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PENGARUH GREEN MARKETING TERHADAP PURCHASE DECISION 
DAN BRAND LOYALTY PADA MEREK FESYEN LOKAL ERIGO: STUDI 
KASUS KONSUMEN DAN PENGIKUT INSTAGRAM ERIGO GENERASI 

MILENIAL DAN Z 
 

Abhiyoga Deyandra Putra 
 

ABSTRAK 

 

Peningkatan kesadaran lingkungan mendorong merek fesyen untuk mengadopsi green 
marketing sebagai strategi dalam memengaruhi perilaku konsumen. Namun, efektivitas 
green marketing dalam mendorong keputusan pembelian dan membentuk loyalitas merek 
masih menunjukkan hasil yang beragam, khususnya pada merek fesyen lokal dan konsumen 
muda. Penelitian ini bertujuan menganalisis pengaruh green product, green distribution, 
green price, dan green promotion terhadap purchase decision dan brand loyalty konsumen 
Generasi Milenial dan Z pengikut Instagram Erigo. Penelitian ini menggunakan pendekatan 
kuantitatif dengan metode survei melalui kuesioner, yang dianalisis menggunakan Structural 
Equation Modeling–Partial Least Squares (SEM-PLS). Hasil penelitian menunjukkan 
bahwa green marketing berperan penting dalam mendorong keputusan pembelian 
konsumen muda. Seluruh dimensi green marketing berkontribusi terhadap purchase 
decision, sementara brand loyalty terutama dipengaruhi oleh dimensi yang dirasakan secara 
nyata dan konsisten oleh konsumen. Temuan ini menegaskan bahwa green marketing efektif 
untuk mendorong pembelian, namun pembentukan loyalitas merek memerlukan 
pengalaman merek yang autentik dan berkelanjutan. 
 
Kata Kunci: Green Marketing, Keputusan Pembelian, Loyalitas Merek, Fesyen Lokal, 
Generasi Milenial dan Z 
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THE EFFECT OF GREEN MARKETING ON PURCHASE DECISION AND 
BRAND LOYALTY IN THE LOCAL FASHION BRAND ERIGO: A CASE STUDY 

OF MILLENNIAL AND GENERATION Z CONSUMERS AND INSTAGRAM 
FOLLOWERS OF ERIGO 

 

Abhiyoga Deyandra Putra 
 

ABSTRACT 
 

Increasing environmental awareness has encouraged fashion brands to adopt green 
marketing strategies to influence consumer behavior. However, findings on the effectiveness 
of green marketing in driving purchase decisions and building brand loyalty remain 
inconsistent, particularly for local fashion brands and young consumers. This study aims to 
examine the effects of green product, green distribution, green price, and green promotion 
on purchase decision and brand loyalty among Millennial and Generation Z consumers who 
follow Erigo’s Instagram account. A quantitative approach was employed using a survey 
method, with data analyzed through Structural Equation Modeling–Partial Least Squares 
(SEM-PLS). The results indicate that green marketing plays an important role in shaping 
young consumers’ purchase decisions, as all green marketing dimensions contribute to 
purchase decision. Meanwhile, brand loyalty is mainly influenced by green marketing 
dimensions that are consistently and tangibly experienced by consumers. These findings 
suggest that while green marketing is effective in encouraging purchase decisions, the 
development of brand loyalty requires authentic and sustained brand experiences. 
 
Keywords: Green Marketing, Purchase decision, Brand loyalty, Local Fashion Brand, 
Millennials and Generation Z. 
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