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PENGARUH GREEN ADVERTISING RE.UNIQLO STUDIO DI 

MEDIA SOSIAL INSTAGRAM TERHADAP BRAND IMAGE 

(Carla Monica) 

ABSTRAK 

 

Industri fast fashion menjadi salah satu penyumbang terbesar terhadap 

peningkatan polusi di dunia, khususnya dalam bentuk limbah tekstil yang 

sulit terurai. Uniqlo menghadirkan kampanye RE.UNIQLO Studio untuk 

mengurangi dampak lingkungan melalui layanan repair, remake, reuse, dan 

recycle. Penelitian ini bertujuan untuk menganalisis pengaruh green 

advertising terhadap brand image. Pendekatan yang digunakan adalah 

kuantitatif dengan metode survei dan teknik non-probability sampling. 

Sampel penelitian berjumlah 100 responden yang merupakan pengikut akun 

Instagram @uniqloindonesia dan pernah berpartisipasi dalam kampanye 

RE.UNIQLO Studio. Analisis data penelitian ini dilakukan menggunakan 

regresi linear sederhana. Hasil penelitian ini menunjukkan adanya pengaruh 

signifikan green advertising terhadap brand image dengan nilai signifikansi 

sebesar 0,001, lebih kecil dari 0,05. Green advertising memberikan 

kontribusi sebesar 40,4 persen terhadap brand image, sementara sisanya 

59,6 persen dipengaruhi oleh faktor lain. Temuan ini menunjukkan bahwa 

green advertising dapat memperkuat persepsi positif terhadap merek di 

kalangan konsumen. 

Kata kunci: Green Advertising, Brand Image, RE.UNIQLO Studio 
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THE IMPACT OF RE.UNIQLO STUDIO GREEN ADVERTISING 

ON BRAND IMAGE ON INSTAGRAM SOCIAL MEDIA 

(Carla Monica) 

 

 

ABSTRACT 

 

The fast fashion industry is one of the largest contributors to increasing 

global pollution, particularly in the form of non-biodegradable textile waste. 

Uniqlo launched the RE.UNIQLO Studio campaign to reduce environmental 

impact through services such as repair, remake, reuse, and recycle. This 

study aims to analyze the influence of green advertising on brand image. A 

quantitative approach was used with a survey method and non-probability 

sampling technique. The study sample consisted of 100 respondents who 

follow the Instagram account @uniqloindonesia and have participated in the 

RE.UNIQLO Studio campaign. Data analysis was conducted using simple 

linear regression. The results of this study indicate a significant influence of 

green advertising on brand image, with a significance value of 0.001, which 

is less than 0.05. Green advertising contributes 40.4 percent to brand image, 

while the remaining 59.6 percent is influenced by other factors. These 

findings suggest that green advertising can strengthen positive consumer 

perceptions of the brand. 

 

Keywords: Green Advertising, Brand Image, RE.UNIQLO Studio 
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