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Analisis Green Marketing, Green Product, dan Brand Image Terhadap 

Keputusan Pembelian Produk American Standard 

Dennis Dwi Prayoga 

ABSTRAK 

Penelitian ini bertujuan untuk menganalisis green marketing, green product, dan 

brand image terhadap keputusan pembelian produk American Standard. Data 

primer dan data sekunder dikumpulkan. Data sekunder dikumpulkan dari berbagai 

sumber seperti jurnal, buku dan publikasi lain yang terkait. Data primer 

dikumpulkan dengan menggunakan kuesioner yang dibagikan kepada responden 

dengan sasaran di Jabodetabek. Penelitian ini menggunakan teknik probability 

sampling, 100 tanggapan diperoleh. Metode yang digunakan dalam penelitian ini 

adalah metode Partial Least Square (PLS) dengan menggunakan aplikasi SmartPLS 

3. Hasil penelitian ini menunjukkan bahwa green marketing, dan brand image 

memiliki pengaruh positif dan signifikan terhadap keputusan pembelian. Sementara 

itu green product memiliki pengaruh positif tetapi tidak signifikan. Disarankan 

American Standard harus lebih memperhatikan poin-poin penting seperti 

memberikan diskon yang harus lebih tinggi dari produk lain. Penelitian lebih lanjut 

yang diperlukan adalah mengenai brand awareness. 

Kata Kunci: green marketing, green product, brand image, keputusan pembelian. 
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Analysis of Green Marketing, Green Product, and Brand Image on Purchase 

Decision of American Standard Products 

Dennis Dwi Prayoga 

ABSTRACT 

 

The purpose of this research is to analyse the impact of green marketing, green 

product, and brand image on purchase decision of American Standard products. 

Both primary and secondary data were gathered. Secondary data were collected 

from various sources such as journals, books and other related publications. 

Primary data were collected using questionnaire distributed to the target 

respondents in Jabodetabek. Using a probability sampling technique, 100 

responses were obtained. In this study, researcher used Partial Least Square (PLS) using 

SmartPLS 3 application in this method. The result showed that green marketing, dan 

brand image had a positive and significant effect on purchase decision. But, green 

product had a positive and insignificant effect on purchase decision. It is suggested 

that the American Standard pay more attention on important points such as giving 

the discount that should be higher than competitors. Further research on brand 

awareness is needed.  

Keywords: green marketing, green product, brand image, purchase decision
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