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PENGARUH GREEN MARKETING MIX TERHADAP KEPUTUSAN
PEMBELIAN KONSUMEN MELALUI BRAND IMAGE SEBAGAI
VARIABEL MEDIASI (Studi Pada Love Beauty and Planet di Kota

Semarang)

ABSTRAK

Perubahan perilaku konsumen yang semakin sensitif terhadap kelestarian
lingkungan membuat konsumen beralih ke produk ramah lingkungan yang
mendorong perusahaan memproduksi produk ramah lingkungan dan menerapkan
green marketing mix. Love Beauty and Planet yang memproduksi produk ramah
lingkungan serta menerapkan green marketing mix untuk meningkatkan brand
image dan pembelian mereka. Namun, pada tahun 2021, terdapat fluktuasi
penjualan sebesar 12%.

Penelitian ini dilakukan untuk mengetahui pengaruh green marketing mix
terhadap keputusan pembelian melalui brand image sebagai variabel mediasi pada
Love Beauty and Planet di Kota Semarang. Jumlah sampel sebanyak 100 responden
dengan teknik pengambilan sampel non-probability sampling, yaitu purposive
sampling. Teknik pengumpulan data melalui kuesioner dan studi pustaka. Tipe
penelitian berupa penelitian eksplanatori dengan pendekatan kuantitatif dan diolah
dengan SmartPLS 3.2.9..

Hasil penelitian menunjukkan variabel green marketing mix berpengaruh
positif dan signifikan terhadap brand image, brand image berpengaruh positif dan
signifikan terhadap keputusan pembelian, dan green marketing mix berpengaruh
positif dan signifikan terhadap keputusan pembelian. Green marketing mix yang
dimediasi oleh brand image berpengaruh positif dan tidak signifikan terhadap
keputusan pembelian.

Kata kunci : Green marketing mix, brand image, keputusan pembelian
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THE INFLUENCE OF GREEN MARKETING MIX TOWARDS TO
CONSUMER'’S PURCHASING DECISION THROUGH BRAND IMAGE
AS MEDIATION VARIABLE (Study on Love Beauty and Planet in
Semarang City)

ABSTRACT

Shifting on consumer behavior increases the sensitiveness to environmental
sustainability that make consumers switch to environmentally friendly products and
encourage companies to produce environmentally friendly products also implement
green marketing mix. Love Beauty and Planet, which produces environmentally
friendly products and implements a green marketing mix to enhance their brand
image and purchases. However, in 2021, there is a fluctuation in sales of 12%.

This research was conducted to determine the effect of green marketing mix
on purchasing decisions through brand image as a mediating variable in Love
Beauty and Planet in Semarang City. The number of samples is 100 respondents
with a non-probability sampling technique, namely purposive sampling. Data
collection techniques through questionnaires and literature study. The type of
research is explanatory research with a quantitative approach and processed with
SmartPLS 3.2.9..

The results showed that the green marketing mix variable had a positive and
significant effect on brand image, brand image had a positive and significant effect
on purchasing decisions, and the green marketing mix had a positive and significant
effect on purchasing decisions. The green marketing mix mediated by brand image
has a positive and insignificant effect on purchasing decisions.

Keywords : Green marketing mix, brand image, purchasing decision
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