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IMPLEMENTASI STRATEGI GREEN MARKETING COMMUNICATION 

STARBUCKS COFFEE DALAM MEMBENTUK MINAT BELI 

KONSUMEN 

 
Pada Era sekarang ini Kerusakan dan Pencemaran Lingkungan menjadi salah 

satu masalah serius yang harus dihadapi. Penyebab terjadinya Kerusakan dan 

Pencemaran Lingkungan tersebut adalah karena selama ini kebiasaan dan 

perilaku masyarakat. Dampak dari perilaku tidak menjaga lingkungan tersebut 

adalah terjadinya bencana banjir, penumpukkan sampah dan tercemarnya air. 

Berdasarkan permasalahan tersebut, konsumen lebih sadar untuk menjaga 

lingkungan melalui perilaku green consumers di kehidupan sehari-hari, bentuk 

perilaku green consumers ini adalah mereka memilih menggunakan produk yang 

dapat didaur ulang dan membawa tempat minum sendiri ketika membeli 

minuman. Berdasarkan latar belakang tersebut, Starbucks pun menjadi salah satu 

perusahaan yang peduli dan menerapkan green marketing communication. 

Bentuk green marketing communication Starbucks Coffee yaitu diantaranya 

adalah memberikan potongan harga pada konsumen yang membawa tempat 

minum sendiri dan menggunakan bahan daur ulang. Tujuan penelitian ini melihat 

bagaimana strategi green marketing communication yang diterapkan Starbucks 

Coffee dapat membentuk minat beli konsumen. Metode dalam penelitian ini 

adalah kualitatif deskriptif. Hasil penelitian menunjukkan terdapat dua strategi 

green marketing communication yaitu offline dan online. Implementasi green 

marketing yang dilakukan starbucks telah sesuai dengan teori green marketing 

mix. Dari empat dimensi green marketing terdapat dua dimensi yaitu green 

promotion dan green products yang paling berpengaruh membentuk minat beli 

konsumen. 

 

Kata Kunci: Green Marketing Communication, Minat Beli Konsumen, 

Starbucks Indonesia.
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IMPLEMENTATION OF THE GREEN MARKETING COMMUNICATION 

STRATEGY STARBUCKS COFFEE IN FORMING CONSUMER BUYING 

INTEREST 

 
In the current era, environmental damage and pollution is a serious problem that 

must be faced. The cause of the occurrence of Environmental Damage and 

Pollution is because of the habits and behavior of the community. The impact of 

the behavior that does not take care of the environment is the occurrence of 

floods, accumulation of garbage and contamination of water. Based on these 

problems, consumers are more aware of protecting the environment through the 

behavior of green consumers in their daily lives, a form of green consumer 

behavior is that they choose to use products that can be recycled and bring their 

own drinking holder when buying drinks. Based on this background, Starbucks 

has become one of the companies that cares about and implements green 

marketing communication. The form of Starbucks Coffee's green marketing 

communication is to give discounts to consumers who bring their own drinking 

containers and use recycled materials. The purpose of this study is to see how the 

green marketing communication strategy implemented by Starbucks Coffee can 

shape consumer buying interest. The method in this research is descriptive 

qualitative. The results showed that there were two green marketing 

communication strategies, namely offline and online. The implementation of green 

marketing by Starbucks is in accordance with the theory of the green marketing 

mix. Of the four dimensions of green marketing, there are two dimensions, namely 

green promotion and green products which have the most influence in shaping 

consumer buying interest. 

 

 

Keywords: Green Marketing Communication, Consumer Buying Interest, 

Starbucks Indonesia.
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