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This study examines the influence of product 

quality, green advertising and environment 

awareness on purchasing decisions for Aqua 

brand bottled drinking water. The sample 

consisted of 100 consumer respondents who had 

purchased Aqua products. Data were collected 

through a survey using a questionnaire. The 

research indicate that: Product quality has a 

positive and significan influence on consumer 

purchasing decision for Aqua products, Green 

Advertising and Environmental Awareness does 

not have a significan influence on consumer 

purchasing decisions for Aqua products. 
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INTRODUCTION 
One of the major problems in Indonesia today is the high amount of 

plastic waste, which takes a long time to decompose. The accumulation of 
plastic waste that is difficult to decompose has a negative impact on the 
environment (Yulfita and Sulastri, 2022). Mineral water packaging is one of the 
plastic waste that is difficult to decompose. This is indicated by the large 
amount of plastic waste, in the latest data, plastic waste from bottled drinking 
water products contributed 226 thousand tons or 7.06% (Indonesia.go.id., 2024). 

With the current environmental issues, consumer tend to be more 
selective in choosing products, so companies are expected to be able to respond 
to changes in consumer behavior to influence purchasing decisions. If 
companies carry out activities that focus on the environment, consumers will be 
more likely to give positive assessments of products and increase their desire to 
buy. 

Purchasing decisions are the process consumers go through in deciding 
to buy a product after going through various considerations (Willyana et al., 
2023). Purchasing decisions occur because of the integration process combined 
with the information received to evaluate the product (Masturoh, 2017). 
Product quality is defined as something that is offered by the market, and can 
be used and consumed to meet consumer needs (Handayani, 2023). In order to 
compete, products must have good quality compared to other products, 
because consumers will be attracted to products made using high-quality 
materials. Green advertising is a role in improving the company's image, 
because green advertising aims at environmental awareness and to create 
purchasing decisions (Yulfita and Sulastri, 2022). Green advertising is a 
marketing strategy to promote and meet consumer demand for products and 
choose environmentally friendly products over other similar products 
(Maharani et al., 2023). Environment awareness refers to consumers' attention 
to the care and importance of preserving the environment around them (Lestari 
and Setiyaningrum, 2023). 

 

LITERATURE REVIEW 
Product Quality  

Product quality refers to several alternative choices for making decisions. 
Purchasing decisions can determine how the decision-making process is (Selvia 
et al., 2022).  Product quality indicators according to Asti et al., (2022) include 
Features, Compliance with specifications, Durability, Aesthetics and Perceived 
quality.  Research conducted by Budiharjo and Riyono (2016) and Handayani et 
al., (2023) revealed that product quality has a significan influence on purchasing 
decisions.   
 
Green Advertising 

Green advertising is a marketing strategy that connects advertising with 
environmental issues, so that it can differentiate it from other products 
(Mauliza, 2020). Green advertising must be done properly, by implementing 
campaigns related to environmental issues so that companies can attract 
consumers' attention (Khoiruman & Purba, 2020). Green advertisements are 
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expected to leave a deep and lasting impression in the minds of consumers, 
thereby influencing their interest in the product and encouraging decisions to 
make purchases (Lestari et al., 2020).  Green Advertising indicators according to 
(Herman et al., 2021) include Reminders of environmentally friendly issues, 
Clearly conveyed messages about environmentally friendly products, 
Creativity in environmentally friendly product designs, and Attractiveness of 
environmentally friendly slogans. This statement is the same as research 
conducted by Muqorrobin et al., (2019) and Masturoh et al., (2017) which states 
that green advertisers have a significant influence on purchasing decisions.  
 
Environment Awareness 

Environmental awareness is a concept to encourage someone to take 
positive action towards the environment (Maichum & Parichatnon, 2017). This 
shows that with increasing public awareness, more and more people will 
choose environmentally friendly products. The decision to buy environmentally 
friendly products is motivated by public awareness of developing 
environmental problems (Lestari and Setiyaningrum, 2023). This can change 
people's lifestyles and can influence purchasing decisions for environmentally 
friendly products (Liu et al., 2019). Environmental Awareness indicators 
according to (Pramadhani & Nugroho, 2024) include Information/Knowledge, 
Personal Attitude and General Belief/Values. This statement is the same as 
research conducted by Ashari et al., (2018) and Lestari and Setiyaningrum, 
(2023), which states that environment awareness has a significan influence on 
purchasing decisions. 

 
  
 

  

 
 
 
 
 

 
 
 
 
METHODOLOGY 

This study uses a quantitative approach by utilizing primary and 
secondary data source. The population in this study consists of consumers who 
have purchased mineral water with the Aqua brand. The sample taken 
consisted of 100 respondents who were consumers who had purchased Aqua 
products. 
 
RESEARCH RESULT 

Based on data from 100 respondents.  The consumers who buy the most 
Aqua products based on gender are women at 68%. Based on age, the majority 

(H2) 

(H3) 
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of consumers who buy Aqua products are aged 17-24 years reaching 72%. 
Based on type of work, the largest buyers are private employees at 43%. 
Meanwhile, in terms of income, the consumers who buy the most Aqua 
products are IDR 1,500,000.00 - IDR 3,000,000.00 reaching 41%.  The significance 
for each item is 0.000, meaning <0.05 (5%). Therefore, it is concluded that the 
questions in the questionnaire are valid. 

Product Quality (X1) has a Cronbach's Alpha value of 0.857, Green 
Advertising (X2) of 0.852, Environmental Awareness (X3) of 0.736, and 
Purchase Decision (Y) of 0.920. Based on these results, all variables have a 
Cronbach's Alpha value > 0.60 so that each statement in the questionnaire is 
declared reliable to measure all variables in the study. 

 
Table 1 Result of Asymptotic Normality Test 

One-Sample Kolmogorov-Smirnov Test 

 
Unstandardized 

Residual 

N 100 

Normal Parametersa,b Mean .0000000 

Std. Deviation 2.21390347 

Most Extreme Differences Absolute .128 

Positiv .088 

Negativ -.128 

Test Statistic .128 

Asymp. Sig. (2-tailed) .000c 

a. Test distribution is Normal. 

b. Calculated from data. 

c. Lilliefors Significance Correction. 

 
It is concluded that the Asymp. Sig. (2-taileid) value is 0.000 which 

means less than 0.05.  Indicates that the data is not normally distributed. So to 
overcome this, it is necessary to use the exact asymp sig (2-taileid) method. 

 

Table 2 Results of Exact Normality Test 
One-Sample Kolmogorov-Smirnov Test 

 
Unstandardized 

Residual 

N 100 

Normal Parametersa,b  Mean .0000000 

Std. Deviation 2.21390347 

Most Extreme Differences  Absolute .128 

Positiv .088 

Negativ -.128 

Test Statistic .128 

Asymp. Sig. (2-tailed) .000c 

Exact Sig. (2-tailed) .068 

Point Probability  .000 

a. Test distribution is Normal. 

b. Calculated from data. 

c. Lilliefors Significance Correction. 

 
After using the Eixact Sig method, the result obtained was 0.068 which 

means > 0.05. This shows that the data in this study is normally distributed. 
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Table 3 Multicollinearityy Test Results 
Coefficientsa 

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. 

Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) -1.396 2.013  -.694 .490   
Product quality .636 .098 .587 6.505 .000 .629 1.589 

Green Advertising .203 .111 .165 1.829 .070 .627 1.594 

Environment Awareness .068 .153 .036 .446 .657 .766 1.306 

a. Dependent Variable: Purchasing Decisions 

 
Product Quality gets a tolerance value of 0.629, VIF value of 1.589, 

Environmentally Friendly Advertising gets tolerance value of 0.627, VIF value 
1.594, and Environmental Awareness gets  tolerance value of 0.766, VIF value 
1.306. It is concluded that the variable in this study have a tolerance value > 0.10 
and a VIF value < 10, so there is no multicollinearity. 

 

 
 

It is concluded that the points are randomly spread above and below the 
number 0 on the Y axis without forming a particular pattern. So the results 
indicate that there is no heteroscedasticity problem. 

The multiple linear regression equation in this study is as follows: 
Constanta (β0) of -1.396 indicates that if the variables Product Quality, Green 
Advertising, and Environmental Awareness = 0, then the Purchase Interest 
variable remains at -1.396. The regresion coefficient of Product Quality is 0.587 
with a positive sign, meaning that if Product Quality increase by 1, Purchase 
Interest will increase by 0.587. The regression coefficient of Green Advertising is 
0.165 with a positive sign, meaning that every increase in Green Advertising by 
1 will incrase Purchase Interest by 0.165. While the regression coefficient of 
Environmental Awareness (X3) is 0.036 with a positive sign, meaning that if 
Environmental Awarenes increase by 1, Purchase Interest will increase by 0.036. 
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Table 4 t-Test Results 
Coefficientsa 

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) -1.396 2.013  -.694 .490 

Product quality .636 .098 .587 6.505 .000 

Green Advertising .203 .111 .165 1.829 .070 

Environment Awareness .068 .153 .036 .446 .657 

a. Dependent Variable: Purchasing Decisions 

 
1. Product Quality (X1) shows a significance value of 0.000, <0.05. Thus, 

Ho1 is rejected and Ha1 is accepted, which concludes that Product 
Quality (X1) has a positive and significan effect on purchasing decisions 
for Aqua product. 

2. The Green Advertising (X2) has a significance value of 0.070, > 0.05. 
Therefore, Ho2 is accepted and Ha2 is rejected, meaning that the Green 
Advertising variable (X2) does not have a significan effect on the 
purchase decision of Aqua product. 

3. Environmental Awareness (X3) shows a significance value of 0.657, > 
0.05. Thus, Ho3 is accepted and Ha3 is rejected, meaning that the 
Environmental Awareness variable (X3) does not have a significan effect 
on the decision to purchase Aqua products. 
The result of the determination coefficien test show that the Adjusted R 

Square value is 0.493. This indicates that the variable Product Quality, Green 
Advertising, and Environmental Awareness contribute 49.3% in influencing 
Purchasing Decisions. Meanwhile, 50.7% is influenced by other factors not 
examined in this study. 

 
DISCUSSION 
The Influence of Product Quality on Purchasing Decisions 

The result of the H1 test, it was found that product quality has a positive 
and significan effect on purchasing decisions, so H1 is accepted. These results 
indicate that product quality is an important factor in purchasing decisions. 
Product quality has a major influence on the consumer decision-making 
process, where increasing or decreasing the quality of Aqua products can affect 
their purchasing decisions. This finding is in accordance with previous research 
conducted by Budiharjo & Riyono (2016) and Oktaviani et al. (2021) which 
stated that product quality has a significan effect on purchasing decisions. 
However, these results contradict the research of Aini and Andjarwati (2020) 
which concluded that product quality does not have a significant effect on 
purchasing decisions. 
 
The Influence of Green Advertising on Purchasing Decisions 

The result of the H2 test, its known that green advertising doesn't have a 
significant influence on purchasing decision, so H2 is rejected. This shows that 
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green advertising is not a factor in purchasing decisions. Green advertising 
aims to convey that the promoted product is safe for health and the 
environment. However, consumers' lack of understanding of Aqua's green 
advertising activities results in minimal knowledge about this product as an 
environmentally friendly product. These results are the same as research 
conducted by Azalia and Anisa (2021), stated that green advertising does not 
have a significant effect on purchasing decision. However, these results 
contradict the research of Muqorrobin et al. (2019) and Willyana et al. (2023), 
which stated that green advertising has a significan influence on purchasing 
decisions. 
 
The Influence of Environmental Awareness on Purchasing Decisions 

The results of the H3 test found that environmental awareness doesn't 
have a significant influence on purchasing decisions so H3 is rejected. These 
results indicate that environmental awareness is not the main factor that 
influences consumer in making purchasing decisions. Although consumers are 
aware of the importance of environmental sustainability and environmental 
issues, this aspect is not a major consideration in their decision to purchase 
Aqua products. This result is the same as the research of Puspitasari et al. (2021) 
which concluded that environmental awareness does not have a significant 
effect on purchasing decisions. However, there are differences with the research 
of Lestari and Setyaningrum (2023) and Ashari et al. (2018) which stated that 
environmental awarenes has a significan effect on purchasing decisions. 

 
CONCLUSIONS AND RECOMMENDATIONS 

This study aims to analyze the influence of product quality, green 
advertising, and environment awareness on purchasing decision for Aqua 
product. Based on the results the analysis, the following conclusions were 
obtained: This study shows that product quality has a positive and significan 
influence on purchasing decision, which indicates that product quality 
influences consumers in making decision to purchase Aqua products. 
Furthermore, green advertising is proven to have no significan influence on 
purchasing decision, which means that this factor does not influence consumers 
in purchasing Aqua products. Likewise, environment awareness also has no 
significan infl uence on purchasing decision, which indicates that 
environmental awareness is not a factor that influence consumer purchasing 
decision for Aqua products. 
 
ADVANCED RESEARCH 

This study has limitations in the number of samples involving only 100 
respondent, so the results cannot be generalized to describe consumer 
assessments as a whole. The analysis of the coefficient of determination, it’s 
known that the independent variables (product quality, green advertising, and 
environment awareness) only affect the dependent variable (purchase 
decisions) by 49.3%. Meanwhile, 50.7% was influenced by other factors not 
discussed in this study. 
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