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ABSTRAK 

Arya Aliaga Saputra/75180333/2022/Pengaruh Green Marketing dan Corporate Social 

Responsibility terhadap Keputusan Pembelian Konsumen Pada Produk The Body Shop 

tahun 2022/Dr. Sylvia Sari Rosalina, S.Sos, M.Si 

Pada zaman globalisasi sekarang ini, konsumen semakin peduli akan lingkungan. 

Perusahaan yang melihat peluang tersebut akhirnya mulai bermunculan dan memanfaatkan 

konsep green marketing sebagai strategi untuk mendapatkan konsumen tersebut. Tindakan 

dari peduli lingkungan yang lain adalah corporate social responsibility. Adanya konsep 

green marketing dan CSR diperkirakan mempunyai dampak terhadap pandangan 

konsumen ke perusahaan. Salah satu perusahaan yang melakukan keduanya adalah The 

Body Shop. Jadi penelitian ini dilakukan untuk mengetahui pengaruh green marketing dan 

corporate social responsibility terhadap keputusan pembelian konsumen pada produk The 

Body Shop. 

Teori yang digunakan pada penelitian ini adalah marketing, green marketing, corporate 

social responsibility dan keputusan pembelian. Terdapat dua jenis variabel dalam 

penelitian ini, yakni variabel independen  yaitu green marketing (X1) dan corporate social 

responsibility (X2), sedangkan variabel yang lainnya adalah variabel dependen yaitu 

keputusan pembelian (Y). 

Objek penelitian ini adalah The Body Shop Indonesia. Pengumpulan data dilakukan 

dengan menyebarkan kuisioner melalui google form kepada 153 repsonden. Pengambilan 

sampel dalam penelitian ini dilakukan dengan cara nonprobability sampling dengan teknik 

purposive sampling. Teknik analisis data menggunakan uji validitas, uji reliabilitas, 

analisis deskriptif, uji T, uji F, uji R
2
, uji heterodestisitas, uji normalitas dan uji 

multikolonieritas. 

Hasil analisis data menunjukan bahwa green marketing dan corporate social responsibility 

berpengaruh positif terhadap keputusan pembelian konsumen. Jadi dapat dinyatakan bahwa 

semakin efektif green marketing dan semakin diketahuinya corporate social responsibility 

membuat keputusan pembelian konsumen semakin meningkat. 

Penelitian ini menyimpulkan bahwa green marketing dan corporate social responsibility 

berdampak positif kepada keputusan pembelian. Berdasarkan hasil penelitian disarankan 

kepada The Body Shop Indonesia untuk tetap mengembangkan dan mempertahankan 

strategi green marketing serta tetap mempertahankan dan menambah program corporate 

social responsibility dalam perusahaan karena dapat meningkatkan keputusan konsumen 

untuk melakukan pembelian produk The Body Shop. 

Kata Kunci : Green Marketing, Corporate Social Responsibility, Keputusan Pembelian  
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ABSTRACT 

Arya Aliaga Saputra/75180333/2022/The Effect of  Green Marketing and Corporate Social 

Responsibility on Consumer’s Purchase Decisions for The Body Shop Products in 

2022/Dr. Sylvia Sari Rosalina, S.Sos, M.Si 

In today's era of globalization, consumers are increasingly concerned about the 

environment. Companies that see these opportunities are finally starting to emerge and use 

the concept of green marketing as a strategy to reach these consumers. Another act of 

caring for the environment is corporate social responsibility. The existence of the concepts 

of green marketing and CSR is estimated to have an impact on the consumer's view of the 

company. One of the companies that does both is The Body Shop. So this research was 

conducted to determine the effect of green marketing and corporate social responsibility 

on purchasing decisions of The Body Shop products. 

The theories used in this research are marketing, green marketing, corporate social 

responsibility, and purchasing decisions. There are two types of variables in this study, the 

independent variables are green marketing (X1) and corporate social responsibility (X2), 

while the other variable is the dependent variable, which is purchasing decisions (Y). 

The object of this research is The Body Shop Indonesia. Data was collected by distributing 

questionnaires via Google Form to 153 respondents. Sampling in this study was conducted 

by non-probability sampling with purposive sampling technique. The data analysis 

techniques that are being used are the validity test, reliability test, descriptive analysis, T 

test, F test, R2 test, heterodasticity test, normality test, and multicollinearity test. 

The results of data analysis show that green marketing and corporate social responsibility 

have a positive effect on consumer purchasing decisions. So it can be said that the more 

effective green marketing and the more customers are aware of corporate social 

responsibility, the more purchasing decisions are made. 

This study concludes that green marketing and corporate social responsibility have a 

positive impact on purchasing decisions. Based on the results of the research, it is 

suggested that The Body Shop Indonesia continue to develop and maintain a green 

marketing strategy as well as maintain and add to the corporate social responsibility 

program within the company because it can improve consumer decisions to purchase The 

Body Shop products. 

 

Keyword : Green Marketing, Corporate Social Responsibility, Purchasing Decisions  
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