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ABSTRAK 

 Penelitian ini bertujuan untuk menganalisis pengaruh green marketing, 

brand image, dan persepsi harga terhadap keputusan pembelian air minum dalam 

kemasan merek AQUA. Green marketing menjadi faktor penting dalam menarik 

minat konsumen yang semakin peduli terhadap lingkungan, sementara brand image 

berperan dalam membentuk persepsi positif terhadap kualitas produk. Selain itu, 

persepsi harga juga memengaruhi keputusan pembelian, terutama dalam pasar yang 

kompetitif. Metode penelitian yang digunakan adalah kuantitatif dengan 

pendekatan survei. Data dikumpulkan melalui penyebaran kuesioner kepada 

responden yang merupakan konsumen AQUA. Analisis dilakukan menggunakan 

regresi linier berganda untuk mengetahui pengaruh simultan dan parsial dari 

variabel independen terhadap keputusan pembelian. Hasil penelitian menunjukkan 

bahwa green marketing, brand image, dan persepsi harga secara simultan 

berpengaruh signifikan terhadap keputusan pembelian. Secara parsial, green 

marketing tidak berpengaruh secara signifikan terhadap keputusan pembelian. 

Brand image berpengaruh signifikan terhadap keputusan pembelian, di mana 

konsumen lebih cenderung membeli produk dengan citra merek yang kuat dan 

terpercaya. Sementara itu, persepsi harga mempengaruhi keputusan pembelian 

dengan konsumen yang cenderung memilih produk dengan harga yang dianggap 

sebanding dengan manfaat yang diperoleh. 

Kata kunci: Green marketing, Brand image, Persepsi Harga, Keputusan 

Pembelian, Air Minum dalam Kemasan. 
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ABSTRACT 

 This study aims to analyze the influence of green marketing, brand image, 

and price perception on purchasing decisions for AQUA brand bottled drinking 

water. Green marketing is an important factor in attracting consumers who are 

increasingly concerned about the environment, while brand image plays a role in 

forming positive perceptions of product quality. In addition, price perception also 

influences purchasing decisions, especially in a competitive market. The research 

method used is quantitative with a survey approach. Data were collected by 

distributing questionnaires to respondents who are AQUA consumers. The analysis 

was carried out using multiple linear regression to determine the simultaneous and 

partial effects of independent variables on purchasing decisions. The results showed 

that green marketing, brand image, and price perception simultaneously had a 

significant effect on purchasing decisions. Partially, green marketing did not have 

a significant effect on purchasing decisions. Brand image had a significant effect 

on purchasing decisions, where consumers were more likely to buy products with a 

strong and trusted brand image. Meanwhile, price perception influenced purchasing 

decisions with consumers tending to choose products with prices that were 

considered comparable to the benefits obtained. 

Keywords : Green marketing, Brand image, Price Perception, Purchasing Decision, 

Bottled Drinking Water. 

 

 

 

 


