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ABSTRAK

Penulis melatarbelakangi bahwa kopi secara konsisten menjadi salah satu
minuman yang paling banyak dikonsumsi di seluruh dunia. Bahkan, hal ini telah
mendapatkan popularitas di semua kelompok sosial, khususnya di Indonesia.
Budaya ngopi telah menjadi kebiasaan di negara ini, sehingga menjadikan peluang
pengusaha untuk membidik pelanggan pecinta nongkrong dan kopi. Adanya kedai
kopi membuka jalan bagi segmen yang sebelumnya tidak terlihat, seperti segmen
perempuan. Dengan adanya ceruk pasar yang terjangkau, konsumsi kopi telah
meningkat. Pada tahun 2017, kedai kopi yang dapat mencapai pasar mulai
bermunculan. Beberapa merek kopi menawarkan harga mulai dari Rp 38.000,-
dengan kemasan yang ramah lingkungan dan desain yang menarik seperti pada
coffee shop “Starbucks.”

Penelitian ini bertujuan untuk mengetahui dampak terhadap citra merek
Starbucks dari pemasaran ramah lingkungan, kesadaran halal, dan niat membeli di
kalangan pelanggan Starbucks. Penelitian ini menggunakan metodologi kuantitatif.
Data primer yang diperoleh dari kuesioner yang bernilai positif pada skala
pengukuran 1 sampai 5 merupakan jenis data yang digunakan. Dengan
menggunakan teknik Sugiono, sebanyak 272 responden dijadikan sampel
penyelidikan ini. Dalam penelitian Accidental Sampling, sampel dapat diambil dari
siapa saja yang kebetulan bertemu dengan peneliti. Jenis pengambilan sampel ini
dikenal sebagai pengambilan sampel aksidental. Peneliti menggunakan analisis
Structural Equation Modeling (SEM) berbasis variance yaitu Partial Least Square
(PLS) versi 3.2.9 untuk menilai alat dan hipotesis.

Temuan penelitian ini menunjukkan bahwa, Pertama, brand image
dipengaruhi oleh green marketing. Kedua, brand image dipengaruhi oleh halal
awareness. Ketiga, purchase intention dipengaruhi oleh green marketing. Keempat,
purchase intention dipengaruhi oleh halal awareness. Kelima, puirchase intention
dipengaruhi oleh bran image. Keenam, bran image berperan dalam memediasi
hubungan antara purchase intention dan green marketing. Ketujuh, terdapat
hubungan antara purchase intention dengan halal awareness yang dimediasi oleh
brand image.

Berdasarkan hasil penelitian maka perusahaan disarankan untuk
memperhatikan upaya keberlanjutan yang telah lakukan. Upaya keberlanjutan ini
harus bisa dirasakan oleh konsumen sehingga dapat tercipta brand image yang
positif pada konsumen Starbucks. Terciptanya brand image yang positif dapat
menciptakan ikatan kuat antara konsumen dan merek sehingga konsumen menjadi
lebih berminat untuk membeli produk. Selain itu, perusahaan dapat menyelaraskan
praktik bisnis yang dijalankan dengan membuat promosi atau kampanye yang
menggabungkan aspek keagamaan dengan kesadaran lingkungan. Sehingga
perusahaan tidak hanya dapat memikat pelanggan dengan kesadaran halal suatu
produk namun juga dapat meningkatkan kesadaran lingkungan dari konsumen itu
sendiri.

Kata kunci: brand image, green marketing, halal awareness, konsumen starbucks,
purchase intention.



ABTRACT

Coffee has consistently become one of the most widely consumed beverages
around the world. In fact, it has gained popularity in all social groups in
Indonesian. Pop culture has become a custom in the country, thus making it an
opportunity for entrepreneurs to pick up customers who love poppy and coffee.
There's a coffee shop that opens the way to a segment that was previously unseen,
like the female segment. With an affordable market niche, coffee consumption has
increased. In 2017, coffee shops that could reach the market began to emerge. Some
coffee brands offer prices starting at Rs 38.000 with environmentally friendly
packaging and attractive designs, like at the coffee shop "Starbucks.”

The study aims to find out the impact on Starbucks' brand image of
environmentally friendly marketing, legal awareness, and buy-in intentions among
Starbucks's customers. This research uses a quantitative methodology. Primary
data obtained from questionnaires with positive values on a measurement scale of
1 to 5 is the type of data used. Using Sugiono's technique, 272 respondents were
samples of this survey. In accidental sampling, samples can be taken from anyone
who happens to meet a researcher. This type of sampling is known as accidental
sampling. The researchers used a variance-based structural equation modeling
(SEM) analysis, Partial Least Square (PLS) version 3.2.9, to evaluate tools and
hypotheses.

The findings of this study suggest that, at first, brand image is influenced by
environmentally friendly marketing. Secondly, brand profile is affected by halal
awareness. Thirdly, buying intentions are influenced by environmental marketing.
Fourthly, the intention to buy is influenced by the consciousness of the good. Fifthly,
purchase intention is affected by the image of the brand. Sixth, brand image plays
a role in mediating the relationship between buying intent and environmentally
friendly marketing. Seventh, there is a link between purchase intention and halal
awareness mediated by brand image.

Based on the results of the research, the company is advised to pay attention
to the sustainability efforts it has made. This sustainability effort must be felt by
consumers so that a positive brand image can be created among Starbucks
consumers. Creating a positive brand image can create a strong bond between
consumers and brands, so that consumers become more interested in buying
products. Furthermore, companies can harmonize their business practices by
creating promotions or campaigns that combine religious aspects with
environmental awareness, so that companies can not only attract customers with a
product's legitimate awareness but can also raise the environmental consciousness
of consumers themselves.

Key Word: brand image, consumer starbucks, green marketing, halal awareness,
purchase intention.



DAFTAR ISI

PERSETUJUAN PEMBIMBING .......cocotiiiiiiiieeseseese e iii
LEMBAR PENGESAHAN ....cooiiieiesee et iv
PERNYATAAN ORISINALITAS SKRIPSI......c.oooiiie e v
KATA PENGANTAR ...ttt e e vi
ABST RAK e IX
AN = 1 A PR X
D e A G 1] OSSR Xi
DAFTAR GAMBAR ......ocot ittt nnes Xiii
DAFTAR TABEL ..ottt Xiv
BAB | PENDAHULUAN .......coocitiiieiseece st 1
1.1 Latar BelaKang ..ot 1
1.2 RUMUSAN MaSAIAN .......coeiiiiiiiecce et e e 11
1.3 Tujuan PeNEITTIAN ..ot 11
1.4 Manfaat PeNEIItIaN..........cccooieiieiiiieciese sttt 12
O 1= o L - W T (O ST 12
142  SECAra PraKiiS.......ccocoiiiiiirieiieieiie et sie st 13
BAB Il KAJIAN PUSTAKA ...ttt 14
2 R I Vo [0 7 T T =T o ST TPR 14
2.1.1  Green Marketing ......ccovcceeieieeiesie e 14
2.1.2  Halal AWAIENESS ... ueveeiiieeteeeiineanieieeesbeaseeiseetbeatteseeeteesseaneeesesneeses 17
2.1.3  PUurchase INteNtion .........ccccchvieieninieeiie et 20
214 Brand IMAQE......ccoooeiiiiiiieiieeeieee et 21

2.2 Penelitian Terdanulu............ccoiieiiieiieee e 23
2.3  Kerangka Konseptual ...........cccocveiiiiiiiiiiciie e 32
2.4  Pengaruh Antar Variabel dan Perumusan Hipotesis .........c.ccccceevvverinnne, 33
2.4.1  Pengaruh Green marketing Terhadap Brand Image ...........c........... 33
2.4.2  Pengaruh Halal awareness Terhadap Brand Image............cc.cc....... 35
2.4.3  Pengaruh Green Marketing Terhadap Purchase Intention ............. 37
2.4.4  Pengaruh Halal awareness Terhadap Purchase Intention.............. 38
2.4.5  Pengaruh Brand Image Terhadap Purchase Intention.................... 39

Xi



2.4.6  Pengaruh Brand Image dalam Memediasi hubungan antara .......... 40

Green Marketing Terhadap Purchase Intention.............cc.ccooveeenne. 40

2.4.7  Pengaruh Brand Image dalam Memediasi hubungan antara .......... 41
Halal Awareness Terhadap Purchase Intention .............ccccceevene. 41

BAB 11l METODE PENELITIAN ....ooiiitieisee et 44
3.1 JeniS Penelitian .....ccvieeieieeece e 44
3.2 Waktu dan Tempat Penelitian ..........c.ccccoovveveiieiiieie e 45
3.3 Populasi dan Sampel Penelitian ............cccoceviiinininiinieeecesc e 45
3.4 Variabel PEnelitian ......ccoeie oo 49
3.4.1  Variabel Laten (Latent Variabel) ..........cccccooiiiiiiniii 49
3.4.2  Variabel Terukur (Measured Variable) ............cccccovviinenininnnnnn. 50
3.5 Definisi OPerasional............ccccccoveiiiiiiiiese e 50
3.6 Data dan SUMDEr Data..........cccovereiiiinieieiesee st sre s 51
3.6.1  SUmMDEr Data Primer........cocviiiiiiiiieiese st 52
3.6.2  Sumber Data SEKUNGET..........cocviieiiiee it 53
3.7 Teknik ANAliSIS Data.........ccccvueiieriaiiiieniesieseesies e e 53
3.7.1  Structural Equation Modeling (SEM) .......ccccooviiiiiiininencieseie 54
3.7.2  Partial Least Square (PLS) .......ccccoiriiiiinininieeee e 54
3.7.3  Evaluasi Model Pengukuran (Outer Model) ..........ccccooenvnvninnnnnnn 55
3.7.4  Evaluasi Model Struktural (Inner Model)..........ccccooevviieineieiene. 57
BAB IV HASIL DAN PEMBAHASAN ..ottt 62
4.1 Gambaran Umum Objek Penelitian ...........cc.ccieivireiiciiiii e, 62
4.1.1  Sejarah Singkat Starbucks............ccccovveriiiiiiiie e 62
4.2  Karakteristik RESPONUEN ..........cccoviiiiiicie e 66
421  Karakteristik Responden Berdasarkan Usia Responden................. 67
4.2.2  Karakteristik Responden Berdasarkan Jenis Kelamin .................... 68
4.2.3  Karakteristik Responden Berdasarkan Agama...........ccccccevererennns 68
424  Karakteristik Responden Berdasarkan Profesi atau Pekerjaan ....... 69
4.2.5  Karakteristik Responden Berdasarkan Pendapatan/Uang Saku...... 69
4.2.6  Pengetahuan Responden Tentang Greener Nusantara................... 70
4.2.7  Hasil Jawaban Responden..........cccovveiiiiiiieiie i 71
4.3 Evaluasi MOGEL.........coooiiiiie e 75

Xii



4.3.1  Model Pengukuran (Outer Model) ........cccovvveienieiinneie e 76

4.3.2  Model Pengukuran (Inner Model).........ccoovvieiinieniniiie e 82

4.4 PemMBDANASAN ....c.eiiiieieiie e 92
4.4.1  Pengaruh Green Marketing Terhadap Brand Image..........c............ 93
4.4.2  Pengaruh Halal Awareness Terhadap Brand Image..........c..c......... 96
4.4.3  Pengaruh Green Marketing Terhadap Purchase Intention ............. 98
4.4.4  Pengaruh Halal Awareness Terhadap Purchase Intention............ 100
445  Pengaruh Brand Image Terhadap Purchase Intention.................. 102
44.6  Pengaruh Brand Image dalam Memediasi Hubungan Antara....... 104
Green Marketing dan Purchase Intention .............ccccccooevvivinenns 104

4.4.7  Pengaruh Brand Image dalam Memediasi Hubungan Antara....... 106
Halal Awareness dan Purchase Intention.............ccccceccevvieniennnnn. 106

BAB V' SIMPULAN DAN SARAN .......ccccitiiieiiesere et st 109
5.1 SIMPUIAN....cooiiiceee ettt 109
52 Sardj. M ... 109
521  Bagi Perusahnaan ...........ccocooueiiiiiiiie it 110
5.2.2  Bagi Peneliti Selanjutnya..........ccccoeieriiiniininiiieee e 110
DAFTAR PUSTAKA ettt te e atae et e e aaa et e e snae e nnae e s nnaaeennees 112
LAMPIRAN ...ttt e e e e e e e st e e e et ae e e e eraeeeeans 118

Xiii



DAFTAR GAMBAR

Gambar 1.1 Volume 10 Produsen Teratas 2022/2023 .........ccccccoveiieenienieseenneeenn 2
Gambar 1.2 Grafik Peningkatan Konsumsi Kopi di Indonesia...........cc.cccccovnienene. 3
Gambar 1.3 Tingkat Kepentingan Label Halal ...............cccoooveiiieiece e, 8
Gambar 3.1 Prosedur Analisa Mediasi Hair et al............ccocovvviiiniienininiiins 60
Gambar 4.1 Model StruKtUral ........cccoeveiieieece e 76
Gambar 4.2 Output Calculate Algorithm..........ccooviieiieeiiee e, 77
Gambar 4.3 Hasil Output BOOtStrapping........c.ccvevveeeeiieieaiesiese e seesre e 85

Xiii


file:///C:/SKRIPSI%20WAFI/FILE%20SKRIPSI/REVISI%20SKRIPSI%20WAFIQOTUZ%20ZAHROH%20(08020320065).docx%23_Toc159360947
file:///C:/SKRIPSI%20WAFI/FILE%20SKRIPSI/REVISI%20SKRIPSI%20WAFIQOTUZ%20ZAHROH%20(08020320065).docx%23_Toc159360948
file:///C:/SKRIPSI%20WAFI/FILE%20SKRIPSI/REVISI%20SKRIPSI%20WAFIQOTUZ%20ZAHROH%20(08020320065).docx%23_Toc159360949
file:///C:/SKRIPSI%20WAFI/FILE%20SKRIPSI/SKRIPSI%20WAFIQOTUZ%20ZAHROH%20(08020320065).docx%23_Toc160143101
file:///C:/SKRIPSI%20WAFI/FILE%20SKRIPSI/REVISI%20SKRIPSI%20WAFIQOTUZ%20ZAHROH%20(08020320065).docx%23_Toc159360962
file:///C:/SKRIPSI%20WAFI/FILE%20SKRIPSI/REVISI%20SKRIPSI%20WAFIQOTUZ%20ZAHROH%20(08020320065).docx%23_Toc159360963
file:///C:/SKRIPSI%20WAFI/FILE%20SKRIPSI/REVISI%20SKRIPSI%20WAFIQOTUZ%20ZAHROH%20(08020320065).docx%23_Toc159360964

DAFTAR TABEL

Tabel 2.1 Penelitian TerdaNulu ........cooooeeoeieeee e, 24

Tabel 3.1 Jumlah Mahasiswa (Negeri dan Swasta) di Bawah Kementerian

Pendidikan dan Kebudayaan Menurut Kabupaten/Kota, 2021 dan 2022 ............. 46
Tabel 3.2 Jumlah Penduduk Angkatan Kerja Tahun 2021/2022 ..............ccccooue.... 47
Tabel 3.3 Penentuan Jumlah Sampel dari POpulasi ............cccoeoveieieiiicniiine, 48
Tabel 3.4 Definisi Operasional ... 51
Tabel 4.1 Hasil Perolehan KUEBSIONET ........cuuuiimimmiemieiemimeneneeienieniesiesesieseens 66
Tabel 4.2 Karakteristik Responden Berdasarkan Usia..............ccooevevviieiienennnnne. 67
Tabel 4.3 Karakteristik Responden Berdasarkan Jenis Kelamin .......................... 68
Tabel 4.4 Karakteristik Responden Berdasarkan Profesi/Pekerjaan..................... 69
Tabel 4.5 Pendapatan Perbulan Responden ..............cccooevveie i 69
Tabel 4.6 Pengetahuan Responden Tentang Program Greener Nusantara........... 70
Tabel 4.7 Hasil Jawaban Responden Konstruk Green Marketing......................... 71
Tabel 4.8 Hasil Jawaban Responden Konstruk Halal Awareness...........c............ 72
Tabel 4.9 Hasil Jawaban Responden Konstruk Purchase Intention ..................... 73
Tabel 4.10 Hasil Jawaban Responden Konstruk Brand Image..............cc.ccocvevenee. 74
Tabel 4.11 Hasil Validitas Konvergen berdasarkan loading factor ...................... 78
Tabel 4.12 Hasil Uji Validitas Konvergen Berdasarkan Nilai AVE..................... 79
Tabel 4.13 Hasil Uji Validitas DisKriminan..............cccoooevveneiiiesieese e 80
Tabel 4.14 Hasil Uji REHADITAS ..o 82
Tabel 4.15 Hasil Uji Koefisien Determinan R-SQUArE .........cccecveveevieiieieesieennenn, 83
Tabel 4.16 Hasil Uji HIPOTESIS ........ccuoiuiiiiiiiiiieieiesie sttt 84
Tabel 4.17 Specific indirect €ffeCt...........ccccov i 88
Tabel 4.18 Efek mediasi brand image dalam hubungan antara green marketing

dan purchase INTENLION ..o 91
Tabel 4.19 Efek mediasi brand image dalam hubungan antara halal awareness dan
PUICNASE INTENTION ......iiiiiiicie et sra e re e 91

Xiv


file:///C:/SKRIPSI%20WAFI/FILE%20SKRIPSI/REVISI%20SKRIPSI%20WAFIQOTUZ%20ZAHROH%20(08020320065).docx%23_Toc159361032
file:///C:/SKRIPSI%20WAFI/FILE%20SKRIPSI/REVISI%20SKRIPSI%20WAFIQOTUZ%20ZAHROH%20(08020320065).docx%23_Toc159361033

DAFTAR PUSTAKA

A Suwuh, J. L., Kindangen, P., & Saerang, R. T. (2022). the Influence of Korean
Wave, Brand Ambassador, and Brand Image on Purchase Intention of
Somethinc Skincare Products in Manado Pengaruh Korean Wave, Brand
Ambassador, Dan Brand Image Terhadap Minat Beli Produk Skincare
Somethinc Di Manado. Jurnla EMBA, 10(4), 1146-1155.

Abdullah, P. M. (2015). Metode Penelitian Kuantitatif. In Aswaja Pressindo.

Akhfiani, L., & Noermijati, P. D. (2021). THE INFLUENCE OF GREEN
MARKETING TOWARDS PURCHASE INTENTION THROUGH BRAND
AWARENESS (A STUDY ON LOVE , BEAUTY , AND PLANET ) This study
aims to determine the influence of Love , Beauty and Plante ° s Green
Marketing on Purchase Intention and examine whet. Feb Ub, 1.
https://jimfeb.ub.ac.id/index.php/jimfeb/article/download/8117/6895

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/10.1186/543093-021-00094-5

Astri Rumekso, A. S. (2014). Pola Hubungan Faktor-Faktor yang Mempengaruhi
Keputusan Pembelian Produk Starbucks Coffee ( Studi Path Analysis pada
Pengunjung Gerai Starbucks Ambarrukmo Plaza Yogyakarta ). 52-53.
http://e-journal.uajy.ac.id/5774/3/KOM203563.pdf

Bashir, A. M. (2019). Effect of halal awareness, halal logo and attitude on foreign
consumers’ purchase intention. British Food Journal, 121(9), 1998-2015.
https://doi.org/10.1108/BFJ-01-2019-0011

Biiyiikdag, N. (2021). The effect of brand awareness, brand image, satisfaction,
brand loyalty and WOM on purchase intention: An empirical research on
social media. Business & Management Studies: An International Journal,
9(4), 1380-1398. https://doi.org/10.15295/bmij.v9i4.1902

Chin W, M. G. (1998). The Partial Least Squares Approach to Structural Formula
Modeling. Advances in Hospitality and Leisure, 8 (2) (January 1998), 5.

Faisal, M. (2023). Pengaruh Label Halal, Persepsi Harga, dan Lokasi Terhadap

112



Keputusan Pembelian Kopi di Kedai Kopi Bengkalis Pekanbaru. Tesis, 1-138.

Fasha, H. F., & Madiawati, P. N. (2019). Pengaruh Brand Image, Kualitas Produk
dan Harga Terhadap Loyalitas Konsumen melalui Kepuasan Konsumen
sebagai Variabel Intervening Produk ZARA di Kota Bandung. 6(2), 4060
4080.

Figihta, E., Kuraesin, E., & Muniroh, L. (2020). Pengaruh Kualitas Pelayanan Dan
Brand Image Terhadap Kepuasan Pelanggan. Manager: Jurnal Ilmu
Manajemen, 2(3), 376. https://doi.org/10.32832/manager.v2i3.3713

Firanazulah, Safavi, V. D. R., Saputri, A. N. J., & Sudrajat, A. (2021). Citra merek
dan kualitas produk terhadap loyalitas konsumen. Quantitative Economics and
Management Studies, 18(1), 1-9. https://doi.org/10.35877/454ri.gems360

Genoveva, G., & Samukti, D. R. (2020). Green Marketing: Strengthen the Brand
Image and Increase the Consumers’ Purchase Decision. Mix Jurnal Ilmiah
Manajemen, 10(3), 367. https://doi.org/10.22441/mix.2020.v10i3.004

Genoveva, G., & Utami, N. N. (2020). the Influence of Brand Image, Halal Label,
and Halal Awareness on Customers Purchasing Decision of Halal Cosmetic.
Jurnal Muara Illmu  Ekonomi Dan Bisnis,  4(2),  355.
https://doi.org/10.24912/jmieb.v4i2.8381

Hair, J. F., Black, Jr, W. C., Babin, B. J., & Anderson, R. E. (2019). Multivariate
Data Analysis. In Pearson New International Edition.

Hair, J. F. H., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2018). When to use and
how to report the results of PLS-SEM. European Business Review, 31(1), 2—
24.

Hair, J. F., Hult, G. T. M., & Ringle, C. M. (2017). A primer on partial least squares
structural equation modeling (PLS-SEM).

Hair, J. F., Hult, G. T. M., Ringle, C. M., Sarstedt, M., Danks, N. P., & Ray, S.
(2021). Partial Least Squares Structural Equation Modeling (PLS-SEM)
Using R. In Practical Assessment, Research and Evaluation (Vol. 21, Issue 1).

Havidz, H. B. H., & Mahaputra, M. R. (2020). The Impact of Green Marketing and
Corporate Social Responsibility on Brand Image, Purchase Intention, and

Purchase Decision (Study on the Body Shop in Samarinda). International

113



Journal of Economics, Business and Accounting Research, 4(4), 987-9909.
http://jurnal.stie-aas.ac.id/index.php/IJEBAR

Hengboriboon, L., Naruetharadol, P., Ketkeaw, C., & Gebsombut, N. (2022). The
impact of product image, CSR and green marketing in organic food purchase
intention: Mediation roles of corporate reputation. Cogent Business and
Management, 9(1). https://doi.org/10.1080/23311975.2022.2140744

IHATEC Marketing Research Launching TOP HALAL INDEX 2022 | IHATEC.
(n.d.). Retrieved October 17, 2023, from https://ihatec.com/en/ihatec-
marketing-research-launching/

Juliantari, L., Yasa, M., & Indiani, S. (2019). The Effect of Green Marketing and
Consumers’ Attitudes on Brand Image and Consumers’ Purchase Intention of
Green Products in Denpasar. Jurnal Ekonomi Dan Bisnis Jagaditha, 6(1), 8—
14. https://ejournal.warmadewa.ac.id/index.php/jagaditha

Juliantari, L., Yasa, M., & Indiani, S. (2020). The Effect of Green Marketing and
Consumers’ Attitudes on Brand Image and Consumers’ Purchase Intention of
Green Products in Denpasar. Jurnal Ekonomi Dan Bisnis Jagaditha, 6(1), 8—
14,

Juniwati, & Maghribi, R. (2022). The Effect of Halal Awareness and Perceived
Quality on the Decision To Purchase Snacks With Brand Image As a
Mediation Variable. Jurnal Ekonomi Bisnis Dan Kewirausahaan (JEBIK),
11(1), 116-130. http://dx.doi.org/10.26418/jebik.v11i1.51179

Kinasih, I. A. D., Widagda, I. G. N. J. A., Rahyuda, I. K., & Suparna, G. (2023).
Effect of Green Marketing and Corpaorate Social Responsibility on Purchase
Decisions Mediated by Brand Image (Study on Consumers of Avoskin Skincare
Products in Denpasar City). European Journal of Business and Management
Research, 8(4), 249-260. https://doi.org/10.24018/ejbmr.2023.8.4.2081

Kurniawati, T., lrawan, B., & Prasodjo, A. (2019). Analisis Pengaruh Kualitas
Pelayanan, Harga, dan Brand Image Terhadap Kepuasan Konsumen Restoran
Pizza Hut Cabang Jember. E-Journal Ekonomi Bisnis Dan Akuntansi, 6(2),
147. https://doi.org/10.19184/ejeba.v6i2.11159

Leshem, S., & Trafford, V. (2007). Overlooking the conceptual framework.

114



Innovations in Education and Teaching International, 44(1), 93-105.
https://doi.org/10.1080/14703290601081407

Miran, 1. (2021). Pengaruh Kualitas Produk Dan Brand Image Terhadap Loyalitas
Pelanggan: Kepuasan Konsumen Sebagai Variabel Intervening (Studi Pada
Pelanggan Sepeda Motor Honda Di Kabupaten Kampar). Procuratio: Jurnal
Ilmiah Manajemen, 7(2), 129-140.

Mutmainah, L. (2018). The Role of Religiosity, Halal Awareness, Halal
Certification, and Food Ingredients on Purchase Intention of Halal Food.
Ihtifaz: Journal of Islamic Economics, Finance, and Banking, 1(1), 33.
https://doi.org/10.12928/ijiefb.v1i1.284

Pratama, A. A. N., Hamidi, M. L., & Cahyono, E. (2023). The effect of halal brand
awareness on purchase intention in indonesia: the mediating role of attitude.
Cogent Business and Management, 10(1).
https://doi.org/10.1080/23311975.2023.2168510

Prinsila, B. (2017). Implementasi SDG No. 12 yaitu Konsumsi dan Produksi yang
Bertanggung Jawab dalam Pengelolaan Sampah Plastik di Indonesia
September  2015-2019. In  Universitas  Katolik ~ Parahyangan.
http://repository.unpar.ac.id/bitstream/handle/123456789/2025/Cover - Bab 1
- 3111061sc-p.pdf?sequence=1&isAllowed=y

Saputro, J. D. H., Wilujeng, I. P., & Pratikto, H. (2021). The influence of halal
awareness and halal certificate on purchase intention through brand image.
Halal Development: Trends, Opportunities and Challenges, 56-62.
https://doi.org/10.1201/9781003189282-10

Sari sasi gendro, dea aulya. (2022). Buku Metode Penelitian Kualitatif &
Kuantitatif. In LP2M UST Jogja (Issue March).

SEJARAH SINGKAT MASUKNYA KOPI KE INDONESIA | Otten Coffee. (n.d.).
Retrieved October 16, 2023, from https://ottencoffee.co.id/majalah/sejarah-
singkat-masuknya-kopi-ke-indonesia

Simanjuntak, E. S. M., & Ardani, I. G. K. S. (2018). Peran Brand Image Memediasi
Pengaruh Daya Tarik Promosi Dan Kewajaran Harga Terhadap Loyalitas

Konsumen Jasa Transportasi Uber Taksi Di Denpasar. E-Jurnal Manajemen

115



Universitas Udayana, 7(2), 874.
https://doi.org/10.24843/EJMUNUD.2018.v7.102.p12

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

Toffin Indonesia Merilis Riset “2020 Brewing in Indonesia.” (n.d.). Retrieved
October 16, 2023, from https://insight.toffin.id/toffin-stories/toffin-indonesia-
merilis-riset-2020-brewing-in-indonesia/

Tsabitah, N., & Anggraeni, R. (2021). The Effect of Brand Image, Brand
Personality and Brand Awareness on Purchase Intention of Local Fashion
Brand “This Is April.” Kinerja, 25(2), 234-250.
https://doi.org/10.24002/kinerja.v25i2.4701

Usvela, E., Qomariah, N., & Wibowo, Y. G. (2019). Pengaruh Brand Image,
Kepercayaan , Dan Nilai Pelanggan Terhadap Kepuasan Pelanggan Herbalife.
Jurnal Manajemen Dan Bisnis Indonesia, 5(2), 300-312.

Wijaya, S. A., & Nugraha Mursitama, T. (2023). The Implementation of Triple
Bottom Line on CSR Effort Toward Sustainable Development: Case Study
Starbucks Greener Nusantara. E3S Web of Conferences, 388.
https://doi.org/10.1051/e3sconf/202338803018

Yahaya, M. (2020). Partial Least Square Structural Equation Modeling (PLS-
SEM). 2007.

116



