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PENGARUH BAURAN PEMASARAN HIJAU TERHADAP KEPUTUSAN 

PEMBELIAN OLEH KONSUMEN GREENLY SALAD DI SURABAYA 

 

 
Almira Parahita Soekarno, Hamidah Hendrarini, Sigit Dwi Nugroho 

 

 

ABSTRAK  

Penelitian ini bertujuan untuk mengidentifikasi karakteristik konsumen serta 

menganalisis pengaruh green marketing mix terhadap keputusan pembelian oleh 

konsumen Greenly salad Galaxy Mall 1 Surabaya. Metode yang digunakan dalam 

penelitian ini adalah  kuantitatif menggunakan analisis data deskriptif dan 

Structural Equation Model Partial Least Square (SEM-PLS). Jumlah Responden 

dalam penelitian ini  sebanyak 104 orang terdiri dari kalangan dan usia yang 

beragam, serta  harus berusia diatas 17 tahun dan pernah melakukan pembelian pada 

outlet Greenly Salads di Surabaya dengan intensitas satu kali dalam enam bulan 

terakhir. Pengumpulan data diambil dengan cara penyebaran kuesioner. Pengolahan 

data dilakukan dengan metode Partial Least Square (PLS) dengan aplikasi 

SMART-PLS 3.3.3. Pada penelitian ini didapatkan  hasil yaitu adanya pengaruh 

yang signifikan antara green marketing mix terhadap keputusan pembelian Greenly 

salad di Surabaya. Besarnya persentase pengaruh green marketing mix terhadap 

keputusan pembelian yaitu  63.40%. Dalam penelitian didapatkan kesimpulan 

bahwa tanggapan responden terkait variabel green marketing mix (green product, 

green place, gren price) berpengaruh signifikan terhadap keputusan pembelian, 

namun pada variabel green promotion dan green phyisical evidence tidak 

berpengaruh signifikan. 

 
Kata kunci : green marketing, green marketing mix, keputusan pembelian, SEM-
PLS   
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THE EFFECT OF GREEN MARKETING MIX ON PURCHASING 

DECISIONS BY GREENLY SALAD CONSUMERS IN SURABAYA 

 
Almira Parahita Soekarno, Hamidah Hendrarini, Sigit Dwi Nugroho 

 

 

ABSTRACT  

This study aims to identify consumer characteristics and analyze the influence of 
the green marketing mix on the purchasing decisions of consumers of Greenly salad 
in Galaxy Mall 1 Surabaya. The method used in this study is quantitative using 
descriptive data analysis and Structural Equation Model Partial Least Square (SEM-
PLS). The number of respondents in this study was 104 people consisting of various 
groups and ages, They must be over 17 years old and have made a purchase at the 
Greenly Salads outlet in Surabaya with intensity once in the last six months. Data 
collection takes place through the dissemination of questionnaires. Data processing 
is carried out using the Partial Least Square (PLS) method with the SMART-PLS 
3.3.3 application. In this study, results were obtained, namely the significant 
influence of the green marketing mix on the purchase decision of Greenly salad in 
Surabaya. The percentage of influence of the green marketing mix on purchasing 
decisions is 63.40 percent. In the study, it was concluded that respondents' 
responses related to the green marketing mix variables (green product, green place, 
and green price) had a significant effect on purchasing decisions, but the green 
promotion and green physical evidence variables did not have a significant effect.  
 
Keywords: Green marketing, green marketing mix, purchasing decisions, SEM 
approach  
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