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ABSTRAK 
Penelitian ini bertujuan untuk meneliti pengaruh green innovation of 

fashion brands, perceived novelty, dan green perception terhadap green purchase 
intention dengan peran consumer innovation sebagai moderasi pada sepatu Nike 
“Space Hippie”. Penelitian ini menggunakan pendekatan kuantitatif dengan 
metode pengumpulan data melalui survey. Kuesioner disebarkan secara online 
dengan menggunakan Google Form dengan total jawaban responden yang 
berjumlah 200 orang. Responden merupakan individu yang belum pernah 
membeli produk sepatu Nike “Space Hippie”.  Skala Likert 5 poin digunakan 
untuk mengukur tingkat kesetujuan responden terhadap masing-masing indikator 
formatif dan reflektif. Selanjutnya, jawaban responden diolah menggunakan 
aplikasi Partial Least Square (PLS) serta melalui teknik analisis data Structural 
Equation Model (SEM). Hasil penelitian menunjukkan bahwa green innovation of 
fashion brands, perceived novelty, dan green perception memiliki pengaruh 
positif terhadap green purchase intention. Peran moderasi consumer innovation 
pada hubungan green innovation of fashion brands terhadap perceived novelty 
juga berpengaruh positif signifikan. Namun menariknya, peran moderasi 
consumer innovation pada hubungan perceived novelty terhadap green purchase 
intention ternyata tidak berpengaruh signifikan. 

Kata Kunci: Green Innovation Of Fashion Brands, Perceived Novelty, Green 
Perception, Green Purchase Intention, Consumer Innovation. 
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ABSTRACT 
 This study aimed to analyze the effect of green innovation of fashion 
brands, perceived novelty, and green perception on green purchase intention with 
the role of consumer innovation as moderating on Nike "Space Hippie" shoes. 
This study uses a quantitative approach with data collection methods through 
surveys. Questionnaires were distributed online using Google Forms with a total 
of 200 respondents' answers. Respondents are individuals who have never bought 
a Nike “Space Hippie” shoe product. A 5-point Likert scale was used to measure 
the level of respondents' agreement with each of the formative and reflective 
indicators. Furthermore, respondents' answers were processed using the Partial 
Least Square (PLS) application and through the Structural Equation Model (SEM) 
data analysis technique. The results showed that green innovation of fashion 
brands, perceived novelty, and green perception had a positive effect on green 
purchase intention. The moderating role of consumer innovation on the 
relationship between green innovation of fashion brands and perceived novelty 
also has a significant positive effect. But interestingly, the moderating role of 
consumer innovation on the relationship between perceived novelty and green 
purchase intention did not have a significant effect. 

Keywords: Green Innovation Of Fashion Brands, Perceived Novelty, Green 
Perception, Green Purchase Intention, Consumer Innovation. 
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