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ABSTRAK

Penelitian ini bertujuan untuk menganalisis pengaruh sustainable marketing yang
terdiri dari tanggung jawab sosial, lingkungan, ekonomi, dan budaya terhadap minat
beli kendaraan listrik, dengan Social Influence sebagai variabel mediasi. Populasi
penelitian ini adalah calon konsumen kendaraan listrik yang berdomisili di DKI
Jakarta, dengan jumlah sampel sebanyak 217 responden yang dipilih menggunakan
teknik purposive sampling. Data dikumpulkan melalui kuesioner online dan
dianalisis menggunakan Partial Least Squares—Structural Equation Modeling
(PLS-SEM). Hasil penelitian menunjukkan bahwa tanggung jawab sosial,
Environmental Responsibility, dan Economic Responsibility berpengaruh positif
dan signifikan terhadap minat beli, sedangkan tanggung jawab budaya tidak
berpengaruh  signifikan secara langsung. Selanjutnya, Environmental
Responsibility, ekonomi, dan budaya berpengaruh positif dan signifikan terhadap
Social Influence, sementara tanggung jawab sosial tidak menunjukkan pengaruh
yang signifikan. Social Influence terbukti berpengaruh positif dan signifikan
terhadap minat beli serta memediasi pengaruh FEnvironmental Responsibility,
ekonomi, dan budaya terhadap minat beli, namun tidak memediasi pengaruh
tanggung jawab sosial. Temuan ini menegaskan bahwa dampak sustainable
marketing terhadap minat beli kendaraan listrik bersifat tidak seragam antar dimensi
dan bahwa Social Influence memiliki peran strategis dalam memperkuat pengaruh
Environmental Responsibility, ekonomi, dan budaya terhadap minat beli konsumen.

Kata Kunci: Sustainable Marketing, Social Influence, Minat Beli, Kendaraan
Listrik, Theory of Planned Behavior.
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ABSTRACT

This study aims to examine the effect of sustainable marketing, consisting of social,
environmental, economic, and Cultural Responsibility, on electric vehicle purchase
intention, with Social Influence as a mediating variable. The population of this
study comprises prospective electric vehicle consumers residing in DKI Jakarta,
with a sample of 217 respondents selected using purposive sampling. Data were
collected through an online questionnaire and analyzed using Partial Least
Squares—Structural Equation Modeling (PLS-SEM). The results reveal that Social
Responsibility, Environmental Responsibility, and Economic Responsibility have a
positive and significant effect on purchase intention, while Cultural Responsibility
does not show a significant direct effect. Furthermore, Environmental
Responsibility, Economic Responsibility, and Cultural Responsibility positively and
significantly influence Social Influence, whereas Social Responsibility does not.
Social Influence has a positive and significant effect on purchase intention and
significantly mediates the effects of envirommental, economic, and Cultural
Responsibility on purchase intention, but does not mediate the effect of Social
Responsibility. These findings indicate that the impact of sustainable marketing on
electric vehicle purchase intention varies across dimensions and highlight the
critical role of Social Influence in strengthening sustainability-driven consumer
decisions.

Keywords: Sustainable Marketing, Social Influence, Purchase Intention, Electric

Vehicles, Theory of Planned Behavior.
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