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ABSTRAK

Penelitian tersebut bertujuan untuk mengetahui dan menganalisis pengaruh brand
image, promotion dan green marketing strategy terhadap keputusan pembelian produk
dengan minat beli sebagai variabel intervening pada McDonald’s di Sisingamangaraja
Medan. Penelitian tersebut menggunakan teknik pengambilan sampel purposive
sampling, menggunakan metode nonprobability sampling dan menggunakan rumus
Lemeshow dengan jumlah sampel sebanyak 101 responden. Metode analisis data yang
digunakan dalam penelitian tersebut adalah analisis SEM-PLS diolah dengan aplikasi
SmartPLS 4.0. Hasil analisis menunjukkan bahwa brand image berpengaruh langsung
terhadap keputusan pembelian, promotion tidak berpengaruh langsung terhadap
keputusan pembelian, green marketing strategy terhadap keputusan pembelian tidak
berpengaruh langsung dan minat beli terhadap keputusan pembelian berpengaruh
langsung. Brand image terhadap minat beli berpengaruh langsung, promotion terhadap
minat beli tidak berpengaruh langsung dan green marketing strategy terhadap minat
beli berpengaruh langsung. brand image dan promotion terhadap keputusan pembelian
melalui minat beli berpengaruh langsung namun green marketing strategy terhadap
keputusan pembelian melalui minat beli tidak berpengaruh langsung produk
McDonald’s di Sisingamangaraja Medan. Hasil R-Square Adjusted menjelaskan
bahwa keputusan pembelian (Y) berpengaruh sebesar 69,7% oleh variabel yang diteliti
dan 30,3% yang tidak diteliti serta minat beli (Z) berpengaruh sebesar 71% oleh
variabel yang diteliti dan 29% yang tidak diteliti.

Kata Kunci : Brand Image, Promotion, Green Marketing Strategy, Keputusan
Pemebelian dan Minat Beli
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ABSTRACT

This study aims to determine and analyze the effect of brand image, promotion and
green marketing strategy on product purchase decision with purchase interest as a
variable intervening at McDonald’s in Sisingamangaraja Medan. This study uses
purposive sampling technique, uses nonprobability sampling method and uses
Lemeshow formula with a sample size of 101 respondents. The data analysis method
used in this research is SEM-PLS analysis processed with the SmartPLS 4.0
application. The results of the analysis show that The results of the analysis show that
brand image has a direct influence on purchasing decisions, promotion has no direct
influence on purchasing decisions, green marketing strategy has no direct influence
on purchasing decisions and purchase interest has a direct influence on purchasing
decisions. Brand image has a direct effect on buying interest, promotion has no direct
effect on buying interest and green marketing strategy has a direct effect on buying
interest. Brand image and promotion on purchasing decisions through buying
intentions have a direct influence but green marketing strategy on purchasing
decisions through buying intentions does not directly influence McDonald's products
in Sisingamangaraja Medan. The Adjusted R-Square results explain that purchase
decision (Y) has a 69.7% influence on the variables studied and 30,3% not
scrutinizedpurchase interest (Z) has a 71% influence on the variables studied and 29%
not scrutinized.

Keywords : Brand Image, Promotion, Green Marketing Strategy, Purchase Decision
and Purchase Interest.
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