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ABSTRAK 

 

 Penelitian ini bertujuan untuk: 1) Menelusuri dampak Green Marketing pada 

keputusan pembelian. 2) Mengkaji dampak Brand Image terhadap keputusan 

pembelian. 3) Menganalisis dampak Inovasi Produk pada keputusan pembelian. 

Variabel independen dalam studi ini mencakup Green Marketing, Brand Image, dan 

Inovasi Produk, sementara Keputusan Pembelian dijadikan sebagai variabel dependen. 

Pemilihan sampel dilakukan melalui metode purposive sampling, dengan kriteria: 1. 

Individu yang telah membeli produk Apple. 2. Responden berumur minimal 17 tahun. 

3. Tinggal di Surabaya Selatan. Studi ini berhasil mengumpulkan data dari 93 

responden. Untuk analisis data Uji Hipotesis, digunakan teknik Regresi Logistik Biner. 

Temuan studi mengindikasikan bahwa Green Marketing dan Brand Image tidak 

memiliki pengaruh signifikan terhadap keputusan pembelian, sedangkan Inovasi 

Produk memiliki pengaruh yang signifikan. 

 

Kata Kunci: Green Marketing, Brand Image, Inovasi Produk, Keputusan 

Pembelian. 
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ABSTRACT 

 

 This study aims to: 1) Explore the impact of Green Marketing on purchasing 

decisions. 2) Examine the impact of Brand Image on purchasing decisions. 3) Analyze 

the impact of Product Innovation on purchasing decisions. The independent variables 

in this study include Green Marketing, Brand Image, and Product Innovation, while 

the Purchasing Decision is considered as the dependent variable. The sample selection 

was carried out using purposive sampling method, with criteria: 1. Individuals who 

have purchased Apple products. 2. Respondents are at least 17 years old. 3. Residing 

in South Surabaya. This study successfully collected data from 93 respondents. For the 

data analysis of Hypothesis Testing, Binary Logistic Regression technique was used. 

The findings of the study indicate that Green Marketing and Brand Image do not have 

a significant influence on purchasing decisions, whereas Product Innovation has a 

significant impact. 

 

Keywords: Green Marketing, Brand Image, Product Innovation, Purchase Decision


