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ABSTRACT

Dhea Aliffa Putri (2025). The Influence of Green Marketing, Brand Image, and
Social Media Marketing on Purchase Decision of Fore Coffee.
Supervisor: Ikhwan Faisal

This study aims to analyze: (1) the effect of green marketing on the purchase
decision of Fore Coffee products in Banjarmasin, (2) the effect of brand image on
the purchase decision of Fore Coffee products in Banjarmasin, (3) the effect of
social media marketing on the purchase decision of Fore Coffee products in
Banjarmasin, and (4) the simultaneous effect of green marketing, brand image, and
social media marketing on the purchase decision of Fore Coffee products in
Banjarmasin.

This is a quantitative research study. The population in this study consists
of people living in Banjarmasin aged 17 years and above who have purchased Fore
Coffee products. Data were collected from 100 respondents using a purposive
sampling technique. The data collection was conducted through an online
questionnaire distributed via Google Form. The data were analyzed using multiple
linear regression analysis with SPSS version 23.

The results show that: (1) green marketing has a positive and significant
effect on the purchase decision of Fore Coffee products in Banjarmasin, (2) brand
image has a positive and significant effect on the purchase decision of Fore Coffee
products in Banjarmasin, (3) social media marketing has a positive and significant
effect on the purchase decision of Fore Coffee products in Banjarmasin, and (4)
green marketing, brand image, and social media marketing simultaneously have a
significant effect on the purchase decision of Fore Coffee products in Banjarmasin.

Keywords: Green Marketing, Brand Image, Social Media Marketing, Purchase
Decision
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ABSTRAKSI

Dhea Aliffa Putri (2025). Pengaruh Green Marketing, Brand Image, dan Social
Media Marketing Terhadap Keputusan Pembelian Fore Coffee.
Pembimbing: Ikhwan Faisal

Penelitian ini bertujuan untuk menganalisis: (1) pengaruh green marketing
terhadap keputusan pembelian produk Fore Coffee di Kota Banjarmasin, (2)
pengaruh brand image terhadap keputusan pembelian produk Fore Coffee di Kota
Banjarmasin, dan (3) pengaruh social media marketing terhadap keputusan
pembelian produk Fore Coffee di Kota Banjarmasin, serta (4) pengaruh green
marketing, brand image, dan social media marketing secara simultan terhadap
keputusan pembelian produk Fore Coffee di Kota Banjarmasin.

Jenis penelitian ini adalah penelitian kuantitatif. Populasi dalam penelitian
ini adalah masyarakat Kota Banjarmasin yang berusia 17 tahun ke atas dan pernah
melakukan pembelian produk Fore Coffee. Data dikumpulkan dari 100 orang
responden menggunakan teknik purposive sampling. Pengumpulan data dilakukan
melalui penyebaran kuesioner secara online menggunakan Google Form. Teknik
analisis data yang digunakan meliputi analisis regresi linier berganda dengan
bantuan perangkat lunak SPSS versi 23.

Hasil penelitian menunjukkan bahwa: (1) green marketing berpengaruh
positif dan signifikan terhadap keputusan pembelian produk Fore Coffee di Kota
Banjarmasin, (2) brand image berpengaruh positif dan signifikan terhadap
keputusan pembelian produk Fore Coffee di Kota Banjarmasin, (3) social media
marketing berpengaruh positif dan signifikan terhadap keputusan pembelian produk
Fore Coffee di Kota Banjarmasin, dan (4) green marketing, brand image, dan social
media marketing berpengaruh secara simultan terhadap keputusan pembelian
produk Fore Coffee di Kota Banjarmasin.

Kata kunci: Green Marketing, Brand Image, Social Media Marketing, Keputusan
Pembelian
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