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PENGARUH GREEN MARKETING MIX TERHADAP MINAT BELI 

ULANG PRODUK LOVE BEAUTY AND PLANET 

Ria Amaliaˡ 

 

ABSTRAK 

 

Tujuan dari penelitian ini adalah untuk mengetahui apakah green product, green 

price, green place dan green promotion mempunyai pengaruh yang signifikan 

terhadap minat beli ulang pada konsumen Love Beauty and Planet serta variable 

manakah yang berpengaruh paling kuat terhadap minat beli ulang. Penelitian ini 

menggunakan empat variable bebas yaitu green product (X1), green price (X2), 

green place (X3) dan green promotion (X4) sedangkan untuk variable terikat yaitu 

minat beli ulang (Y). Metode penelitian ini menggunakan metode kuantitatif yang 

disebar kepada 182 responden dengan menggunakan teknik simple random 

sampling. Hasil penelitian ini menunjukkan bahwa green product, green price, 

green place dan green promotion berpengaruh secara positif terhadap minat beli 

ulang produk Love Beauty and Planet. Namun secara individual, hanya variable 

green price, green place dan green promotion saja yang terbukti memiliki pengaruh 

signifikan terhadap minat beli ulang. Hasil penelitian ini juga menunjukkan bahwa 

keempat aspek product (X1), price (X2), place (X3) dan promotion (X4) 

berpengaruh secara signifikan terhadap minat beli ulang (Y) sebesar 86,1% 

selebihnya 13,9% dipengaruhi oleh variable lain diluar penelitian ini. 

 

 

Kata Kunci : Green product, Green Price, Green Place, Green Promotion, Minat 

Beli Ulang 

 

 

 

 

 

ˡ Mahasiswi Universitas Bakrie, Program Studi Manajemen 

 



Universitas Bakrie 

vii 

 

THE INFLUENCE OF GREEN MARKETING MIX ON INTEREST IN 

BUYING LOVE BEAUTY AND PLANET PRODUCTS 

Ria Amalia² 

 

ABSTRACT 

 

The purpose of this study was to determine whether green product, green price, 

green place and green promotion have a significant influence on repurchase 

interest on Love Beauty and Planet consumers and which variable has the strongest 

effect on repurchase interest. This study uses four independent variables, namely 

green product (X1), green price (X2), green place (X3) and green promotion (X4) 

while the dependent variable is repurchase interest (Y). This research method uses 

quantitative methods which are distributed to 182 respondents using simple random 

sampling technique. The results of this study indicate that green product, green 

price, green place and green promotion have a positive effect on the purchase 

intention of Love Beauty and Planet. However, individually, only green price, green 

place and green promotion variables have been shown to have a significant effect 

on repurchase interest. The results of this study also show that the four aspects of 

product (X1), price (X2), place (X3) and promotion (X4) have a significant effect 

on repurchase interest (Y) by 86.1% the remaining 13.9% is influenced by the 

variable others outside of this study. 

 

 

Keywords: Green product, Green Price, Green Place, Green Promotion, 

Repurchase Interest 
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