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ABSTRACT 

Companies are starting to increase their concern for the environment by starting to 
implement new trends in carrying out their marketing strategies related to 
environmental issues, namely by implementing green marketing concepts that are 
environmentally friendly or known as green marketing. Companies that apply the 
green marketing concept by producing environmentally friendly products are 
considered to have a green brand image because the company is considered to care 
about environmental sustainability. This research aims to determine the influence of 
green marketing on purchasing decisions with green brand image as a mediating 
variable. This research was conducted on IKEA consumers in Denpasar City and the 
number of samples in the research was 100 people. The research method used is 
quantitative. Data collection was carried out using a survey approach, where the 
research instrument used was a questionnaire. The data analysis techniques used in 
this research are validity test, reliability test, classical assumption test, path analysis 
and sobel test. The result of this research shows that green marketing has positive 
and significant influence on purchasing decisions, green marketing has a positive and 
significant influence on green brand image, green brand image has a positive and 
significant influence on purchasing decisions andgreen brand image able to mediate 
the influence of green marketing on purchasing decisions. The advice that can be 
given in this research is that IKEA is expected to always use environmentally friendly 
places to distribute its products, always look after good reputation for the 
environment and always offering quality and environmentally friendly products. 

Keywords: Green Marketing, Green Brand Image, Purchase Decisions 
 
 
INTRODUCTION 

Many companies implement environmentally friendly practices. One of them is the 
IKEA company. IKEA is a retail company operating in the furniture and household 
furnishings sector which entered Indonesia in 2014. IKEA originates and is headquartered 
in Sweden, where currently IKEA has three hundred and twenty-eight branch stores 
spread across in forty-three countries in the world (Anton et al., 2020). IKEA has succeeded 
in being ranked number one as the largest furniture company in the world based on its 
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market value. The following is a table of the five largest furniture companies in the world 
based on their market value in 2022, summarized by the website goodstats.id in 2023. 

 
Table 1. Five Largest Furniture Companies in the World Based on Market Value in 2022 

No. Company name Market Value (Billion USD) 

1 IKEA 67.23 
2 Masco Corporation 12.4 
3 Kohler Co. 11.4 
4 Ashley Furniture Industries 9.45 
5 William-Sonoma 8.25 

Source: GoodStats, 2023 
 

Table 1 shows that the market value of IKEA is US$67.23 billion, which means that 
IKEA's market value is the largest compared to the other four companies in the world. IKEA 
being able to achieve large market value is one form of the company's success in 
implementing its marketing strategy. A large market value will also make the company 
gain profits, because the greater the market value, the company will gain greater profits. 
In line with this, IKEA also gets net profits which increase every year. 

IKEA in Bali officially opened on November 18 2021, where this outlet is the first IKEA 
outlet in Bali. The opening of the first IKEA outlet in Bali continues to make consumers 
enthusiastic about shopping even though the IKEA outlet in Bali is the smallest outlet 
compared to other IKEA outlets in Indonesia. This is because IKEA consumers in Bali were 
initially only able to shop for IKEA products online, but now they can shop directly at IKEA 
outlets, so this has caused IKEA consumers' enthusiasm for shopping to increase (Mutiah, 
2021). Based on this, in this research a pre-survey was conducted on 25 respondents who 
live in Denpasar City who have purchased and used IKEA products at least once. The 
following are the results of the pre-survey that was carried out: 

 
Table 2. Pre-Survey Results 

Question Yes No Total 
Percentage (%) 

Yes No 

Do you live in Denpasar City? 25 0 25 100 0 

Have you ever bought and used an 
IKEA product at least once? 

25 0 25 100 0 

Are the products offered by IKEA 
environmentally friendly? 

17 8 25 68 32 

Is IKEA a brand that has a good 
reputation for the environment? 

10 15 25 40 60 
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Are you more confident in deciding 
to buy after knowing the 
information about the products 
offered by IKEA? 

16 9 25 64 36 

Source: Processed Data, 2023 
Table 2 of the pre-survey results shows that 68 percent of respondents stated that 

the products offered by IKEA were environmentally friendly products. Then 60 percent of 
respondents stated that IKEA was not a brand that had a good reputation for the 
environment. And 64 percent of respondents stated that they were more confident in 
deciding to buy after knowing the information about the products offered by IKEA. Based 
on the results of the pre-survey, it indicates that there are problems which result in the 
green marketing and green brand image variables needing to be further investigated as to 
how they influence IKEA consumers in Denpasar City in making purchasing decisions. 

IKEA is implementing a new trend in carrying out its marketing strategy related to 
environmental issues, namely by implementing a green marketing concept that is 
environmentally friendly or known as green marketing. The green marketing concept 
carried out by IKEA is through environmentally friendly programs such as using recycled 
materials to make its products and using wood to make furniture that comes from forest 
conservation (Jessica, 2022). IKEA also carries out various social initiatives such as 
campaigns carried out by IKEA related to environmental conservation. IKEA prioritizes the 
principle of sustainable living, which means that IKEA designs all its products from the start 
so that they can be used, repaired and resold, and can be recycled and produce as little 
waste as possible. 

IKEA also carries out the "Blue Bag Project" as an environmentally friendly product 
introduction program which is carried out by inviting the public or consumers to start 
replacing the use of plastic bags with blue bags produced by IKEA. This blue bag can be 
used repeatedly and is long-lasting so it is more environmentally friendly and can reduce 
plastic waste. IKEA will also use 100 percent of the proceeds from blue bag sales plus 
donations given by IKEA to be donated to Mercy Corps Indonesia with the aim of being 
used for local water treatment and waste sanitation projects. This green marketing 
strategy can create interest among consumers in making purchases because apart from 
getting quality products, consumers can also help preserve the environment by using 
environmentally friendly products while indirectly donating to create a better 
environment in the future. 

Previous research from Nandaika and Respati (2021) states that green marketing 
has a significant positive effect on purchasing decisions, in other words, if green marketing 
is implemented well, consumer purchasing decisions will increase. In contrast to research 
conducted by Mahendra and Nugraha (2021), it was concluded that green marketing does 
not have a significant effect on consumer purchasing decisions. Lack of consumer 
understanding regarding the information provided by companies regarding green 
marketing causes a lack of consumer knowledge so that green marketing is not the main 
factor that makes consumers decide to make a purchase. 

Previous research results regarding the influence of green marketing on purchasing 
decisions found different research results (research gap), so this research will involve 
green brand image as a mediating variable. Green brand image is used as a mediating 
variable because it is based on previous research from Karlina and Setyorini (2018) stating 
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that green brand image can be a mediator to influence consumer purchasing decisions in 
green marketing activities carried out. This research is also in line with previous research 
from Dewi and Aksari (2017) which states that green brand image is able to mediate the 
influence of green marketing on purchasing decisions. This means that if the green brand 
image of a product or service is better, it can have an influence on green marketing in 
deciding to purchase a product. 

IKEA apart from implementing the green marketing concept in its marketing 
strategy, this company also instills a green brand image in the minds of its consumers. The 
green brand image arises from the image that IKEA gives to its consumers that IKEA is a 
company that cares about environmental sustainability. The better the brand image of a 
company, the greater the consumer's tendency to make purchases. Consumers' interest 
in environmental sustainability has made them more trusting in companies that have a 
good reputation for protecting the environment (Winangun and Nurcaya, 2020). This is in 
line with previous research from Augtiah and Susila (2022) which states that the green 
brand image variable has a positive and significant effect on purchasing decisions. This is 
because consumers perceive a company as a green brand so they are more interested in 
making purchases. 

Purchasing decisions are one of consumer behavior in an effort to fulfill their needs. 
Consumers when making purchasing decisions will also be faced with several choices, so 
it is important for companies to be able to convince their consumers in making purchasing 
decisions using various methods or marketing strategies. IKEA has attempted to 
implement environmentally friendly marketing strategies to attract and convince its 
consumers in making purchasing decisions. Customers want well known brands or items 
with a good reputation, so if a product is well regarded by customers and is thought to be 
able to satisfy their needs and wants, customers will feel more confident when making 
purchases (Osiyo, 2018). 

IKEA consumers will decide to buy if the products offered can provide more 
advantages and benefits for consumers, so the IKEA Company needs to investigate further 
whether the environmentally friendly marketing strategies implemented such as green 
marketing and green brand image will influence purchasing decisions as stated in has been 
described in previous studies. 

This research will be carried out based on the background of the problem that has 
been described, where in this research it is important to carry out research regarding the 
influence of green marketing on purchasing decisions for IKEA consumers in Denpasar City 
using green brand image as a mediating variable. 

RESEARCH METHODS 

This research can be classified as descriptive quantitative research, where this 
research aims to systematically describe the facts or characteristics of a certain population 
factually and carefully. According to the level of explanation, this research includes 
associative causality research, where associative causality research is useful for explaining 
the role of green brand image variables in mediating the influence of green marketing on 
purchasing decisions. This research will test hypotheses that analyze the influence of 
green marketing on purchasing decisions, the influence of green marketing on green 
brand image, the influence of green brand image on purchasing decisions, and determine 
the role of green brand image in mediating the influence of green marketing on purchasing 
decisions. 
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In this research, the number of indicators is 15 so the maximum sample size is 5 
times the number of indicators or 10 times the number of indicators, so the number of 
samples is 5 x 15 = 75, 10 x 15 = 150. So the required sample range is 75 - 150 samples. In this 
study, a sample of 100 was determined because it was considered representative and met 
the minimum limit of the required sample range. 

The sampling method used in this research is nonprobability sampling, namely 
purposive sampling. Purposive sampling is refers to sampling that is restricted to specific 
groups of individuals who are able to supply the needed data, either because they are the 
only ones with it or because they satisfy a number of predetermined criteria set by the 
researcher. 

 
RESULTS AND DISCUSSION 
 
Research Instrument Test Results 
This research uses validity tests and reliability tests in testing research instruments. 

 
Validity test 
According to Sugiyono (2019:175), an instrument is considered valid if it is capable 

of measuring what needs to be measured. A valid instrument will produce research results 
that are expected to be feasible. Before the questionnaire was distributed, 30 respondents 
participated in a validity test to see whether the questionnaire complied with the 
necessary standards for data collection. The results of validity testing for each indicator 
using SPSS can be seen in the output table of item-total statistics in the corrected item-
total correlation column. Table 3 below presents the results of the validity of the research 
instrument. 

Table 3. Validity Test Results 

No. Variable 
Items 

Statement 
Total Item 

Correlation 
Information 

1. Green Marketing (X) X.1 0.928 Valid 

X.2 0.890 Valid 

X.3 0.829 Valid 

X.4 0.792 Valid 

X.5 0.876 Valid 

X.6 0.873 Valid 

2. Green Brand Image(M) M.1 0.901 Valid 

M.2 0.784 Valid 

M.3 0.911 Valid 

M.4 0.878 Valid 

M.5 0.862 Valid 

3. 
 

Purchase Decision (Y) Y.1 0.890 Valid 

Y.2 0.946 Valid 

Y.3 0.882 Valid 

Y.4 0.941 Valid 

Source: (Processed Data), 2024. 

 
The test results in Table 3 show that all research instruments used to measure the 

correlation coefficient value between the variables green marketing, green brand image, 
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and purchasing decisions and the overall score of all statement items is greater than r table 
0.361 (appendix 8). This shows that the statement items in the research instrument are 
valid and suitable for use as research instruments. 
 
 
Reliability Test 
 The purpose of the reliability test is ascertain the degree of consistency of the 
measuring instrument, so that if the measuring instrument is used again to examine the 
same object with the same technique even though the time is different, the results 
obtained will be the same (Sugiyono, 2019: 175). The results of a measurement are reliable 
if a measurement is carried out on the same group of objects repeatedly and the results 
are relatively the same, although there remains a tolerance for certain differences. Before 
the questionnaire was distributed, a reliability test was conducted on 30 respondents to 
determine whether the questionnaire complied with the requirements when used to 
collect research data. In this research, the method used is method Cronbach's alpha. The 
value of an instrument is said to be reliable if the Cronbach's alpha value is ≥ 0.6.). The 
results of instrument reliability testing can be seen in Table 4. 
 

Table 4. Reliability Test Results 

No. Variable Cronbach's Alpha Information 

1 Green Marketing(X) 0.933 Reliable 
2 Green Brand Image(M) 0.916 Reliable 
3 Purchase Decision (Y) 0.935 Reliable 

Source: (Processed Data), 2024. 
 
The reliability test results in Table 4 shows that the three research instruments have 

a Cronbach's Alpha coefficient of more than 0.60. This means that the instruments in this 
research are reliable, so it can be used in this research. 

Data Analysis Results 
 

Classic Assumption Test Results 
The purpose of the classical assumption test is to confirm that the regression 

analysis is fundamental assumptions are met by the result. The results of the classical 
assumption tests carried out in this research are the normality test, multicollinearity test 
and heteroscedasticity test. The results of the classical assumption test, which were 
analyzed using the SPSS for Windows software are shown below. 

 
1) Normality test 

Table 5. Structural Normality Test Results 1 
 Unstandardized Residuals 

N 100 

Asymp.Sig.(2-tailed) 0.200 

Source: Processed Primary Data, 2024 
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Based on Table 5 it can be seen that the value of Asymp. Sig. (2-tailed) of 0.200. The 
value of Asymp. Sig. (2-tailed) is greater than the alpha value of 0.05, this indicates that 
the regression equation model is normally distributed and fits the data. 

 
 
 

Table 6. Results of Structural Normality Test 2 

 Unstandardized Residuals 

N 100 
Asymp.Sig.(2-tailed) 0.181 

Source: Processed Primary Data, 2024 
 
Based on Table 6 it can be seen that the value of Asymp. Sig. (2-tailed) of 0.181. The 

value of Asymp. Sig. (2-tailed) is greater than the alpha value of 0.05, this indicates that 
the regression equation model is normally distributed and fits the data. 

 
2) Multicollinearity Test 

Table 7. Results of Structural Multicollinearity Test 2 

Variable Tolerance VIF 

Green Marketing(X) 0.480 2,085 

Green Brand Image(M) 0.480 2,085 

Source: Processed Primary Data, 2024 
 

Based on Table 7, it can be seen that the tolerance and VIF values for the variables 
related to green marketing and green brand image indicate that each variable has a 
tolerance value larger than 0.10 and a VIF value smaller than 10, this indicate the absence 
of multicollinearity in the regression equation model. 

 
3) Heteroscedasticity Test 

Table 8. Results of Structural Heteroscedasticity Test 1 
 
 
 
 

 
 

Source: Processed Primary Data, 2024 (Appendix 6) 
 

Based on Table 8, it can be seen that the green marketing variable has a significance 
value of 0.063. The value of green marketing variable is greater than 0.05, which means 
the independent variables have no effect on the absolute residual. So based on this, it can 
be said that the model created is free from symptoms of heteroscedasticity. 

 

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. B Std. Error Beta 

1 
(Constant) 3,539 0.728  4,862 0,000 
Green Marketing -0.058 0.031 -0.187 -1,881 0.063 

Model 
Unstandardized 

Coefficients 
Standardized 
Coefficients t Sig. 
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Table 9 
Results 

of 

Structural Heteroscedasticity Test 2 
 
 
 
 
 
 
 

Source: Processed Primary Data, 2024 (Appendix 6) 
Based on Table 9, it can be seen that the significance value of the green marketing 

variable is 0.184, and the green brand image variable is 0.612. This value is greater than 
0.05, which means there is no influence between the independent variables on the 
absolute residual. So based on this, it can be said that the model created is free from 
symptoms of heteroscedasticity. 
 
Path Analysis Results 
  

Data testing in this study used path analysis techniques, path analysis examines the 
causal relationship between two or more variables by expanding multiple linear regression 
analysis. The steps in analyzing using Path Analysis as follows: 
1) Formulate hypotheses and structural equations 

(1) The influence of green marketing on green brand image 
(2) The influence of green marketing on purchasing decisions 
(3) The influence of green brand image on purchasing decisions 

 
Based on the hypothesis that has been prepared, structural equation 1 can be 
formulated for hypothesis 3 as follows. 

  M = β1X + e1 

Structural equation 2 can be formulated for hypotheses 1 and 2 as follows. 
   Y =β2X + β3M + e2 

  Path coefficient calculations were carried out using SPSS 26. Based on Table 10 
bellow, it can seen that the results of data processing for the regression equationesi 1. 

 
Table 10. Results of Formulating Hypotheses and Structural Equations 1 

 
Model 

 Unstandardized 
Coefficients 

Standardized 
Coefficients 

 
t 

 
Sig. 

B Std. 
Error 

Beta 

1 (Constant) 5,591 1,353  4,132 0,000 
 Green Marketing 0.588 0.057 0.721 10,309 0,000 

R1² : 0.520 
F statistic: 106.282 

B Std. Error Beta 

2 

(Constant) 3,461 0.713  4,857 0,000 

Green Marketing -0.054 0.040 -0.190 -1,337 0.184 

Green Brand Image -0.025 0.049 -0.072 -0.510 0.612 
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Sig. F : 0.000 
Source: (Primary Data Processed), 2024 

 
Based on the results of the path analysis of regression equation 1 as presented in 

Table 10, the structural equation is as follows: 
 M = β1X + e1 

 M = 0.721X + e1 

  The value of β1 is 0.721, which means green marketing has a positive effect on green 
brand image. This indicates that there will be a 0.721 increase in the green brand image 
if the green marketing variable rises. The magnitude of the influence of the 
independent variable on the dependent variable as shown by the total determination 
value (R square) of 0.520 it means that 52 percent of the variation in green brand image 
is influenced by variations in green marketing, while the remaining 48 percent is 
explained by other factors not included in the model.  

Table 11. Results of Formulating Hypotheses and Structural Equations 2 

 
Model 

 Unstandardized 
Coefficients 

Standardized 
Coefficients 

 
t 

 
Sig. 

B Std. 
Error 

Beta 

1 (Constant) 1,593 1,220  1,306 0.195 
 Green marketing 0.221 0.069 0.307 3,232 0.002 
 Green brand 

image 
0.450 0.084 0.509 5,355 0,000 

R2² : 0.579 
F statistic: 66.796 
Sig. F : 0.000 

Source: (Primary Data Processed), 2024 
 

 Based on the results of the path analysis of regression equation 2 as presented in 
Table 11, the following structural equation is obtained: 

 Y = β2X + β3M + e2 

 Y = 0.307X + 0.509M + e2 

Based on this equation, it can be concluded that: 
 The value of β2 is 0.307, which means that green marketing has a positive effect on 
purchasing decisions. If the green marketing variable increases then the purchasing 
decision variable increases by 0.307. 
 The value of β3 is 0.509, which means that green brand image has a positive 
influence on purchasing decisions. This means that if the green brand image variable 
increases, the purchasing decision variable will increase by 0.509. The total 
determination value (R square) of 0.579 indicates the magnitude of the independent 
variable's influence on the dependent variable. This indicates that variations in green 
brand image and marketing account for 57.9 percent of the variance in purchasing 
decisions, with other factors accounting for 42.1 percent of the variance.  

2) Testing the value of the coefficient of determination (R2) and error variable (e) 
The final model of the path diagram can be created using the structure 1 and structure 
2 models. Before constructing the final path diagram model, the standard error value is 
first calculated as follows. 
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Pei  = √1-Ri2 

Pei  = √1-Ri2 =  √1-0,520  =  √ 0,480 = 0,692 

Pe2  = √1-Ri2 =  √1-0,579  = √ 0,421  = 0,648 
 Based on the results of calculating the effect of error (Pei), the results of the effect 
of error (Pei) obtained was 0.692 and the effect of error (Pe2) was 0.648. After 
analyzing e1 and e2, the total coefficient of determination is calculated as follows: 
R2m =  1 – (Pe1)

2 (Pe2)
2 

  =  1 – (0,692)2 (0,648)2 

  =  1 – 0,478 x 0,419 

  =  1 – 0,200 

  =   0,800 

 A total determination value of 0.800 means that 80 percent of the purchasing 
decision variables influenced by green marketing and green brand image variables, the 
remaining 20 percent is explained by other factors outside the model formed. 

3) Calculates path coefficients based on regression coefficients 
(1) Direct effect 

Direct influence occurs if a variable influences another variable without any 
other mediating variable. 

1. The influence of green marketing variables (X) on green brand image (M): 
X             M = 0,721 

2. Influence of green marketing variables (X) on purchasing decisions (Y): 
X               Y = 0,307 

3. The influence of the green brand image variable (M) on purchasing decisions 
(Y): 
M             Y = 0,509 

(2) Indirect effect 
Indirect influence occurs if there are other variables that mediate the 

relationship between the two variables. 
The influence of the green marketing variable (X) on green brand image (M) 

with purchasing decisions (Y) as an intermediary variable: 
X  M      Y = (0.721) x (0.509) 

     = 0.366 
(3) Total effect 

To understand the total influence, this can be done by adding the direct 
influence of green marketing on purchasing decisions and then multiplying the 
direct influence of green marketing on green brand image with the direct influence 
of green brand image on purchasing decisions. 
The total influence of variable X on Y through M can be formulated as follows: 

Total effect = 0.307 + (0.721 x 0.509) 
   = 0.673 

4) Calculating path coefficients simultaneously 
 The overall test is shown by the ANOVA table. Statistical hypothesis formulated as 
follows: 
 Based on the Sig. test results. F in Tables 4.10 and 4.11, which produces Sig.F < 0.05 
(0.000 < 0.05) has the meaning green marketing and green brand image have a 
significant effect on purchasing decision. The conclusion is that structural equation 
modeling has fulfills the goodness of fit requirements through the F test. 
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5) Calculating path coefficients partially (individually) 
The test criteria to explain the interpretation of the influence between each 

variable are as follows: 
If the significance probability value obtained is smaller than the value 0.05 (sig < 0.05), 
then Ho is rejected and Ha is accepted which means it is significant. 
If the significance probability value obtained is greater than 0.05 (sig > 0.05), then Ho 
is accepted and Ha is rejected, which means it is not significant. 
(1) The influence of green marketing on purchasing decisions 

The hypotheses in the research that will be tested are as follows: 
H0 : Green marketing does not have a positive and significant effect on 

purchasing decisions. 
H1 : Green marketing has a positive and significant effect on purchasing 

decisions. 
Based on the results of data processing, a probability significance value of 0.002 
was obtained with a beta coefficient value of 0.307, with a significance level of 
0.002 <0.05, so H0 was rejected and H1 was accepted. These results mean that 
green marketing has a positive and significant effect on purchasing decisions. 

(2) The influence of green marketing on green brand image 
The hypotheses in the research that will be tested are as follows: 
H0 : Green marketing does not have a positive and significant effect on green 

brand image. 
H2 : Green marketing has a positive and significant effect on green brand image. 
Based on the results of data processing, a probability significance value of 0.000 
was obtained with a beta coefficient value of 0.721, with a significance level of 
0.000 < 0.05, so H0 was rejected and H2 was accepted. These results mean that 
green marketing has a positive and significant effect on green brand image. 

(3) The influence of green brand image on purchasing decisions 
The hypotheses in the research that will be tested are as follows: 
H0 : Green brand image does not have a positive and significant effect on 

purchasing decisions. 
H3 : Green brand image has a positive and significant influence on purchasing 

decisions. 
Based on the results of data processing, a significance probability value of 0.000 
is obtained with a beta coefficient value of 0.509, with a significance level of 0.000 
< 0.05, then H0 is rejected and H3 is accepted. These results mean that green 
brand image has a positive and significant influence on purchasing decisions. 

6) Summarizing and concluding 
Based on the calculations above regarding structural equations, error calculations, 

and total determination as well as the influence of variables, it can be concluded 
through the path diagram of the role of green brand image in mediating green 
marketing on purchasing decisions in this research hypothesis. The magnitude of the 
direct influence and indirect influence as well as the total influence can be calculated. 
between variables. The computation of the variables influences is summed up as 
follows in Table 12. 

 
Table 12. Direct, Indirect, and Total Effects of Green Marketing (X), Green Brand 

Image (M), and Purchase Decisions (Y) 
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Influence of 
Variables 

Direct 
Influence 

Indirect Influence Through 
Green Brand Image (M) 

Total 
Influence 

(β1 x β3) 

X→m 0.721 - 0.721 

m→Y 0.509 - 0.509 

X→Y 0.307 0.366 0.673 

Source: (Primary Data Processed), 2024 
 
Based on Table 12, it shows the summary results using path analysis approaches for 

each direct and indirect influence effect between variables in each structural equation. 
The meaning of the values on Table 12 will be explained as follows. 

 
1) The influence of green marketing on green brand image 
 The direct influence path coefficient value was obtained green marketing on green 

brand image of 0.721, these results show that green marketing directly has a 
positive influence on green brand image. 

2) The influence of green brand image on purchasing decisions 
 The path coefficient value of the direct influence of green brand image on 

purchasing decisions was 0.509. These results show that green brand image 
directly has a positive influence on purchasing decisions. 

3) The influence of green marketing on purchasing decisions 
 The path coefficient value of the direct influence of green marketing on purchasing 

decisions was 0.307. These results show that green marketing directly has a positive 
influence on purchasing decisions. 

4) The role of green brand image in mediating the influence of green marketing on 
purchasing decisions 

 Obtained the coefficient value of the indirect influence pathgreen brand image in 
mediating the influence of green marketing on green brand image of 0.366, these 
results show that green marketing has an indirect effect on purchasing decisions 
through green brand image. 

  
Sobel Test Results 

Sobel test is an analytical tool for determining the importance of the indirect 
relationship mediated by the mediator variabl between the independent and dependent 
variables. The Sobel test is formulated with the following equation. If the Z calculation 
value is greater than 1.96 (with a green brand image level of 95 percent), then the mediator 
variable is considered to significantly mediate the relationship between the dependent 
variable and the independent variable. 

1) Hypothesis formulation 
Ho : Green brand image does not mediate the influence of green marketing on 

purchasing decisions 
H4 : Green brand image mediates the influence of green marketing on purchasing 

decisions 
2) Test criteria 

The test criteria used are as follows: 
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If Z count ≤ 1.96 then H0 is accepted, meaning green brand image is a mediating 
variable. 
If Z count > 1.96 then H0 is rejected, meaning green brand image is not a mediating 
variable. 

3) Calculation of mediating variables uses test statistics. 
The Sobel test is calculated using the formula below: 

Z = 
𝑎𝑏

√b²Sa²+a2Sb
  2+Sa

  2Sb²
 

Information: 
a   = 0.588 
sa = 0.057 
b  = 0.450 
sb = 0.084 
 

         Z =  
0,588. 0,450

√0,45020,0572 + 0,58820,0842 +  0,05720,0842
 

          Z =  
0,264

0,055
 

Z = 4.8 
Based on the results of the Sobel test, it shows that the calculated Z value is 

4.8 > 1.96, which means that green brand image is a variable that mediates the 
influence of green marketing on IKEA purchasing decisions in Denpasar City. In other 
words, green marketing indirectly influences purchasing decisions through green 
brand image, so H0 is rejected and H4 is accepted. 

 
Discussion of the Influence of Each Research Variable 
 

The Influence of Green Marketing on Purchasing Decisions of IKEA Consumers in 
Denpasar City 

 The results of hypothesis testing in this study show that green marketing has a 
positive and significant effect on purchasing decisions. So it can be concluded that the 
better green marketing will increase IKEA purchasing decisions in Denpasar City, so that 
means the first hypothesis is accepted. In the green marketing variable, the product 
statement offered by IKEA is an environmentally friendly producthas the highest average 
value, the results of this research indicate that there isenvironmentally friendly products 
offered by IKEA then it will increase purchasing decisi on IKEA consumers in Denpasar City. 
 The results of this research are in accordance with previous research conducted by 
Nandaika and Respati (2021), Rizka, et al. (2022) and Sorongan, et al. (2022) which states 
that green marketing has a positive and significant effect on purchasing decisions. 

 
The Influence of Green Marketing on the Green Brand Image of IKEA Consumers 
in Denpasar City 

 The results of hypothesis testing in this study show that green marketing has a 
positive and significant effect on green brand image. So it can be concluded that the better 
the green marketing will improve the green brand image of IKEA in Denpasar City, so that 
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means the second hypothesis is accepted. In the green marketing variable, the product 
statement offered by IKEA is an environmentally friendly producthas the highest average 
value, the results of this research indicate that there is environmentally friendly products 
offered by IKEA then it will increase green brand image IKEA in Denpasar City. 
 The results of this research are in accordance with previous research conducted by 
Osiyo (2018) and Karlina and Setyorini (2018), which states that green marketing has a 
positive and significant effect on green brand image. 

 
The Influence of Green Brand Image on Purchasing Decisions of IKEA Consumers 
in Denpasar City 

 The results of hypothesis testing in this study showthat green brand image has a 
positive and significant influence on purchasing decisions. So it can be concluded that the 
better the green brand image, the more IKEA purchasing decisions in Denpasar City will 
increase, so that means the third hypothesis is accepted. In the green brand image 
variable, IKEA states that it is a brand that has a trustworthy promise in preserving the 
environmenthas the highest average value, the results of this research indicate that IKEA 
is able to have a trust worthy promise in preserving the environment then it will increase 
IKEA purchasing decision in Denpasar City. 
 The results of this research are in accordance with previous research conducted by 
Augtiah and Susila (2022), Luvitasari, et al. (2022) and Apriliani & Aqmala (2021), which 
states that green brand image has a positive and significant influence on purchasing 
decisions. 

 
Green Brand Image Mediating The Effect of Green Marketing on Purchasing 
Decisions of IKEA Consumers in Denpasar City 
The results of hypothesis testing in this study showthat green brand image is able 

to mediate the influence of green marketing on purchasing decisions. In other words, 
green marketing has an indirect effect on purchasing decisions through green brand 
image, so that means the fourth hypothesis is accepted. The better green marketing will 
improve the green brand image of IKEA, so that it will increase purchasing decisions for 
IKEA consumers in Denpasar City. 

The results of this research are in accordance with research conducted by Osiyo 
(2018) and Dewi and Aksari (2017) shows that green marketing has a positive effect on 
purchasing decisions when mediated by green brand image. 

 
 
CONCLUSION 

The conclusions obtained by the author based on the results of the research 
discussion that has been carried out are as follows: 

1) The results of this research shows that green marketing has a positive and significant 
effect on purchasing decisions, that means the better the green marketing, the 
greater the purchasing decisions of IKEA consumers in Denpasar City. 

2) The results of this research shows that green marketing has a positive and significant 
effect on green brand image, meaning that the better the green marketing, the 
greater the green brand image so that it will be able to improve the green brand 
image of IKEA in Denpasar City. 



 

2915 
 

3) The results of this research shows that green brand image has a positive and 
significant effect on purchasing decisions, meaning that the better the green brand 
image, the greater the purchasing decisions of IKEA consumers in Denpasar City.   

4) Green brand image able to mediate the influence of green marketing on purchasing 
decisions, meaning that the better the green marketing will improve the green brand 
image of IKEA, which will ultimately increase purchasing decisions for IKEA 
consumers in Denpasar City. 
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