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ABSTRACT 

This study aims to analyze the influence of green marketing on purchase 

decisions with brand image as a mediating variable among consumers of Adia 

Indonesia products in Kediri City. This research uses a quantitative approach 

with a survey method by distributing questionnaires to 120 respondents who 

have purchased Adia Indonesia products at least once in the recent period. The 

data were analyzed using the Mediated Regression Analysis (MRA) and Sobel 

test to examine both direct and indirect effects between variables. The results 

show that green marketing has a positive and significant influence on brand 

image and purchase decisions. Brand image also has a significant effect on 

purchase decisions and is proven to significantly mediate the relationship 

between green marketing and purchase decisions. Thus, it can be concluded 

that the green marketing strategy implemented by Adia Indonesia not only 

enhances brand image but also effectively drives consumer purchase decisions 

for environmentally friendly products. 
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ABSTRAK 

Penelitian ini bertujuan untuk menganalisis pengaruh green marketing terhadap 

keputusan pembelian dengan brand image sebagai variabel mediasi pada 

konsumen produk Adia Indonesia di Kota Kediri. Penelitian ini menggunakan 

pendekatan kuantitatif dengan metode survei melalui penyebaran kuesioner 

kepada 120 responden yang pernah membeli produk Adia Indonesia minimal satu 

kali dalam kurun waktu terakhir. Data dianalisis menggunakan metode MRA 

(Mediated Regression Analysys) dan Uji Sobel untuk mengetahui pengaruh 

langsung dan tidak langsung antar variabel. Hasil penelitian menunjukkan bahwa 

green marketing berpengaruh positif dan signifikan terhadap brand image dan 

keputusan pembelian. Brand image juga berpengaruh signifikan terhadap 

keputusan pembelian, serta terbukti memediasi secara signifikan pengaruh green 

marketing terhadap keputusan pembelian. Dengan demikian, dapat disimpulkan 

bahwa strategi green marketing yang diterapkan Adia Indonesia tidak hanya 

meningkatkan brand image tetapi juga mampu mendorong keputusan pembelian 

konsumen terhadap produk ramah lingkungan. 

 

Kata Kunci : Brand Image, Green Marketing, Keputusan Pembelian. 
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