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ABSTRACT 

 

Consumer awareness of environmental issues has influenced the way they make 

product purchasing decisions. Nowadays, consumers are very concerned about 

environmental issues and SDGs (Sustainable Development Goals),making 

sustainability a key factor (added value) that determines whether they buy a 

product. This study aims to analyze the influence of Green Marketing on Purchasing 

Decisions of The Body Shop products with Brand Image as a mediating variable. 

This study uses a quantitative approach with a survey method through an online 

questionnaire distributed to 120 respondents. The data analysis technique uses 

Partial Least Squares Structural Equation Modeling (PLS-SEM). The results of the 

study show that: Green Marketing has a positive and significant effect on brand 

image; Green Marketing has a positive and significant effect on purchasing 

decisions; Brand image has a positive and significant effect on purchasing 

decisions; and Brand image significantly mediates the relationship between Green 

Marketing and purchasing decisions. The implications of this study indicate that 

the implementation of a Green Marketing strategy can create a positive Brand 

Image and encourage increased Purchasing Decisions, so it is important to 

consistently prioritize the principle of sustainability in marketing activities. 
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ABSTRAK  

 

 Kesadaran konsumen terhadap isu lingkungan telah memengaruhi cara 

mereka mengambil keputusan pembelian produk. Kini konsumen sangat peduli 

pada isu lingkungan dan SDGs (Sustainable Development Goals), menjadikan 

keberlanjutan sebagai faktor kunci (nilai tambah) yang menentukan mereka 

membeli suatu produk. Penelitian ini bertujuan untuk menganalisis pengaruh Green 

Marketing terhadap Keputusan Pembelian produk The Body Shop dengan Brand 

Image sebagai variabel mediasi. Penelitian ini menggunakan pendekatan kuantitatif 

dengan metode survei melalui kuesioner online yang disebarkan kepada 120 

responden. Teknik analisis data menggunakan Partial Least Squares Structural 

Equation Modeling (PLS-SEM). Hasil penelitian menunjukkan bahwa: Green 

Marketing berpengaruh positif dan signifikan terhadap brand image; Green 

Marketing berpengaruh positif dan signifikan terhadap keputusan pembelian; 

Brand image berpengaruh positif dan signifikan terhadap keputusan pembelian; dan 

Brand image secara signifikan memediasi hubungan antara Green Marketing dan 

keputusan pembelian. Implikasi penelitian ini menunjukkan bahwa penerapan 

strategi Green Marketing dapat membuat Brand Image yang positif dan mendorong 

peningkatan Keputusan Pembelian, sehingga penting untuk terus konsisten 

mengedepankan prinsip keberlanjutan dalam kegiatan pemasaran. 

 

Kata Kunci: Brand Image, Green Marketing, Keputusan Pembelian 
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