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Shella Nur Khoiriyah

ABSTRAK

Industri kopi di Indonesia mengalami pertumbuhan pesat dengan
munculnya berbagai coffee shop kekinian, namun pertumbuhan ini menimbulkan
permasalahan sampah plastikk yang serius. Penelitian ini bertujuan untuk
menganalisis pengaruh Brand Image, Green Marketing Strategy dan Emotional
Desire terhadap Keputusan Pembelian produk Fore Coffee pada konsumen di
Jabodetabek Penelitian in1 menggunakan pendekatan kuantitatif dengan metode
survei. Sampel penelitian ini terdiri dari 100 responden konsumen Fore Coffee di
wilayah jabodetabek yang dipilih menggunakan teknik purposive sampling. Data
dikumpulkan melalui kuesioner dan dianalisis menggunakan analisis regresi
berganda.

Hasil Penelitian menunjukkan bahwa; (1) Brand Image berpengaruh positif
signifikan terhadap Keputusan Pembelian produk Fore Coftee; (2) Green Marketing
Strategy berpengaruh positif dan signifikan terhadap Keputusan Pembelian; (3)
Emotional Desire berpengaruh positif signifikan terhadap Keputusan Pembelian;
dan (4) ketiga variable tersebut secara simultan berpengaruh signifikan terhadap
Keputusan Pembelian. Temuan ini mengimplikasikan bahwa Fore Coffee
memperkuat brand awareness melalui konsistensi penggunaan logo, meningkatkan
transparansi manfaat strategi ramah lingkungan dan menciptakan konten promosi
yang lebih emosional untuk memicu ikatan dengan konsumen. Penelitian ini
memberikan kontribusi praktis bagi strategi pemasaran coffee shop dalam
menghadapi persaingan yang semakin ketat.

Kata Kunci: Brand Image, Green Marketing Strategy, Emotional Desire, Keputusan
Pembelian, Fore Coffee
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Shella Nur Khoiriyah

ABSTRACT

The Indonesian coffee industry has experienced rapid growth with the
emergence of many modern coffee shops, however, this growth has also created a
serious plastic waste problem. This study aims to analyze the influence of Brand
Image, Eco-Friendly Marketing Strategy, and Emotional Desire on Purchase
Decisions for Fore Coffee products among consumers in the Greater Jakarta area.
This study used a quantitative approach with a survey method. The research sample
consisted of 100 Fore Coffee consumers in Greater Jakarta, selected using
purposive sampling. Data were collected through questionnaires and analyzed
using multiple regression analysis.

The results show that: (1) Brand Image has a significant positive effect on
Purchase Decisions for Fore Coffee products; (2) Eco-Friendly Marketing Strategy
has a significant positive effect on Purchase Decisions, (3) Emotional Desire has a
significant positive effect on Purchase Decisions; and (4) all three variables
simultaneously have a significant effect on Purchase Decisions. These findings
suggest that Fore Coffee needs to strengthen brand awareness through consistent
logo use, increase transparency regarding the benefits of its eco-friendly strategy,
and create more emotionally engaging promotional content to build stronger
relationships with consumers. This research provides practical contributions to
coffee shop marketing strategies in the face of increasingly fierce competition.

Keywords: Brand Image, Green Marketing Strategy, Emotional Desire, Purchase
Decision, Fore Coffee
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