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ABSTRAK 

Penelitian ini bertujuan untuk menganalisis pengaruh green marketing dan 

corporate social responsibility terhadap purchase decision produk 

smartphone Samsung dengan brand image sebagai variabel mediasi, pada 

konsumen di Yogyakarta. Penelitian ini menggunakan metode purposive 

sampling dengan jumlah sampel sebanyak 107 responden. Penelitian ini 

menggunakan analisis jalur dengan process macro yang diolah 

menggunakan software IBM SPSS Statistics 26. Hasil penelitian ini 

menunjukkan bahwa: (1) green marketing berpengaruh positif dan 

signifikan terhadap purchase decision produk smartphone Samsung, (2) 

corporate social responsibility berpengaruh positif dan signifikan terhadap 

purchase decision produk smartphone Samsung, (3) green marketing 

berpengaruh positif dan signifikan terhadap brand image produk 

smartphone Samsung, (4) corporate social responsibility berpengaruh 

positif dan signifikan terhadap brand image produk smartphone Samsung, 

(5) brand image berpengaruh positif dan signifikan terhadap purchase 

decision produk smartphone Samsung, (6) green marketing berpengaruh 

positif dan signifikan terhadap purchase decision melalui brand image 

produk smartphone Samsung, dan (7) corporate social responsibility 

berpengaruh positif dan signifikan terhadap purchase decision melalui 

brand image produk smartphone Samsung. 

Kata kunci: Green marketing, corporate social responsibility, brand 

image, purchase decision  
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ABSTRACT 

This study aims to analyze the influence of green marketing and corporate 

social responsibility on the purchase decision of Samsung smartphones, 

with brand image as a mediating variable, among consumers in Yogyakarta. 

The research employed a purposive sampling method, involving 107 

respondents as the sample. This study employed path analysis with process 

macro, utilizing IBM SPSS Statistics 26 software for data processing. The 

findings of this study indicate that: (1) green marketing has a positive and 

significant influence on the purchase decision of Samsung smartphones, (2) 

corporate social responsibility has a positive and significant influence on 

the purchase decision of Samsung smartphones, (3) green marketing has a 

positive and significant influence on the brand image of Samsung 

smartphones, (4) corporate social responsibility has a positive and 

significant influence on the brand image of Samsung smartphones, (5) 

brand image has a positive and significant influence on the purchase 

decision of Samsung smartphones, (6) green marketing positively and 

significantly influences the purchase decision through the brand image of 

Samsung smartphones, and (7) corporate social responsibility positively 

and significantly influences the purchase decision through the brand image 

of Samsung smartphones. 

 

Keywords: Green marketing, corporate social responsibility, brand image, 

purchase decision 
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