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ABSTRAK 

Avoskin adalah salah satu merek kosmetik lokal yang menerapkan konsep 

keberlanjutan dan peduli terhadap lingkungan melalui berbagai strategi yang sudah 

diterapkan. Adanya penelitian ini didasarkan pada produk Avoskin yang belum 

mampu menjadi merek dengan pembelian tertinggi di tengah persaingan industri 

kosmetik di Indonesia. Penelitian ini dilakukan untuk menguji dan menganalisis 

pengaruh Green Packaging, Green Advertising, dan Green Brand Image terhadap 

Green Purchase Intention pada produk Avoskin. Jenis penelitian ini menggunakan 

explanatory research dengan pendekatan kuantitatif. Populasi pada penelitian ini 

adalah mahasiswa yang ada di kota Malang. Teknik pengambilan sampel 

menggunakan purposive sampling dengan dengan jumlah responden sebanyak 140 

responden. Metode analisis data yang digunakan yaitu rentang skala dan analisis 

linear berganda dengan bantuan perangkat lunak IBM SPSS versi 29. Hasil 

penelitian menunjukkan bahwa Green Packaging, Green Advertising, dan Green 

Brand Image berpengaruh positif dan signifikan terhadap Green Purchase Intention 

secara parsial pada produk Avoskin. Hasil ini menunjukkan bahwa strategi yang 

diterapkan oleh Avoskin melalui Green Packaging, Green Advertising, dan Green 

Brand Image dapat meningkatkan Green Purchase Intention konsumen terhadap 

produk Avoskin. Oleh karena itu, Avoskin perlu mengoptimalkan penggunaan 

kemasan ramah lingkungan, mengembangkan iklan, dan mempertahankan citra 

ramah lingkungan untuk meningkatkan daya tarik di pasar kosmetik Indonesia. 

Kata kunci:  Green Packaging, Green Advertising, Green Brand Image, Green 

Purchase Intention.  

 

 

mailto:najwavarine02@gmail.com


202210160311122 

Naj’wavarine Desca Aulia 

Prodi Manajemen 

  

 

vi 

 

 

 

THE INFLUENCE OF GREEN PACKAGING, GREEN ADVERTISING, 

AND GREEN BRAND IMAGE ON GREEN PURCHASE INTENTION OF 

AVOSKIN PRODUCTS 

 

Naj’wavarine Desca Aulia, Sri Nastiti Andharini, Yeyen Pratika 

Management Study Program, Faculty of Economic and Business,  

University of Muhammadiyah Malang 

E-mail: najwavarine02@gmail.com 

 

ABSTRACT  

Avoskin is a local cosmetics brand that implements sustainability and 

environmental awareness through various strategies it has adopted. This study was 

conducted because Avoskin products have not yet become the top-selling brand 

amid the competition in Indonesia’s cosmetics industry. This study was conducted 

to test and analyze the influence of Green Packaging, Green Advertising, and Green 

Brand Image on Green Purchase Intention for Avoskin products. This study employs 

an explanatory research design with a quantitative approach. The population for 

this study consists of students in the city of Malang. The sampling technique used 

is purposive sampling with a sample size of 140 respondents. The data analysis 

methods used were scale range and multiple linear regression analysis with the 

assistance of IBM SPSS software version 29. The results indicate that Green 

Packaging, Green Advertising, and Green Brand Image have a positive and 

significant partial effect on Green Purchase Intention for Avoskin products. These 

findings suggest that the strategies implemented by Avoskin through Green 

Packaging, Green Advertising, and Green Brand Image can increase consumers’ 

Green Purchase Intention toward Avoskin products. Therefore, Avoskin needs to 

optimize the use of eco-friendly packaging, develop advertising campaigns, and 

maintain its eco-friendly image to boost its appeal in the Indonesian cosmetics 

market. Therefore, Avoskin needs to optimize the use of eco-friendly packaging, 

develop advertising campaigns, and maintain its eco-friendly image to boost its 

appeal in the Indonesian cosmetics market. 

Keyword: Green Packaging, Green Advertising, Green Brand Image, Green 

Purchase Intention. 
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