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ABSTRAK 

Isu lingkungan, khususnya masalah sampah plastik, yang berkembang menjadi 

“penyakit” di Indonesia dan mulai meningkat, muncul di masyarakat beberapa 

tahun terakhir. Luasnya kerusakan lingkungan yang telah terjadi mendorong 

advokasi dan dukungan yang hampir universal untuk tindakan lebih mencintai 

lingkungan. Setiap bisnis menerapkan green marketing dalam 

memproduksi,pelabelan, pengemasan, menggunakan serta membuang produk 

karena hal ini. Ketika konsumen berkeinginan melakukan pembelian dan pemiliah 

sebuah barang atau jasa sesuai dengan pengalamannya dalam menggunakan 

memilih serta mengkonsumsinya, ataupun sekedar ingin membelinya, inilah yang 

disebut dengan niat beli. Keputusan pembelian pelanggan dipengaruhi oleh niat 

pembelian mereka. Tujuan penelitiannya agar dapat melihat apakah keputusan 

pembelian The Body Shop Royal Plaza Surabaya dipengaruhi oleh green marketing 

dan niat beli.  

Penelitian ini terdiri dari 2 Variabel bebas yakni green marketing (X1) dan minat 

beli (X2), dan 1 variabel dependen yakni keputusan pembelian (Y). Populasinya 

adalah pelanggan The Body Shop Royal Plaza Surabaya. Untuk menentukan jumlah 

responden, peneliti menggunakan teknik 25 x Jumlah variable independen = 50 

responden. Sampelnya dipilih dengan berdasarkan karakteristik tertentu (purposive 

sampling) dan teknik analisisnya menggunakan regresi linier berganda, uji t, dan 

uji f. 

Telah dibuktikan melalui penelitian ini bahwa green marketing dan minat beli 

mempengaruhi positif dan signifikan pada keputusan pembelian di The Body Shop 

Royal Plaza Surabaya. Di luar penelitian ini, variabel tambahan yang bisa 

memberikan peningkatan kesadaran masyarakat terhadap seberapa penting produk 

kecantikan yang ramah lingkungan harus dimasukkan oleh peneliti selanjutnya. 

Kata Kunci: Green Marketing, Minat Beli, Keputusan Pembelian 

 

 

 

 

 

 



 

xiv 
 

ABSTRACT 

Environmental issues, particularly the problem of plastic waste, which has 

developed into a "disease" in Indonesia and has begun to increase, have emerged 

in society over the past few years. The extent of the damage to the environment that 

had occurred prompted almost universal advocacy and support for actions to love 

the environment more. Every business implements green marketing in the 

production, packaging, labeling, use, and disposal of goods and services because 

of this. When consumers have a desire to buy or choose a product based on their 

experience choosing, using, and consuming it, or even just wanting to buy it, this is 

called purchase intention. Customers' purchasing decisions are influenced by their 

purchase intention. The study's objective was to ascertain whether The Body Shop 

Royal Plaza Surabaya's purchasing decisions are influenced by green marketing 

and purchase intention. 

This study consists of 2 independent variables in this study, namely green marketing 

(X1) and purchase intention (X2), and 1 dependent variable is the purchase 

decision (Y). The population is the customer of The Body Shop Royal Plaza 

Surabaya. To determine the number of respondents, researchers used a technique 

of 25 x number of independent variables = 50 respondents. The sampling 

techniques is generally carried out based on certain characteristics (purposive 

sampling). The analysis technique used is multiple linear regression, t test, and f 

test. 

It has been demonstrated through this research that green marketing and purchase 

intention have a positive and significant impact on product purchases intention 

from The Body Shop Royal Plaza Surabaya. Outside of this study, additional 

variables that can raise public awareness of the significance of environmentally 

friendly beauty products should be included by future researchers 

Keywords: Green Marketing, Purchase Intention, Purchase Decision 
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