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ABSTRAK

Penelitian ini berjudul “PENGARUH GREEN MARKETING TERHADAP
MINAT BELI ULANGMELALUI KEPERCAYAAN KONSUMEN (Studi Kasus
Starbucks di Surabaya Barat). Penelitian ini bertujuan untuk membuktikan
pengaruh green marketing terhadap minat beli ulang konsumen dengan melalui
kepercayaan konsumen sebagai variabel mediasi. Penggunaan produk ramah
lingkungan merupakan unsur yang penting untuk keberlangsungan lingkungan dan
Starbucks menjadi salah satu merek yang menggunakan produk ramah lingkungan
tersebut. Penelitian ini menggunakan metode kuantitatif dengan pengumpulan data
melalui kuesioner. Sampel penelitian ini adalah warga Surabaya Barat dengan usia
di atas 18 tahun dan pernah melakukan transaksi di Starbucks. Kuesioner dibagikan
secara daring lalu diolah data menggunakan uji validitas dan reliabilitas serta
pengujian hipotesis menggunakan uji koefisien determinan (R²) dan uji sobel. Hasil
penelitian menunjukkan pengaruh yang positif dan moderat antara green marketing
dan minat beli ulang melalui kepercayaan konsumen. Ditunjukkan dengan nilai R
Square sebesar 0,392 atau 39.2%, semakin dekat ke 100% maka akan semakin kuat
dampak kepercayaan konsumen untuk menjembatani green marketing dan minat
beli ulang. Oleh karena itu, penting bagi Starbucks untuk mempromosikan produk
ramah lingkungan agar lebih dikenal masyarakat luas.

Kata Kunci: Green Marketing, Minat Beli Ulang, Kepercayaan Konsumen



ABSTRACT

This study is entitled "THE EFFECT OF GREEN MARKETING ON
REPURCHASE INTEREST THROUGH CONSUMER TRUST (Case Study of
Starbucks in West Surabaya). This study aims to prove the influence of green
marketing on consumer repurchase interest through consumer trust as a mediating
variable. The use of environmentally friendly products is an important element for
environmental sustainability and Starbucks is one of the brands that use
environmentally friendly products. This study uses a quantitative method with data
collection through questionnaires. The sample of this study was residents of West
Surabaya aged over 18 years and had made transactions at Starbucks. The
questionnaire was distributed online and then the data was processed using validity
and reliability tests and hypothesis testing using the coefficient of determination
(R²) and Sobel tests. The results of the study show a positive and moderate influence
between green marketing and repurchase interest through consumer trust. Indicated
by the R Square value of 0.392 or 39.2%, the closer to 100% the stronger the impact
of consumer trust to bridge green marketing and repurchase interest. Therefore, it
is important for Starbucks to promote environmentally friendly products so that
become more widely known.

Keywords: Green Marketing, Repurchase Intention, Consumer Trust

DAFTAR ISI



SKRIPSI ................................................................................................................ iii
ORISINALITAS SKRIPSI.....................................................................................iii
KATA PENGANTAR.............................................................................................v
ABSTRAK.............................................................................................................vii
ABSTRACT.........................................................................................................viii
DAFTAR ISI...........................................................................................................ix
DAFTAR TABEL..................................................................................................xii
DAFTAR GAMBAR............................................................................................xiii
DAFTAR LAMPIRAN.........................................................................................xiv
BAB I.......................................................................................................................1
PENDAHULUAN...................................................................................................1
1.1 Latar Belakang .......................................................................................... 1
1.2 Rumusan Masalah.....................................................................................4
1.3 Tujuan Penelitian.......................................................................................4
1.4 Manfaat Penelitian.....................................................................................4
1.5 Sistematika Skripsi....................................................................................5

BAB II......................................................................................................................6
TELAAH PUSTAKA..............................................................................................6
2.1 Landasan Teori...............................................................................................6
2.1.1 Pengertian Pemasaran.............................................................................6
2.1.2 Pengertian Green Marketing...................................................................6
2.1.3 Pengertian Perilaku Konsumen...............................................................8
2.1.4 Pengertian Kepercayaan Konsumen.......................................................9
2.1.5 Pengertian Minat Beli Ulang.................................................................11

2.2 Penelitian Terdahulu....................................................................................12
2.3 Variabel Penelitian.......................................................................................16
2.4 Hipotesis dan Model Analisis......................................................................16
2.4.1 Hipotesis..............................................................................................16
2.4.2 Model Analisis....................................................................................16

2.5 Definisi Konsep Operasional Variabel Penelitian ....................................... 16



BAB III ..................................................................................................................18
METODE PENELITIAN.......................................................................................18
3.1 Pendekatan Penelitian..............................................................................18
3.2 Populasi dan Sampel ...............................................................................18
3.2.1 Populasi............................................................................................18
3.2.2 Sampel..............................................................................................18

3.3 Identifikasi Variabel................................................................................19
3.4 Definisi Operasional Variabel.................................................................20
3.4.1 Green Marketing (X)........................................................................20
3.4.2 Minat Beli Ulang (Y).......................................................................21
3.4.3 Kepercayaan Konsumen (Z)............................................................22

3.5 Jenis dan Sumber Data............................................................................23
3.5.1 Jenis Data.........................................................................................23
3.5.2 Sumber Data.....................................................................................23

3.6 Prosedur Pengumpulan Data........................................................................24
3.7 Teknik Analisis (Uji Validitas dan Reliabilitas, Uji Hipotesis)...................25

BAB IV..................................................................................................................28
HASIL DAN PEMBAHASAN..............................................................................28
4.1 Gambaran Objek Penelitian.....................................................................28
4.1.1 Gambaran Umum.............................................................................28
4.1.2 Karakteristik UWKS........................................................................28
4.1.3 Data dan Profil Objek Penelitian ..................................................... 29
4.1.4 Data Penelitian.................................................................................29

4.2 Hasil Penelitian........................................................................................30
4.2.1 Uji Validitas.....................................................................................30
4.2.2 Uji Reliabilitas .................................................................................36
4.2.3 Uji Hipotesis ....................................................................................37

4.3 Pembahasan..................................................................................................40
4.3.1 Pembahasan Pengaruh Green Marketing terhadap Kepercayaan
Konsumen (H1)..............................................................................................40
4.3.2 Pembahasan Pengaruh Kepercayaan Konsumen terhadap Minat Beli



Ulang (H2).....................................................................................................41
4.3.3 Pembahasan Pengaruh Green Marketing terhadap Minat Beli Ulang
melalui Kepercayaan Konsumen (H3)...........................................................42

BAB V....................................................................................................................43
KESIMPULAN DAN SARAN..............................................................................43
5.1 Kesimpulan..............................................................................................43
5.2 Saran........................................................................................................44

DAFTAR PUSTAKA............................................................................................45
LAMPIRAN...........................................................................................................47

DAFTAR TABEL
Tabel 4.1 Data Usia Responden.............................................................................29
Tabel 4.2 Data Pendidikan Terakhir Responden ................................................... 29



Tabel 4.3 Domisili Responden…………………………………………………...29
Tabel 4.4 Kuesioner Green Marketing…………………………………………...30
Tabel 4.5 Hasil Uji Validitas Green Marketing………………………………….31
Tabel 4.6 Kuesioner Kepercayaan Konsumen…………………………………...32
Tabel 4.7 Hasil Uji Validitas Kepercayaan Konsumen.........................................32
Tabel 4.8 Kuesioner Minat Beli Ulang…………………………………………..33
Tabel 4.9 Hasil Uji Validitas Minat Beli Ulang………………………………….34
Tabel 4.10 Hasil Uji Validitas Minat Beli Ulang setelah Menghilangkan Y3 dan
Y4………………………………………………………………………………...34
Tabel 4.11 Uji Reliabilitas……………………………………………………….35
Tabel 4.12 Uji Koefisien Determinasi Green Marketing terhadap Kepercayaan
Konsumen………………………………………………………………………..36
Tabel 4.13 Uji Koefisien Determinasi Kepercayaan Konsumen terhadap Minat
Beli Ulang………………………………………………………………………..37
Tabel 4.14 Uji Koefisien Determinasi Green Marketing Terhadap minat Beli
Ulang Melalui Kepercayaan Konsumen…………………………………………38
Tabel 4.15 Nilai Koefisien dan Std. Error……………………………………….38

DAFTAR GAMBAR



Gambar 1.1 Timbulan Sampah di Indonesia............................................................1
Gambar 1.2 Pengurangan dan Penanganan Sampah di Indonesia...........................2
Gambar 1.3 Sampah Terkelola dan Tidak Terkelola……………………………...2
Gambar 2.1 Model Analisis...................................................................................16
Gambar 4.1 Hasil Uji Sobel...................................................................................40

file:///D:\skripsi\SKRIIIIT.docx#_Toc220411542
file:///D:\skripsi\SKRIIIIT.docx#_Toc220411543
file:///D:\skripsi\SKRIIIIT.docx#_Toc220411544


DAFTAR LAMPIRAN

Lampiran 1 Kuesioner Green Marketing…………………………………….…..46
Lampiran 2 Kuesioner Kepercayaan Konsumen…………………………………46
Lampiran 3 Kuesioner Minat Beli Ulang………………………………………...47
Lampiran 4 Tabulasi Data Kuesioner Green Marketing…………………………48
Lampiran 5 Tabulasi Data Kuesioner Kepercayaan Konsumen…………………49
Lampiran 6 Tabulasi Data Kuesioner Minat Beli Ulang………………………...51
Lampiran 7 Hasil Uji Validitas SPSS……………………………………………52
Lampiran 8 Hasil Uji Reliabilitas SPSS…………………………………………54
Lampiran 9 Hasil Uji Hipotesis Koefisien Determinasi dan Uji Sobel………….56


