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ABSTRAK 
 

NUR RAHMAWATI, 18042010069, Pengaruh Green Product dan Green 

Packaging Terhadap Brand Loyalty Melalui Brand Image Sebagai Variabel 

Intervening (Studi Pada Pengguna Produk Tupperware di Surabaya).  

Perkembangan industry bisnis semakin pesat meningkatkan pola konsumsi 

masyarkat terhadap penggunaan produk ditengah isu lingkungan yang menjadi 

permasalahan dalam kehidupan manusia. Konsekuensi dari hal tersebut yaitu 

penumpukan sampah salah satunya plastic yang dihasilkan dapat menyebabkan 

kerusakan lingkungan. Penerapan pemasaran hijau menjadi upaya dalam meraih 

daya saing global melalui pengembangan produk yang dilakukan melalui green 

product dan green packaging. Tujuan dari penelitian ini adalah untuk menganalisis 

pengaruh green product dan green packaging terhadap brand loyalty melalui brand 

image sebagai variabel intervening produk Tupperware. Jenis penelitian ini 

merupakan penelitian kuantitatif. Populasi penelitian yaitu pengguna produk 

Tupperware yang berada di Surabaya. Sedangkan sampel penelitian yaitu 150 

responden yang ditentukan melalui metode non-probability sampling. Metode 

pegumpulan data menggunakan kuesioner. Teknik analisa data yang digunakan 

yaitu statistic deskriptic dan inferensial dengan smart pls 3.0 Berdasarkan hasil 

penelitian, ditemukan green product berpengaruh positif dan signifikan terhadap 

brand image. Green packaging berpengaruh positif dan signifikan terhadap brand 

image. Brand image berpengaruh positif dan signifikan terhadap brand loyalty. 

Green product berpengaruh positif dan signifikan terhadap brand loyalty. Green 

packaging berpengaruh positif namun tidak signifikan terhadap brand loyalty. 

Green product berpengaruh negative dan positif terhadap brand loyalty melalui 

brand image. Green packaging berpengaruh positif dan signifikan terhadap brand 

loyalty melalui brand image.  

Kata Kunci: Produk Hijau, Kemasan Hijau, Citra Merek, Brand Loyalty 

  

 

 

 

 

 

 

 

 

 



 
 

xii 
 

ABSTRACT 

 

NUR RAHMAWATI, 18042010069, THE EFFECT OF GREEN PRODUCT 

AND GREEN PACKAGING ON BRAND LOYALTY THROUGH BRAND 

IMAGE AS AN INTERVENING VARIABELS (Case Study on Tupperware 

Product Users in Surabaya) 

The development of the business industry is rapidly increasing the 
consumption pattern of the community towards the use of products in the 
midst of environmental issues that become problems in human life. The 
consequence of this is that the accumulation of waste, one of which is 
plastic, can cause environmental damage. The application of green 
marketing is an effort to achieve global competitiveness through product 
development through green products and green packaging. The purpose of 
this study was to analyze the effect of green products and green packaging 
on brand loyalty through brand image as an intervening variable for 
Tupperware products. This type of research is a quantitative research. The 
research population is users of Tupperware products in Surabaya. While 
the research sample is 150 respondents who are determined through non-
probability sampling method. The data collection method used a 
questionnaire. The data analysis technique used is descriptive statistics and 
inferensial with smart pls 3.0. Based on the results of the study, it was found 
that green products had a positive and significant effect on brand image. 
Green packaging has a positive and significant effect on brand image. 
Brand image has a positive and significant effect on brand loyalty. Green 
product has a positive and significant effect on brand loyalty. Green 
packaging has a positive but not significant effect on brand loyalty. Green 
products have a negative and positive effect on brand loyalty through brand 
image. Green packaging has a positive and significant effect on brand 
loyalty through brand image. 

 

 

 

 

 


