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ABSTRAK 

Sejalan dengan meningkatnya kesadaran masyarakat khususnya masyarakat 

perkotaan terhadap pola hidup sehat, makanan organik kini kian menjadi pilihan dalam 

memenuhi kebutuhan makanan sehat. Hal ini menciptakan peluang bagi perusahaan 

untuk menjual produk-produk sehat yaitu makanan dengan bahan organik. Salah satu 

perusahaan yang menciptakan makanan organik tersebut adalah Lemonilo.com. 

Lemonilo.com merupakan portal marketplace yang keseluruhan produk yang dijual 

adalah produk berbahan organik.  

Salah satu produk baru dari Lemonilo.com yang mencuri perhatian adalah 

produk mie instan sehat. Produk ini tergolong baru namun sudah banyak yang 

mengetahui Lemonilo Mie Instan Sehat. Produk ini bertujuan untuk memberikan solusi 

kepada masyarakat untuk dapat mengkonsumsi mie instan dengan praktis, cepat, dan 

aman karena menggunakan bahan makanan organik. 

Dalam penelitian ini, adapun permasalahan pada penelitian ini diajukan untuk 

mengetahui apakah repurchase intention dari konsumen Lemonilo Mie Instan Sehat 

dipengaruhi oleh  environmental awareness, healthy consumption, perceived price 

fairness, perceived quality, dan perceived value. 

Model teoritis dalam penelitian ini disampaikan dengan 7 hipotesis yang akan 

diuji menggunakan Structural Equation Model. Sampel dalam penelitian ini berjumlah 

145 responden, pria dan wanita yang berusia 25-40 tahun, berdomisili di Jabodetabek, 

serta yang sudah pernah mencoba Lemonilo Mie Instan Sehat.  

Hasil analisis menunjukan bahwa environmental awareness, healthy consumption, 

perceived price fairness, perceived quality, perceived value berpengaruh positif pada 

repurchase intention. Kesimpulan dari penelitian ini adalah dari ketujuh hipotesis yang 

diajukan dalam penelitian ini seluruhnya sesuai dengan hasil temuan penelitian 

sebelumnya. Sehingga berdasarkan kesimpulan tersebut, maka dapat disarankan bahwa 

Lemonilo Mie Instan Sehat kedepannya dapat mempertahankan keunggulan yang telah 

dimiliki dari segi kualitas dan value, dan menambah varian baru terhadap produknya 

sehingga dapat meningkatkan repurchase intention maupun mendapatkan konsumen 

baru.  

Kata Kunci: environmental awareness, healthy consumption, perceived price fairness, 

perceived quality, perceived value, repurchase intention 
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ABSTRACT 

In line with the increasing public awareness, especially the urban community 

of healthy lifestyles, organic food is now increasingly becoming an option in meeting 

the needs of healthy food. This creates an opportunity for companies to sell healthy 

products that are foods with organic ingredients. One of the companies that created 

the organic food is Lemonilo.com. Lemonilo.com is a marketplace portal that sold 

products made from organic products. 

One of the new products from Lemonilo.com that stole the show was the instant 

noodle product. This product is quite new but already many knows Lemonilo Instant 

Healthy Noodles. This product aims to provide solutions to the community to be able 

to consume instant noodles with practical, fast, and safe because it uses organic food. 

In this research, the problem of this research is to know whether the repurchase 

intention of Lemonilo Instant Healthy Mie consumers is influenced by environmental 

awareness, healthy consumption, perceived price fairness, perceived quality, and 

perceived value. 

The theoretical model in this research was delivered with 7 hypotheses to be 

tested using Structural Equation Model. The sample in this study amounted to 145 

respondents, men and women aged 25-40 years, domiciled in Jabodetabek, and who 

have ever tried Lemonilo Instant Healthy Noodles. 

The results of the analysis show that environmental awareness, healthy 

consumption, perceived price fairness, perceived quality, perceived value have a 

positive effect on repurchase intention. The conclusion of this research is from the 

seven hypotheses in this research are all in accordance with the findings of previous 

research. So based on these conclusions, it can be suggested that Lemonilo Instant 

Healthy Mie in the future can maintain the superiority that has been possessed in terms 

of quality and value, and add new variant to the product so that it can increase 

repurchase intention and get new consumer. 

Keywords: environmental awareness, healthy consumption, perceived price fairness, 

perceived quality, perceived value, repurchase intention 
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