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ABSTRAK 

 

LAURA FARADINA WALLY, 22042010282, Pengaruh Green Marketing Dan 

Brand Image Terhadap Purchase Decision Dengan Brand Trust Sebagai 

Variabel Intervening Pada Konsumen Avoskin Beauty Di Kota Surabaya 

Penelitian ini bertujuan untuk mengetahui dan menganalisis pengaruh green 

marketing dan brand image terhadap purchase decision dengan brand trust sebagai 

variabel intervening pada konsumen Avoskin Beauty di Kota Surabaya. Pendekatan 

yang digunakan adalah kuantitatif asosiatif kausal dengan penyebaran kuesioner 

kepada 150 responden melalui teknik purposive sampling. Analisis data 

menggunakan analisis jalur (path analysis) berbantuan SPSS 26. Hasil penelitian 

menunjukkan bahwa green marketing berpengaruh positif dan signifikan terhadap 

brand trust (β = 0,289; t = 4,029) dan purchase decision (β = 0,304; t = 4,252); brand 

image berpengaruh positif dan signifikan terhadap brand trust (β = 0,508; t = 5,690) 

dan purchase decision (β = 0,558; t = 5,990); serta brand trust berpengaruh positif 

dan signifikan terhadap purchase decision (β = 0,203; t = 2,611). Uji Sobel 

membuktikan brand trust memediasi secara parsial pengaruh green marketing 

(koefisien tidak langsung = 0,058; t = 2,138) dan brand image (koefisien tidak 

langsung = 0,103; t = 2,335) terhadap purchase decision, dengan R² = 0,591. 

Kata kunci: Green Marketing, Brand Image, Purchase Decision, Brand Trust. 
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ABSTRACT 

 

LAURA FARADINA WALLY, 22042010182, The Effect Of Green Marketing And 

Brand Image On Purchase Decision With Brand Trust As An Intervening 

Variable On Avoskin Beauty Consumers In Surabaya City 

This study aims to examine and analyze the effect of green marketing and brand 

image on purchase decision with brand trust as an intervening variable among 

Avoskin Beauty consumers in Surabaya. This research adopts a causal associative 

quantitative approach, with data collected through questionnaires distributed to 

150 respondents using purposive sampling. Data were analyzed using path analysis 

with the aid of SPSS 26. The results indicate that green marketing has a positive 

and significant effect on brand trust (β = 0.289; t = 4.029) and purchase decision 

(β = 0.304; t = 4.252); brand image has a positive and significant effect on brand 

trust (β = 0.508; t = 5.690) and purchase decision (β = 0.558; t = 5.990); and 

brand trust has a positive and significant effect on purchase decision (β = 0.203; t 

= 2.611). The Sobel test confirms that brand trust partially mediates the effect of 

green marketing (indirect coefficient = 0.058; t = 2.138) and brand image (indirect 

coefficient = 0.103; t = 2.335) on purchase decision, with R² = 0.591. 

Keywords: Green Marketing, Brand Image, Purchase Decision, Brand Trust. 

 


