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ANALISIS PENGARUH GREEN MARKETING DAN PERILAKU
KONSUMEN TERHADAP KEPUTUSAN PEMBELIAN
FORE COFFEE GWALK SURABAYA
ANALYSIS OF THE EFFECT OF GREEN MARKETING AND CONSUMER
BEHAVIOR ON PURCHASE DECISIONS
AT FORE COFFEE GWALK SURABAYA

ABSTRAK

Penelitian kuantitatif ini bertujuan untuk menganalisis pengaruh green marketing
terhadap perilaku konsumen dan menganalisis pengaruh perilaku konsumen
terhadap keputusan pembelian pada Fore Coffee Gwalk Surabaya. Dalam
menentukan besaran sampel digunakan metode purposive sampling dengan jumlah
100 orang konsumen Fore Coffee Gwalk Surabaya. Teknik analisis menggunakan
Structural Equation Model-Partial Least Square (SEM-PLS) dengan second order
construct. Hasil yang diperoleh dari penelitian ini adalah Fore Coffee Gwalk
Surabaya telah menerapkan green marketing pada usahanya, meliputi
menggunakan bahan baku organik, kemasan produk lebih ramah lingkungan,
mendaur ulang kemasan menjadi barang bermanfaat, lokasi gerai yang mudah
diakses, gerai memadukan konsep futuristik dan ornamen ramah lingkungan,
menyediakan tempat pengumpulan sampah kemasan, menggunakan furnitur hasil
daur ulang, menggunakan media promosi digital, serta kampanye ramah lingkungan
melalui media sosial. Hasil penelitian juga menunjukkan bahwa green place dan
green promotion berpengaruh positif dan signifikan terhadap perilaku konsumen
Fore Coffee Gwalk Surabaya. Sedangkan green product dan green price tidak
berpengaruh. Sementara itu faktor personal berpengaruh positif dan signifikan
terhadap keputusan pembelian konsumen Fore Coffee Gwalk Surabaya. Sedangkan
faktor budaya, faktor sosial, dan faktor psikologi tidak berpengaruh.

Kata Kunci: Green Marketing, Perilaku Konsumen, Keputusan Pembelian

ABSTRACT

This quantitative research aims to analyze the effect of green marketing on
consumer behavior, and analyze the effect of consumer behavior on purchasing
decisions at Fore Coffee Gwalk Surabaya. In determining the sample size using
purposive sampling method with a total of 100 consumers of Fore Coffee Gwalk
Surabaya. The analysis technique used Structural Equation Model-Partial Least
Square (SEM-PLS) with second order construct. The results obtained from this
study are Fore Coffee Gwalk Surabaya has applied green marketing to its business,
including using organic raw materials, packaging products more environmentally
friendly, recycling packages into useful items, convenient store locations, stores
combining futuristic concepts and environmentally friendly ornaments, etc. It
provides packaging waste collection sites, uses recycled furniture, uses digital
promotional media, and environmentally friendly campaigns through social media.
The results of the study also show that green place and green promotion have a
positive and significant effect on the behavior of Fore Coffee Gwalk Surabaya
consumers. Meanwhile, green products and green prices have no effect. Meanwhile,
personal factors have a positive and significant impact on the decision to buy Fore
Coffee Gwalk Surabaya consumers. Cultural, social, and psychological factors
have no effect.

Keyword: Green Marketing, Consumer Behavior, Purchase Decision
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