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ABSTRAK 

Penelitian yang berjudul “Pengaruh Green Product, Brand Image, dan Online 

Customer Review Pada Minat Beli Ulang Produk Skincare The Body Shop di 

Shopee Dengan Kepuasan Konsumen Sebagai Variabel Mediasi” penelitian ini 

berawal dari berkembangnya industri teknologi dan sosial mampu membuat 

perilaku kebutuhan manusia juga ikut berubah, salah satunya kebutuhan manusia 

akan kecantikan. Produk kecantikan termasuk salah satu produk FMCG. Saat ini 

perusahaan tidak hanya fokus menciptakan produk, melainkan juga ikut andil dalam 

melestarikan lingkungan. Salah satunya yaitu The Body Shop. The Body Shop 

adalah produk skincare ramah lingkungan yang berbahan dasar alami tanpa adanya 

bahan kimia.  

Penelitian ini merupakan penelitian kuantitatif yang menggunakan jenis data 

primer dan sekunder. Data primer didapatkan dari hasil kuisioner, sedangakn untuk 

data sekunder diperoleh dari jurnal,website, dan buku. Teknik pengambilan sampel 

yang digunakan dalam penelitian ini adalah non-probability sampling. Perhitungan 

didapat dari jumlah sampel sebanyak 300 responden yang telah membeli ulang 

produk skincare The Body Shop di Shopee. Dalam menguji instrument dan 

hipotesis dalam penelitian ini menggunakan Analysis Structural Equation 

Modelling (SEM) berbasis varians yakni Partial Least Square (PLS) versi 4. 

Hasil penelitian ini menunjukkan bahwa variabel green product dan brand image  

memiliki pengaruh positif siginifikan terhadap kepuasan konsumen. Sebaliknya 

variabel online customer review tidak memiliki pengaruh terhadap kepuasan 

konsumen. Variabel green product dan brand image tidak memiliki pengaruh 

terhadap minat beli ulang, sedangkan online customer review memiliki pengaruh 

pada minat beli ulang. Peran variabel mediasi dalam penelitian ini memiliki 

pengaruh full mediation yaitu green product terhadap minat beli ulang yang 

dimediasi oleh kepuasan konsumen pada produk skincare The Body Shop di 

Shopee. Sedangkan variabel brand image dan online customer review terhadap miat 

beli ulang yang dimediasi oleh kepuasan konsumen pada produk skincare The Body 

Shop di Shopee memiliki pengaruh partial mediation.  

Penelitian ini memberikan rekomendasi kepada pihak perusahaan agar dapat 

dapat terus konsisten melakukan promosi produk dengan selalu memberikan 

informasi seputar lingkungan, dapat mempertahankan serta meningkatkan citra 

merek positif yang dimilikinya, meningkatkan minat beli konsumen dengan cara 

konsisten memberikan informasi yang up-to-date mengenai produk. Sehingga akan 

muncul minat beli ulang konsumen. 

 

Kata Kunci : green product, brand image, online customer review,  minat 

beli ulang, kepuasan konsumen  
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ABSTRACT 

The research entitled "The Influence of Green Products, Brand Image, and 

Online Customer Reviews on Repurchase Interest in The Body Shop Skincare 

Products on Shopee With Consumer Satisfaction as a Mediating Variable" this 

research begins with the development of the technology and social industry which 

is able to make human behavior and needs also change. , one of which is the human 

need for beauty. Beauty products are one of the FMCG products. Currently, 

companies are not only focused on creating products, but also taking part in 

preserving the environment. One of them is The Body Shop. The Body Shop is an 

environmentally friendly skincare product made from natural ingredients without 

any chemicals. 

This research is quantitative research that uses primary and secondary data types. 

Primary data was obtained from the results of questionnaires, while secondary data 

was obtained from journals, websites and books. The sampling technique used in 

this research is non-probability sampling. The calculations were obtained from a 

sample size of 300 respondents who had repurchased The Body Shop skincare 

products on Shopee. In testing the instruments and hypotheses in this research, 

variance-based Structural Equation Modeling (SEM) analysis, namely Partial Least 

Square (PLS) version 4, was used. 

The results of this research show that the green product and brand image 

variables have a significant positive influence on consumer satisfaction. On the 

other hand, the online customer review variable has no influence on consumer 

satisfaction. The green product and brand image variables have no influence on 

repurchase interest, while online customer reviews have an influence on repurchase 

interest. The role of the mediating variable in this research has a full mediation 

effect, namely green products on repurchase interest which is mediated by 

consumer satisfaction with The Body Shop skincare products on Shopee. 

Meanwhile, the brand image and online customer review variables on repurchase 

intention which are mediated by consumer satisfaction with The Body Shop 

skincare products on Shopee have a partial mediation effect. 

This research provides recommendations to companies so that they can continue 

to consistently promote their products by always providing information about the 

environment, can maintain and improve their positive brand image, increase 

consumer buying interest by consistently providing up-to-date information about 

products. So that consumers will have repurchase interest. 

Keyword: green product, brand image, online customer review, repurchase 

intention, customer satisfaction 
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