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hjctps- o Penelitian ini bertujuan untuk menganalis dan
//]u.rn.alekonomlzumsla. membahas pengaruh green product, green price,
ac.id/index.php/jekma green place dan green promotion terhadap

minat beli konsumen pada produk tupperware
(studi kasus pada mahasiswa Manajemen
Fakultas Ekonomi Universitas Islam
Lamongan). Metode penelitian yang digunakan
adalah penelitian kuantitatif. Sample yang

digunakan merupakan nonprobability sampling

Kata Kunci: dengan teknik purposive sampling dengan
green marketing, green jumlah 100 responden. Analisis data yang
product, green price, digunakan adalah wvaliditas, reliabilitas, uji
green place, green asumsi klasik dan regresi linear berganda
promotion, minat beli dengan menggunakan software SPSS 20. Model

matematika diperoleh
Y =5,884 4+ 0,079X, + 0,180X, + 0,097X5 +
0,150X, sebagai representasi pengaruh green
product, green price, green place dan green
promotion terhadap minat beli konsumen pada
produk Tupperware. Hasil penelitian
menunjukkan bahwa ada pengaruh positif
antara green product, green price, green place
dan green promotion pada produk tupperware
terhadap minat beli mahasiswa manajemen
Universitas Islam lamongan. Hasil nilai
koefisien determinasi (R?) sebesar 0,185,
artinya green product, green price, green
promotion dan green promotion berkontribusi
mempengaruhi minat beli konsumen sebesar
18.5% sedangkan sisanya sebesar 81.5%
dipengaruhi oleh variabel lain di luar variabel
yang diteliti oleh peneliti
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This study aims to analyze and discuss the
effect of green product, green price, green place
and green promotion on consumer buying
interest in tupperware products (case study in
Management students of the Faculty of
Economics, Lamongan Islamic University). The
research method used is quantitative research.
The sample used is nonprobability sampling
with a purposive sampling technique with a
total of 100 respondents. Data analysis used
was validity, reliability, classic assumption test
and multiple linear regression using SPSS 20.
Mathematics models for the influence between
green products and green prices on Tupperware
products Y =5,884 + 0,079X; + 0,180X, +
0,097X5; + 0,150X,. The results showed that
there was a positive influence between green
product, green price, green place dan green
promotion on Tupperware products on buying
interest of Lamongan Islamic University
management students. The results of the
coefficient of determination (R?) of 0.185,
meaning that green products, green prices,
green place, and green promotion contribute to
influence consumer buying interest by 18.5%
while the remaining 81.5% 1is influenced by
other variables outside the variables studied by
researchers
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