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Pengaruh Green Marketing Mix Dan Green Brand Image Terhadap Green 

Purchase Intention Produk Love Beauty And Planet (Studi Pada Generasi Z 
Di Kota Semarang) 

 
ABSTRAK 

 
Kondisi lingkungan saat ini yang semakin mengkhawatirkan baik di 

Indonesia maupun dunia menyebabkan semakin terlihatnya dampak buruk bagi 
bumi dan kehidupan manusia. Memburuknya kondisi lingkungan mengharuskan 
adanya penanganan lanjutan guna memperbaiki lingkungan agar tidak semakin 
memburuk dan merugikan kehidupan manusia di bumi. Salah satu cara yang sudah 
mulai banyak dilakukan adalah dengan penerapan Corporate Social Responsibility 
pada perusahaan melalui kegiatan pemasaran hijau (Green Marketing) pada 
perusahaan. 

Penelitian ini bertujuan untuk mengetahui pengaruh Green Marketing Mix 
dan Green Brand Image terhadap Green Purchase Intention pada produk Love 
Beauty and Planet di kota Semarang. Tipe penelitian ini merupakan explanatory 
research dengan pendekatan kuantitatif dengan jumlah sampel sebanyak 100 
responden dengan teknik pengambilan sampel non probability sampling yaitu 
multistage sampling. Hasil penelitian dilakukan menggunakan jawaban dari 
kuesioner yang disebar lalu diolah menggunakan SmartPLS 3.2.9 dan SPSS Versi 
25. 

Hasil penelitian yang dilakukan menunjukkan bahwa variabel Green 
Marketing Mix terhadap Green Purchase Intention, green brand image terhadap 
green purchase intention, serta green marketing mix dan green brand image secara 
bersama-sama terhadap green purchase intention berpengaruh positif dan 
signifikan. 

Agar produk terus konsisten dalam menjalankan komitmennya pada 
kegiatan ramah lingkungan guna meningkatkan green marketing dan green brand 
image masyarakat akan produk tersebut, perusahaan dapat melakukan tinjauan 
ulang melalui masukan dari pengguna produk serta melakukan riset ulang pasar 
guna mengetahui tren dan kebutuhan yang saat ini sedang banyak diminati sehingga 
dapat meningkatkan minat beli produk yang ditawarkan. 

 
Kata Kunci: Green Marketing Mix, Green Brand Image, Green Purchase  

Intention 
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The Impacts of Green Marketing Mix and Green Brand Image Towards The 

Green Purchase Intentions of Love Beauty and Planet Products (A Study on 

Semarang’s Generation Z) 

 

ABSTRACT 

 

The current horrible conditions of the environment in both Indonesia and 
the world continues to worryingly grow as people can see the negative impacts that 
it has given towards earth and humans alike. The worsening environment condition 
demands a solution with the purpose to amend the issue at hand in order to improve 
environmental conditions and not further harm the living quality of humans on 
earth. One of the ways that has been done to fulfill that objective is through the 
utilization of Corporate Social Responsibility and Green Marketing in corporate 
companies. This study aims to give an understanding on the influence that Green 
Marketing Mix and Green Brand Image has towards the Green Purchase Intentions 
of Love Beauty and Planet products.  

This study is conducted in the city of Semarang and is categorized as an 
explanatory research. It utilizes a quantitative approach with a sample size of a 
hundred respondents with a non-probability technique, namely the multistage 
technique, and the datas that are found in this research are collected through 
SmartPLS 3.2.9 and SPSS Version 25. The results of this research are processed 
through the questionnaires that are answered by the respondents and are analyzed 
in SmartPLS 3.2.9 and SPSS Version 25. The results that are produced through this 
process show variables that prove Green Marketing Mix and Green Brand Image 
has positive and significant impacts on Green Purchase Intentions.  

The analytical result of the study that Green Marketing variables towards 
Green Purchase Intentions variables, Green Brand Image towards Green Purchase 
Intention, and green marketing mix and green brand image towards green purchase 
intention has been conducted showed that impact has positive and significant. 

In order for the product to have consistency in practicing its commitments 
on an eco-friendly environment to create green marketing and green brand image 
from the public for the product itself, the company has done a review through 
comments made by the consumers and have done market re-researches to further 
enhance their insights on current trends and demands.  

 
Keywords : Green Marketing Mix, Green Brand Image, Green Purchase  

Intentions.  
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