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ABSTRAK 

Isu lingkungan dan keberlanjutan menjadi perhatian penting dalam bisnis modern, 

termasuk industri coffee shop yang menghasilkan limbah kemasan dan plastik 

dalam jumlah besar. Meningkatnya kesadaran lingkungan mendorong perubahan 

perilaku konsumen dalam memilih produk dan layanan yang ramah lingkungan. 

Dalam konteks bisnis berkelanjutan, green awareness dan green perceived value 

berperan penting dalam memengaruhi green purchase intention, dengan green trust 

sebagai variabel mediasi. Penelitian ini bertujuan menganalisis pengaruh green 

awareness dan green perceived value terhadap green purchase intention pada 

konsumen coffee shop di DKI Jakarta melalui peran mediasi green trust. Penelitian 

menggunakan pendekatan deskriptif kuantitatif dengan 200 responden yang dipilih 

melalui probability sampling dengan teknik cluster sampling. Analisis data 

dilakukan menggunakan Structural Equation Model (SEM) berbasis Smart-PLS. 

Hasil penelitian menunjukkan bahwa green awareness dan green perceived value 

berpengaruh positif dan signifikan terhadap green purchase intention serta green 

trust. Selain itu, green trust juga berpengaruh positif dan signifikan terhadap green 

purchase intention dan terbukti memediasi hubungan antara green awareness dan 

green purchase intention, serta antara green perceived value dan green purchase 

intention. Temuan ini menegaskan bahwa green trust merupakan faktor kunci 

dalam memperkuat niat beli hijau konsumen. Oleh karena itu, pelaku usaha coffee 

shop di DKI Jakarta disarankan untuk meningkatkan edukasi dan komunikasi 

mengenai praktik ramah lingkungan secara konsisten guna memperkuat green trust 

dan green purchase intention konsumen. 

 

Kata Kunci : Green awareness, Green perceived value, Green purchase intention 

& Green trust 
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ABSTRACT 

Environmental and sustainability issues are important concerns in modern 

businesses, including the coffee shop industry that produces large amounts of 

packaging and plastic waste. Increasing environmental awareness encourages 

changes in consumer behavior in choosing environmentally friendly products and 

services. In the context of sustainable business, green awareness and green 

perceived value play an important role in influencing green purchase intention, 

with green trust as a mediating variable. This study aims to analyze the influence 

of green awareness and green perceived value on green purchase intention in coffee 

shop consumers in DKI Jakarta through the role of green trust mediation. The study 

used a quantitative descriptive approach with 200 respondents selected through 

probability sampling using cluster sampling techniques. Data analysis was carried 

out using a Smart-PLS-based Structural Equation Model (SEM). The results of the 

study show that green awareness and green perceived value have a positive and 

significant effect on green purchase intention and green trust. In addition, green 

trust also has a positive and significant effect on green purchase intention and has 

been proven to mediate the relationship between green awareness and green 

purchase intention, as well as between green perceived value and green purchase 

intention. These findings confirm that green trust is a key factor in strengthening 

consumers' green buying intentions. Therefore, coffee shop business actors in DKI 

Jakarta are advised to increase education and communication about 

environmentally friendly practices consistently to strengthen green trust and 

consumer green purchase intention. 

 

Keywords : Green awareness, Green perceived value, Green purchase intention & 

Green trust 
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