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ABSTRAK

Oleh:

Laurensius Vianney

NIM : 15.D1.0197

Program Studi Manajemen

Analisis Kesadaran Konsumen dan Persepsi Konsumen Terhadap Penerapan Green

Product, Green Process, Green Promotion, Green Physical Evidence di Starbucks

Penelitian ini  merupakan  penelitian yang menganilis  kesadaran konsumen

dan persepsi konsumen terhadap penerapan konsep Green Product, Green Process,

Green  Promotion,  Green  Physical  Evidence di  Starbucks  gerai  Gajah  Mada

Semarang.  Responden kali  ini  adalah  orang yang sudah berkunjung minimal  6x

dalam setahun di Starbucks Gajah Mada Semarang. Penelitian kali ini memberikan

data 10 responden, yang diwawancara secara langsung oleh peneliti dan dianalisis

dengan  munggunakan  analisis  konten  dengan  menggunakan  tahapan  reduksi,

display, dan verifikasi.

Hasil  penelitian  ini  menyimpulkan  bahwa  beberapa  responden  belum

menyadari  ada nya konsep  green  yang dilakukan Starbucks Gajah Mada namun

responden bisa  memberikan  karakteristik  objek  yang diteliti.  Persepsi  responden

memberikan dukungan penuh terhadap Starbucks Gajah Mada Semarang.

Kata kunci : kesadaran, persepsi, produk hijau, proses hijau, promosi hijau, bukti

fisik hijau
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ABSTRACT
By:

Laurensius Vianney

NIM: 15.D1.0197

Management Study Program

An Analysis of Consumers' Awarness and Perception on Implementation

of  Green  Product,  Green  Process,  Green  Promotion,  and  Green  Physical

Evidence in Starbucks.

This study is an analysis of consumers' awarness and perception of Green

Product,  Green  Process,  Green  Promotion,  and  Green  Physical  Evidence

application's concept in Gajah Mada Starbucks, Semarang.

The respondents are those who visit at least 6 times in a year in Gajah Mada

Starbucks, Semarang. Ten respondents are provided in order to get the data in

this study that have been interviewed by the writer and analysed by using content

analysis with reduction, display, and verification steps.

This study concludes that some of the respondents have not realized the

Green Concept that is applied by Gajah Mada Starbucks, yet the respondents are

able to give the characteristic of object in the study. The respondents' perception

give a full support for Gajah Mada Starbucks, Semarang.

Keyword: Awarness, Perception, Green Product, Green Process, Green 

Promotion, and Green Physical Evidence 
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