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The Influence of Green Marketing And Internet Marketing On
The Decision To Purchase A Alectric Car Through Brand Awarness As
An Intervening Variable

Fitriani®)
Dr. Anna Wulandari?)
Hamzah M. Mardi Putra®)

Abstract

This research aims to explore the influence of brand awareness, green
marketing and green marketing on purchasing decisions for local electric cars
in the Bekasi area. Data was collected through questionnaires distributed to 96
respondents who were consumers of local products in the Bekasi area. The data
analysis method used is multiple linear regression. The results of the outer
loading analysis show that all indicators of the research variables have values

above 0.70, indicating good validity. In addition, the reliability test shows
that the Cronbach's alpha, composite reliability, rho_A, and AVE values all
meet the specified criteria, confirming the reliability of the instruments used in
this research. The R Square test revealed that brand awareness was explained
by 44.2% by the independent variables, while purchasing decisions were
explained by 49.8%.

Hypothesis testing shows that green marketing and green marketing have
a significant positive influence on brand awareness and purchasing decisions.
Green marketing has a path coefficient of 0.444 on brand awareness and 0.419
on purchasing decisions, indicating a substantial influence. Meanwhile, green
marketing has a path coefficient of 0.390 on brand awareness and 0.234 on
purchasing decisions. The indirect effect through brand awareness is also
significant, with both green marketing and green marketing influencing
purchasing decisions through this mediator. This research underlines the
importance of green and green marketing strategies in increasing brand
awareness and influencing consumer purchasing decisions.

Keywords: Green marketing, Green marketing, Purchase Decision, Brand
awareness
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ABSTRAK

Penelitian ini bertujuan untuk mengeksplorasi pengaruh brand awareness,
green marketing, dan green marketing terhadap keputusan pembelian mobil listrik
lokal di wilayah Bekasi. Data dikumpulkan melalui kuesioner yang dibagikan
kepada 96 responden yang merupakan konsumen produk lokal di wilayah Bekasi.
Metode analisis data yang digunakan adalah regresi linier berganda. Hasil dari
analisis outer loading menunjukkan bahwa semua indikator dari variabel
penelitian memiliki nilai di atas 0,70, menunjukkan validitas yang baik. Selain itu,
uji reliabilitas menunjukkan bahwa nilai Cronbach's alpha, composite reliability,
rho_A, dan AVE semua memenuhi kriteria yang ditetapkan, mengonfirmasi
reliabilitas instrumen yang digunakan dalam penelitian ini. Uji R Square
mengungkapkan bahwa kesadaran merek dijelaskan sebesar 44,2% oleh variabel
independen, sementara keputusan pembelian dijelaskan sebesar 49,8%.

Pengujian hipotesis menunjukkan bahwa green marketing dan green
marketing memiliki pengaruh positif yang signifikan terhadap kesadaran merek
dan keputusan pembelian. Green marketing memiliki koefisien jalur sebesar 0,444
pada kesadaran merek dan 0,419 pada keputusan pembelian, menunjukkan
pengaruh yang substansial. Sementara itu, green marketing memiliki koefisien
jalur sebesar 0,390 pada kesadaran merek dan 0,234 pada keputusan pembelian.
Efek tidak langsung melalui kesadaran merek juga signifikan, dengan baik green
marketing maupun green marketing mempengaruhi keputusan pembelian melalui
mediator ini. Penelitian ini menggaris bawahi pentingnya strategi green dan green
marketing dalam meningkatkan kesadaran merek dan memengaruhi keputusan
pembelian konsumen.

Kata Kunci: Green marketing, Green marketing, Keputusasn Pembelian, Brand

awareness
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