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ABSTRAK 

ALIFAH ANGGELLIA ZASKIYANTI. Analisis Pengaruh Green Marketing 

dan Green Perceived Value terhadap Purchase Decision Produk Somethinc di 

Jabodetabek. Dibimbing oleh MA’MUN SARMA.  

 

Peningkatan kesadaran masyarakat terhadap isu lingkungan mendorong 

perubahan perilaku konsumsi yang lebih selektif, terutama dalam memilih produk 

kecantikan. Penelitian bertujuan untuk menganalisis pengaruh green marketing dan 

green perceived value terhadap purchase decision produk Somethinc di 

Jabodetabek. Penelitian ini dilakukan pada Januari hingga Juli 2025 menggunakan 

data primer dan sekunder. Data primer diperoleh dari kuesioner yang diisi oleh 

responden yang memenuhi kriteria dan data sekunder diperoleh studi literatur 

terdahulu. Metode analisis yang digunakan adalah analisis deskriptif dan analisis 

SEM-PLS dengan sampel berjumlah 135 responden. Penentuan sampel dalam 

penelitian ini menggunakan teknik non-probablity sampling, yakni purposive dan 

quota sampling. Hasil penelitian menunjukkan green marketing dan green 

perceived value berpengaruh positif dan signifikan terhadap purchase decision. 

 

Kata kunci : green marketing, green perceived value, purchase decision 

Somethinc 

 

 

 

ABSTRACT 

ALIFAH ANGGELLIA ZASKIYANTI. Analysis of the Influence of Green 

Marketing and Green Perceived Value on Purchase Decision of Somethinc Products 

in Jabodetabek. Supervised by MA’MUN SARMA.  

 

The increasing public awareness of environmental issues has encouraged 

more selective consumption behavior, especially in choosing beauty products. This 

study aims to analyze the influence of green marketing and green perceived value 

on the purchase decision of Somethinc products in the Jabodetabek area. The 

research was conducted from January to July 2025 using both primary and 

secondary data. Primary data were obtained through questionnaires completed by 

respondents who met specific criteria, while secondary data were gathered from 

previous literature studies. The analysis methods used were descriptive analysis and 

SEM-PLS analysis with a sample of 135 respondents. The sampling technique used 

in this research was non-probability sampling, namely purposive and quota 

sampling. The results of the study show that green marketing and green perceived 

value have a positive and significant influence on purchase decisions. 
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