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ABSTRAK 

 

Stella Adiego/23100403/Pengaruh Green marketing mix terhadap Consumer’s buying 

decision process melalui mediasi consumer perception / Pembimbing: Dr. Tony Sitinjak 

 

Pemanasan global (global warming) merupakan masalah utama saat ini. Salah satu 

langkah untuk mengurangi dampak pemanasan global adalah dengan menggunakan 

produk-produk yang ramah bagi lingkungan (green product) melalui strategi Green 

marketing mix. The Body Shop menerapkan konsep green marketing sebagai salah satu 

langkah untuk mengurangi dampak dari pemanasan global. Menurut Del I. Hawkins dan 

David L. Mothersbaugh masalah lingkungan bukan jaminan membeli green product. 

bahkan di antara mereka yang peduli lingkungan, persepsi negatif sedang meningkat, 

termasuk keyakinan bahwa produk hijau terlalu mahal, kualitas rendah, tidak lebih baik 

bagi lingkungan dan bahwa klaim hijau tidak bisa dipercaya, maka dari itu peneliti tertarik 

untuk meneliti tentang pengaruh Green marketing mix terhadap Consumer’s buying 

decision process melalui mediasi Consumer perception. 

 

 Dasar yang digunakan untuk mendukung penelitian ini adalah definisi dari Green 

marketing, Consumer’s buying decision process dan Consumer perception beserta dengan 

dimensi-dimensinya.  

  

Obyek penelitian ini adalah konsumen produk The Body Shop pada beberapa 

cabang gerai seperti The Body Shop Mall Kelapa Gading 3, Golden truly, Grand Indonesia 

(GI) dan Central Park (CP). Penelitian ini menggunakan metode deskriptif dengan 

menggunakan kuesioner untuk pengumpulan data. Penarikan jumlah sampel yang di 

anjurkan Hair et al yaitu menggunakan 5 di kali indikator pertanyaan. Prosedur yang 

digunakan adalah model persamaan struktural (Structural Equation Modeling) dengan 

menggunakan bantuan program LISREL 8.80. 

 

Hasil penelitian menujukan bahwa Green marketing mix berpengaruh positif dan 

signifikan terhadap Consumer perception, Consumer perception berpengaruh positif dan  

signifikan  terhadap Consumers’ buying decision process, Green marketing mix tidak 

terdapat cukup bukti berpengaruh positif dan signifikan  terhadap Consumers’ buying 

decision process.  Pengaruh variabel  Green marketing mix terhadap Consumers’ buying 

decision process dimediasi sepenuhnya (full mediation) oleh Consumer perception.  

 

Kesimpulan dari penelitian ini adalah hubungan Green marketing mix terhadap 

Consumers’ buying decision process dimediasi penuh karena hubungan langsung antar 

variable Green marketing mix terhadap Consumers’ buying decision process tidak 

signifikan. Hasil penelitian ini menunjukkan bahwa Consumer perception sangat 

menentukan produk yang di jual dapat dibeli atau tidak. 

 

 

 

 



ABSTRACT 

 

Stella Adiego/23100403/impact Green marketing mix to Consumer’s buying decision 

process through mediation Consumer perception / Adviser: Dr. Tony Sitinjak 

 

Global warming is a major  problem today. one of the steps to reduce the impact of 

global warming is to use products that are friendly to the environment (green product) 

through strategies Green marketing mix. The Body Shop applying the concept green 

marketing as one of the measures to reduce the impact of global warming. according to Del 

I. Hawkins dan David L. Mothersbaugh environmental problems is not a guarantee to buy 

green products. even among those who care about the environment, negative perception is 

being increased, including the belief that green products are too expensive, low quality, not 

better for the environment and that green claims can not be trusted, therefore researchers 

interested in studying about impact Green marketing mix to Consumer’s buying decision 

process through mediation Consumer perception 

 

 The basis used to support this research is the definition of Green marketing, 

Consumer’s buying decision process and Consumer perception along with its dimensions.  

  

The object of this study is the consumer products in several branches of The Body 

Shop such as The Body Shop at Mall Kelapa Gading 3, Golden truly, Grand Indonesia (GI) 

dan Central Park (CP). This study used a descriptive method using questionnaires to collect 

data. according to Hair et al using 5 times as many observations to get a sample size. The 

procedure used is a structural equation modeling with the help of LISREL 8.80 program. 

 

The result of this research shows that Green marketing mix has a positive and 

significant effect to Consumer perception, Consumer perception has a positive and 

significant effect to Consumers’ buying decision process, Green marketing mix not be 

found enough evidence has a positive and significant effect to Consumers’ buying decision 

process. the effect of variable Green marketing mix on Consumers’ buying decision 

process is fully mediated by Consumer perception.  

 

The conclusion of this research is that Green marketing mix on Consumers’ buying 

decision process is fully mediated because the straight relation between those variables 

Green marketing mix and Consumers’ buying decision process is not insignificant. This 

result shows that Consumer perception determine the products sold can purchased or not. 
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