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ABSTRAK 

Tujuan dari penelitian ini adalah untuk mengetahui Pengaruh Sustainability 

Advertising dan Green Brand Image  Terhadap Pembelian Ulang Produk Cleo Eco 

Green Melalui Perceived Quality Value. Pendekatan yang digunakan yaitu 

kuantitatif yang berfokus pada pengujiam hubungan antar variabel. Populasi 

penelitian ini ditujukan kepada mahasiswa aktif se-Surabaya. Sampel yang 

digunakan adalah Purposive Sampling dengan kriteria konsumen yang sudah 

pernah membeli ulang produk Cleo Eco Green, konsumen berusia minimal 18 tahun 

dan berstatus mahasiswa aktif di Surabaya. 100 responden merupakan sampel yang 

diolah dengan penyebaran kuesioner secara online melalui google form sebagai 

pengumpulan data. Data diolah menggunakan IBM Statistic SPSS versi 23. Teknik 

analisis data menggunakan analisis regresi linier berganda. Hasil pengujian 

hipotesis dengan uji t menunjukkan bahwa hipotesis pertama, Sustainability 

Advertising berpengaruh signifikan terhadap Perceived Quality Value dan dapat 

diterima.  Hipotesis Kedua, Green Brand Image juga memiliki pengaruh yang 

signifikan terhadap Perceived Quality Value. Hipotesis Ketiga, Sustainability 

Advertising terbukti tidak memberikan pengaruh yang signifikan terhadap 

Pembelian Ulang. Hipotesis Keempat, Green Brand Image terbukti memberikan 

pengaruh yang signifikan terhadap Pembelian Ulang. Hipotesis Kelima, Perceived 

Quality Value terbukti berpengaruh positif dan signifikan terhadap Pembelian 

Ulang. Hipotesis Keenam, Perceived Quality Value terbukti memediasi pengaruh 

Sustainability Advertising terhadap Pembelian Ulang. Hipotesis Ketujuh, Perceived 

Quality Value terbukti memediasi pengaruh Green Brand Image terhadap 

Pembelian Ulang. 

 

Kata Kunci : Sustainability Advertising, Green Brand Image, Pembelian 

Ulang, dan Perceived Quality Value. 
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ABSTRACT 

The purpose of this study is to determine the effect of Sustainability Advertising and 

Green Brand Image on the repurchase of Cleo Eco Green products through 

Perceived Quality Value. The approach used is quantitative, focusing on testing the 

relationships between variables. The population of this study is aimed at active 

students throughout Surabaya. The sample used is Purposive Sampling with the 

criteria of consumers who have previously repurchased Cleo Eco Green products, 

consumers at least 18 years old, and currently active students in Surabaya. A total 

of 100 respondents served as the sample, with questionnaires distributed online via 

Google Form for data collection. The data were processed using IBM Statistics 

SPSS version 23. The data analysis technique used multiple linear regression 

analysis. The results of the hypothesis testing using the t-test showed that the first 

hypothesis, Sustainability Advertising, has a significant effect on Perceived Quality 

Value and is accepted. The Second Hypothesis, Green Brand Image also has a 

significant effect on Perceived Quality Value. The Third Hypothesis, Sustainability 

Advertising has been proven not to have a significant effect on Repeat Purchase. 

The Fourth Hypothesis, Green Brand Image has been proven have a significant 

effect on Repeat Purchase. The Fifth Hypothesis, Perceived Quality Value has been 

proven to have a positive and significant effect on Repeat Purchase. The Sixth 

Hypothesis, Perceived Quality Value has been proven to mediate the effect of 

Sustainability Advertising on Repeat Purchase. The Seventh Hypothesis, Perceived 

Quality Value has been proven to mediate the effect of Green Brand Image on 

Repeat Purchase. 

 

Keywords: Sustainability Advertising, Green Brand Image, Repeat Purchase, 

and Perceived Quality Value. 
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