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PENGARUH GREEN MARKETING, COUNTRY OF ORIGIN, DAN BRAND 

IMAGE TERHADAP KEPUTUSAN PEMBELIAN PRODUK ORIFLAME 

DI KOTA METRO, LAMPUNG 

 

ABSTRAK 

 

Seiring dengan terus berkembangnya isu lingkungan yang belum selesai 

mempengaruhi dunia bisnis. Selain itu mempengaruhi kesadaran masyarakat dalam 

melakukan pembelian produk yang lebih memperhatikan produk ramah 

lingkungan. Dapat dilihat dari tingkat pembelian pada produk kosmetik yang 

memiliki fokus value yang peduli sosial dan lingkungan alam, seperti Oriflame. 

Berdasarkan hasil survey masih terjadi penurunan pendapatan yang konstan selama 

tahun 2019-2021 di Kota Metro sebanyak 10%. Tujuan penelitian ini untuk 

mengetahui pengaruh green marketing, country of origin, dan brand image 

terhadap keputusan pembelian konsumen. Jenis penelitian ini adalah explanatory 

research dengan jumlah sampel 96 responden, diambil menggunakan teknik non-

probability sampling dan metode penelitian purposive sampling. Analisis data 

dilakukan menggunakan Software SPSS Statistics 26. Hasil penelitian 

menunjukkan green marketing, country of origin, dan brand image berpengaruh 

terhadap keputusan pembelian konsumen. Saran untuk Oriflame untuk 

meningkatkan sosialisasi produknya melalui media sosial dan Oriflame juga perlu 

menginovasi logo perusahaannya, selanjutnya dapat dilakukan dengan 

menambahkan variabel lain seperti green price, word of mouth. 

 

Kata Kunci: Green Marketing, Country Of Origin, Brand Image, Keputusan 

Pembelian  
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THE EFFECT OF GREEN MARKETING, COUNTRY OF ORIGIN, AND 

BRAND IMAGE ON PURCHASING DECISIONS FOR ORIFLAME 

PRODUCTS IN METRO CITY, LAMPUNG 

 

ABSTRACT 

 

As the ongoing environmental issues continue to impact the business world, they 

are also influencing public awareness regarding environmentally friendly product 

purchases. This can be observed in the purchasing trends of cosmetic products that 

emphasize social and environmental values, such as Oriflame. Based on the survey 

results, there has been a consistent 10% decrease in income in Kota Metro from 

2019 to 2021. The purpose of this study was to determine the effect of green 

marketing, country of origin, and brand image on consumer purchasing decisions. 

This type of research is explanatory research with a sample size of 96 respondents, 

taken using non-probability sampling techniques and purposive sampling research 

methods. The results showed that green marketing, country of origin, and brand 

image have a effect on consumer purchasing decisions. Certainly, here are some 

suggestions for Oriflame to enhance its product promotion through social media 

and consider innovating its company logo. Additionally also include other 

variables such as green price and word of mouth 

 

Keywords: Green Marketing, Country Of Origin, Brand Image, Purchase Decision 
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