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Pengaruh personal environmental responsibility dan environmentally oriented

social media browsing terhadap sustainable purchasing attitude, dimoderasi

oleh personally perceived environmental effectiveness pada konsumen The

Body Shop di Kota Jakarta

Lidya Hamdani Putri

ABSTRAK
Penelitian ini bertujuan untuk mengetahui pengaruh personal environmental
responsibility dan environmentally oriented social media browsing terhadap
sustainable purchasing attitude dimoderasi oleh personally perceived
environmental effectiveness (studi kasus pada konsumen the body shop di kota
Jakarta). Jenis penelitian ini adalah kausatif dengan jenis data kuantitatif.
Penelitian ini menggunakan purposive sampling sebagai tekhnik yang dipakai,
sehingga populasi yang ada pada penelitian ini berjumlah 150 responden yang
menjadi sampel penelitian. Analisis data yang digunakan SEM-PLS dengan
bantuan aplikasi SmartPLS 3.2.9. Temuan pada penelitian ini yaitu variabel
Personal Environmentally Responsibility terhadap Sustainable Purchasing
Attitude memiliki pengaruh positif dan signifikan. Environmentally Oriented
Social Media Browsing terhadap Sustainable Purchasing Attitude memiliki
pengaruh positif dan signifikan. Personally Perceived Environmental
Effectiveness dapat memperkuat Personal Environmental Responsibility dengan
Sustainable Purchasing Attitude. Personally Perceived Environmental
Effectiveness memperkuat Oriented Social Media Browsing dengan Sustainable
Purchasing Attitude.

Kata Kunci: Personal Environmental Responsibility, Environmentally Oriented
Social Media Browsing, Sustainable Purchasing Attitude, Personally Perceived
Environmental Effectiveness
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The influence of Personal Environmental Responsibility and

Environmentally Oriented Social Media Browsing on Sustainable Purchasing

Attitude, Moderated by Personally Perceived Environmental Effectiveness

on The Body Shop consumers in Jakarta City

Lidya Hamdani Putri

ABSTRACT
This study aims to determine the influence of personal environmental
responsibility and environmentally oriented social media browsing on sustainable
purchasing attitude, moderated by personally perceived environmental
effectiveness (a case study of The Body Shop consumers in Jakarta). This
research is causative in nature, utilizing quantitative data. The study employs
purposive sampling as its technique, with a population consisting of 150
respondents who serve as the research sample. Data analysis is conducted using
SEM-PLS with the assistance of SmartPLS 3.2.9 software. The findings of this
study indicate that the variable Personal Environmental Responsibility has a
positive and significant effect on Sustainable Purchasing Attitude.
Environmentally Oriented Social Media Browsing also has a positive and
significant effect on Sustainable Purchasing Attitude. Personally Perceived
Environmental Effectiveness strengthens the relationship between Personal
Environmental Responsibility and Sustainable Purchasing Attitude. Additionally,
Personally Perceived Environmental Effectiveness enhances the influence of
Environmentally Oriented Social Media Browsing on Sustainable Purchasing
Attitude.

Keyword: Personal Environmental Responsibility, Environmentally Oriented
Social Media Browsing, Sustainable Purchasing Attitude, Personally Perceived
Environmental Effectiveness
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