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Abstract
Purpose: To determine the influence of Eco Friendly Awareness and Product Visual partially and simultaneously on Purchase Interest of Hand-drawn Batik
Methodology/approach: This research involved 70 consumers of hand-drawn Klampar batik at CV. Bintang Abadi Proppo Pamekasan. Used is multiple linear regression. data processing using SPSS
Results/findings: Based on the calculation results using the t test, the calculated t for the Eco Friendly Awareness variable (X1) was 9.588 and can be consulted with the t-table of 1.99547.
So it can be concluded that the Eco Friendly Awareness variable (X1) has a partial and significant influence on the Purchase Interest variable (Y). So it can be concluded that the Eco Friendly Awareness variable (X1) has a partial and significant influence on the Purchase Interest variable (Y).
Conclusions: So it can be concluded that the Eco Friendly Awareness variable (X1) has a partial and significant effect on the Purchase Interest variable (Y). While the Visual Product variable (X2) is known to have a calculated t value of 5.212 and if consulted with the t table of 1.99547, it can be obtained that the calculated t value is > t table and the significance level of the calculated t value is < t table (0.000 < 0.05). 
Limitations: Only Discusses The Influence of Eco-Friendly Awareness and Product Visuals on Purchase Interest in Hand-Written Batik
Contribution: The coefficient of determination value of R square is 0.380 or 38.0% which indicates that there is an increase in the Purchase Interest Variable (Y) influenced by the Eco Friendly Awareness variable (X1) and the Product Visual variable (X2), while the remainder (100%-82.1%=17.1%) is influenced by other factors not examined in this study.
.
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1. Introduction

1.1 Background

The fashion industry has a huge impact on the environment, accounting for around 10% of carbon emissions, with the textile sector being one of the largest waste contributors in the world (Eshandriana, 2023). So environmental pollution not only impacts the environment but also impacts public health and sustainable development (Zainul Fathoni, 2024) In an effort to reduce these negative impacts, the trend for environmentally friendly products is increasing, including in the batik industry.
Hand-drawn batik as a culture-based product has great potential to be developed with an eco-friendly approach, because most of the production process uses natural materials and traditional techniques that minimize pollution (Ridwan Sahara, 2025) (Putri,R.A.,&Santoso, 2021) 
Batik is one of Indonesia's cultural heritages that has been recognized by UNESCO as an Intangible Cultural Heritage since 2009 (Salsa Desriani, 2025). One type of batik that has high artistic value is hand-drawn batik. which is made manually using canting and hot wax to form motifs on the fabric.
The complicated manufacturing process and long processing time make hand-drawn batik have a higher price than stamped batik or printed batik (Jessica Lorensia Adelina, 2025) (Santoso,A.,&Prasetyo, 2020) However, despite its uniqueness and high cultural value, people's interest in buying hand-drawn batik still faces several challenges, especially related to environmental awareness and the product's visual appeal. In recent years, awareness of sustainability and environmentally friendly products has increased.
 		Utilization of raw materials originating from nature as renewable resources such as plant fibers and dyes from plants (Dwi Wiji Lestari, 2025) Consumers are now starting to consider eco-friendly awareness aspects in their purchasing decisions, by choosing products that use environmentally friendly materials(Jessica Lorensia Adelina, 2025) Hand-drawn batik using natural dyes is more popular because it is more environmentally friendly, reduces chemical waste, and does not have adverse health effects.
Awareness of the environmental impact of the batik production process still needs to be increased (Lutfi Maulana Hakim, 2018) (Widyaningrum, 2020)
Apart from sustainability factors, the visual aspect of the product also plays an important role in attracting consumer purchasing interest (Philip Kotler, 2021). Hand-drawn batik has advantages in terms of unique motifs, distinctive color combinations, and high artistic value (Philip Kotler, 2021).
Despite its advantages in terms of environmental friendliness and product visuals, hand-drawn batik still faces challenges in increasing consumer purchasing interest.
The relatively higher price compared to stamped and printed batik is often an obstacle for some people in buying hand-drawn batik.
In addition, the lack of education regarding the manufacturing process and the uniqueness of hand-drawn batik also causes many consumers to prefer batik that is cheaper and more easily (Dyah Budi Yuniarti, 2023) (Rahmawati, 2022)
Environmentally friendly awareness (eco-friendly awareness) is the level of consumer understanding, attention and concern for environmental issues, as well as actions that support environmental conservation.
According to Gadenne, (2011) Eco-friendly awareness includes awareness of a product's environmental impact as well as a preference for products that are produced in an environmentally friendly manner.
In the context of this research, eco-friendly awareness refers to the extent to which consumers understand the benefits of environmentally friendly products such as ecoprint batik.
Consumers with high environmental awareness tend to prefer products that are produced responsibly and do not damage the ecosystem.
The product visuals in hand-drawn batik objects refer to the aesthetic appearance which includes motifs, colors, compositions, and design details which influence consumers' perceptions and attraction to hand-drawn batik. Product visuals are the main factor in forming the image and value of batik, because they reflect the beauty, quality and cultural identity contained in each pattern and color.
(Philip Kotler, 2021).

Purchase interest is a person's tendency or intention to buy a product based on certain factors
Philip Kotler, (2021), According to Ferdinand, (2014) Purchase interest is an indicator of consumer behavior that shows their potential to make purchases in the future.
Purchase interest reflects a person's potential to become a consumer.
In this real Purchase interest refers to the extent to which consumers are interested in purchasing hand-drawn batik after considering eco-friendly awareness and product visual factors.



Consumer awareness of environmentally friendly products (eco-friendly awareness) plays an important role in purchasing decisions.
Consumers who have a high level of environmental awareness tend to choose products that are sustainable and have a lower environmental impact.
(Chen,T.B.,&Chai, 2010) This shows that the higher the public's awareness of environmentally friendly products, the more likely they are to purchase products that meet sustainability standards, including hand-drawn batik.
Previous research has focused more on the sustainability aspect in the fashion industry in general without specifically highlighting the role of product visuals in increasing interest in buying hand-drawn batik.
(Niinimäki, K., Peters,G., Dahlbo,H., Perry, P.,Rissanen, T., &Gwilt, 2020) (D’Souza, C., Taghian, M.,&Lamb, 2007). In addition, there is still little research examining how consumer perceptions of the aesthetics of hand-drawn batik can influence purchasing decisions in the context of environmentally friendly products.
Therefore, this study aims to fill this gap by examining the relationship between eco-friendly awareness, product visuals, and purchase interest in hand-drawn batik, as well as providing strategic recommendations for the batik industry.

This research is important to conduct because it has the following reasons:

1.  Therefore, this study aims to fill this gap by examining the relationship between eco-friendly awareness, product visuals, and purchase interest in hand-drawn batik, as well as providing strategic recommendations for the batik industry.

2. By understanding the influence of eco-friendly awareness and product visuals on purchasing interest, hand-drawn batik producers can design more effective marketing strategies, thereby increasing the competitiveness of their products in local and international markets.

2. LITERATURE REVIEW

2.1 Previous research

The previous references used in compiling this research are as follows:

Santoso,A.,&Prasetyo, (2020) This study examines the influence of product visuals on traditional fashion purchase intention. This study uses a quantitative approach with linear regression analysis based on a survey of 200 respondents.
The results show that the aesthetic aspects of design and color have a significant influence on consumer purchasing interest in traditional fashion products Widyaningrum, (2020) Using quantitative methods and Pearson correlation tests, this study collected data from 250 respondents.
The results show that consumers who have high environmental awareness are more likely to choose batik with natural dyes compared to conventional batik.
Rahmawati, (2022) This study examined consumer perceptions of hand-drawn batik and its influence on purchasing decisions. Using a quantitative method with the SEM-PLS approach, this study involved 300 respondents.
The results of the study show that the product visuals, especially the motifs and color combinations of hand-drawn batik, are more dominant than the price factor in attracting consumer purchasing interest.

Based on previous research that already exists, there are several differences with the research that will be carried out by the researcher, namely
a.  Previous research focused on various factors influencing consumer behavior and sustainable fashion, while this study specifically examines the influence of eco-friendly awareness and product visuals on purchase intention for hand-drawn batik.
b.   The indicators of independent variables (ECO Friendly Awareness and product visuals) and dependent variables (purchase interest) used in this study are different from previous studies.
c. This study uses ECO Friendly Awareness and product visuals as independent variables, while the dependent variable studied is the purchase interest of hand-drawn batik users. This is different from previous studies that may use different independent and dependent variables.

2.2 Theoritical  Basis	

2.2.1 Eco Friendly Awarenes

a.   The definition of Eco Friendly Awareness is the awareness to use cheaper materials and processes.  (Kim&Seock, 2019).
Hand-drawn batik produced with natural dyes has a lower environmental impact and is safer for human health than stamped or printed batik .(Widyaningrum, 2020). Menurut Rahmawati (2022), eco-friendly awareness In the context of the batik industry, consumer awareness of the importance of choosing batik produced using environmentally friendly methods, such as hand-drawn batik that uses natural dyes and biodegradable materials.
Environmentally conscious consumers tend to have a higher purchasing interest in hand-drawn batik because they appreciate its aesthetic and sustainability values ​​compared to stamped or printed batik.
In according to Gadenne,et al.(2011) Eco-friendly awareness is the awareness of the importance of protecting the environment, which motivates individuals to change their consumption behavior to be more environmentally friendly.
Based on the various definitions above, eco-friendly awareness in the context of hand-drawn batik refers to consumers' awareness of the environmental impact of the batik industry, as well as their tendency to choose hand-drawn batik because it is more environmentally friendly, supports local artisans, and has higher artistic value than stamped or printed batik. This awareness plays a crucial role in driving demand for hand-drawn batik, supporting the sustainability of the creative industry, and helping reduce the environmental impact of textile waste and synthetic dyes.
b.   Indikator ECO Friendly Awarenes

Indicator Eco-friendly awareness according to Chen,T.B.,&Chai, (2010) 

1.   Environmental Knowledge 
2.   Environmental Concern 
3.   Green Purchase Intention 
4.   Perceived    Consumer    
5. Environmental Responsibility 
Based on the indicators above, eco-friendly awareness encompasses not only knowledge and attitudes but also concrete behaviors and interest in supporting sustainability. This awareness reflects a holistic understanding of the importance of protecting the environment.

2.2.2 Product Visuals
a. Definition Product Visuals
Product visuals are the aesthetic elements and physical appearance of a product that influence consumer perception of the attractiveness, quality, and function of the product. Product visuals involve aspects of design, color, motif, texture, and other elements that influence consumer interaction with the product visually.
According to Bloch, (1995) Product Visuals are visible to consumers, including shape, color, texture, and pattern, that contribute to the aesthetic appeal and perceived quality of a product
According Kotler &Keller (2016) Product visuals are the main components in product design that influence how consumers process information and form perceptions of the value and quality of the product. In hand-drawn batik, visual elements such as the complexity of the motif, the authenticity of the pattern, and the harmony of natural colors are important factors that distinguish hand-drawn batik from stamped or printed batik. At by consumers, including shape, color, texture, and pattern, which contribute to the aesthetic appeal and perception of product quality.

b.   The Importance of Product Visuals

According Bloch (1995) product visuals play a crucial role in shaping consumer perception, aesthetic appeal, and purchasing decisions. Attractive product visuals can create a positive impression, increase purchasing interest, and provide a satisfying aesthetic experience for consumers.

1.   Attract Consumen Attention

Product's visuals are the first element that captures consumers' attention before they consider its functionality. In the context of hand-drawn batik, the motifs, colors, and design details are the primary attractions that differentiate it from stamped or printed batik

2.   Improve Perception of Quality
Consumers often associate a product's aesthetics with its quality. Products with visually appealing designs are perceived as higher quality and valued. Hand-drawn batik with intricate motifs and natural dyes can enhance consumers' perceptions of a product's authenticity and exclusivity.

3.   Helping Product Differentiation In The Market
 A unique product visual can create a brand identity and differentiate it from competitors. In the batik industry, hand-drawn batik is characterized by its non-uniform motifs and hand-made details, making it more exclusive than stamped or printed batik.

4.   Influencing Consumer Emotions and Preferences
Visual elements such as color, pattern, and texture can evoke emotions and shape purchasing preferences. Hand-drawn batik, with its combination of natural colors and distinctive motifs, can create emotional appeal for consumers who value art and culture.

c.  Product Visual Indicator

According Bloch, (1995) Product visuals can be measured through the following elements:

1.   Form 
The product's shape and design, including proportions, structure, and aesthetic elements, attract consumers. In the context of hand-drawn batik, this includes motifs, carved details, and the complexity of the design, demonstrating the product's uniqueness and exclusivity.
2.   Color 
The color combinations used in a product, including color harmony and contrast, influence visual appeal. In hand-drawn batik, the use of softer or more unique natural dyes can be a particular attraction for consumers who prefer products with an artistic and natural feel.
3.   Texture
The surface quality of a product that can be physically felt or visually perceived. In hand-drawn batik, the texture of the fabric and the effects of natural dyes can add aesthetic value and differentiate it from stamped or printed batik.
4.   Pattern 
The design of the pattern or motif used in the product, whether structured, complex, or has a specific cultural significance. In hand-drawn batik, the distinctive, hand-drawn motif is the main attraction because it reflects authenticity and high artistic value
5.   Proportion & Balance 
The balance between design elements in a product. In hand-drawn batik, this includes the composition of motifs and the layout of the design on the fabric to create an aesthetic and harmonious appearance.

2.2.3 Purchase Interest

a. Definition of Purchase Interest



Purchase interest is a customer's interest in a product/service and the desire to own the product/service by purchasing it.
(Fitriah, 2018) Defining purchasing interest is by creating something that can be recorded in the consumer's mind and then making it a very strong desire through motivation.
According Ferdinand, (2014) Purchase interest is an indicator of consumer behavior that shows their potential to make purchases in the future.
According Nugroho J Setiadi, (2013) Consumer purchasing interest is the consumer's choice of the most preferred products.
(Anang Firmansyah, 2018) is the tendency of consumers to buy a product.
From the explanation regarding purchasing interest above, it can be concluded that purchasing interest is the process of selecting a product through certain considerations and time periods.

b.   Buying Interest Indicator
There are several stages in purchasing interest as outlined in the AIDA concept, namely:
a.  Attention, is the initial stage where consumers start to choose, know and begin to understand information about the product, so that consumers become aware of the existence of the product.
b.   Interest, It's at this stage that consumers begin to learn more about the product. They begin by seeking information about its advantages and potential benefits. At this stage, consumers begin to consider the product's presence as a necessity.
c.  Desire, match between consumer needs and the product being offered.
d.   Action, have a high level of confidence in making a purchase.

2.3 Hypothesis

H1: ECO Friendly Awarenes and Product Visuals have a partial effect on purchase intention for hand-drawn batik.
H2: Eco-Friendly Awareness and Product Visuals have a simultaneous effect on purchase intention for hand-drawn batik.
H3: Among the Eco-Friendly Awareness and Product Visuals variables, Eco-Friendly Awareness has the most dominant influence on purchase intention.
.


3. RESEARCH METHODS

3.1 Research Location
The research location is allocated at CV. Bintang Abadi Desa
Klampar, Kec. Proppo, Kabupaten Pamekasan, JawaTimur.

3.2 Types of Research
The type of data used in this study is quantitative data. Quantitative research is a research method that emphasizes the use of numerical data to analyze phenomena. (Sugiyono, 2017) 
Quantitative data can be continuous data or discrete data.
3.3 Data Types and Sources

a.  DataTypes
The type of data used in this study is quantitative data.
b.  Data Sources
The data sources used in this research are primary data and secondary data.

3.4 Population and Sample
a.  Population
The population in this study is all batik consumers in Klampar Village, Proppo District, Pamekasan Regency. Because there is no definitive data on the number of consumers, the population in this study is categorized as an infinite population.
b.   Sample

Sampel adalah sebagian dari populasi itu. (Sugiyono, 2017) So the sample size was determined using the Maholtra formula. In this study, 70 respondents were identified.

3.5 Definisi Operasional Variabel

The variables that are operationally defined are as follows:
a.  Eco Friendly Awareness (XI)
Eco-friendly awareness Eco Friendly Awareness is consumer awareness of the environmental impact of the products they purchase, as well as a preference for products that use more environmentally friendly materials and production processes. To measure Eco-Friendly Awareness in this study, the following indicators were used:
1. Environmental Knowledge 
2. Environmental Concern 
3. Green Purchase Intention
4. Perceived Consumer Effectiveness
5. Environmental Responsibility

b.   Product Visual (X2)
To measure the level of Product Visual in this study, the following indicators were used:
1.   Form 

2.   Color
3.   Texture
4.   Pattern
5.   Proportion 

c.  Interest in buying (Y)
The indicators of Interest in buying are:

1.   Attention 
2.   Interest 
3.   Desire
4.   Action 

3.6 Data Collection Technique
The data collection technique used in this study was a questionnaire distributed to consumers of Klampar Proppo Pamekasan Hand-Written Batik Products.
The research scale used is the Likert scale, namely:

1.   Option A Strongly Agree = score 5
2.   Option B Agree	= Score 4
3.   Option C Neutral 	= Score 3
4.   Option D Disagree = Score 2
5.   Option E Strongly Disagree = Score 1

3.7 Data Instrumen Testing
Several data points require testing. One way to do this is through a validity test to determine whether the questions are understandable to the subjects and avoid multiple interpretations. A reliability test is also conducted to ensure the research results align with the actual data. The following questionnaire tests include:

1. Validity Test
The data validity test aims to determine to what extent the data obtained from distributing the questionnaire Arikunto, (2010) Research is considered valid if it can measure variables precisely and accurately. The formula used in this study is as follows:

Keterangan:
rxy = correlation coefficient of an item
n = number of subjects
X = Score of an item
Y = Total Score
The r value is then compared with the table r (critical). If the calculated r from the formula above is greater than the table r, then the item is valid, and vice versa. In theory, the correlation value will range between:
· (-1), meaning a negative or perfectly inverse relationship,
· 0 (nol), means there is no relationship at all,
· (+), meaning the relationship is positive or perfectly proportional.
In reality, the correlation coefficient figure is between 0 and 1 and the general guidelines for its interpretation are:
· -Correlation coefficient between 0 – 0.5 means the correlation is quite strong
· [bookmark: _Toc193082325]- A correlation coefficient between 0.5 – 1 means a strong correlation.

2. Reliability Test
	Reliability testing indicates the reliability of a measuring instrument. This is done by examining the reliability coefficient, with an rxy value approaching 1. Generally, reliability is considered if the value is ≥ 0.7. If the alpha is between 0.70 and 0.90, the reliability is high. If the alpha is between 0.50 and 0.70, the reliability is considered moderate. If the alpha is ≤ 0.50, the reliability is considered low. If the alpha is low, it is likely that one or more items are unreliable. Each of these is explained below:


Description:
r11 	= instrument reliability
K		= number of questions


An instrument is considered reliable if the Cronbach's Alpha is greater than 0.6. This testing phase can be performed using SPSS Program.

3.8 Data Analysis Techniques
To analyze existing problems and to test the truth of the discussion, it is necessary to analyze the data used in this writing:

1.   Statistic Deskriptif Analysis
Descriptive analysis technique is an analysis technique where data is obtained regarding the research object and then analyzed, so that it can provide a clear picture of prices and sales promotions regarding purchasing interest based on the results of respondents' answers.
Based on data collection techniques, this analysis technique can be categorized as follows:
1) 4,5 –5,0    = Very Cheap/Very Good/Very Satisfied
2) 3,5 –4,49  =Cheap/Good/Satisfied
3) 2,5 –3,49  = Quite Expensive/Quite Good/Quite Satisfied
4) 1,5 - 2.49 =Expensive/not good/not satisfied
5) 1,0 - 1,49 =very Expensive/very bad/very disatisfied

2.   Analisis Kuantitatif
This technique uses multiple linear regression equations.
According to Sugiyono (2009:93). As follows:

Y =a+bI XI+b2 X2 +e

Description:
Y = Purchase Interest
X1= ECO Friendly Awarenes
X2= Products Visual 
b = partial regression coefficient
a= konstanta intercept
e= error


4. RESULTS AND DISCUSSION

4.1 Results
4.1.1 Responden Characteristic
After conducting research, namely by distributing questionnaires to 70 respondents, the research results in the form of data were entered and grouped according to their characteristics.
Based on the results of data grouping or tabulation of research data, the distribution of respondents according to each respondent characteristic is obtained so that the number and percentage of respondents for each existing characteristic can be known.
1.   Respondent characteristics based on age.

Characteristics based on age can be seen in table 4.1:
Table 4.1

Respondent characteristics based on age.

	No
	Age
	Respondent
	Persentase(%)

	1
	17-25
	10
	14,3%

	2
	26-35
	20
	28.6%

	3
	36-45
	21
	30%

	4
	46-lebih
	19
	27,1%

	
	amount
	70
	100


Source: Processed Data (2025)

Based on Table 4.1, it can be seen that the age level of respondents is between 17-25 years old with a total of 10 people with a percentage of 14.3%, and respondents aged 26-35 years numbered 20 people with a percentage of 28.6%, and respondents aged 36-45 years numbered 21 people with a percentage of 30%, and respondents aged 46 and over numbered 19 people with a percentage of 27.1%. This shows that the largest number of consumers aged 36-45 years was 21 people with a percentage of 30%.

2.   Characteristics of respondents based on education
Respondent characteristics based on type of education can be seen in table 4.2:

Table 4.2
Characteristics of respondents based on education
	
No
	
Education

	
Respondents
	Percentase
(%)

	1
	Elementary – Midle School
	11
	15,7%

	2
	Senior High School
	33
	47,1%

	
3
	
Diploma/S1
	
5
	
7,1%

	4
	No School
	21
	30%

	
	amount
	70
	100


Source: Processed Data (2025)

Based on Table 4.2, it can be seen that the level of education for those aged between Elementary – Midle School total 11 people with a percentage of 15.7% and respondents at the high school level amounted to 33 people with a percentage of 47.1% and respondents at the Diploma/S1 level amounted to 5 people with a percentage of 7.1% and respondents at no school amounted to 21 people with a percentage of 30%. This shows that the largest consumers are at the high school level with 33 people with a percentage of 47.1%.

3.   Respondent characteristics based on gender.
Respondent characteristics based on gender can be seen in table 4.3

Table 4.3

Respondent characteristics based on gender.
	No
	Gender
	Respondent
	Percentase(%)

	1
	Man
	11 Orang
	15,7 %

	2
	Women
	59 Orang
	84,3 %

	amount
	70
	100 %


Source: Processed Data (2025)

Based on Table 4.3 regarding respondent gender, it is known that women outnumbered men at 84.3%, while men only made up 15.7%.
4.2 Discussion
4.2.1 Validity Test Results

From the results of the Validity Test research on the independent variables and dependent variables consisting of the Eco Friendly Awareness Variable (X1), the product visual variable (X2) and the purchase interest variable (Y), the r table value will be compared with a significance level of 0.5% to determine the validity level of each indicator which will be explained below:

1.   Eco Friendly Awarenes (X1)

Table 4.4

Results of the Validity Test of the Eco-Friendly Awareness Variable (X1)

	No
	I n d ica t o r 
	r count
	r table
	Information

	1
	X1.1
	0.824
	0.2352
	Valid

	2
	X1.2
	0.843
	
	Valid

	3
	X1.3
	0.795
	
	Valid

	4
	X1.4
	0.833
	
	Valid

	5
	X1.5
	0.876
	
	  Valid


Source: Processed Data (2025)

Based on table 4.4 regarding the validity test results which show that the calculated r value is all greater than the r table. The calculation result of the r table is obtained at 0.2352 which is obtained from the r table value for N = 70 at a significance level of 5%, so that all indicators of the Eco Friendly Awareness Variable can be declared valid and can be carried out in the next process.

2.   Visual Product Validity (X2)
Table 4.5

Results of the Validity Test of the Visual Product Variable (X2)

	No
	I n d ica t o r
	r count
	r table
	Information

	1
	X2-1
	0.848
	0.2352
	Valid

	2
	X2-2
	0.863
	
	Valid

	3
	X2-3
	0.907
	
	Valid

	4
	X2-4
	0.812
	
	Valid

	5
	X2-5
	0.856
	
	Valid


Source: Processed Data (2025)

indicators show that the calculated r is greater than the table r. The result of the table r calculation is 0.2352 which is obtained from the table r value for N = 70 at a significance level of 5%, so that all indicators of the Product Visual Variable (X2) can be declared valid and can be carried out in the next process.

3.   Purchase Interest Variable (Y  )
Table 4.6

Validity Test Results of Purchase Interest Variable (Y)

	No
	Indicator 
	r count
	r table
	Information

	1
	Y1.1
	0.831
	0.2352
	Valid

	2
	Y1.2
	0.793
	
	Valid

	3
	Y1.3
	0.814
	
	Valid

	4
	Y1.4
	0.882
	
	Valid

	5
	Y1.5
	0.782
	
	Valid


Source: Processed Data (2025)

The validity test results show that all indicators demonstrate a calculated r value greater than the table r value. The calculated r value is 0.2352, obtained from the table r value for N = 70 at a 5% significance level.
The Purchase Interest (Y) variable indicator can be declared valid and can be used in the next step.

4.2.2 Reliability Test Results 

After validity testing, the next stage is reliability testing, which aims to determine whether the questions or statements are consistent. The Cronbach's alpha value is greater than 0.60. The reliability test results can be seen in Table 4.7.


Table 4.7

Reliability Test Results

	Reliability Test Results of Variable (X) and Variable (Y)

	 Information

	Variable
	CronbachAlpha
	

	Variable ECO Friendly Awarenes (X1)
	0.887
	Reliable

	Variable Visual Product (X2)
	0.909
	Reliable

	Variable Minat Beli (Y)
	0.879
	Reliable


Source: Processed Data (2025)

Table 4.7 shows that the analysis can be continued because the Cronbach Alpha is more than 0.60, which means that variables X and Y are reliable.

4.2.3 Qualitative Analysis

1. Distribusi Frekuensi Responden 
Respondents' answers are listed in the following table:

A. Eco Friendly Awarenes Variable (X1)
Eco-friendly Awareness Variable (X1) is one of the exogenous variables used in this study. Respondents' answers can be seen in table 4.8 below:
Table 4.8

Respondents' Answers to the ECO Friendly Awareness Variable (X1)

	Answere/
score
	ECO Friendly Awarenes(X1)

	
	Questions
1
	Questions
2
	Questions
3
	Questions
4
	Questions
5

	
	F
	%
	F
	%
	F
	%
	F
	%
	F
	%

	Strongly Agree
	21
	30
	25
	35.7
	19
	27.1
	21
	30
	23
	32.8

	Agree
	31
	44.3
	27
	38.6
	31
	44.3
	29
	41.4
	34
	48.6

	Neutral
	12
	17.1
	11
	15.7
	12
	17.1
	16
	22.9
	9
	12.8

	Disagree
	3
	4.3
	5
	7.1
	4
	5.7
	3
	4.3
	2
	2.9

	Strongly Disagree
	3
	4.3
	2
	2.9
	4
	5.7
	1
	1.4
	2
	2.9

	Total
	70
	100.0
	70
	100.0
	70
	100.0
	70
	100.0
	70
	100.0


Source: Processed Data (2025)

Based on table 4.8 about Eco friendly Awarenes from 70 respondents for question 1 of the Eco friendly Awarenes variable who stated strongly agree by 30% and those who stated agree by 44.3% and neutral 17.1 & while those who stated disagree by 4.3% and strongly disagree by 4.3%. For question 2 of the Eco friendly Awarenes variable stated that answering strongly agree 35.7% who answered agree 38.6% who answered neutral 15.7%. who answered disagree 7.1% and who answered strongly disagree 2.9%.
Meanwhile, for the 3rd question of the Eco friendly Awareness variable, 27.1% stated that they strongly agree. Those who agreed were 44.3%, those who stated that they were neutral were 17.1%, those who stated that they disagreed were 5.7%, and those who stated that they strongly disagreed were 5.7%. Meanwhile, for the 4th question of the Eco friendly Awareness variable, 30% stated that they strongly agree, 41.4% stated that they were neutral, 22.9% stated that they disagreed, 4.3% stated that they disagreed, and 1.4% strongly disagreed. Meanwhile, for the 5th question of the Eco friendly Awareness variable, 32.8% answered that they strongly agree, 48.6% answered that they agreed, 12.8% answered that they were neutral, and 2.9% answered that they disagreed, and 2.9% answered that they strongly disagreed.

B. Product Visual Variable (X2)

The Product Visual Variable (X2) is one of the independent variables used in this study. Respondents' answers can be seen in Table 4.9 below

Table 4.9

Respondent’s Answer Product Visual Variable (X2)

	Answer responden
	Product Visual Variable (X2)

	
	Questions
1
	Questions
2
	Questions
3
	Questions
4
	Questions
5

	
	F
	%
	F
	%
	F
	%
	F
	%
	F
	%

	Strongly Agree
	
30
	
42.9
	
30
	
42.9
	
23
	
32.9
	
20
	
28.6
	
23
	
32.9

	Agree
	23
	32.9
	23
	32,9
	27
	38.6
	28
	40.0
	27
	38.6

	NEUTRAL
	
10
	
14.3
	
13
	
18.6
	
12
	
17.1
	
14
	
20.0
	
15
	
21.4

	Disagree
	
3
	
4.3
	
2
	
2.9
	
7
	
10.0
	
6
	
8.6
	
3
	
4.3

	Strongly Disagree
	
4
	
5.7
	
2
	
2.9
	
1
	
1,4
	
2
	
2.9
	
2
	
2.9

	Total
	70
	100.0
	70
	100
	70
	100.0
	70
	100.0
	70
	100.0


Source: Processed Data (2025)

Based on table 4.9 about Product Visuals from 70 respondents studied by researchers for the Product Visual variable, those who stated strongly agree were 42.9%, agree were 32.9%, and neutral were 14.3%, while those who stated disagree were 4.3% and strongly disagree were 5.7%. For question 2 of the Product Visual variable, it stated that those who answered strongly agree were 42.9%, those who answered agree were 32.9%, those who answered neutral were 18.6%. those who answered disagree were 2.9%, and those who answered strongly disagree were 2.9%.
Meanwhile, for the 3rd question of the Visual Product variable, 32.9% stated that they strongly agree. Those who agreed were 38.6%, those who stated that they were neutral were 17.1%, those who stated that they disagreed were 10.4%, and those who stated that they strongly disagreed were 1.4%. Meanwhile, for the 4th question of the Visual Product variable, 28.6% stated that they strongly agree, 40.0% stated that they were neutral, 20.0% stated that they disagreed, 8.6% stated that they disagreed, and 2.9% stated that they strongly disagreed. Meanwhile, for the 5th question of the Visual Product variable, 32.9% answered that they strongly agree, 38.6% answered that they agreed, 21.4% answered that they were neutral, and 4.3% answered that they strongly disagreed.

C. Purchase Interest Variable (Y)

Purchase Interest Variable (Y) is one of the endogenous variables used in this study, respondents' answers can be seen in table 4.10 below:

Table 4.10

Respondents' Answers to Purchase Interest Variable (Y)

	Responden’s Answers
	Ourchase Interest  Variable

	
	Questions
1
	Questions
2
	Questions
3
	Questions

	Questions
5

	
	F
	%
	F
	%
	F
	%
	F
	%
	F
	%

	Strongly Agree
	
23
	
32.9
	
25
	
35.7
	
28
	
40.0
	
26
	
37.1
	
21
	
30.0

	Agree
	26
	37.1
	27
	38.6
	26
	37.1
	25
	35.7
	25
	35.7

	Neutral
	
15
	
21.4
	
10
	
14.3
	
10
	
14.3
	
11
	
15.7
	
19
	
27.1

	Disagree
	
2
	
2.9
	
5
	
7.1
	
3
	
4.3
	
3
	
4.3
	
2
	
2.9

	Strongly Disagree
	
4
	
5.7
	
3
	
4.3
	
3
	
4.3
	
5
	
7.1
	
3
	
4.3

	Total
	70
	100.0
	70
	100
	70
	100.0
	70
	100.0
	70
	100.0


Source: Processed Data (2025)

For the Purchase Interest variable, 32.9% strongly agreed, 37.1% agreed, and 21.4% were neutral, while 2% disagreed and 4% strongly disagreed. For question 2 of the Purchase Interest variable, 35.7% strongly agreed, 38.6% agreed, 14.3% neutral. 7.1% disagreed, and 4.3% strongly disagreed.
Meanwhile, for the 3rd question of the purchasing interest variable, 40% stated that they strongly agree. Those who agreed were 37.1%, those who stated that they were neutral 14.3%, those who stated that they disagreed 4.3%, and those who stated that they strongly disagreed 4.3%. Meanwhile, for the 4th question of the purchasing interest variable, 37.1% stated that they strongly agree, 35.7% stated that they were neutral 15.7%, and 4.3% disagreed, and 7.1% strongly disagreed. Meanwhile, for the 5th question of the purchasing interest variable, 30.0% answered that they strongly agree, 35.7% answered that they were agree, 27.1% answered that they were neutral, and 2.9% answered that they strongly disagreed 4.3%.

4.2.4. Analisis Regresi linier Berganda

Multiple linear regression analysis is used in research to determine the magnitude of the influence between the independent and dependent variables. The multiple regression equation can be created by interpreting the numbers in the unstandardized beta coefficient. A summary of the results of the multiple linear regression analysis can be seen in the following table:






Table 4.11
Analisis Regresi LinierBerganda
	Model
	Unstandardized
	Standardized
	t
	Sig.

	
	Coefficients
	Coefficients
	
	

	
	B
	Std. Error
	Beta
	
	

	(Constant)
	0.475
	1.119
	
	0.452
	0.672

	1  Eco  Friendly Awarene
(X1)
	0.550
	0.112
	0.522
	9.588
	0.000

	2. Visual Product (X2)
	0.416
	0.107
	0.414
	5.212
	0.000


a. Dependen Variabel: MinatBeli (Y)
Source: Processed Data (2025)

The results of calculations using the SPSS version 25.0 program resulted in the following multiple regression equation:
a. The constant (a) is 0.475 with a significance value of 0.672, which is greater than 0.05, this indicates that it is not significant but is still tolerable because the focus is on the value of the exogenous and endogenous variables.
b. The value of Eco Friendly Awareness is 0.550 and Visual Product is 0.416 while the standardized coefficient value of Eco Friendly Awareness is 0.522 and Visual Product is 0.414. This shows that the higher the value of the exogenous variable will increase the value of the endogenous variable

4.2.2.  R Square Determination Analysis

The coefficient of determination is used to determine the ability of the independent variable to explain the dependent variable. The higher the coefficient of determination, the better. The results of the determination can be seen in the following table:
Table 4.12

Model Summary

	R
	R Square
	AdjustedR square
	Std. Errorof theEstimate

	0.906a
	0.821
	0.816
	1.91418


a.Predictors:(constan),VariabelECOFriendlyAwarenes(X1),VariabelVisual
Source: Processed Data (2025)

Based on Table 4.12 above, the R Square is 0.821, indicating a significant influence between Eco-Friendly Awareness and Product Visuals on Purchase Intention. It is above 80%, and the R value in the model summary table is 0.90. This indicates a nearly 100% significant influence between Eco-Friendly Awareness and Product Visuals on Purchase Intention.







4.2.6 Hypothesis Testing

4.2.6.1 Simultaneous Test Analysis (uji F)

Table 4.13 shows the simultaneous influence (F-test) of Eco-Friendly Awareness and Product Visual on Purchase Intention. The ANOVA value is 153.496, compared to the F-table value of 3.13 with a significance level of 0.000. This is significant because it is below 0.05. This can be proven to be true.

Table 4.13
ANOVAa

	Model

Regression
	Sum of Squares

1124.849
	df

2
	Mean Square

562.464
	F

153.496
	Sig.

0.000b

	
	
	
	
	
	

	1 Residual
	245.494
	67
	3.664
	
	

	Total
	1370.343
	69
	
	
	


a.Dependen : Purchase Interest Variable (Y)
b.Predictions  :  (constan), Variabel ECO  FriendlyAwarenes (X1) dan Product Visual (X2)
Source: Processed Data (2025)

4.2.6.2  Parsial Test Analysis (uji t)

Hasil uji t hitung bisa lihat Table 4.14. variabel Eco Friendly Awarenes sebesar 9.588  dengan signifikansi 0.000. Standardized coefisien Beta 0.522. sedangkan variabel visual Product nilai t hitung sebesar 5.212 dengan nilai signifikansi 0.000 dan nila standardized coefisient Beta sebesar 0.414.

Table4.14

Coefficient

	Model
	Unstandardized
	Standardized
	
	t
	Sig.

	
	Coefficients
	Coefficients
	
	
	

	
	B
	Std. Error
	Beta
	
	
	

	(Constant)
	0.475
	1.119
	
	
	0.452
	0.672

	1  Eco  Friendly Awarenes
(X1)
	0.550
	0.112
	0.522
	
	9.588
	0.000

	Visual Product (X2)
	0.416
	0.107
	0.414
	
	5.212
	0.000


a. Dependen Variable: Purchase Interest Variable (Y)
Source : data diolah (2025)

4.2.7 Pembahasan Hasil Analisis Data
Based on the results of the multiple  linear regression carried out, the following equation was obtained:
Y =0,475 +0,550X1+0,416X2+e

It Means:

Each unit of Eco-Friendly Awareness will increase purchase intention by 0.550, provided that other variables remain constant. The R-squared value is 82.1%, with the remaining 17.9% influenced by other variables.

5. CONCLUTION
5.1 Conclution

Based on the research results from the analysis of the Eco Friendly Awareness Variable (X1) and the Product Visual Variable (X2) on the Purchase Interest Variable (Y), the researcher can provide the following conclusions:
a. The partial calculation result of the t-test for Eco Friendly Awareness is 9.588, which is greater than the t-table which is only 1.99547. Meanwhile, the Visual Product has a t-value of only 5.212, and when compared with the t-table of 1.99547.
b. Simultaneously, the R-square value is 0.821, or 82.1%. This means that the combination of Eco-Friendly Awareness and purchase intention significantly increases purchase intention, exceeding 80%
c. It turns out that the biggest and most dominant factor in purchasing interest is Eco Friendly Awareness because the results of the t-test show the highest value, namely 9.588.

5.2 Suggestion

Here are some suggestions that can be put forward, including:
a. For Companies
Companies need to develop or focus on Eco-Friendly Awareness because its positive value can increase public purchasing interest

b. For Future Researchers
can use other variables that can increase or attract consumer interest, such as green theory and marketing mix.
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