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ABSTRAK

Penelitian ini ingin mengetahui lebih lanjut mengenai “Pengaruh Green
Brand Image, Green Advertisement dan Green Awareness terhadap Green
Purchase Intention dengan Environmental Knowledge sebagai variabel moderasi
pada konsumen The Body Shop di Surabaya”. Adapun yang melatarbelakangi
diadakannya penelitian ini adalah dalam turut serta untuk mengurangi
permasalahan lingkungan banyak perusahaan yang menciptakan produk ramah
lingkungan sehingga perusahaan perlu mengetahui apa yang menjadi faktor-faktor
konsumen untuk memunculkan niat beli produk perusahaan dalam diri konsumen.
Sampel penelitian yang digunakan dalam penelitian ini sebanyak 17 sampel dengan
teknik purposive sampling. Data yang digunakan adalah data primer yang diperoleh
dengan menyebarkan kuesioner online dalam bentuk google form kepada pengguna
The Body Shop di Surabaya. Teknik analisis data yang digunakan adalah
menggunakan SEM dengan software PLS.

Hasil penelitian menunjukan bahwa Green Brand Image berpengaruh positif
dan signifikan terhadap Green Purchase Intention, Green Advertisement
berpengaruh positif dan signifikan terhadap Green Purchase Intention, Green
Awareness berpengaruh positif dan signifikan terhadap Green Purchase Intention,
Environmental Knowledge berpengaruh positif dan signifikan dalam menguatkan
hubungan Green Brand Image terhadap Green Purchase Intention, Environmental
Knowledge tidak berpengaruh signifikan dalam menguatkan hubungan Green
Advertisement terhadap Green Purchase Intention dan Environmental Knowledge
berpengaruh positif dan signifikan dalam menguatkan hubungan Green Awareness
terhadap Green Purchase Intention.

Kata Kunci: Green Brand Image, Green Advertisement, Green Awareness, Green
Purchase Intention, Environmental Knowledge
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THE EFFECT OF GREEN BRAND IMAGE, GREEN ADVERTISEMENT
AND GREEN AWARENESS TOWARDS GREEN PURCHASE
INTENTION WITH ENVIRONMENTAL KNOWLEDGE AS
MODERATION VARIABLES ON THE BODY SHOP CONSUMERS IN
SURABAYA

ABSTRACT

The research wants to see further about "The effect of Green Brand Image,
Green Advertisement and Green Awareness on Green Purchase Intention with
Environmental Knowledge as a moderating variable for consumers of The Body
Shop in Surabaya". The background area for this is participating in overcoming
environmental problems, many companies that create environmentally friendly
products so that they can find out what can be the factors for consumers to buy
company products in consumers. The research sample used in the study was 17
samples with purposive sampling technique. The data used are primary data
obtained by online questionnaires in the form of google to users of The Body Shop
in Surabaya. The data analysis technique used is SEM with PLS software.

The results showed that Green Brand Image has a positive and significant
effect on Green Purchase Intention, Green Advertisement has a positive and
significant effect on Green Purchase Intention, Green Awareness has a positive and
significant effect on Green Purchase Intention, Environmental Knowledge has a
positive and significant effect in strengthening the relationship of Green Brand
Image against the Green Purchaselntention, Environmental Knowledge has no
significant effect in strengthening the relationship Green Advertisement on Green
Purchase Intention and Environmental Knowledge positive and significant impact
in strengthening the relationship Green Awareness on Green Purchase Intention.

Keywords: Green Brand Image, Green Advertisement, Green Awareness, Green
Purchase Intention, Environmental Knowledge
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