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ABSTRAK 

 

Nilam Nadiyatul Qudsiyah. 1705622061. Determinan Brand Image dan 

Purchase Intention pada Produk Green Skincare: Peran Green 

Marketing, e-WOM, dan Social Media Marketing. Program Studi 

Manajemen, Fakultas Ekonomi dan Bisnis, Universitas Negeri Jakarta. 

2026.  

 

Penelitian ini dilakukan untuk menguji secara empiris pengaruh Green 

Marketing, Electronic Word of  Mouth (e-WOM), dan Social Media 

Marketing terhadap Brand Image dan Purchase Intention pada produk 

Avoskin di Kota Administrasi Jakarta. Penelitian ini menggunakan 

pendekatan kuantitatif dengan data primer yang diperoleh melalui 

penyebaran kuesioner kepada konsumen Avoskin di Kota Administrasi 

Jakarta. Teknik pengambilan sampel yang digunakan adalah purposive 

sampling dengan jumlah responden sebanyak 294 responden. Data 

dianalisis menggunakan Structural Equation Modeling (SEM) dengan 

bantuan software AMOS. Hasil penelitian menunjukkan bahwa Green 

Marketing dan Electronic Word of Mouth (e-WOM) berpengaruh positif dan 

signifikan terhadap Brand Image, sedangkan Social Media Marketing 

berpengaruh negatif dan signifikan terhadap Brand Image. Green 

Marketing, Social Media Marketing, dan Brand Image berpengaruh positif 

dan signifikan terhadap Purchase Intention, sedangkan e-WOM tidak 

berpengaruh signifikan terhadap Purchase Intention. 

 

 

Kata Kunci: Green Marketing, Electronic Word of  Mouth (e-WOM), dan 

Social Media Marketing terhadap Brand Image dan Purchase Intention. 
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ABSTRACT 

 

Nilam Nadiyatul Qudsiyah. 1705622061. Determinant of Brand Image 

and Purchase Intention for Green Skincare Products: The Role of Green 

Marketing, e-WOM, and Social Media Marketing. Management Study 

Program, Faculty of Economics and Business, Universitas Negeri 

Jakarta. 2026. 

 

This study was conducted to empirically test the influence of Green 

Marketing, Electronic Word of Mouth (e-WOM), and Social Media 

Marketing on Brand Image and Purchase Intention for Avoskin products in 

the Administrative City of Jakarta. This study employed a quantitative 

approach using primary data collected through the distribution of 

questionnaires to Avoskin consumers in the Administrative City of Jakarta. 

The sampling technique used was purposive sampling with a total of 294 

respondents. The data were analyzed using Structural Equation Modeling 

(SEM) with the assistance of AMOS software. The results of the study 

indicate that Green Marketing and Electronic Word of Mouth (e-WOM) 

have a positive and significant effect on Brand Image, while Social Media 

Marketing has a negative and significant effect on Brand Image. Green 

Marketing, Social Media Marketing, and Brand Image have a positive and 

significant effect on Purchase Intention, whereas e-WOM does not have a 

significant effect on Purchase Intention. 

 

 

Keywords: Green Marketing, Electronic Word of  Mouth (e-WOM), and 

Social Media Marketing on Brand Image and Purchase Intention.  
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