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ABSTRAK 

Aulia Pratiwi, 1707620026, Pengaruh green perceived quality dan corporate 

social responsibility terhadap niat beli melalui green trust sebagai variabel 

mediasi produk innisfree (Studi Kasus Pada Konsumen Pembeli Produk 

Innisfree di Wilayah Jabodetabek). Dalam persaingan yang semakin ketat pada 

industri kecantikan, perusahaan perlu memahami faktor-faktor yang dapat 

memengaruhi keputusan pada pembelian konsumen, terutama terkait kesadaran 

lingkungan. Penelitian ini memiliki tujuan untuk menganalisis pengaruh dari green 

perceived quality dan corporate social responsibility terhadap niat beli konsumen, 

dengan green trust sebagai variabel mediasi, pada produk Innisfree di wilayah 

Jabodetabek. Dalam penelitian ini peneliti menggunakan pendekatan kuantitatif 

dengan melibatkan 350 responden yang merupakan konsumen produk Innisfree. 

Peneliti juga menggunakan data dianalisis perangkat lunak AMOS versi 24 dan 

metode SEM (Structural Equation Modeling). Dengan menghasilkan penelitian 

yang menunjukkan bahwa pengaruh dari green perceived quality dan corporate 

social responsibility memiliki pengaruh positif dan signifikan terhadap niat beli, di 

mana green trust berperan sebagai mediator yang memperkuat hubungan tersebut. 

Namun, dalam hal ini pengaruh yang dimiliki variabel corporate social 

responsibility tidak memiliki pengaruh secara langsung terhadap niat beli melalui 

green trust sebagai mediasi. Temuan ini dapat memberikan wawasan penting bagi 

perusahaan untuk merancang strategi pemasaran yang lebih efektif, sekaligus 

menekankan pentingnya komitmen terhadap keberlanjutan dan tanggung jawab 

sosial guna meningkatkan niat beli pada konsumen produk Innisfree.  

Kata kunci: Green Perceived Quality, Corporate Social Responsibility, Niat beli, 

Green Trust 
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ABSTRACT 

Aulia Pratiwi, 1707620026, The influence of green perceived quality and 

corporate social responsibility on purchase intention through green trust as a 

mediaton variabel for innisfree products (Case Study of Consumers Buying 

Innisfree Products in the Jabodetabek Area). In the increasingly tight competition 

in the beauty industry, companies need to understand the factors that can influence 

consumer purchasing decisions, especially related to environmental awareness. 

This study aims to analyze the effect of green perceived quality and corporate social 

responsibility on consumer purchase intentions, with green trust as a mediating 

variable, on Innisfree products in the Jabodetabek area. In this study, researchers 

used a quantitative approach involving 350 respondents who were consumers of 

Innisfree products. Researchers also used data analyzed by AMOS software version 

24 and the SEM (Structural Equation Modeling) method. By producing research 

that shows that the influence of green perceived quality and corporate social 

responsibility has a positive and significant influence on purchase intentions, where 

green trust acts as a mediator that strengthens the relationship. However, in this 

case, the influence of the corporate social responsibility variable does not have a 

direct influence on purchase intentions through green trust as a mediator. These 

findings can provide important insights for companies to design more effective 

marketing strategies, while emphasizing the importance of commitment to 

sustainability and social responsibility in order to increase purchase intentions in 

consumers of Innisfree products. 

Keyword: Green Perceived Quality, Corporate Social Responsibility, Purchase 

Intention, Green Trust 
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