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ABSTRACT 
 
This study aims to determine the effect of Green Marketing, Green Trust, Brand 
Image on the Purchase Decision of The Body Shop Products in Padang City "just 
in time. This study uses data collection methods by distributing questionnaires. 
The population and sample used in this study were the users of J&T services in 
the city of Padang, which amounted to 80 respondents. The data analysis method 
in this research is SPSS. The hypotheses in this study were tested using analytical 
methods including: Multiple linear regression analysis consisting of f test and t 
test. From the test results it can be concluded that (1) Green marketing has a 
positive effect on purchasing decisions for The Body Shop products in Padang 
City, (2) Green trust has a positive effect on purchasing decisions for The Body 
Shop products in Padang City and (3) Brand image has a positive effect on 
decision to purchase The Body Shop products in Padang City. 
 
Keywords: Green Marketing, Green Trust, Brand Image and Purchase Decision 
 

 



iv 
 

PENGARUH GREEN MARKETING, GREEN TRUST, BRAND IMAGE 

TERHADAP KEPUTUSAN PEMBELIAN PRODUK THE BODY 

 SHOP KOTA PADANG  

 

Melsatrisia1, Zeshasina Rosha2 
Prodi Manajemen, Fakultas Ekonomi Dan Bisnis, Universitas Bung Hatta 

E-mail: Melsatrisia14@gmail.com, zeshasina.rosha@bunghatta.ac.id  

 
ABSTRAK 

 
Penelitian ini bertujuan untuk mengetahui pengaruh green marketing, green trust, 
dan brand image terhadap keputusan pembelian produk The Body Shop di Kota 
Padang. Penelitian ini adalah penelitian kuantitatif dan menggunakan data primer 
yang diperoleh dari kuesioner. Populasi penelitian ini adalah masyarakat Kota 
Padang yang telah membeli produk The Body Shop. Teknik pengambilan sampel 
adalah purposive sampling dengan jumlah sampel sebanyak 80 responden. Data 
diolah dengan menggunakan program SPSS. Hasil penelitian menunjukkan bahwa 
(1) Green marketing berpengaruh positif dan signifikan terhadap keputusan 
pembelian produk The Body Shop di Kota Padang, (2) Green trust berpengaruh 
positif  dan signifikan terhadap keputusan pembelian produk The Body Shop di 
Kota Padang dan (3) Brand image  berpengaruh positif  dan signifikan terhadap 
keputusan pembelian produk The Body Shop di Kota Padang. 

 

Kata Kunci: Green Marketing, Green Trust, Brand Image dan Keputusan 
Pembelian  
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