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ABSTRAK 

Penelitian ini dilakukan untuk mengetahui persepsi serta sikap masyarakat dari 

pembelian produk di Green Coffee Shop Lokal. Dengan melalui variabel Electronic 

Word Of Mouth, Customer Perception, Green Brand Image Terhadap Green 

Purchase Decision yang dimediasi oleh Green Attitude pada produk green coffee 

shop lokal. Objek dalam penelitian ini adalah seseorang yang aktif dalam sosial 

media dan bertransaksi di Green Coffee Shop lokal, berdomisili di Jabodetabek, 

Bandung, Surabaya dan Bali. Pada penelitian ini dilakukan oleh 125 responden. 

Pengukuran sampel dalam penelitian ini menggunakan teknik purposive sampling 

dan pendekatan yang digunakan adalah Structural Equation Model (SEM) dengan 

alat analisis SmartPLS 4.0. Hasil penelitian ini menyatakan bahwa Electronic Word 

of Mouth berpengaruh positif dan signifikan terhadap Green Purchase Decision, 

Customer Perception berpengaruh positif dan tidak signifikan terhadap Green 

Purchase Decision, Green Brand Image berpengaruh positif dan signifikan 

terhadap Green Purchase Decision. Green Attitude positif dan signifikan 

memediasi hubungan antara Electronic Word of Mouth terhadap Green Purchase 

Decision, Green Attitude positif dan tidak signifikan memediasi hubungan antara 

Customer Perception terhadap Green Purchase Decision dan Green Attitude positif 

dan signifikan memediasi hubungan antara Green Brand Image terhadap Green 

Purchase Decision. Temuan penelitian ini diharapkan untuk menjadi referensi 

owner coffee shop dan anak muda yang minat dalam membuka peluang Green 

Coffee Shop. 

Kata kunci : Electronic Word of Mouth, Customer Perception, Green Brand 

Image, Green Attitude, Green Purchase Decision 
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ABSTRACT 

This research was conducted to determine people's perceptions and green attitudes 

regarding purchasing products at the Local Green Coffee Shop. Through the 

variables Electronic Word of Mouth, Customer Perception, Green Brand Image 

towards Green Purchase Decision which is mediated by attitude towards local 

green coffee shop products. The object of this research is someone who is active on 

social media and makes transactions at the local Green Coffee Shop, domiciled in 

Jabodetabek, Bandung, Surabaya and Bali. This research was conducted by 125 

respondents. Sample measurements in this study used a purposive sampling 

technique and the approach used was Structural Equation Model (SEM) with the 

SmartPLS 4.0 analysis tool. The results of this research state that Electronic Word 

of Mouth has a positive and significant effect on the Green Purchase Decision, 

Customer Perception has a positive and insignificant effect on the Green Purchase 

Decision, Green Brand Image has a positive and significant effect on the Green 

Purchase Decision. Green Attitude positively and significantly mediates the 

relationship between Electronic Word of Mouth and Green Purchase Decision. 

Attitude positively and not significantly mediates the relationship between 

Customer Perception and Green Purchase Decision. Green Attitude positively and 

significantly mediates the relationship between Green Brand Image and Green 

Purchase Decision. It is hoped that the findings of this research will become a 

reference for coffee shop owners and young people who are interested in opening 

Green Coffee Shop opportunities. 

Keywords: Electronic Word of Mouth, Customer Perception, Green Brand Image, 

Green Attitude, Green Purchase Decision 
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