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ABSTRAK

Dinda Fajar Miranti, 2026. Pengaruh Green Brand Positioning dan Green
Customer Value Terhadap Green Repurchase Intention dengan Attitude Toward
Green Brand Sebagai Mediator Pada Konsumen Generasi Z Produk
Somethinc Pembimbing: Dr. H. M. Riza Firdaus., SE, MM., Penguji: Dr. Siti
Aliyati Al Bushairi, SE, MM; Laila Refiana Said, S.Psi, M.Si, Ph.D.

Penelitian ini bertujuan untuk mengetahui dan menganalisis pengaruh
Green Brand Positioning dan Green Customer Value terhadap Green Repurchase
Intention dengan Attitude Toward Green Brand sebagai mediator pada konsumen
generasi Z produk somethinc. Variabel eksogen yang digunakan dalam penelitian
ini yaitu Green Brand Positioning dan Green Customer Value. variabel endogen
dalam penelitian ini yaitu Green Repurchase Intention. Sedangkan variabel
mediator dalam penelitian ini yaitu Attitude Toward Green Brand.

Penelitian ini menggunakan jenis penelitian kuantitatif dengan pendekatan
eksplanatori (explanatory research). Populasi dalam penelitian ini adalah seluruh
konsumen Generasi Z dengan rentang usia 18-28 tahun di Indonesia yang
mengetahui dan pernah membeli produk kecantikan merek Somethinc. Teknik
pengambilan sampel menggunakan metode purposive sampling dan diperoleh 130
responden yang memenuhi kriteria. Teknik analisis data yang dilakukan yaitu
dengan pendekatan Partial Least Square (PLS) menggunakan software SmartPLS
4.0.

Hasil menunjukkan bahwa Green Brand Positioning berpengaruh signifikan
terhadap Green Repurchase Intention. Sementara itu, Green Customer Value
berpengaruh signifikan terhadap Green Repurcase Intention, dan Attitude Toward
Green Brand berpengaruh signifikan terhadap Green Repurchase Intention.
penelitian ini juga menemukan bahwa Afttitude Toward Green Brand mampu
memediasi pengaruh Green Brand Positioning dan Green Customer Value terhadap
Green Repurchase Intention secara signifikan.

Kata Kunci: Green Brand Positioning, Green Customer Value, Attitude Toward
Green Brand, Green Repurchase Intention
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ABSTRACT

Dinda Fajar Miranti, 2026. The Effect of Green Brand Positioning and Green
Customer Value on Green Repurchase Intention with Attitude Toward Green
Brand as a Mediator on Generation Z Consumers of Somethinc Products.
Advisor: Dr. H. M. Riza Firdaus, SE, MM. Examiners: Dr. Siti Aliyati Al Bushairi,
SE, MM; Laila Refiana Said, S.Psi, M.Si, Ph.D.

This study aims to determine and analyze the effect of Green Brand
Positioning and Green Customer Value on Green Repurchase Intention, with
Attitude Toward Green Brand as a mediator among Generation Z consumers of
Somethinc products. The exogenous variables employed in this study are Green
Brand Positioning and Green Customer Value. The endogenous variable is Green
Repurchase Intention, while Attitude Toward Green Brand serves as the mediating
variable.

This study employs a quantitative research method with an explanatory
research approach. The population comprises all Generation Z consumers in
Indonesia, aged 18—28 years, who are aware of and have previously purchased
Somethinc beauty products. Utilizing a purposive sampling technique, a sample of
130 respondents who met the criteria was obtained. Data analysis was performed
using the Partial Least Square (PLS) approach via SmartPLS 4.0 sofiware.

The results indicate that Green Brand Positioning has a significant effect on
Green Repurchase Intention. Furthermore, Green Customer Value and Attitude
Toward Green Brand both exert a significant effect on Green Repurchase Intention.
This study also demonstrates that Attitude Toward Green Brand significantly
mediates the effects of both Green Brand Positioning and Green Customer Value
on Green Repurchase Intention.

Keywords: Green Brand Positioning, Green Customer Value, Attitude Toward
Green Brand, Green Repurchase Intention
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