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ABSTRAK

Penelitian ini difokuskan untuk menguji secara empiris pengaruh Green Product,
Influencer Marketing, dan Value Co-Creation terhadap Keputusan Pembelian
produk Avoskin. Penelitian ini menggunakan pendekatan kuantitatif. Populasi
penelitian meliputi konsumen Avoskin di Universitas Wijaya Kusuma Surabaya,
dengan teknik pengambilan sampel purposive sampling sebanyak 100 responden.
Pengumpulan data primer dilakukan melalui penyebaran kuesioner daring
menggunakan Google Form yang kemudian dianalisis menggunakan metode
analisis jalur (Path Analysis) dengan bantukan perangkat lunak SPSS. Hasil
pengujian hipotesis menunjukkan bahwa green product, influencer marketing, dan
value co-creation berpengaruh secara positif dan signifikan terhadap keputusan
pembelian, green product dan influencer marketing berpengaruh secara langsung
dan signifikan terhadap value co-creation, serta value co-creation mampu
memediasi pengaruh green product dan influencer marketing terhadap keputusan
pembelian.

Kata kunci: Green Product, Influencer Marketing, Value Co-Creation dan
Keputusan Pembelian
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ABSTRACT

This study aims to empirically examine the impact of Green Product, Influencer
Marketing, and Value Co-Creation on Purchase Decisions for Avoskin Products.
This research employs a quantitative research. The sample consists of 100
respondents who are consumers of Avoskin products in Wijaya Kusuma Surabaya
University, selected via purposive sampling technique. Primary data were collected
through online questionnaires using Google Form and analyzed using Path
Analysis with SPSS. The empirical findings indicated that green product, influencer
marketing, and value co-creation demonstrates a positive and significant impact on
purchase decisions, green product and influencer marketing has a direct effect and
significant on value co-creation, and value co-creation mediates the effect of green
product and influencer marketing on purchase decisions.

Keywords: Green Product, Influencer Marketing, Value Co-Creation and Purchase
Decisions.
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