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PENGARUH GREEN BRAND AWARENESS, GREEN BRAND TRUST,
GREEN BRAND IMAGE DAN GREEN PERCEIVED VALUE TERHADAP
PURCHASE INTENTION PADA PRODUK KECANTIKAN L’OCCITANE

ABSTRAK

Green brand product sedang menjadi bahan perbincangan dikarenakan
produk yang di pasarkan menggunakan bahan-bahan organik serta ramah terhadap
lingkungan. Sehingga, banyak konsumen tertarik untuk menggunakan green brand
product. Penelitian ini memiliki tujuan untuk mengetahui pengaruh variabel green
brand awareness, green brand trust, green brand image dan green perceived value
terhadap purchase intention.

Objek penelitian ini adalah green brand product dari Perancis L’Occatine.
Penelitian ini menggunakan 150 sampel, dengan kriteria minimal menggunakan
produk L’Occatine dalam waktu 3 bulan terakhir. Pengambilan sampel dengan
dilakukan dengan probabilitas sampling. Kemudian, kuesioner di sebarkan melalui
google form. Dan proses analisis data penelitian ini menggunakan regresi linier
berganda dengan bantuan program SPSS 23.

Hasil pada penelitian ini menunjukan bahwa variabel green brand awareness
berpengaruh secara positif terhadap variabel purchase intention artinya dengan
adanya green brand awareness secara tidak langsung mempengaruhi dalam proses
niat beli konsumen terhadap suatu produk. Variabel green brand trust tidak
berpengaruh terhadap variabel purchase intention artinya kepercayaan konsumen
terhadap suatu merek hijau masih kurang sehingga hasil yang diperoleh tidak
signifikan. Variabel green brand image mempunyai hasil yang tidak berpengaruh
juga terhadap variabel purchase intention yang artinya reputasi merek hijau masih
kurang di konsumen, sehingga memiliki pengaruh yang cukup terhadap niat beli.
Variabel green perceived value memiliki pengaruh positif terhadap variabel
purchase intention artinya manfaat, serta nilai yang diberikan green brand product
kepada konsumennya dapat mempengaruhi niat beli konsumen.

Kata kunci : green brand awareness, green brand trust, green brand
image, green perceived value, purchase intention
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THE EFFECT OF GREEN BRAND AWARENESS, GREEN BRAND
TRUST, GREEN BRAND IMAGE AND GREEN PERCEIVED VALUE ON
PURCHASE INTENTION ON CONSUMERS OF L'OCCITANE BEAUTY

PRODUCTS

ABSTRACT

Green brand products are being discussed because the products marketed
use organic ingredients and are friendly to the environment. Thus, many consumers
are interested in using green brand products. This study aims to determine the effect
of the variables green brand awareness, green brand trust, green brand image and
green perceived value on purchase intention.

The object of this research is the green brand product from France
L'Occatine. This study used 150 samples, with the minimum criteria of using
L'Occatine products in the last 3 months. Sampling was done with probability
sampling. Then, the questionnaire was distributed via google form. And the data
analysis process of this study uses multiple linear regression with the help of the
SPSS 23 program.

The results in this study indicate that the green brand awareness variable has
a positive effect on the purchase intention variable, meaning that the presence of
green brand awareness indirectly affects the consumer's purchase intention process
for a product. The green brand trust variable has no effect on the purchase intention
variable, meaning that consumer confidence in a green brand is still lacking so that
the results obtained are not significant. The green brand image variable has a result
that does not also affect the purchase intention variable, which means that the green
brand reputation is still lacking in consumers, so it has a sufficient effect on
purchase intention. The green perceived value variable has a positive influence on
the purchase intention variable, meaning that the benefits, and the value that the
green brand product gives to its consumers, can influence consumer purchase
intention.

Keywords: green brand awareness, green brand trust, green brand image, green
perceived value, purchase intention
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