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Abstract 

 

This research was conducted to investigate and analyze the influence of Green 

Brand on Green Purchase Intention with consumer attitude as a mediating variable. This 

study employed an explanatory research design with a quantitative approach. Data 

collection in this study was conducted using a questionnaire. The population in this study 

consisted of Innisfree consumers, with a total of 100 respondents. The data analysis method 

used was scale range and path analysis with the assistance of SPSS software. The results 

of the study found that Green Brand significantly influences Green Purchase Intention. 

Green Brand has a significant positive effect on consumer attitudes. Consumer attitudes 

have a significant positive effect on Green Purchase Intention. Green Brand significantly 

influences Green Purchase Intention through consumer attitudes. 
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Abstrak 

 

Penelitian ini dilakukan untuk mengetahui dan menganalisis pengaruh Green 

Brand terhadap Green Purchase Intention dengan sikap konsumen sebagai variable 

mediasi. Jenis penelitian ini menggunakan explanatory research dengan pendekatan 

kuantitatif. Teknik pengumpulan data dalam penelitian ini menggunakan kuesioner. 

Populasi pada penelitian ini adalah konsumen Innisfree dengan jumlah responden sebanyak 

100 konsumen. Metode analisis data yang digunakan yaitu rentang skala dan analisis jalur 

(path analisysis) dengan bantuan perangkat lunak SPSS. Hasil penelitian menemukan 

bahwa Green Brand berpengaruh terhadap Green Purchase Intention. Green Brand 

berpengaruh positif signifikan terhadap sikap konsumen. Sikap Konsumen berpengaruh 

positif signifikan terhadap Green Purchase Intention. Green Brand berpengaruh positif 

signifikan terhadap Green Purchase Intention melalui sikap konsumen. 

 

Kata kunci: Green Brand, Green Purchase Intention, Sikap Konsumen 
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