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ABSTRAK 

 

Kesadaran masyarakat akan kerusakan lingkungan yang semakin 

meningkat, membuat konsumen semakin memperhatikan dampak produk yang 

mereka beli terhadap lingkungan. Fenomena ini mendorong perusahaan untuk 

mengadopsi strategi pemasaran yang lebih berkelanjutan. Salah satu strategi yang 

diterapkan oleh perusahaan melalui green advertising, quality product yang 

menggunakan bahan-bahan alami dan tidak diuji coba terhadap hewan. Namun, 

meskipun banyak perusahaan yang menerapkan strategi ini, masih terdapat 

tantangan dalam mempengaruhi keputusan pembelian konsumen. Penelitian ini 

bertujuan untuk menganalisis pengaruh green advertising dan quality product 

terhadap keputusan pembelian produk The Body Shop, dengan perceived price 

sebagai variabel moderasi. Metode penelitian yang digunakan adalah pendekatan 

kuantitatif dengan teknik survei, yang melibatkan pengumpulan data melalui 

kuesioner yang disebarkan kepada konsumen yang telah membeli produk The Body 

Shop di Mall Tunjungan Plaza Surabaya. Data yang diperoleh dianalisis 

menggunakan Structural Equation Modeling (SEM) dengan pendekatan Partial 

Least Squares (PLS). 

Hasil penelitian menunjukkan bahwa: (1) green advertising berpengaruh 

signifikan terhadap purchase decision, sementara (2) kualitas produk juga 

berkontribusi secara signifikan terhadap purchase decision, (3) perceived price 

tidak berpengaruh signifikan terhadap purchase decision, (4) green advertising 

berpengaruh signifikan terhadap purchase decision melalui perceived price sebagai 

moderasi, (5) quality product tidak berpengaruh signifikan terhadap purchase 

decision melalui perceived price sebagai moderasi. Temuan ini diharapkan dapat 

memberikan wawasan bagi perusahaan dalam merumuskan strategi pemasaran 

yang lebih efektif, serta meningkatkan pemahaman tentang perilaku konsumen 

terhadap produk ramah lingkungan. 

Kata kunci: Green Advertising, Quality Product, Purchase Decision, 

dan Perceived Price 

  



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  

http://digilib.uinsa.ac.id/ http://digilib.uinsa.ac.id/ http://digilib.uinsa.ac.id/  

 

 

x 

 

ABSTRACT 

Increasing public awareness of environmental damage has made consumers 

increasingly pay attention to the impact of the products they buy on the environment. 

This phenomenon encourages companies to adopt more sustainable marketing 

strategies. One strategy companies implement is through green advertising: 

product quality that uses natural ingredients and is not tested on animals. However, 

although many companies implement this strategy, there are still challenges in 

influencing consumer purchasing decisions. This study aims to analyse the effect of 

green advertising and product quality on purchasing decisions for The Body Shop 

products, with perceived price as a moderating variable. The research method used 

is a quantitative approach with a survey technique, which involves collecting data 

through questionnaires distributed to consumers who have purchased The Body 

Shop products at Tunjungan Plaza Mall Surabaya. The data obtained were analyzed 

using Structural Equation Modeling (SEM) with the Partial Least Squares (PLS) 

approach. 

 The results of the study indicate that: (1) green advertising has a significant 

effect on purchase decisions, while (2) product quality also contributes significantly 

to purchase decisions, (3) perceived price does not have a significant effect on 

purchase decisions, (4) green advertising has a significant effect on purchase 

decisions through perceived price as a moderation, (5) product quality does not 

have a significant effect on purchase decisions through perceived price as a 

moderation. These findings are expected to provide insight for companies in 

formulating more effective marketing strategies, as well as increasing 

understanding of consumer behaviour towards environmentally friendly products. 

Keywords: Green Advertising, Quality Product, Purchase Decision, and 

Perceived Price 
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