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ABSTRAK

Pengaruh Green Brand Image dan Green Perceived Quality terhadap Green Loyalty
Melalui Green Satisfaction Sebagai variabel Intervening (Konsumen AC LG Di
Kota Semarang), Yohana Julianti Siregar. NIM 14030120410008, Pembimbing 1: Prof.
Sudharto P. Hadi, MES, Ph.D.; Pembimbing 2 : Dr. Sari Listyorini, S.Sos, MAB. Program
Studi Administrasi Bisnis Fakultas [lmu Sosial dan Politik, Universitas Diponegoro.

Campaign LG yakni berupaya untuk mengurangi dampak lingkungan dari produk
dan mempraktikkan manajemen ramah lingkungan yang bertanggung jawab
melalui produksi yang cerdas dan berkelanjutan sebagai komitmen masa depan
bumi. Berkaitan dengan green industry, memiliki loyalitas pelanggan merupakan
hal yang sangat penting. Untuk memperdalam fenomena permasalahan pada lokus
penelitian yang diteliti, peneliti turut melakukan pra-penelitian terhadap persepsi
30 (tiga puluh) konsumen terhadap LG ditemukan bahwa masih rendahnya nilai
loyalitas dari masyarakat kota semarang untuk merekomendasikan penggunaan
produk ramah lingkungan kepada orang lain terutama produk merek LG.

Tipe penelitian ini adalah explanatory research. Jenis data yang digunakan dalam
penelitian ini adalah data kuantitatif. . Tekniik Sampling dalam penelitian ini
diambil dengan menggunakan metode non probability sampling dengan teknik
pengambilan sampel menggunakan purposive sampling. Sampel yang digunakan
sebanyak 100 responden dengan pengumpulan data menggunakan kuesioner.
Variabel dependen dalam penelitian ini adalah Green Loyalty (Y), variabel
independen dalam penelitian ini adalah Green Brand Image (X1) dan Green
Perceived Quality (X2), serta variabel intervening atau mediasi dalam penelitian ini
adalah Green Satisfaction (Z). Alat analisis yang digunakan dalam peneltiian ini
menggunakan structural equation model (SEM) yang dioperasikan dengan
menggunakan Smart PLS.

Hasil Penelitian menemukan bahwa Green Brand Image berpengaruh positif
terhadap green loyalty, green perceived quality berpengaruh positif terhadap green
loyalty, green satisfaction berpengaruh positif terhadap green loyalty, green brand
image berpengaruh positif terhadap green loyalty melalui green satisfaction, dan
green perceived quality berpengaruh positif terhadap green loyalty melalui green
satisfaction.

Bagi penelitian selanjutnya diharapkan dapat melakukan penelitian kualitaitf atau
mix method sehingga dapat menambahkan kuesioner terbuka pada penelitian
selanjutnya, dan diharapkan dapat menambahkan konstruk variabel eksogen
lainnya.

Kata Kunci: Green Brand Image, Green Perceived Quality, Green Satisfaction,
Green Loyalty, LG
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ABSTRACT

The Influence of Green Brand Image and Green Perceived Quality on Green Loyalty Through Green
Satisfaction as an Intervening Variable (LG AC Consumers in Semarang City), Yohana Julianti
Siregar. NIM 14030120410008, Supervisor 1: Prof. Sudharto P. Hadi, MES, Ph.D.; Supervisor 2:
Dr. Sari Listyorini, S. Sos, MAB. Business Administration Study Program, Faculty of Social and
Political Sciences, Diponegoro University.

LG's campaign seeks to reduce the environmental impact of products and practice
responsible environmentally friendly management through smart and sustainable
production as a commitment to the future of the earth. In connection with the green
industry, having customer loyalty is very important. To deepen the problem
phenomenon at the research locus studied, researchers also conducted pre-research
on the perceptions of 30 (thirty) consumers towards LG and it was found that the
loyalty value of the people of Semarang city was still low in recommending the use
of environmentally friendly products to other people, especially LG brand products.
This type of research is explanatory research. The type of data used in this research
IS quantitative data. . The sampling technique in this research was taken using a
non-probability sampling method with a sampling technique using purposive
sampling. The sample used was 100 respondents with data collection using a
questionnaire. The dependent variable in this research is Green Loyalty (Y), the
independent variable in this research is Green Brand Image (X1) and Green
Perceived Quality (X2), and the intervening or mediating variable in this research
is Green Satisfaction (Z). The analytical tool used in this research uses a structural
equation model (SEM) which is operated using Smart PLS.

The research results found that Green Brand Image has a positive effect on green
loyalty, green perceived quality has a positive effect on green loyalty, green
satisfaction has a positive effect on green loyalty, green brand image has a positive
effect on green loyalty through green satisfaction, and green perceived quality has
a positive effect on green loyalty through green satisfaction.

For further research, it is hoped that they can carry out qualitative or mixed method
research so that they can add open questionnaires to further research, and it is hoped
that they can add other exogenous variable constructs.

Keywords: Green Brand Image, Green Perceived Quality, Green Satisfaction,
Green Loyalty, LG
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