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Zorlien Light Emitting Diode products moderated by internet  Orientation; buying interest
technology, study on Students at the Universitas 17 Agustus 1945 o
Jakarta. This type of research is explanatory research. The ABIRCU
population in this study are consumers who have purchased

Zorlien Light Emitting Diode products. The sample in this study

are 97 respondents with the criteria of every consumer met and

who had bought or had not used but already had a Zorlien Light

Emitting Diode product. The type of data used in this research is

guantitative data. Data analysis are tested with inner model
measurement through coefficient of determination and value of

path coefficients. Based on the results of the study, it shows that

green marketing has significant effect on buying interest, brand

image has insignificant effect on buying interest, brand equity has

significant effect on buying interest, customer orientation has
insignificant effect on buying interest, and internet technology has
insignificant effect on buying interest. Moderation of internet

technology in green marketing has insignificant effect on buying

interest. Moderation of internet technology on brand image has
insignificant effect on buying interest. Moderation of internet

technology on brand equity has significant effect on buying

interest. Moderation of internet technology on customer

orientation has insignificant effect on buying interest.

|. Introduction

Green marketing which is a big problem faced by humans is global warming. Global
warming is related to nature and the occurrence of environmental changes. The impact of
global warming can fully affect aspects of people's lives. Apart from the rapid changes in
global warming, people encourage people to preserve nature so as not to be polluted by
global warming. The goal is to care for the community towards the environment and create
a better environment with the development of an increasingly rapid marketing
environment. From the issue of global warming, society plays an important role as
consumers in forming a friendly environment to preserve nature and the product company
Zorlien Light Emitting Diode creates an environmentally friendly environment that does
not have an impact on changing people's lives.

Green marketing is a concept that includes all marketing activities developed to
stimulate and maintain environmentally friendly consumer behavior. Green marketing
manipulates four main principles, namely by providing goods, providing environmentally
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friendly services to consumers, promoting and sponsoring environmentally friendly
products for services offered from the advantages of environmental preservation
(Rachmawati and Hasbi, 2020). From green marketing, it can be a benchmark for brand
image marketing.

Marketing is a process of planning and execution, starting from the conception stage,
pricing, promotion, to the distribution of goods, ideas and services, to make exchanges that
satisfy the individual and his institutions (Dianto in Asmuni et al, 2020). According to
Tjiptono in Marlizar (2020) marketing performance is a function that has the greatest
contact with the external environment, even though the company only has limited control
over the company's environment. In the world of marketing, consumers are assets that must
be maintained and maintained their existence in order to remain consistent with the
products we produce (Romdonny and Rosmadi, 2019).

Green marketing is the marketing of environmentally friendly products and services.
It is becoming more popular as more people become concerned with environmental issues
and decide that they want to spend their money in a way that is kinder to the planet. Green
marketing can involve a number of different things, such as creating an eco-friendly
product, using eco-friendly packaging, adopting sustainable business practices, or focusing
marketing efforts on messages that communicate a product’s green benefits. This type of
marketing can be more expensive, but it can also be profitable due to the increasing
demand. For example, products made locally in North America tend to be more expensive
than those made overseas using cheap labor, but they have a much smaller carbon footprint
because they don’t have to fly across the globe to get here. For some consumers and
business owners, the environmental benefit outweighs the price difference.

Brand image is a set of associations about a brand that is stored in the minds or
memories of consumers. One that affects brand image is quality, trustworthiness, usability,
price and the image owned by the brand itself to sell products and marketing media as an
introduction to the Zorlien Light Emitting Diode brand or brand to consumers and will be
remembered in consumer memory (Sawitri and Rahanatha, 2019). From memory,
consumer memory becomes a set of consumer beliefs about a particular brand. Brand
image is a memory scheme for a brand that refers to consumers' interpretations of what
consumers think and feel when they hear the name of a brand. Measurement of brand
image is based on aspects of a brand, namely a brand that is easy to remember, a brand that
is easily recognized and a good brand reputation. Brand image as a marketing medium by
the company because to offer a product a marketer must be able to touch the hearts and
feelings of consumers with emotional experiences so that consumers are touched by the
name of a brand.

Customer-based brand equity is the differential effect that brand knowledge has on
consumer responses to the marketing of the brand. In other words, brand equity has four
responses to customers, namely brand awareness, perceived quality, brand associations,
and brand loyalty to be the driving force in marketing the brand. Thus, a brand that is
already recognized by consumers can have a high value on brand equity. The higher the
value of equity, the stronger the attractiveness of consumers to consume the product (Salim
et al., 2016). Brand equity is a set of assets for companies related to a brand design that can
increase or decrease the value of an item or service to customers. Brand equity is the
increase in conformity that companies or consumers expect from a product's brand name.

Buying interest is part of the behavioral component in consuming attitudes.
According to Assael (2001) buying interest is the tendency of a consumer to buy a brand or
also take actions related to purchases which are assessed from the consumer's opportunity
to make a purchase. Buying interest has four measurement principles in consumer actions
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related to buying interest, namely transactional interest, referential interest, referential
interest and exploratory interest as the opportunity value of consumer interest to consume
(Rachmawati and Hasbi, 2020). Buying interest is consumer behavior that arises as a result
of a response to an object that shows the consumer's desire to make a purchase. Buying
interest is a sense of interest experienced by consumers in a product and is influenced by
attitudes outside the consumer itself.

The following is data on buying interest in the sale of the company Zorlien Light
Emitting Diode in October 2021:

P THANTRA KARYA XUKSES
PonjuibamPor Salompok Basung Pur NE

[ S 108 ““l
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L€

Source: PT. Trimitra Karya Sukses (2021)
Figure 1. Sales Chart

From this data, they are consumers who have consumed Zorlien Light Emitting
Diode products by repurchasing through marketing media. In the October 2021 sale,
consumer buying interest in Zorlien Light Emitting Diode products that are in great
demand by consumers, namely the first light emitting diode A-Bulb product is around
56.66%, the second is Zorlien Light Emitting Diode T-Bulb product is around 39.37% and
the third is Zorlien Light Emitting Diode Bulb is about 3.96%.

Market orientation defines as organizational culture that is most effective in creating
the behaviors essential for the creation of superior value for buyers as well as performance
in business. Because, customer orientation on Zorlien Light Emitting Diode can put a high
value on buying the product, the more attractive it is to market the brand's product, the
higher the buying interest and the greater the orientation to the market (Jatmiko, 2015).

A light emitting diode is an electronic component that can emit monochromatic light
when a forward voltage is applied. Light emitting diodes are made of a semi-conductor
type of diode that is capable of emitting light. The light emitting diode on this Zorlien
Light Emitting Diode product has a product quality that can last up to a usage time of
20,000/hour, brighter light for lighting, a one-year warranty and energy savings of up to
80%.

The internet is a collection of computers around the world connected to each other
via a high speed series of networks. The Internet becomes the main method in exchanging
cultures and transferring knowledge between people. All connected computers and
networks exchange information and use various services. The internet carries many
applications and services, most prominently the world wide web, including social media,
electronic mail, mobile applications, multiplayer online games, Internet telephony, file
sharing, and streaming media services. Internet technology as a marketing medium. The
internet as an electronic medium for a brand to convey information about the use of
products through online shopping using internet-based applications such as Instagram,
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Facebook, and WhatsApp or using e-commerce such as Shopee, Tokopedia, and Lazada.
We can also rely on marketing media to display product advertisements that we will
market with online order processing applications (Widiana et al., 2012).

This study aims to analyze effect of green marketing, brand image, brand equity, and
customer orientation on buying interest in Zorlien Light Emitting Diode products
moderated by internet technology, study on Students at the Universitas 17 Agustus 1945
Jakarta.

I1. Research Method

This type of research is explanatory research. Explanatory research is an explanation
and aims to test a theory or hypothesis in order to strengthen or even reject the theory or
hypothesis of existing research results (Asyraini et al., 2022, Octiva, 2018). Explanatory
research is a research method that explores why something occurs when limited
information is available. It can help you increase your understanding of a given topic,
ascertain how or why a particular phenomenon is occurring, and predict future occurrences
(Octiva et al., 2018; Pandia et al., 2018; Pandiangan, 2015).

The population in this study are consumers who have purchased Zorlien Light
Emitting Diode products. The sample in this study are 97 respondents with the criteria of
every consumer met and who had bought or had not used but already had a Zorlien Light
Emitting Diode product. Determination of the sample is determined by purposive sampling
method, namely taking samples from the population by determining certain criteria to get a
representative sample (Pandiangan, 2018; Pandiangan et al., 2021).

The type of data used in this research is quantitative data. Quantitative data aims to
explain the relationship between variables X and Y (Pandiangan et al., 2022).

Data analysis are tested with inner model measurement through coefficient of
determination and value of path coefficients. Coefficient of determination of the ability of
all independent variables in explaining the dependent variable (Octiva et al., 2021;
Pandiangan et al., 2018). The higher the r-square value, the better the prediction model of
the proposed research model. Value of path coefficients indicates the level of significance
in hypothesis testing (Pandiangan, 2022; Tobing et al., 2018).

I11. Results and Discussion

3.1 Inner Model Measurement

Inner model measurement can be evaluated by looking at the r-square (reliability
indicator) for the dependent construct and the t-statistical value of the coefficient test. In
this study the dependent variable is variable of buying interest and internet technology as a
moderating variable. While the independent variables are green marketing, brand image,
brand equity, and customer orientation.

Table 1. R-Square (R?)

. R Square
Variable R Square Adijusted
Buying Interest 0.731 0.703

Source: Smart PLS Version 3.3.3 Data Processing (2022)
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Based on Table 1, the value in the original sample is 0.731 for buying interest as
construct. The results of this r-square model reveal that effect of green marketing, brand
image, brand equity, and customer orientation on buying interest to the feasibility of this
research model is 73.1%, while the rest is 26.9% is can be influenced by other variables.

3.2 Path Coefficients

Table 2. Path Coefficients

Variable S;;EI?%) T Statistics P Value
N o | oos | o | ows
N | o | om0 | ow
N | _oms | oan | oo
N | o | ise | o
¥ Buying Intrest 0354 4283 i
> Buying Inerest 0184 - i
v Buying Inerest | 0088 07 -
5 Buying st | 0188 oL i

Source: Smart PLS Version 3.3.3 Data Processing (2022)

Based on the results of the study, it shows that green marketing has significant effect
on buying interest, brand image has insignificant effect on buying interest, brand equity
has significant effect on buying interest, customer orientation has insignificant effect on
buying interest, and internet technology has insignificant effect on buying interest.

Moderation of internet technology in green marketing has insignificant effect on
buying interest. Moderation of internet technology on brand image has insignificant effect
on buying interest. Moderation of internet technology on brand equity has significant effect
on buying interest. Moderation of internet technology on customer orientation has
insignificant effect on buying interest.
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1VV. Conclusion

Based on the results of the study, it shows that green marketing has significant effect
on buying interest, brand image has insignificant effect on buying interest, brand equity
has significant effect on buying interest, customer orientation has insignificant effect on
buying interest, and internet technology has insignificant effect on buying interest.
Moderation of internet technology in green marketing has insignificant effect on buying
interest. Moderation of internet technology on brand image has insignificant effect on
buying interest. Moderation of internet technology on brand equity has significant effect on
buying interest. Moderation of internet technology on customer orientation has
insignificant effect on buying interest.

Suggestions

1. Seller
According to the data that has been collected, users of Zorlien Light Emitting Diode
products are in a fairly high category, namely the assessment of green marketing, brand
image, brand equity, customer orientation, and internet technology. Therefore, the
marketing management of PT. Trimitra Karya Sukses is suggested to be more directed
at distribution and retail sales to be able to improve again the factors of green
marketing, brand image, brand equity, customer orientation, and internet technology
that have a positive effect on buying interest.

2. Further Research
Recondition the limitations that exist in this study by attracting the sample quantity and
data collection techniques to obtain complex results. Further research is expected to
expand the research by including other variables, some of which are customer
relationship management, customer retention, customer experience, electronic word of
mouth, brand trust, and others that can measure buying interest.
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