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ABSTRAKSI

Penelitian ini bertujuan untuk menganalisis Pengaruh Green Product, Green
Advertising, Brand Experience, Influencer Marketing dan Viral Marketing
Terhadap Keputusan Pembelian Konsumen Teh Kotak di Kudus. Jenis penelitian
adalah kuantitatif. Pada penelitian ini menggunakan metode non-probability
sampling dengan teknik purposive sampling. Populasi yang digunakan dalam
penelitian ini yaitu konsumen Teh Kotak di Kudus yang jumlahnya tidak diketahui
secara pasti. Sampel yang digunakan 60 responden. Analisis data menggunakan
bantuan SPSS versi 29. Hasil penelitian ini menunjukkan bahwa secara parsial
green product berpengaruh positif dan signifikan terhadap keputusan pembelian,
green advertising tidak berpengaruh signifikan terhadap keputusan pembelian,
brand experience tidak berpengaruh signifikan terhadap keputusan pembelian,
influencer marketing tidak berpengaruh signifikan terhadap keputusan pembelian,
viral marketing tidak berpengaruh signifikan terhadap keputusan pembelian. Secara
stimultan green product, green advertising, brand experience, influencer marketing
dan viral marketing berpengaruh positif dan signifikan terhadap keputusan
pembelian.

Kata kunci :  green product, green advertising, brand experience, influencer
marketing, viral marketing, keputusan pembelian
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ABSTRACT

This research aims to analyze the influence of green product, green advertising,
brand experience, influencer marketing and viral marketing on consumer purchase
decision for Teh Kotak in Kudus. The type of research is quantitative. This research
uses a non-probability sampling method with purposive sampling technique. The
population used in this research is Teh Kotak consumers in Kudus whose exact
number is not known. The sample used was 60 respondents. Data analysis using
SPSS version 29. The results of this research show that partially green product have
a positive and significant effect on purchase decision, green advertising has no
significant effect on purchase decision, brand experience has no significant effect
on purchase decision, influencer marketing has no significant effect on purchase
decision, viral marketing has no significant effect on purchase decision.
Simultaneously, green product, green advertising, brand experience, influencer
marketing and viral marketing have a positive and significant effect on purchase
decision.

Keywords :  green product, green advertising, brand experience, influencer
marketing, viral marketing, purchase decision
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