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ABSTRAK 

 

Benita Benyamin / 28100165 / 2014 / Peran Price Perception Terhadap Hubungan Antara 

Environmental Awareness dan Purchase Intention Produk L’occitane Skincare / 

Pembimbing: Ir. Dergibson Siagian, M.M.  

 

Penelitian ini dilakukan untuk mengetahui apakah terdapat pengaruh kesadaran 

lingkungan terhadap produk perawatan kulit merek L’occitane, apakah terdapat pengaruh 

antara persepsi harga terhadap produk perawatan kulit merek L’occitane, dan apakah peran 

persepsi harga terhadap hubungan antara kesadaran lingkungan dan  produk perawatan 

kulit merek L’occitane. Studi mengenai kesadaran lingkungan dengan persepsi harga dan 

minat beli belum banyak di teliti, dan merupakan topik baru yang menarik perhatian 

mengingat kondisi lingkungan yang semakin buruk akhir-akhir ini. 

 

Kesadaran lingkungan akan timbul apabila manusia mengerti bahwa harus adanya 

keseimbangan antara kehidupan dan alam, dan mendukung pengembangan lingkungan. 

Minat beli mengacu pada kesediaan pelanggan untuk membeli maupun meningkatkan 

penggunaan produk. Persepsi harga dapat dikatakan sebagai persepsi subjektif konsumen 

melalui persepsi objektif dari harga produk itu sendiri. 

 

Penelitian ini mengunakan penelitian deskriptif dan penelitian kausal. Variabel 

penelitian adalah kesadaran lingkungan, minat beli, dan persepsi harga. Teknik 

pengumpulan data  menggunakan kuesioner  yang dibagikan kepada responden dengan 

sampel sebanyak 100 orang. Teknik pengambilan sampel dengan cara non probability 

sampling dan pendekatan memakai judgement sampling. Pengujian mengunakan model 

Structural Equation Modeling (SEM) mengunakan Lisrel 8.80.  

 

Hasil penelitian menunjukkan hipotesis pertama yaitu environmental awareness 

berpengaruh positif terhadap purchase intention produk L’occitane skincare tidak terbukti, 

maka dapat dikatakan bahwa environmental awareness tidak memengaruhi terhadap 

purchase intention produk L’occitane skincare. Hipotesis kedua yaitu price perception 

berpengaruh positif terhadap purchase intention produk L’occitane skincare terbukti. 

Dengan demikian, dapat dikatakan bahwa price perception  berpengaruh positif terhadap 

purchase intention produk L’occitane skincare sebesar 99%. Hipotesis ketiga yaitu 

semakin tinggi environmental awareness dan semakin sesuai price perception , maka tidak 

terbukti akan meningkatkan minat beli produk perawatan kulit L’occitane dan juga 

sebaliknya. 

 

Dari penelitian yang telah dilakukan, dapat disimpulkan environmental awareness 

tidak berpengaruh signifikan terhadap purchase intention produk L’occitane skincare, 

price perception berpengaruh positif signifikan terhadap purchase intention produk 

L’occitane skincare, dan moderasi price perception  terhadap hubungan antara 

environmental awareness dan purchase intention produk L’occitane skincare tidak 

berpengaruh signifikan. 
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ABSTRACT 

 

Benita Benyamin / 28100165 / 2014 / The Role of Price Perception to Relationship of 

Environmental Awareness and L’occitane Skincare Products Purchase Intention / Advisor: 

Ir. Dergibson Siagian, M.M.  

 

This study was conducted to determine whether there is effect of environmental 

awareness to L’occitane skincare products purchase intention, effect of price perception to 

L’occitane skincare products purchase intention, and role of price perception to 

relationship of  environmental awareness and L’occitane skincare products purchase 

intention. Studies on environmental awareness to price perception and purchase intention 

have not been much studied  and a new emerging topic of interest given bad environmental 

conditions lately. 

 

Environmental awareness will arise when human beings understand that there is 

balance between life and nature, and supporting the development of environment. Purchase 

intention refers to the willingness of customers to purchase or improve the use of the 

product. Price perception can be regarded as the consumer subjective perception from 

objective perception of price from the product itself. 

 

This research uses descriptive research and causal research. The research variables 

are environmental awareness, purchase intention and price perception. The technique of 

data collection is using questionnaires distributed to respondents with a sample of 100 

people. Sampling technique used in this research are non-probability sampling and 

judgment sampling approach. Testing the model using Structural Equation Modeling (SEM) 

with Lisrel 8.80. 

 

The results showed that the first hypothesis of environmental awareness has 

positive influence on L'occitane skincare products purchase intention is not proven, it can 

be said that environmental awareness does not affect the L'occitane skincare products 

purchase intention. The second hypothesis, price perception   positively affect  L'occitane 

skincare products purchase intention is proven. Thus, it can be said that the positive effect 

of price perception on L'occitane skincare products purchase intention is at 99%. The third 

hypothesis, where higher environmental awareness and more corresponding of price 

perception  will increase L'occitane skin care products purchase intention is not proven also 

vice versa. 

 

From the research that has been done, it can be concluded environmental awareness 

does not significantly influence L'occitane skincare products purchase intention, price 

perception  has significant positive effect on L'occitane skincare products purchase 

intention, and price perception moderation of the relationship between environmental 

awareness and L'occitane skincare product purchase intention have no significant effect. 
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