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ABSTRAK 

 
 

Penelitian ini memberikan solusi pada masalah yang dihadapi UKM Nabila Art Gallery 

yaitu belum dicatatnya pembelian produk, manajemen pemasaran masih bersifat tradisional, 

dan belum online menggunakan media sosial dengan pendekatan kuantitatif dan metode survei 

yang diolah dengan Aplikasi SPSS. Dari hasil pengolahan data serempak 3 variabel yaitu 

Green Product, Green Advertising dan Green Brand berpengaruh signifikan terhadap 

keputusan pembelian. Sedangkan secara parsial (individu) Green Product dan Green 

Advertising berpengaruh signifikan terhadap keputusan pembelian. Hanya Green Brand saja 

yang tidak berpengaruh signifikan terhadap Keputusan Pembelian. 

Oleh karena itu, perusahaan hendaknya tetap mempertahankan tiga faktor yang 

mempengaruhi keputusan pembelian yaitu Green Product, Green Advertising, dan Green 

Brand karena telah menyumbang nilai sebesar 63,20%. Agar penelitian selanjutnya bisa 

memperoleh hasil yang maksimal, diharapkan dapat menambahkan variabel Green Price. 

Kata Kunci: Green Product, Green Advertising, Green Brand dan Keputusan Pembelian 
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ABSTRACT 

 

 
This study provides a solution to the problems faced by UKM Nabila Art Gallery, 

namely that product purchases have not been recorded, marketing management is still 

traditional, and has not been online using social media with a quantitative approach and survey 

methods processed with the SPSS application. From the results of data processing, 

simultaneously green products, advertising and brands have a significant effect on purchasing 

decisions. While partially (individually) green products and green advertising have a 

significant effect on purchasing decisions. Only green brands have no significant effect on 

purchasing decisions. 

Therefore, the company should maintain three factors that influence purchasing 

decisions, namely Green Product, Green Advertising, and Green Brand because they have 

contributed a value of 63.20%. So that further research can obtain maximum results, it is 

expected to add a Green Price variable. 

Keywords: Green Product, Green Advertising, Green Brand and Purchase Decision 
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