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PENGARUH STRATEGI GREEN MARKETING TERHADAP PURCHASE 

BEHAVIOUR PRODUK THE BODY SHOP 

 

Vinka Azella Zis Abidin 

 

ABSTRAK 

 

Penelitian ini bertujuan untuk mengetahui dan menguji apakah ada pengaruh dari 

strategi green marketing terhadap purchase behaviour baik dalam parsial (uji t) dan 

simultan (uji f). Penelitian ini menggunakan beberapa variabel yaitu Environmental 

Awareness (X1), Green Product Features (X2), Green Price (X3), dan Green 

Promotion (X4) sebagai variabel independen (bebas), sedangkan variabel dependen 

(terikat) yang digunakan yaitu Purchase Behaviour (Y). Metode yang digunakan 

yakni penelitian kuantitatif, dengan pengumpulan data melalui penyebaran 

kuesioner. Populasi penelitian yaitu pelanggan The Body Shop berdomisili di 

Jakarta, Bogor, Depok, Tangerang, dan Bekasi (Jabodetabek), sedangkan total 

sampel diambil sebanyak 100 responden. Untuk analisis dan pengujian data 

menggunakan uji validitas, uji reliabilitas, uji normalitas, uji multikolinearitas, uji 

heteroskedastisitas, analisis regresi linear berganda, uji parsial, dan uji simultan. 

Hasil analisis menunjukkan bahwa Environmental Awareness, Green Product 

Features, dan Green Promotion memiliki nilai signifikansi ≤0,05, sehingga 

dinyatakan adanya pengaruh yang signifikan terhadap Purchase Behaviour. Tetapi, 

untuk variabel Green Price dinyatakan bernilai signifikansi sebesar 0,152 yaitu 

≥0,05, maka kesimpulannya tidak terdapat pengaruh yang signifikan antara Green 

Price terhadap Purchase Behaviour. Lalu, secara bersama-sama variabel 

Environmental Awareness, Green Product Features, Green Price, dan Green 

Promotion memiliki nilai sig. sebesar 0,000 yaitu <0,05, sehingga di simpulkan 

bahwa adanya pengaruh terhadap Purchase Behaviour.  

 

Kata kunci: Environmental Awareness, Green Product Features, Green Price, 

Green Promotion, Purchase Behaviour 
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THE EFFECT OF GREEN MARKETING STRATEGY ON THE BODY 

SHOP'S PURCHASE BEHAVIOR 

 

Vinka Azella Zis Abidin 

 

ABSTRACT 

 

This study aims to determine and test whether there is an effect of green marketing 

strategy on purchase behavior both in partial (t test) and simultaneous (f test). This 

study uses several variables, namely Environmental Awareness (X1), Green 

Product Features (X2), Green Price (X3), and Green Promotion (X4) as 

independent variables (free), while the dependent variable (bound) used is 

Purchase Behavior (Y). The method used is quantitative research, with data 

collection through questionnaires. The research population is The Body Shop 

customers domiciled in Jakarta, Bogor, Depok, Tangerang, and Bekasi 

(Jabodetabek), while the total sample is 100 respondents. For data analysis and 

testing using validity test, reliability test, normality test, multicollinearity test, 

heteroscedasticity test, multiple linear regression analysis, partial test, and 

simultaneous test. The results of the analysis show that Environmental Awareness, 

Green Product Features, and Green Promotion have a significance value of 0.05, 

so it is stated that there is a significant effect on Purchase Behavior. However, the 

Green Price variable is stated to have a significance value of 0.152, namely 0.05, 

so the conclusion is that there is no significant effect between Green Price on 

Purchase Behavior. Then, together the Environmental Awareness, Green Product 

Features, Green Price, and Green Promotion variables have a sig value. of 0.000, 

which is <0.05, so it can be concluded that there is an influence on Purchase 

Behavior. 

 

Keywords: Environmental Awareness, Green Product Features, Green Price, 

Green Promotion, Purchase Behaviour 
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