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ABSTRAK 

 Isu lingkungan saat ini mulai ramai dibicarakan, dimana hal itu juga dapat 

menjadi pertimbangan bisnis untuk mengangkatnya sebagai bagian dari 

operasionalnya. Salah satunya yaitu green product yang telah digunakan di beberapa 

bidang usaha dan dapat menimbulkan word of mouth yang positif dibanding produk 

konvensional. Kedua hal itu menarik untuk dikaji terkait pengaruhnya pada keputusan 

pembelian dan juga minat beli khususnya di Fore yang ada di Surabaya. 

Penelitian ini bertujuan untuk mengetahui pengaruh green product dan word of 

mouth (WOM) terhadap keputusan dengan minat beli sebagai variabel intervening pada 

konsumen Fore Coffee Surabaya. Populasi penelitian ini ialah seluruh konsumen yang 

pernah melakukan pembelian di Fore Surabaya. Responden penelitian ini berjumlah 

165 yang menggunakan jenis sampel non probability sampling dengan teknik 

purposive sampling. Pengambilan data dilakukan dengan penyebaran kuesioner pada 

konsumen yang ada di gerai Fore Surabaya dan juga online. Data yang diperoleh diolah 

menggunakan aplikasi SmartPLS versi 3.2.9 dengan metode SEM (structural equation 

modeling). 

Hasil dari penelitian ini menunjukkan bahwa: (1) green product berpengaruh 

signifikan terhadap minat beli, (2) word of mouth (WOM) berpengaruh signifikan 

terhadap minat beli, (3) green product tidak berpengaruh terhadap keputusan 

pembelian, (4) word of mouth (WOM) berpengaruh signifikan terhadap keputusan 

pembelian, (5) minat beli berpengaruh signifikan terhadap keputusan pembelian, (6) 

green product berpengaruh signifikan terhadap keputusan pembelian melalui minat beli 

sebagai mediasi, dan (7) word of mouth (WOM) berpengaruh signifikan terhadap 

keputusan pembelian melalui minat beli sebagai mediasi.  

Kata kunci: green product, word of mouth (WOM), minat beli, keputusan pembelian 
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ABSTRACT 

Environmental issues are currently starting to be widely discussed, and this can 

also be a consideration for businesses to adopt as part of their operations. One of them 

is green products which have been used in several business fields and can generate 

positive word of mouth compared to conventional products. These two things are 

interesting to study regarding their influence on purchasing decisions and also 

purchasing interest, especially at Fore in Surabaya. 

This research aims to determine the influence of green products and word of 

mouth (WOM) on decisions with purchase intention as an intervening variable among 

Fore Coffee Surabaya consumers. The population of this research is all consumers who 

have made purchases at Fore Surabaya. The number of respondents to this research 

was 165 who used a non-probability sampling type with a purposive sampling 

technique. Data collection was carried out by distributing questionnaires to consumers 

at Fore Surabaya outlets and also online. The data obtained was processed using the 

SmartPLS version 3.2.9 application with the SEM (structural equation modeling) 

method. 

The results of this research show that: (1) green products have a significant 

effect on buying interest, (2) word of mouth (WOM) has a significant effect on buying 

interest, (3) green products have no effect on purchasing decisions, (4) word of mouth 

(WOM) has a significant effect on purchasing decisions, (5) buying interest has a 

significant effect on purchasing decisions, (6) green products have a significant effect 

on purchasing decisions through buying interest as mediation, and (7) word of mouth 

(WOM) has a significant effect on decisions purchase through buying interest as 

mediation. 

Key words : green product, word of mouth (WOM), buying interest, purchase 

decision 
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 خلاصة

يجب   التي  الاعتبارات  أحد  تكون  أن  أيضًا  يمكن  والتي  واسع،  نطاق  على  المناقشة  في  حاليًا  البيئية  القضايا  بدأت      

من  العديد  في  استخدامها  تم  التي  الخضراء  المنتجات  هي  إحداها.  عملياتها  من  كجزء  اعتمادها  الشركات  على  

الأمرين  هذين  دراسة  للاهتمام  المثير  ومن.  التقليدية  بالمنتجات  مقارنةً   إيجابيًا  كلامًا  تولد  أن  ويمكن  الأعمال  مجالات  

سورابايا في فور في خاصة بالشراء، الاهتمام وكذلك الشراء  قرارات على بتأثيرهما يتعلق فيما . 

كمتغير  الشراء  نية  ذات  القرارات  على  الشفهية  والأحاديث  الخضراء  المنتجات  تأثير  تحديد  إلى  البحث  هذا  يهدف  

شراء   عمليات   أجروا  الذين  المستهلكين  جميع  هو  البحث  هذا  مجتمع.  سورابايا  كوفي  فور  قهوة  مستهلكي  لدى  تدخلي  

بأسلوب  الاحتمالية غير  العينة استخدموا شخصاً  165 البحث هذا في العينة أفراد عدد بلغ .Fore Surabaya في  

عبر   وأيضًا  سورابايا  فور  منافذ  في  المستهلكين  على  الاستبيانات  توزيع  خلال  من  البيانات  جمع  تم.  الهادفة  العينة  

تطبيق باستخدام  عليها الحصول تم التي البيانات معالجة تمت. الإنترنت  SmartPLS طريقة  مع 3.2.9 الإصدار  

SEM ( الهيكلية المعادلة نمذجة ). 

له  الشفهي  الكلام)  2(  بالشراء،  الاهتمام  على  كبير  تأثير  لها  الخضراء  المنتجات)  1: (أن  البحث  هذا  نتائج  تظهر  

الشفهي  للكلام)  4(  الشراء،  قرارات  على  تأثير  لها  ليس  الخضراء  المنتجات)  3(  بالشراء،  الاهتمام  على  كبير  تأثير  

الخضراء  المنتجات)  6(  الشراء،  قرارات  على  كبير  تأثير  له   بالشراء  الاهتمام)  5(  الشراء،  قرارات  على  كبير  تأثير  

على  كبير  تأثير  الشفهي  للكلام )  7(  و  كوساطة،  بالشراء  الاهتمام  خلال  من  الشراء  قرارات  على  كبير  تأثير  لها  

كوساطة الفائدة شراء خلال من الشراء قرارات على  كبير تأثير الشراء قرارات . 

اء  قرار  ، الشرائية الفائدة  الشفهي، الكلام الأخضر، المنتج: المفتاحية  الكلمات الشر  

 

  



 

 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id 

 

xii 
 

DAFTAR ISI 

 
SKRIPSI ....................................................................................................................... ii 

PERNYATAAN ORISINALITAS SKRIPSI ........... Error! Bookmark not defined. 

PERSETUJUAN PEMBIMBING............................ Error! Bookmark not defined. 

LEMBAR PENGESAHAN ...................................... Error! Bookmark not defined. 

ABSTRAK ................................................................................................................. vii 

KATA PENGANTAR .................................................................................................. x 

DAFTAR ISI .............................................................................................................. xii 

DAFTAR TABEL ...................................................................................................... xv 

DAFTAR GAMBAR ................................................................................................ xvi 

DAFTAR LAMPIRAN ........................................................................................... xvii 

BAB I ............................................................................................................................ 1 

PENDAHULUAN ........................................................................................................ 1 

1.1. Latar Belakang ............................................................................................. 1 

1.2 Rumusan Masalah ...................................................................................... 12 

1.3 Tujuan Penelitian ........................................................................................ 13 

1.4 Manfaat Penelitian ..................................................................................... 13 

BAB II ........................................................................................................................ 15 

LANDASAN TEORI ................................................................................................. 15 

2.1 Kajian Teori ................................................................................................ 15 

2.1.1 Green Marketing .................................................................................. 15 

2.1.2 Green Product ...................................................................................... 16 

2.1.3 Word Of Mouth (WOM) ...................................................................... 19 

2.1.4 Minat Beli ............................................................................................. 21 

2.1.5 Keputusan Pembelian ......................................................................... 23 

2.2 Penelitian Terdahulu .................................................................................. 25 

2.3 Hipotesis ...................................................................................................... 32 

2.3.1 Pengaruh Green Product Terhadap Minat Beli ................................ 32 



 

 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id 

 

xiii 
 

2.3.2 Pengaruh Word Of Mouth (WOM) Terhadap Minat Beli ................ 33 

2.3.3 Pengaruh Green Product Terhadap KeputusannPembelian............ 34 

2.3.4 Pengaruh Word Of Mouth (WOM) Terhadap Keputusan Pembelian

 34 

2.3.5 Pengaruh Minat Beli Terhadap Keputusan Pembelian ................... 35 

2.3.6 Pengaruh Green Product Terhadap Keputusan Pembelian Melalui 

Minat Beli Sebagai Mediasi .............................................................................. 36 

2.3.7 Pengaruh Word Of Mouth (WOM) Terhadap Keputusan Pembelian 

Melalui Minat Beli Sebagai Mediasi ................................................................ 37 

2.4 Kerangka Konseptual ................................................................................ 37 

BAB III ....................................................................................................................... 39 

METODE PENELITIAN ......................................................................................... 39 

3.1 Jenis Penelitian ........................................................................................... 39 

3.2 Lokasi dan Waktu Penelitian .................................................................... 39 

3.3 Populasi dan Sampel .................................................................................. 39 

3.3.1 Populasi ................................................................................................ 39 

3.3.2 Sampel .................................................................................................. 40 

3.4 Variabel Penelitian ..................................................................................... 42 

3.4.1 Variabel Independen ........................................................................... 43 

3.4.2 ariabel Intervening .............................................................................. 43 

3.4.3 Variabel Dependen .............................................................................. 44 

3.5 Definisi Operasional dan Pengukuran Variabel ...................................... 44 

3.6 Jenis Dan Sumber Data .............................................................................. 46 

3.6.1 Data Primer ......................................................................................... 46 

3.7 Teknik Pengumpulan Data ........................................................................ 47 

3.8 Teknik Analisis Data ................................................................................... 48 

3.8.1 Partial Least Square (PLS) ................................................................ 48 

3.8.2 Structural Equation Model (SEM) .................................................... 49 

3.8.3 Outer Model ......................................................................................... 49 

3.8.4 Inner Model .......................................................................................... 51 



 

 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id 

 

xiv 
 

BAB IV ....................................................................................................................... 53 

HASIL ANALISIS DANlPEMBAHASAN .............................................................. 53 

4.1 Gambaran UmumlObjek ........................................................................... 53 

4.1.1 Profil Fore Coffee ................................................................................ 53 

4.1.2 Logo Perusahaan ................................................................................. 56 

4.2 Deskripsi Hasil Penelitian .......................................................................... 57 

4.2.1 Karakteristik Responden.................................................................... 57 

4.2.2 Hasil Jawaban Responden .................................................................. 63 

4.3 Analisis Model ............................................................................................. 68 

4.3.1 Outer Model .......................................................................................... 69 

4.3.2 Inner Model .......................................................................................... 75 

4.4 Pembahasan ................................................................................................ 83 

4.4.1 Pengaruh Green Product Terhadap Minat Beli ................................ 83 

4.4.2 Pengaruh Word Of Mouth (WOM) Terhadap Minat Beli ................ 85 

4.4.3 Pengaruh Green Product Terhadap Keputusan Pembelian ............. 87 

4.4.4 Word Of Mouth (WOM) Terhadap Keputusan Pembelian .............. 89 

4.4.5 Pengaruh Minat Beli Terhadap Keputusan Pembelian ................... 90 

4.4.6 Pengaruh Green Product Terhadap Keputusan Pembelian Melalui 

Minat Beli Sebagai Mediasi .............................................................................. 92 

4.4.7 Pengaruh Word Of Mouth (WOM) Terhadap Keputusan Pembelian 

Melalui Minat Beli Sebagai Mediasi ................................................................ 95 

BAB V ......................................................................................................................... 98 

PENUTUP .................................................................................................................. 98 

5.1 Kesimpulan ................................................................................................. 98 

5.2 Saran ............................................................................................................ 99 

5.2.1 Bagi Fore .............................................................................................. 99 

5.2.2 Bagi Peneliti Selanjutnya .................................................................. 100 

DAFTAR PUSTAKA............................................................................................... 101 

 

 



 

 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id 

 

xv 
 

DAFTAR TABEL 

 

Tabel 2. 1 Daftar Penelitian Terdahulu ............................................................. 26 

 Tabel 3. 1 Tempat Pengambilan Sampel ......................................................... 40 

Tabel 3. 2 Variabel Operasional ....................................................................... 44 

Tabel 3. 3 Skala Likert ..................................................................................... 47 

Tabel 4. 1 Hasil Perolehan Responden ............................................................. 58 

Tabel 4. 2 Karakteristik Responden Berdasarkan Domisili ............................. 59 

Tabel 4. 3 Karakteristik Responden Berdasarkan Usia .................................... 60 

Tabel 4. 4 Karakteristik Responden Berdasarkan Jenis Kelamin..................... 61 

Tabel 4. 5 Karakteristik Responden Berdasarkan Status.................................. 62 

Tabel 4. 6 Karakteristik Responden Berdasarkan Loyalitas ............................ 63 

Tabel 4. 7 Hasil Jawaban Responden Variabel Green Product ........................ 64 

Tabel 4. 8 Hasil Jawaban Responden Variabel Word Of Mouth ....................... 65 

Tabel 4. 9 Hasil Jawaban Responden Variabel Minat Beli .............................. 66 

Tabel 4. 10 Hasil Jawaban Responden Variabel Keputusan Pembelian ........... 67 

Tabel 4. 11 Hasil Pengujian Validitas Konvergen ............................................ 71 

Tabel 4. 12 Hasil Pengujian Validitas Diskriminan.......................................... 73 

Tabel 4. 13 Hasil Pengujian Reliabilitas .......................................................... 74 

Tabel 4. 14 Hasil Pengujian R-Square ............................................................. 75 

Tabel 4. 15 Hasil Pengujian Q-Square ............................................................. 77 

Tabel 4. 16 Hasil Pengujian Hipotesis Pengaruh Langsung ............................ 78 

Tabel 4. 17 Hasil Pengujian Spesific Indirect Effect ........................................ 81 

 

 

 

 



 

 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id 

 

xvi 
 

DAFTAR GAMBAR 

 

Gambar 1. 1 Perkembangan produksi kopi di setiap tahunnya (2019-2021) ............. 1 

Gambar 1. 2 Industri kedai kopi Indonesia ................................................................ 4 

Gambar 1. 3 Komposisi sampah Surabaya 2020 ....................................................... 7 

Gambar 2. 1 Kerangka konseptual ............................................................................. 38 

Gambar 4. 1 Logo Fore Coffee .................................................................................. 56 

Gambar 4. 2 Model Struktural ................................................................................... 69 

Gambar 4. 3 Hasil perhitungan PLS Algorithm ......................................................... 70 

Gambar 4.4  Hasil perhitungan Bootsrapping……………...……………………….77 

  

 

 

 

  



 

 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id 

 

xvii 
 

DAFTAR LAMPIRAN 

 

Lampiran 1. Biodata Peneliti …………………………………………….105 

Lampiran 2. Kuesioner Penelitian ……………………………………….106 

Lampiran 3. Dokumentasi Penyebaran Kuesioner di Gerai Fore Coffee 

Surabaya ……..…………………………………………………………….111 

Lampiran 4. Hasil Tabulasi Data Kuesioner ……..……………………...112 



 

 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id 

  

101 
 

DAFTAR PUSTAKA 

Abdillah, M. F., & Utama, A. (2018). “Pengaruh Green Product Dan Corporate Social 

Responsibility Terhadap Keputusan Pembelian Yang Dimediasi Oleh Minat Beli 

(Studi pada Konsumen Lampu Philips LED di Yogyakarta).” Jurnal Ilmu 

Manajemen, 15(2), 81–90. 

Adriani, H. A. (2023). Pengaruh Green Marketing Mix Terhadap Keputusan 

Pembelian Fore Coffee di Kota Surakarta Dengan Consumer’s Green Attitude 

Sebagai Variabel Mediasi Pada Remaja Muslimah. 

http://eprints.ums.ac.id/id/eprint/110345 

Aisyah, D., & Engriani, Y. (2019). Pengaruh Reputasi, Kualitas Informasi, dan e-

WOM terhadap Minat Beli pada Situs Jual Beli Online Tokopedia yang Dimediasi 

oleh Kepercayaan Pelanggan. Jurnal Kajian Manajemen Dan Wirausaha, 1(4), 

48–59. https://doi.org/10.24036/jkmw0278990 

Ansu-Mensah, P. (2021). Green Product Awareness Effect On Green Purchase 

Intentions Of University Students’: An Emerging Market’s Perspective. Future 

Business Journal, 7(1), 1–13. https://doi.org/10.1186/s43093-021-00094-5 

Arfah, Y. (n.d.). Keputusan Pembelian Produk. PT. Inovasi Pratama Internasional. 

https://www.google.co.id/books/edition/Keputusan_Pembelian_Produk/nTxlEA

AAQBAJ?hl=id&gbpv=1&dq=keputusan+pembelian+adalah&pg=PA4&printse

c=frontcover 

Arya Aliaga Saputra. (2022). Pengaruh Green Marketing dan Corporate Social 

Responsibility terhadap Keputusan Pembelian Konsumen pada Produk The Body 

Shop tahun 2022. 9–30. 

Aryani, E., Zanaria, Y., & Kurniawan, A. (2022). Analisis Perkembangan Coffee Shop 

Sebagai Salah Satu Peranan Umkm Di Kota Metro. Jurnal Akuntansi AKTIVA, 

3(2), 139–145. https://doi.org/10.24127/akuntansi.v3i2.3039 

Atmando, C. R. (2021). Pengaruh Persepsi Green Product Dan Green Brand Image 

Terhadap Minat Beli Rumah Ramah Lingkungan Pada Generasi Y Di Surabaya. 

Performa, 4(3), 394–405. https://doi.org/10.37715/jp.v4i3.1651 

Ayunita, D. (2018). Modul Uji Validitas dan Reliabilitas. Statistika Terapan, October. 

https://www.researchgate.net/publication/328600462_Modul_Uji_Validitas_dan

_Reliabilitas 

Badan Pusat Statistik Kota Surabaya. (2023). Kota Surabaya Dalam Angka 2023. In 

Bappeda Potensi Wilayah (Vol. 4, Issue 1). 

http://bappeda.jatimprov.go.id/bappeda/wp-content/uploads/potensi-kab-kota-

2013/kota-surabaya-2013.pdf 



 

 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id 

102 

 

 

Cahya, A. D., Annisa, I. N., Setiawan, F. B., & Dharmanisa, A. L. (2021). Analisis 

Pengaruh Service Quality Dan Word Of Mouth (Wom) Terhadap Minat Beli 

Konsumen (Studi Kasus UKM Bakpia Boomber Mas Raga Gunung Kidul). Jurnal 

Daya Saing, 7(2), 168–173. https://doi.org/10.35446/dayasaing.v7i2.677 

Devi, R., & Idrus, N. I. (2023). Zero Waste Lifestyle:Gaya Hidup Ramah Lingkungan 

di Kalangan AnakMuda di Kota Makassar. Jurnal Ilmiah Ilmu-Ilmu Sosial, 6, 22–

51. http://www.ejournals.umma.ac.id/index.php/emik/article/view/1667 

Diana Warpindyastuti, Lady, Mega Aprita, Y., & Azizah, A. (2022). Pengaruh Word 

Of Mouth Terhadap Minat Beli Produk Scarlett Whitening. Ekonomi Dan Bisnis 

( Ekobis) 45, 1(1), 8–13. https://doi.org/10.56912/ekobis45.v1i1.7 

Diwyarthi, N. D. M. S., & Al., E. (2022). Perilaku Konsumen. Get Press. 

https://www.google.co.id/books/edition/Perilaku_Konsumen/cPt7EAAAQBAJ?

hl=id&gbpv=1 

Elvierayani, R. R., & Choiroh, F. (2020). Pengaruh Green Product dan Green Price 

Terhadap Minat Beli Konsumen Pada Produk Tupperware (Studi Kasus Pada 

Mahasiswa Manajemen FE UNISLA). Mandalika Mathematics and Educations 

Journal, 2(1), 67–75. https://doi.org/10.29303/jm.v2i1.1751 

Ermansyah, R., & Muhajirin, M. (2022). Peran Brand Image Dan Word of Mouth 

Terhadap Minat Beli Konsumen Di Kedai Kopi Radja. Samalewa: Jurnal Riset & 

Kajian Manajemen, 2(2), 150–158. https://doi.org/10.58406/samalewa.v2i2.974 

Eryc, E. (2023). Analisa Pemanfaatan Instagram Dalam Mempengaruhi Motivasi Dan 

Intensi Green Consumption. Jurnal Ilmiah Ilmu Komputer Fakultas Ilmu 

Komputer Universitas Al Asyariah Mandar, 9(1), 67–76. 

Evi, T., & Rachbini, W. (2023). PARTIAL LEAST SQUARES (TEORI DAN 

PRAKTEK). Grup Penerbitan CV Tahta Media Gruop. 

Fadillah, A., Salsabila, Y. N., & Daryanto, A. (2019). Marketing Strategy Analysis 

Kopi Arabika Specialty (Studi Kasus Pada Cv Frinsa Agrolestari). JIMFE (Jurnal 

Ilmiah Manajemen Fakultas Ekonomi), 5(1), 1–14. 

https://doi.org/10.34203/jimfe.v5i1.1324 

Febryanti, H., & Hasan, F. (2022). Pengaruh Word of Mouth dan Promosi Online 

terhadap Minat Beli Masyarakat pada Usaha Makanan Online Nasi Madura 

Pantry’s Kota Pasuruan. Agriscience, 3(1), 164–178. 

https://doi.org/10.21107/agriscience.v3i1.15240 

Filosofi Dibalik Logo Fore Coffee. (2022). https://fore.coffee/filosofi-di-balik-logo-

fore-coffee-apa-maknanya/ 

Fitri, M. A., Syahni, R., & Hendri, M. (2022). Perbandingan Industri Kopi Indonesia 



 

 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id 

103 

 

 

Dan Malaysia. AGROVITAL : Jurnal Ilmu Pertanian, 7(2), 117. 

https://doi.org/10.35329/agrovital.v7i2.3655 

Ghozali, I., & Latan, H. (2015). Patrial Least Square: Konsep, Teknik, dan Aplikasi 

menggunakan Program SmartPLS 3.0 (2nd ed.). Universitas Diponegoro. 

Hair, J. F., Black, W. C., & Babin, B. J. (2010). Multivariate Data Analysis (7th ed.). 

Handayani, P. W., Achmad Nizar Hidayanto, Pinem, A. A., Azzahro, F., Munajat, Q., 

Ayuningtyas, D., & Hapsari, I. C. (2021). Konsep CB-Sem dan Sem-Pls Disertai 

Dengan Contoh Kasus - Rajawali Pers. PT. RajaGrafindo Persada. 

Hermawan, A. (2005). Penelitian Bisnis-Paradigma Kuantitatif. Grasindo. 

https://www.google.co.id/books/edition/Penelitian_Bisnis_Paragidma_Kuantitati

/XOytduwzBzAC?hl=id&gbpv=1 

Hermina, T., Basit, A. A., Alkautsar, M., & Fauziah, H. (2022). Analisis Preferensi 

Generasi Y untuk Green Packaging Kopi. Seminar Nasional Dan Call for Papers 

FMI, 1–11. 

IKON RECYCLE PADA GELAS FORE COFFEE: REALISASI GAYA HIDUP RAMAH 

LINGKUNGAN. (2022). https://fore.coffee/ikon-recycle-pada-gelas-fore-coffee-

realisasi-gaya-hidup-ramah-lingkungan/ 

Irawan, H. (2002). 10 Prinsip Kepuasan Pelanggan. Elex Media Komputindo. 

Isnawati, Y., Ismail, Y. L., & Juanna, A. (2022). Analisis Green Product Features Di 

The Body Shop Citimall Gorontalo. Jurnal Ilmiah Manajemen Dan Bisnis, 5(1), 

230–237. 

Januari, N., Pb, B., & Semarang, S. (2023). JMEC : Journal of Management , 

Entrepreneur and Cooperative Analisis Pengaruh Harga , Lokasi dan Kualitas 

Pelayanan. 2(1), 19–27. 

Jonathan, J. (2020). Business Plan dan Green Marketing : Implikasi Pembelian 

Konsumen dan Keberlanjutan Lingkungan. 1(5), 1–6. 

Kisieliauskas, J., & Jančaitis, A. (2022). Green Marketing Impact on Perceived Brand 

Value in Different Generations. Management Theory and Studies for Rural 

Business and Infrastructure Development, 44(2), 125–133. 

https://doi.org/10.15544/mts.2022.13 

Kotler, P., & Keller, K. L. (2016). Marketing-Management. In Marketing-

Management. https://doi.org/10.1515/9783486801125 

Lumbantobing, V. E., Laili Fitria, & Sutrisno, H. (2023). Analisis Potensi Nilai 

Ekonomi Sampah Plastik. Jurnal Alwatzikhoebillah : Kajian Islam, Pendidikan, 

Ekonomi, Humaniora, 9(1), 251–262. 



 

 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id 

104 

 

 

https://doi.org/10.37567/alwatzikhoebillah.v9i1.1663 

Machali, I. (2021). Metode Penelitian Kuantitatif. In Laboratorium Penelitian dan 

Pengembangan FARMAKA TROPIS Fakultas Farmasi Universitas 

Mualawarman, Samarinda, Kalimantan Timur (Issue April). https://digilib.uin-

suka.ac.id/id/eprint/50344/1/Metode Penelitian Kuantitatif %28Panduan Praktis 

Merencanakan%2C Melaksa.pdf 

Mahendra, D. F., & Nugraha, A. K. N. A. (2021). Green Marketing dan CSR terhadap 

Keputusan Pembelian dengan Pengetahuan Konsumen Sebagai Variabel 

Moderasi. Jurnal Penelitian Dan Pengembangan Sains Dan Humaniora, 5(1), 

28–38. https://ejournal.undiksha.ac.id/index.php/JPPSH 

Marissa, G., Ahmad, S., Heri., E. (2022). STRATEGI PEMASARAN Konsep,Teori,dan 

Implementasi. penerbitpascalbooks@gmail.com 

Masdakaty, Y. (2019). FORE COFFEE: THE NEXT GENERATION OF COFFEE 

SHOP. https://ottencoffee.co.id/majalah/fore-coffee-next-generation-coffee-shop 

Mikraj, A. L., Kurniawan, R., & Iriani, F. (2023). Pengaruh Green Marketing 

Terhadap Minat Beli Konsumen : Systematic literature reviews. 4(1), 304–315. 

Mokhtar, S. (2020). Pengaruh Word of Mouth dan Brand Image terhadap Minat Beli 

Kosmetik Wardah di Kota Makassar. Jurnal Ilmiah Akmen, 17(1), 35–43. 

Musyaffi, A. M., Khairunnisa, H., & Respati, D. K. (2022). Konsep Dasar Structural 

Equation Model- Partial Least Square (SEM-PLS) Menggunakan Smartpls. 

Pascal Books. 

https://www.google.co.id/books/edition/KONSEP_DASAR_STRUCTURAL_E

QUATION_MODEL_P/KXpjEAAAQBAJ?hl=id&gbpv=0 

Nelly, Rahmi, Syamsuddin, N., Ikhbar, S., & Nawir, M. (2021). Pengaruh Green 

Product Terhadap Keputusan Pembelian Pada Produk Air Minum Di Kota Banda 

Aceh. Jurnal Sosiohumaniora Kodepena, 2(2), 250–263. 

Novia Roudhlotul Janah, E. S. (2021). The effect of brand image and electronic word 

of mouth on the interests of buying beauty products wardah. Journal of Economic, 

Business and Accounting, e-ISSN : 2597-5234, 4(2), 690–697. 

Nur, M. R. T., Fathoni, M. A., & Sari, L. P. (2021). The Impact of Awareness, Lifestyle 

and Halal Certification on The Buying Interests of MSME’s Halal Food Products 

in DKI Jakarta. El-Barka: Journal of Islamic Economics and Business, 4(2), 156–

189. https://doi.org/10.21154/elbarka.v4i2.3207 

Nurdin, S., Widjaja, Y. R., & Putri, N. E. (2023). Strategi Meningkatkan Minat 

Pembelian Menggunakan Social Media Marketing Dan Word Of Mouth. 5(2). 

Oktavia, R. A. (2020). Pengaruh Green Marketing, Store Atmosphere Terhadap 



 

 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id 

105 

 

 

Keputusan Pembelian Fore Coffee Melalui Minat Beli Serta Tinjauannya Dari 

Sudut Pandang Islam. SKripsi, 1, 430–439. 

Pohan, M. Y. A. (2022). The Influence of Product Quality on Positive Word-of-mouth 

Communication, Case Study at Kedai Wak Edoy Malang. Quantitative Economics 

and Management Studies, 3(2), 282–290. https://doi.org/10.35877/454ri.qems921 

Putra, D. R., & Prasetyawati, Y. R. (2021). Pengaruh Green Product Terhadap Minat 

Beli Ulang Konsumen Melalui Green Advertising (Studi Terhadap Konsumen 

Starbucks). Jurnal Manajemen Pemasaran, 15(2), 69–74. 

https://doi.org/10.9744/pemasaran.15.2.69-74 

Riama, C. O. (2021). Peran influencer dalam proses electronic word of mouth untuk 

meningkatkan persepsi merek. Jurnal Manajemen Komunikasi, 5(2), 156. 

https://doi.org/10.24198/jmk.v5i2.27628 

Rinaja, A. F., Udayana, I. B. N., & Maharani, B. D. (2022). Pengaruh Online Customer 

Review, Word of Mouth, and Price Consciousness Terhadap Minat Beli Di 

Shopee. Publik: Jurnal Manajemen Sumber Daya Manusia, Administrasi Dan 

Pelayanan Publik, 9(3), 435–448. https://doi.org/10.37606/publik.v9i3.345 

Rivan Kojongian, Joyce Lapian, H. T. (2019). Analisis Pengaruh Word Of Mouth, 

Iklan Dan Citra Merek Terhadap Keputusan Pembelian Melalui Minat Beli 

Sebagai Variabel Intervening Pada Smartphone Xiaomi Manado. 551–566. 

Riyanto, S., & Hatmawan, A. A. (2020). Metode Riset Penelitian Kuantitatif Penelitian 

Di Bidang Manajemen, Teknik, Pendidikan Dan Eksperimen. Deepublish. 

Sari, S. P. (2020). Hubungan Minat Beli Dengan Keputusan Pembelian Pada 

Konsumen. Psikoborneo: Jurnal Ilmiah Psikologi, 8(1), 147. 

https://doi.org/10.30872/psikoborneo.v8i1.4870 

Sienatra, K. B. (2021). Efek Green Marketing Mix Terhadap Minat Beli Produk Ramah 

Lingkungan. 220–225. 

Sugiyono, D. (2013). Metode Penelitian Kuantitatif, Kualitatif, dan Tindakan. 

Susanto, Y., & Realize, R. (2022). Pengaruh Kualitas Pelayanan dan Kualitas Produk 

terhadap Minat Beli Konsumen pada PT Ndexindo Mandiri Indonesia. ECo-Buss, 

5(2), 508–518. https://doi.org/10.32877/eb.v5i2.459 

Sutopo, Y., & Slamet, A. (2017). Statistik Inferensial (Giovanny (Ed.)). Penerbit Andi. 

https://www.google.co.id/books/edition/Statistik_Inferensial/jVJLDwAAQBAJ?

hl=id&gbpv=0 

Trinanda, R., & Saputri, M. E. (2021). Pengaruh Green Marketing dan Packaging 

terhadap Brand Image dan Loyalitas Pelanggan pada Konsumen Starbucks di kota 

Bandung The Effect of Green Marketing and Packaging on Brand Image and 



 

 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id digilib.uinsa.ac.id 

106 

 

 

Customer Loyalty to Starbucks Consumers in Bandung. E-Proceeding of 

Management, 8(5), 6039–6053. 

Widodo, S. (2020). Pengaruh Green Product Dan Green Marketing Terhadap 

Keputusan Pembelian Produk Elektronik Merk Sharp Di Electronic City Cipinang 

Indah Mall Jakarta Timur. Jurnal Ilmiah M-Progress, 10(1), 23–34. 

https://doi.org/10.35968/m-pu.v10i1.365 

Wulandari, R., & Miswanto, M. (2022). Faktor-Faktor Yang Mempengaruhi 

Keputusan Pembelian Green Product. EKUITAS (Jurnal Ekonomi Dan 

Keuangan), 6(2), 224–242. https://doi.org/10.24034/j25485024.y2022.v6.i2.5139 

Yang, M., Chen, H., Long, R., Wang, Y., Hou, C., & Liu, B. (2021). Will the public 

pay for green products? Based on analysis of the influencing factors for Chinese’s 

public willingness to pay a price premium for green products. Environmental 

Science and Pollution Research, 28(43), 61408–61422. 

https://doi.org/10.1007/s11356-021-14885-4 

Ye, H. (2023). Emerging Trends in Sustainable Marketing: A Review of Upcycled 

Food Research and Opportunities for Growth. Journal of Sustainable Marketing, 

4(1), 1–17. https://doi.org/10.51300/jsm-2023-104 

Yuyuk Liana. (2021). Pengaruh Sosial Media Marketing dan Word Of Mouth Terhadap 

Keputusan Pembelian. Bulletin of Management and Business, 2(2), 129–136. 

https://doi.org/10.31328/bmb.v2i2.156 

Zhao, H. (2020). Brewing In Indonesia : Insights for Succesful Coffe Shop Business. 

Toffin Dan Majalah Mix. 

 

 

 

  


