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ABSTRAK 

HANANIA ELOK NAMESWARI. Pengaruh Green Marketing terhadap 

Minat Beli Ulang Produk NPURE melalui Green Brand Image. Dibimbing oleh 

HERAWATI. 

Beredarnya produk kecantikan ilegal yang mengandung bahan berbahaya 

mendorong tumbuhnya perilaku conscious consumerism di Indonesia. Fenomena 

ini mendorong merek kecantikan menerapkan strategi green marketing sebagai 

respons terhadap meningkatnya permintaan akan produk yang aman. Namun, 

banyaknya merek yang mengklaim produknya ramah lingkungan membuat 

konsumen semakin kritis dalam menilai green brand image. Penelitian ini bertujuan 

menganalisis pengaruh green marketing terhadap minat beli ulang melalui green 

brand image pada produk NPURE. Data primer dikumpulkan melalui kuesioner 

terhadap 300 responden di Jabodetabek dengan teknik purposive sampling. Data 

dianalisis menggunakan analisis deskriptif, PLS-SEM, dan IPMA. Hasil penelitian 

menunjukkan bahwa green marketing berpengaruh positif dan signifikan terhadap 

green brand image dan minat beli ulang, baik secara langsung maupun melalui 

mediasi green brand image. Green brand image juga berpengaruh positif dan 

signifikan terhadap minat beli ulang serta memediasi secara parsial hubungan 

antara green marketing dan minat beli ulang. 

 

Kata kunci: green brand image, green marketing, minat beli ulang, NPURE, PLS-

SEM 

 

ABSTRACT 

HANANIA ELOK NAMESWARI. The Influence of Green Marketing on 

Repurchase Intention of NPURE Products Through Green Brand Image. 

Supervised by HERAWATI. 

The circulation of illegal beauty products containing hazardous ingredients 

has driven the rise of conscious consumerism in Indonesia, prompting beauty 

brands to adopt green marketing strategies to meet growing demand for safe 

products. However, the increasing number of eco-friendly claims has made 

consumers more critical in evaluating green brand image. This study examines the 

effect of green marketing on repurchase intention through green brand image for 

NPURE products. Primary data were collected through a questionnaire from 300 

respondents in the Greater Jakarta area using purposive sampling and analyzed 

using descriptive analysis, PLS-SEM, and IPMA. The results indicate that green 

marketing has a positive and significant effect on green brand image and 

repurchase intention, both directly and indirectly through green brand image. 

Green brand image also positively and significantly affects repurchase intention 

and partially mediates the relationship between green marketing and repurchase 

intention. 

 

Keywords: green brand image, green marketing, NPURE, PLS-SEM, repurchase 

intention   
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