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THE INFLUENCE OF GREEN MARKETING MIX ON
PURCHASING DECISIONS WITH BRAND IMAGE AS A
MEDIATING VARIABLE

Hasna Amiliyah', Fien Zulfikarijah?, Kenny Roz*
Management Departement, Faculty of Economic and Bussines
University of Muhammadiyah Malang
Corresponding E-mail: hasnaamiliyahO1(@gmail.com

ABSTRACT

The purpose of this study is to determine the effect of green marketing mix on purchasing
decisions mediated by brand image. The research method used uses quantitative research
with a survey approach. This research was conducted on consumers. of The Body Shop with
a total of 100 respondents. The sampling technique uses a non-probability sampling
technique with purposive sampling. Data collection techniques are carried out by
distributing questionnaires using google forms. The data analysis method used is a scale
range and partial least square analysis assisted by SmartPLS 4.0 software. The results of
this study are that green marketing mix has a positive and significant influence on
purchasing decisions, green marketing mix has a positive and significant effect on brand
image, brand image has a positive and significant effect on purchasing decisions, and
brand image is able to mediate the influence of green marketing mix on purchasing
decisions.
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ABSTRAK

Tujuan dari penelitian ini untuk mengetahui pengaruh green marketing mix terhadap
keputusan pembelian yang dimediasi oleh brand image. Metode penelitian yang digunakan
menggunakan penelitian kuantitatif dengan pendekatan survei. Penelitian ini dilakukan
pada konsumen The Body Shop dengan jumlah responden sebanyak 100 orang. Teknik
pengambilan sampel menggunakan teknik non probability sampling dengan purposive
sampling. Teknik = pengumpulan data dilakukan dengan penyebaran  kuesioner
menggunakan google form. Metode analisis data yang digunakan yaitu rentang skala dan
analisis partial least square dibantu dengan softwere SmartPLS 4.0. Hasil dari penelitian
ini yaitu green marketing mix memiliki pengaruh positif dan signifikan terhadap keputusan
pembelian, green marketing mix berpengaruh berpengaruh positif dan signifikan terhadap
brand image, brand image berpengaruh positif dan signifikan terhadap keputusan
pembeliann, serta brand image mampu memediasi pengaruh green marketing mix terhadap
keputusan pembelian.

Keywords : Green Marketing Mix, Keputusan Pembelian, Brand Image
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