
 

 
 

ANALISIS PENGARUH GREEN MARKETING STRATEGIC, PRICE 

PERCEPTION, SERVICE QUALITY, DAN BRAND EQUITY TERHADAP 

PURCHASE DECISION: STUDI PADA KONSUMEN KOPI KELILING 

MODERN DI JAKARTA  

 

MUHAMAD ARIZA CAHYA 

1707620072 

 

Skripsi Ini Disusun Sebagai Salah Satu Persyaratan Untuk Memperoleh Gelar 

Sarjana Pendidikan Pada Fakultas Ekonomi Universitas Negeri Jakarta 

 

PROGRAM STUDI S1 PENDIDIKAN BISNIS 

FAKULTAS EKONOMI 

UNIVERSITAS NEGERI JAKARTA 

2024



 

 
 

ANALYSIS OF THE INFLUENCE OF GREEN MARKETING STRATEGIC, 

PRICE PERCEPTION, SERVICE QUALITY, AND BRAND EQUITY ON 

PURCHASE DECISION: A STUDY OF MODERN INVENTORY COFFEE 

CONSUMERS IN JAKARTA 

  

MUHAMAD ARIZA CAHYA 

1707620072 

 

This thesis was prepared as one of the requirements for obtaining a Bachelor of 

Education Degree at the Faculty of Economics, State University of Jakarta 

 

BACHELOR'S STUDY PROGRAM IN BUSINESS EDUCATION 

FACULTY OF ECONOMICS 

STATE UNIVERSITY OF JAKARTA 

2024



 

i 
 

ABSTRAK 

MUHAMAD ARIZA CAHYA. Analisis Pengaruh Green Marketing Strategic, 

Price Perception, Service Quality, dan Brand Equity Terhadap Purchase Decision: 

Studi pada Konsumen Kopi Keliling Modern di Jakarta. Program Studi Pendidikan 

Bisnis, Fakultas Ekonomi, Universitas Negeri Jakarta, 2024. 

Indonesia merupakan salah satu produsen komoditas kopi terbesar di dunia dengan 

beragam jenis kopi yang tumbuh di berbagai daerah dan pada tahun 2023 sebanyak 

79% masyarakat Indonesia adalah peminum kopi. Salah satu komoditas kopi yang 

sedang berkembang saat ini adalah kopi keliling modern, yaitu konsep kedai kopi 

yang berkeliling di beberapa titik menggunakan kendaraan ramah lingkungan, salah 

satunya adalah Kopi Jago. Penelitian ini bertujuan untuk menguji pengaruh green 

marketing strategic, service quality, dan brand equity terhadap purchase decision 

konsumen Kopi Jago. Selanjutnya menguji pengaruh green marketing strategic, 

price perception, service quality, terhadap brand equity konsumen Kopi Jago. 

Sampel pada penelitian ini berjumlah 240 responden dengan kriteria utama berusia 

20-27 tahun, berdomisili di Jakarta, dan pernah membeli Kopi Jago dalam satu 

bulan terakhir. Metode penelitian ini menggunakan pendekatan kuantitaif dengan 

menyebarkan kuesioner pada media sosial. Analisis data menggunakan Structural 

Equation Modelling (SEM) yang diolah menggunakan software SPSS 25 untuk uji 

validitas dan uji reliabilitas, serta AMOS 26 untuk uji kelayakan model dan uji 

hipotesis. Berdasarkan hasil beberapa tahapan pengujian yang dilakukan, green 

marketing strategic berpengaruh positif dan signifikan terhadap purchase decision 

dan brand equity. Kopi Jago di Jakarta, price perception berpengaruh positif dan 

signifikan terhadap brand equity. Service quality tidak berpengaruh positif dan 

tidak signifikan terhadap brand equity dan keputusan pembelian Kopi Jago di 

Jakarta, sedangkan brand equity mempunyai pengaruh positif dan signifikan 

terhadap purchase decision Kopi Jago di Jakarta. Disarankan untuk menguji jenis 

variabel dan produk kopi keliling modern lainnya, dengan tujuan agar semakin 

banyak pembaca yang mengetahui perkembangan bisnis kopi keliling modern di 

Indonesia. 

Kata kunci: green marketing strategic, price perception, service quality, brand 

equity, purchase decision, Kopi Jago  
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ABSTRACT  

MUHAMAD ARIZA CAHYA. Analysis of the Influence of Green Marketing 

Strategic, Price Perception, Service Quality, and Brand Equity on Purchase 

Decisions: Study of Modern Mobile Coffee Consumers in Jakarta. Business 

Education Study Program, Faculty of Economics, Jakarta State University, 2024. 

Indonesia is one of the largest coffee commodity producers in the world with 

various types of coffee grown in various regions and by 2023 as many as 79% of 

Indonesian people will be coffee drinkers. One of the coffee commodities that is 

currently developing is modern mobile coffee, namely the concept of a coffee shop 

that travels to several points using environmentally friendly vehicles, one of which 

is Kopi Jago. This research aims to examine the influence of strategic green 

marketing, service quality, and brand equity on Kopi Jago consumers' purchase 

decisions. Next, test the influence of strategic green marketing, price perception, 

service quality, on the brand equity of Kopi Jago consumers. The sample in this 

study consisted of 240 respondents with the main criteria being 20-27 years old, 

domiciled in Jakarta, and having bought Kopi Jago in the last month. This research 

method uses a quantitative approach by distributing questionnaires on social 

media. Data analysis used Structural Equation Modeling (SEM) which was 

processed using SPSS 25 software for validity and reliability testing, and AMOS 26 

for model feasibility testing and hypothesis testing. Based on the results of several 

stages of testing carried out, strategic green marketing has a positive and 

significant effect on purchase decisions and brand equity. Kopi Jago in Jakarta, 

price perception has a positive and significant effect on brand equity. Service 

quality has no positive and insignificant influence on brand equity and purchasing 

decisions for Kopi Jago in Jakarta, while brand equity has a positive and significant 

influence on purchasing decisions for Kopi Jago in Jakarta. It is recommended to 

test other types of variables and other modern mobile coffee products, with the aim 

that more readers will know the development of the modern mobile coffee business 

in Indonesia. 

Keywords: green marketing strategic, price perception, service quality, brand 

equity, purchase decision, Kopi Jago 
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