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ABSTRAK 

Penelitian ini dilakukan untuk mengetahui pengaruh Electronic Word of 

Mouth, Green Marketing Practice, dan Green Brand Image terhadap Intention to 

Choose Green Hotel dengan mediasi Green Attitude. Objek penelitian ini adalah 

konsumen yang memiliki pengalaman menginap di hotel ramah lingkungan di 

wilayah Jabodetabek. Jumlah responden dalam penelitian ini sebanyak 250 orang 

dengan teknik pengambilan sampel purposive sampling. Pendekatan penelitian 

menggunakan metode kuantitatif dengan Structural Equation Model (SEM) 

berbantuan perangkat lunak SmartPLS 4.0. Hasil penelitian menunjukkan 

bahwa Electronic Word of Mouth, Green Marketing Practice, dan Green Brand 

Image berpengaruh positif dan signifikan terhadap Green Attitude. 

Selanjutnya, Green Attitude terbukti berperan sebagai variabel mediasi yang 

memperkuat pengaruh ketiga variabel tersebut terhadap Intention to Choose Green 

Hotel. Temuan penelitian ini diharapkan dapat menjadi masukan bagi pemilik hotel 

dan pemasar dalam menyusun strategi komunikasi serta pemasaran yang berbasis 

keberlanjutan untuk menarik konsumen yang peduli lingkungan. 

Kata kunci: Electronic Word of Mouth, Green Marketing Practice, Green Brand 

Image, Green Attitude, Intention to Choose Green Hotel. 

https://lib.mercubuana.ac.id



ii 

ABSTRACT 

This study aims to examine the influence of Electronic Word of Mouth, Green 

Marketing Practice, and Green Brand Image on Intention to Choose Green Hotel 

with Green Attitude as a mediating variable. The research objects are consumers 

who have experience staying at environmentally friendly hotels in the Jabodetabek 

area. A total of 250 respondents were selected using purposive sampling technique. 

The study employed a quantitative approach with Structural Equation Model (SEM) 

using SmartPLS 4.0 as the analytical tool. The results show that Electronic Word 

of Mouth, Green Marketing Practice, and Green Brand Image have a positive and 

significant effect on Green Attitude. Furthermore, Green Attitude is proven to act 

as a mediating variable that strengthens the influence of these three factors on 

Intention to Choose Green Hotel. The findings of this study are expected to provide 

valuable insights for hotel owners and marketers in developing sustainability-based 

communication and marketing strategies to attract environmentally conscious 

consumers. 

Keywords: Electronic Word of Mouth, Green Marketing Practice, Green Brand 

Image, Green Attitude, Intention to Choose Green Hotel. 
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