, yang setiap kali perbelanjaannya selalu terdapat 
produk ramah lingkungan, dan pendapatan per bulan Rp 500.000,- s/d Rp 
3.000.000,-. 

Kesimpulannya adalah terbukti adanya pengaruh green value, 
emotional value,  dan environment conscious yang positif dan signifikan 
terhadap repurchase intention melalui perceived quality pada Ranch Market 
Surabaya. 

 
Kata kunci: Green Value; Emotional Value; Environment Conscious; 

Perceived Quality; Repurchase Intention. 
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The Effect of Green Value, Emotional Value,  and Environment 
Conscious to Repurchase Intention through Perceived Quality for Ranch 

Market Surabaya 
 
 

ABSTRACT 
 

Retail business in Indonesia recently become an attractive business. 

These days, many retail found with different concepts in order to attract 

consumers to shop at their retail. Retail entrepreneurs and product 

manufacturers are competing to create creative ideas in making their 

products different from other products, in order to attract consumers to buy 

their products one of which is green product. 

This research is developed to discover and describe the effect of 

green value, emotional value, and environment conscious to repurchase 

intention through perceived quality for Ranch Market Surabaya. The 

analytical data technique that is used during this research is SEM 

(Structural Equation Modeling) and it also used LISREL program. 

This research collect the data from 100 respondents as a sample 

which consisted of people above 17 years old, on every time shopping there 

are always green products. 

The results show that: (1) green value has a positive effect toward 

perceived quality; (2) emotional value has a positive effect toward 

perceived quality; (3) environment conscious has a positive effect toward 

perceived quality; (4) perceived quality has a positive effect toward 

repurchase intention; (5) green value has a positive effect on repurchase 

intention through perceived quality; (6) emotional value has a positive 

effect on repurchase intention through perceived quality; (7) environment 

conscious has a positive effect on repurchase intention through perceived 

quality 

 
Keywords: Green Value; Emotional Value; Environment Conscious; 

Perceived Quality; Repurchase Intention. 


