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ABSTRAK 

 

Clarissa Diva Elvarreta, 22042010180, Pengaruh Green Marketing Dan Brand 

Trust Terhadap Loyalitas Pelanggan Melalui Kepuasan Pelanggan Sebagai 

Variabel Intervening (Studi pada Konsumen Generasi Milenial dan Gen Z di 

Fore Coffee Surabaya) 

Pertumbuhan bisnis coffee shop di Indonesia yang semakin pesat telah 

meningkatkan tingkat persaingan, sehingga perusahaan perlu menjaga loyalitas 

pelanggan. Loyalitas pelanggan tidak hanya dipengaruhi oleh kualitas produk, 

tetapi juga oleh strategi green marketing dan tingkat kepercayaan terhadap merek 

(brand trust). Penelitian ini bertujuan untuk menganalisis pengaruh green 

marketing dan brand trust terhadap loyalitas pelanggan melalui kepuasan 

pelanggan pada konsumen Fore Coffee di Surabaya. Penelitian ini menggunakan 

pendekatan kuantitatif dengan skala likert sebagai alat ukur. Sampel penelitian 

berjumlah 100 responden yang dipilih menggunakan teknik purposive sampling. 

Metode analisis yang digunakan adalah analisis deskriptif dan analisis jalur (path 

analysis) dengan bantuan IBM SPSS versi 25. Hasil penelitian menunjukkan bahwa 

Green Marketing dan Brand Trust berpengaruh signifikan terhadap Kepuasan 

Pelanggan. Namun, Kepuasan Pelanggan tidak berpengaruh signifikan terhadap 

Loyalitas Pelanggan. Selain itu, green marketing dan brand trust juga tidak 

memiliki pengaruh tidak langsung yang signifikan terhadap loyalitas pelanggan 

melalui kepuasan pelanggan sebagai variabel intervening. Temuan ini menunjukkan 

bahwa faktor lain di luar kepuasan pelanggan turut memengaruhi loyalitas 

pelanggan. 

 

Kata Kunci : Green Marketing, Brand Trust, Loyalitas Pelanggan, Kepuasan 

Pelanggan 
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ABSTRACT 

Clarissa Diva Elvarreta, 22042010180, The Effect of Green Marketing and 

Brand Trust on Customer Loyalty Through Customer Satisfaction as an 

Intervening Variable (A Study on Millennial and Generation Z Consumers of 

Fore Coffee in Surabaya) 

 The rapid growth of the coffee shop industry in Indonesia has intensified 

market competition, requiring businesses to maintain customer loyalty. Customer 

loyalty is influenced not only by product quality but also by marketing strategies 

such as Green Marketing and Brand Trust. This study aims to analyze the effect of 

Green Marketing and Brand Trust on Customer Loyalty through Customer 

Satisfaction among Fore Coffee customers in Surabaya. This research employs a 

quantitative approach using a Likert scale as the measurement instrument. The 

sample consists of 100 respondents selected through purposive sampling. Data 

analysis is conducted using descriptive analysis and path analysis with the 

assistance of IBM SPSS version 25. The results indicate that Green Marketing and 

Brand Trust have a significant effect on Customer Satisfaction. However, Customer 

Satisfaction does not have a significant effect on Customer Loyalty. Furthermore, 

Green Marketing and Brand Trust do not have a significant indirect effect on 

Customer Loyalty through Customer Satisfaction as a mediating variable. These 

findings suggest that factors beyond customer satisfaction play a role in influencing 

customer loyalty. 

 

Keyword : Green Marketing, Brand Trust, Customer Loyalty, Customer 

Satisfaction


