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ABSTRACT

Along with the increasing population and lifestyle of people drinking coffee, coffee shops
increased significantly. This not only impacts socially and economically but also impacts the
environment. Sustainability demands coffee shops to manage environmental problems that
arise from business activities. This article aims to examine the environmental aspects (energy,
water, waste) and spatial aspects of coffee shops in Malang city. The methodology of this
research was focused on data acquisition related to tabular and geospatial information
provided online through social media, news websites, and online food order applications.
Descriptive quantitative and spatial approaches were made in this research. The results showed
that most coffee shops in Malang city-operated daily for 7-12 hours, provided food and
beverages, and used a combination of glass/porcelain and disposable materials as the
packaging. These could trigger problems related to high energy and water consumption and
waste generalization. Meanwhile, several coffee shops began to initiate the green action by
using steel straw, reusing cups, and reducing plastic. As located mainly in the city center and
densely populated area, the local government should pay more attention to this area regarding
environmental management and urban planning. Hopefully, the emergence of coffee shops can
contribute positively socially and economically without exacerbating the urban environmental
problems.

Keywords: Environment; Urban planning; Spatial distribution; Coffee shop; Malang.

A.INTRODUCTION
International Coffee

Organization
(2021) states that world coffee
consumption has increased from 2016 to
2020. The largest consumption comes from
European countries, followed by countries
in Asia. Indonesia itself is the largest
coffee exporting country in the world after
Brazil. Coffee is even used as a diplomacy
strategy among countries (Intentilia, 2020).
Along with increasing the population and
people’s lifestyle in consuming coffee, the

number of coffee shops has increased

significantly (Si et al., 2015; Yun & Kim,
2019).

Globally, the emergence of coffee
shops all over the world is affected by
Starbucks, an American company that
becomes the leading coffeehouse in the
world. It has been affecting the coffee
culture in which quality of coffee and the
comfort of the place matter & it becomes
an urban lifestyle (Ferreira & Ferreira,
2018; Purnomo et al., 2021). In Indonesia,

coffee culture can be defined as the
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changing from habit to lifestyle. It’s a shift
from drinking coffee from traditional to
modern coffee shops. Starbucks entered
Indonesia in 2002 and has been an ultimate
trigger to the growth of the local coffee
shops industry in Indonesia where
innovations are made as modification of
Starbucks concept (Nurhasanah & Dewi,
2019). Coffee shops are not only a place to
drink coffee but also a place to work, study,
have meetings and spend leisure time. The
reasons for the cleanliness, attractiveness,
convenience and comfortable atmosphere
of the coffee shop are considered by
visitors to make the coffee shop a place of
activities (Jeon & Jo, 2011).

There are some benefits of growing
coffee shop business to economic and
social aspects. It enhances economic
growth, provides jobs to people, stimulates
local investment to the community and
triggers development of the city (Suarez et
al.,, 2017). It influences the behavioral
changes in coffee culture where local
values are integrated in adjusting to the
modern concept of coffee shop (Gumulya
& Helmi, 2017; Nurhasanah & Dewi,
2019; Purnomo et al., 2021). It triggers
creativity and innovation in business
development (Azzuhri & Tanjung, 2018;
Fitrianingrum & Angga, 2019; Gumilang
et al., 2021; Putranto & Hudrasyah, 2017).
Furthermore, it can contribute to conflict
resolution and act as political strategies
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(Samnuzulsari et al., 2019; Taqwadin et al.,
2019).
environmental impacts that should be taken

However, there are also

into account. The growing coffee shops in
cities possibly exacerbate the existing
urban environmental problems. As the
consequences of their economic and social
activities, cities face moderately identical
environmental problems such as pollution,
waste management, water availability, and
energy (Vardoulakis & Kinney, 2019).
Discussions  about the  coffee
production process and the resulting
environmental impacts continue to warm.
As one of the important commercial
products traded globally, coffee is a
valuable and growing industrial raw
material (Giraldi-Diaz et al., 2018). The
demand for environmentally friendly
coffee production from upstream to
downstream urges entrepreneurs to also
apply appropriate
including coffee shops (The Sustainability
Consortium (TSC), 2017). The concept of

sustainability is a focus that must be

business  concepts

considered.  Social, economic  and
environmental aspects become pillars that
are upheld simultaneously. This is what
also encourages coffee shop entrepreneurs
to also speak out about environmental
preservation in business practices (green
practices) that are carried out both at the
global and local levels. Some examples of

these coffee shops include Starbucks,
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which has required consumers to pay for
disposable cups since 2018, initiating
green practices at the global level (Si et al.,
2015; Yun & Kim, 2019). In Indonesia,
several environmentally friendly practices
have been carried out by local coffee
shops, including the Kon Kopi A shop in
Malang which encourages consumers to
bring refillable bottles, a mobile coffee
shop in Banyuwangi and a shop in Bantul
that serves coffee purchases by exchanging
plastic waste (Albab, 2019; Sustaination,
2019; Syarifudin, 2018).

The environmentally friendly
practices in coffee shops will have a major
influence on the perceptions of coffee shop
visitors regarding the concept of
environmental conservation in coffee shop
production and business (Yun & Kim,
2019). Indirectly, it contributes to urban
environmental management and urban
planning regarding its spatial distribution
and efforts done to address the
environmental issues through its daily
operations. Coffee shops can inform their
environmentally friendly activities or
programs to the public either directly or
through the use of information and
communication
2016).

There are many research about coffee

technology  (Biswas,

shop in Indonesia done by analyzing its
operation from cultural (Gumulya &
Helmi, 2017; Nurhasanah & Dewi, 2019),
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communication (Hardiyanti & Puspa,
2021), tourism (Cakranegara, 2020),
architectural ~ (Ifani,  2019), social
(Tagwadin et al., 2019; Viartasiwi &
Trihartono, 2020), political (Samnuzulsari
etal., 2019), linguistic (Zahra et al., 2021),
and business (Azzuhri & Tanjung, 2018;
Fitrianingrum & Angga, 2019; Gumilang
et al., 2021; Putranto & Hudrasyah, 2017)
and spatial (Maulana et al., 2021)
approaches. Nevertheless, environmental
aspects of coffee shop are rarely discussed.
This study intends to fill this need. The aim
of this study is to examine the
environmental aspects (energy, water,
waste) and spatial aspects of coffee shops.
Analyzing the environmental and spatial
aspects of coffee shop activities from the
information presented in the online food
ordering application and coffee shop
websites (social media and online reviews)
would be extremely useful to local
government, entrepreneurs and public
COVID-19

pandemic since it helps to identify coffee

particularly — during the
shop operations, environmental problems
that likely arise, possible improvement
solutions both from environmental and

spatial perspectives.

. MATERIALS AND METHODS

This research was conducted by
collecting the location of coffee shops in
Malang City (Figure 1). The coffee shops
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location data were gained from Google
maps and Google Street View. The
availability of information was searched
from online food ordering applications
(GoFood/GrabFood),

(Instagram/Facebook) and

social media
reviews on
particular websites.

The data collected was limited in
accordance with the availability of
information on energy, water, and waste as
the main focus on green or eco-friendly
business practices developed mainly from
research by Si et al. (2015) and Pena
Moreno & Salgado (2014). The first stage
of the study was listing what information
found related to these three aspects, then
analyzed the data statistically to understand

the daily coffee shop operations generally

and find the environmental problems that
likely arise. The result was explained
descriptively by connecting the findings
with related literature to find possible

112°34'0"E 112°36'0"E 112°38'0"E 112°40'0"E 112°42'0"E
1 | 1 1 1
b INDONESIA
Lowokwaru \
4 P %
2 { o
27 8
d H
& &
2
£ / Belimbing
» v
2 s
27 Klojen B
& ” &=~
/
QV\ Ly \
=
f‘; SUKUN - ;
% %
Legend | \ Kedung
Blimbing Kandang
» | Kedungkandang L J/ »
?, 4 Klojen { S 5 L g
o Lowokwaru L
, N
Sukun
0 1 2 3 4 Km|
-~ Road I S —
T T - T - T T
112°34'0"E 112°36'0"E 112°38'0"E 112°40'0"E 112°42'0"E

Figure 1. Malang City Administration Map

Table 1. Assessment of Coffee Shops

frlizte?"nc:j_l Operational Hours Menu Packaging
in dicatg/r (energy usage) (Water usage) (Waste production)
Glass
. 1-6 7-12 >12  Coffee Coffee Food and only/less _Glass & Disposable
Variable and other . disposable
hours hours hours only beverages plastic/ cups/boxes
beverages cups/boxes
tumbler
Score 9 6 3 6 4 2 3 2 1
Spatial analysis began with assessment Restaurant Association (2021),

and categorization of the eco-friendly
coffee shops. These were done particularly
to see the distribution of coffee shops in the
city regarding their environmental aspects.
Until now there is no specific standard
regarding green coffee shops. Therefore,

referring to  standards of the Green

information of coffee shops was assessed
with this proportion (energy: water: waste
= 3:2:1). The indicators of eco-friendly
used in the study were adapted from
Nonaka et al. (2015),
Salgado (2014), Si et al. (2015), Sirikan
(2018). The standard details are described

Pena Moreno &
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in Table 1.

Based on the results of the assessment,
coffee shops were categorized into three
categories. The higher scores mean the
coffee shops are more eco-friendly.
Categorization of coffee shop made only
for the spatial analysis purpose. Categories
of coffee shops described in Table 2.

Table 2. Category of Eco-friendly Coffee Shops

Score Category Eco-Friendly

1-6 A Low
7-12 B Medium
13-18 C High

.RESULTS AND DISCUSSION
Coffee Shops in Malang City

Based on the search results on Google
Maps, Google Street View, Social Medias
and online food ordering applications, the
number of coffee shops found reached 82
coffee shops. These coffee shops were
scattered throughout the five districts
(Belimbing,

Kedungkandang, Klojen,

Lowokwaru, Sukun). It varied from
traditional coffee shops selling coffee in
very limited space to modern coffee shops
providing spacious and attractive places for
the customers. All coffee shops served dine
in and take away but not all the coffee
shops used the online food ordering
applications such as GoFood and/or
GrabFood. Several coffee shops had their

own delivery system such as receiving
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orders by phone and delivering
food/beverages it in person by motorcycle.
Thus, there are three Eco-friendly
indicators for each coffee shop: Energy,
Water, and Waste.

Energy

There were three categories of coffee
shop operating hours in Malang City. Most
coffee shops in Malang city operated
around 7-12 hours (49%) (Figure 2).
Average opening hours were in the
afternoon to evening. This is probably
influenced by the interest of visitors who
are more interested in enjoying coffee at
night. The main markets for coffee shops
are usually middle income class and young
people (Putranto & Hudrasyah, 2017).
These two targets will use more time from
afternoon to evening to simply gather or do
assignments. In Indonesia, local coffee
culture also affects the standards of
hospitality in coffee shops (Purnomo et al.,
2021). This is also likely to influence the
operational time of coffee shops.

The length of opening hours of each
coffee shop affected energy usage,
especially electricity to support the use of
various coffee machines, food coolers and
lighting. The longer the coffee shop
operating hours, the greater the possibility
of electricity demand to serve consumers’
order, both coming directly and ordering
via online applications (Nonaka et al.,
2015). However, the use of energy-
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efficient machines can be done to reduce
electricity consumption (Kanyan et al.,
2016; Nurani et al., 2019). In terms of
carbon emission, different sources of
electricity will influence the number of
carbon emitted where fuel sourced
electricity has the worst impact to the
environment (Nurani, Wibowo, Maharani,
et al., 2020). Coffee shop operating hours
not only affect energy needs but also water
needs. The longer the coffee shop operates,
the greater the water required (Sirikan,
2018).
Water

The research results showed that 55%
of coffee shops in Malang City provided a
diverse menu, not only focusing on coffee
but also other beverages and food (Figure
2). Main meals and snacks were also
provided by most coffee shops. Coffee
shops that only sold processed coffee were
24%, while the rest chose to sell coffee and
coffee. The

innovations at each coffee shop are also

other drinks  besides
varied, where each coffee shop also has its
own characteristics and taste as a
differentiator (Ifani, 2019; Nurhasanah &
Dewi, 2019).

The more diverse the menu is served,
the more water use in the coffee shop will
be (Singh et al., 2014). The activity of
using water is mainly needed for the
process of washing food ingredients, water
used to process coffee and other foods, the
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process of washing wused cooking
equipment and the glasses or plates used to
serve dishes (Styles et al., 2013). Not only
focusing on food processing, water is also
needed for sanitation purposes such as the
routine cleaning process of floors or coffee
shops, as well as toilet and sink needs. If
there are fewer menus served and the
simpler the processing process, the water
needed can be suppressed even though the
number of orders or the number of buyers
will affect how much the menu is served
and in the end the water is used (Saito,
2013) .

In addition to the number of menus
served, the use of water in the coffee shop
can also be seen from the area, seating
capacity, number of consumers, number of
workers, type of cafe, type of kitchen,
average food prices and number of
operating hours (Sirikan, 2018).

Waste

The most important thing in serving
coffee is the container used. The research
result showed that 62% of coffee shops in
Malang City used glass/porcelain materials
and disposable cups/boxes for serving their
food and beverages (Figure 2). Glass
materials were primarily used for on-site
serving while single-use cups/boxes are
used for both live serving and online
ordering and take-out. There were several
coffee shops that were aware of the
importance of protecting the environment
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when reducing plastic waste by only using
glass cups for on-site consumption. On the
other hand, there were coffee shops that
promoted the usage of tumbler and steel
straw in order to reduce the plastic waste
(9%). In other parts of the world, the
reduction of plastic straws and plastic cups
is rising, especially in Korea (Yun & Kim,
2019). This also applies to food containers
or packaging listed on the menu.

The results of this research indicated
that the number of waste produced from

single-use cups made from both paper and

ISSN: 2460-0768
E-ISSN: 2597-6044

plastic as well as food containers from
coffee shops in Malang city could be
enormous. Particularly for coffee shops
that accepted online orders that relied
heavily on the use of plastic packaging for
practical reasons. If the number of coffee
shops and coffee buyers increased, the
waste generated was also expected to
increase. The menu variation also affected
where not only coffee but food also uses
packaging which in turn will be thrown
away and become trash.

11%
40%

49%

m 1-6 hours
7-12 hours

>12 hours

55%

Only coffee

Coffee & other
beverages

21% Food & beverages

29%

62%

m Glass only/less
plastic/tumbler

Glass &
disposable
cups/boxes

Disposable
cups/boxes

Figure 2. Pie Chart Diagrams of Operational Hours (A), Menu Served
(B), and Packaging Used by Coffee Shops in Malang City (C).

Apart from beverage and food
packaging, waste from coffee shops also
mainly comes from coffee grounds and
food scraps that are served (Filimonau et
al., 2019). The more diverse the food menu
is served, the greater the potential for
organic waste to be produced. Based on

research results on menus in coffee shops,

55% of coffee shops also served food.
Therefore, coffee shops in Malang City had
the potential to produce large amounts of
inorganic and organic waste. This could
increase the urban waste load and influence
the municipal solid waste management
(Nurani, Wibowo, Prihastopo, et al., 2020).
Proper waste management in coffee shops
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is needed by applying the principles of
reduce, reuse, and recycle (3R) and
composting (Singh et al., 2014). Garbage
should

available in areas where coffee shops are

collection facilities also be
centralized. Community-based solid waste
management is also essential since most of
coffee shops are located in settlement areas
(Nurani, Wibowo, Rahmawati, et al., 2020;
Wibowo & Nurani, 2019)
Towards Eco-friendly Coffee Shops
This research shows that there are
several things that need attention for coffee
shop managers so that coffee shop

operations can be more environmentally
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friendly. Some adjustments are needed

regarding energy, water and waste.
Broadly speaking, it is necessary to
determine effective operating hours,
selective menu choices and the application
of the reduce reuse recycle (3R) principle
in coffee shop operations. One action will
affect another aspect. For example, by
determining  operating hours  more
effectively means also reducing water
consumption and waste generated. There
are some steps that can be taken to improve
coffee shop operations to make them more

environmentally friendly (Table 3).

Table 3. Practices toward Eco-friendly Coffee Shop

No. Energy

Water

Waste

Resolve the effective
operating hours
Selecting menu carefully

Providing selective menu

Use of basic ingredients as

Use of glass-based containers for on-site
service
Use of tumblers for visitors

efficiently as possible

Energy efficient equipment /
machinery
Green building

that save water

Using equipment / machines

Waste water treatment

Using biodegradable materials for take-
away food packaging

Practice of reduce, reuse, recycle in waste
management and composting.

Various activities carried out by
coffee shops should be conveyed through
various uploads on social media or other
news platforms by coffee shop managers
starting from operating hours, menus, sales
promotions, activities at the coffee shop,
energy use, water use, waste processing to
types of materials of packaging used.
Social media can be a means of delivering

information on environmental issues and

encouraging people to understand and
practice sustainable habits (Biswas, 2016).
In addition, the existence of an online food
delivery application can also play a role in
this. As it is known that through this
application, consumers can order quickly
according to the information listed in the
application, including details related to the
product being sold. This is considered very
effective, especially for meeting food
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needs for working communities and
households (Eswaran et al., 2020). The
development of the internet can accelerate
this process as long as information on the
environmental aspects of the coffee shop
business is fully available and easily
accessible to consumers. It is very
important for consumers to see and get
various information directly so that
environmental awareness is built because it
takes three phases to achieve it, namely
seeing, feeling and doing (Hansla et al.,
2008). Good environmental awareness can
encourage consumers to carry out pro-

environmental activities, such as choosing

to use eco-friendly goods, including
choosing eco-friendly  coffee  shops
(Mostafa, 2008; Yun & Kim, 2019).
Spatial Distribution of Coffee Shops

From the search results on Google
maps, the number of coffee shops found
reached 82 coffee shops, from which 3, 62,
and 17 coffee shops that were
consecutively categorized as low Eco-
friendly, medium Eco-friendly and high
Eco-friendly (Figure 3). These coffee
shops were scattered throughout the
districts in Malang City. Klojen district as
the city center had the highest number of
coffee shops.
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Figure 3. Eco-friendly Classification of Coffee Shops in Malang City (left) and Eco-
friendly Indicator of Each Coffee Shop Presented in Green Graduated Symbols (right).

The city will continue to develop in
line with the development of its social and
cultural life. Culture will shape the image
of a city (Tallo et al., 2014). Malang city is

one of the cities in accordance with the

concentric theory where the location of the
city service center is in the middle of the
city. According to Zhang et al. (2010) the
purpose of urban development itself is to
improve people's quality of life. When
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viewed spatially and from the area seen,
the development of Malang City is focused
on the northern zone. Therefore,
developing areas in Malang City are areas
in the northern part, including Kilojen,
Lowokwaru, and Blimbing Districts.
Regarding the distribution of coffee
shops in Malang City, which are centered
in Klojen District, it is certain that the city
center has a large enough area to
accommodate numerous coffee shops with
various levels of Eco-friendly indicators
(Figure 3). This is explained by the
document of Regional Regulation No.4
Malang City Spatial Planning 2010-2030
(Peraturan Daerah No.4 Rencana Tata
Ruang Wilayah Kota Malang Tahun 2010-
2030) which states that Klojen District is a
city service center. In addition, according
to data of Central Bureau of Statistic
Malang City (Badan Pusat Statistik/BPS
Kota Malang) (2021), Klojen District is a
sub-district that has the highest population
of other sub-districts and always increases
every year. The high number of residents
will be in line with the existing demand.
Therefore, the number of coffee shops in
Klojen District is very high. Lowokwaru
District also has a fairly high number of
coffee shops. This is influenced by the
development of the education sector there.
Several well-known universities in
Malang City are located in Lowokwaru
District, one of which is Universitas
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Brawijaya. The existence of students and
the younger generation supports the
increasing demand for coffee shops. The
concept of growth is an implementation of
the theory of growth poles where the
campus is the center of its development.
This triggers an increase in economic
profits that form an agglomeration of
growth
1976). In
developing in the field of education, coffee

activities around centers

(Richardson, addition to
shops are also developing along the road.
This growth pattern is in line with the
concept of settlement patterns such as
coffee shops in the city of Malang. This
linear growth model is a city development
model by following existing physical
conditions or geographical features
(Hamidah et al., 2014; Linard et al., 2012)
Sukun and Kedungkandang sub-districts
are two buffer sub-districts. When viewed
from the spatial pattern listed in Spatial
Planning of Malang City, the two sub-
districts are dominated by non-residential
areas.

If the population density is high, it will
affect the development of the region
(Harrison & Kain, 1974). A regional
development, especially the economy, can
explain the structure of the region,
population density, activities and relations
between regions (Li et al., 2018; Linard et
al., 2012). In this regard, the high
population density will also trigger an
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increase in the demand for coffee shops.
BPS Kota Malang (2021) states that Sukun
and Kedungkandang sub-districts have a
fairly low population density compared to
the other three sub-districts, so this can
affect the number of coffee enthusiasts.
Therefore, the spatial distribution of shops
in Sukun and Kedungkandang sub-districts
is not as dense as in Klojen and
Lowokwaru sub-districts which have their
own charms such as high density, city
functions, and growth centers such as
campuses, schools, and other public places.

The spatial distribution of coffee
shops in Malang City is very dependent on
the development of the city, especially its
social life. When an area has a high
population with dense settlements and has
a clear city function, this will be directly
proportional to the growth in the number of
existing coffee shops. The spatial structure,
especially roads, is also very influential
because most coffee shops develop along
collector roads or main roads (Maulana et
al., 2021). However, there is also an
indication that distribution of coffee shops
is starting to get closer to non-residential

areas particularly green areas. It can be

seen in Lowokwaru District and
Kedungkandang District.
.CONCLUSIONS

Coffee shops in Malang are

categorized as medium eco-friendly coffee
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shops due to their energy, water and waste
profile. Most coffee shops open for 7-12
hours (55%), provide coffee and non-
coffee drinks as well as food (55%) and use
glass/porcelain materials and disposable
cups/boxes as their packaging (62%). The
three of them describe the energy needs,
water needs and potential waste generated
from coffee shops in Malang City. Klojen
district as the city center and area with the
highest density of population is also the
center of coffee shop distribution in
Malang city. However, there is also an
indication that distribution of coffee shops
Is starting to get closer to non-residential
areas particularly green areas.

Some improvements that can be made
to make coffee  shops more
environmentally friendly are determining
effective operating hours, providing menus
selectively and reducing plastic packaging
for serving food and beverages. Local
governments should provide adequate
electricity and water grids and waste
management in areas where coffee shops
are growing particularly in Klojen and
Lowokwaru District. The existence of
coffee shops should not worsen the
condition of the surrounding environment,
especially in densely populated residential
areas. Future urban planning should take
this into account.

Further research is needed regarding
green practices that have been applied in
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every coffee shop to understand how far
the development and potential of eco-

friendly coffee shops in Malang are.

E. ACKNOWLEDGEMENTS

Authors thank the Faculty of
Geography, Universitas Gadjah Mada for
their funding and support. Authors would
like to express their gratitude to the
reviewers for their constructive remarks
and suggestions.

. REFERENCES

Albab, M. U. (2019). Pedagang Mobile
Cafe, Terima Sampah untuk Secangkir
Kopi.
https://www.merdeka.com/peristiwa/
pedagang-mobile-cafe-terima-
sampah-untuk-secangkir-kopi.html

Azzuhri, M., & Tanjung, A. D. (2018).
Interior Design at Coffee Shop as a
Factor Influencing Customer
Retention and Mediating Role of
Perceived Customer  Satisfaction.
Journal of  Entrepreneur and
Entrepreneurship, 6(2), 43-54.

Biswas, A. (2016). Impact of Social Media
Usage Factors on Green Choice
Behavior Based on Technology
Acceptance  Model.  Journal of
Advanced Management Science, 4(2),
92-97.
https://doi.org/10.12720/joams.4.2.92

-97
BPS Kota Malang. (2021). Kota Malang
dalam Angka 2021.

https://malangkota.bps.go.id

Cakranegara, P. A. (2020). Gerai Kopi di
Jakarta dalam Adaptasi Kehidupan
Baru. EDUTOURISM Journal Of
Tourism  Research, 2(02), 1-7.
https://doi.org/10.53050/ejtr.v2i02.13
3

Eswaran, B.,  Bhuvaneswari, V.,
Sivasankari, P., & Mangalalakshmi,
B. (2020). Online food orders:
Customers’ preference with reference

ISSN: 2460-0768
E-ISSN: 2597-6044

to north Chennai. Journal of Critical
Reviews, 7(6), 23-26.
https://doi.org/10.31838/jcr.07.06.06

Ferreira, J., & Ferreira, C. (2018).
Challenges and opportunities of new
retail horizons in emerging markets:
The case of a rising coffee culture in
China. Business Horizons, 61(5), 783—
796.
https://doi.org/10.1016/j.bushor.2018.
06.001

Filimonau, V., Krivcova, M., & Pettit, F.
(2019). An exploratory study of
managerial approaches to food waste
mitigation  in  coffee  shops.
International Journal of Hospitality
Management, 76, 48-57.
https://doi.org/10.1016/j.ijhm.2018.0
4.010

Fitrianingrum, A., & Angga, M. (2019).
Analisis Faktor yang Mempengaruhi
Minat Pembelian Milenial terhadap
Local Coffee Shop. Dimensi, 8(3),
485-497.

Giraldi-Diaz, M. R., De Medina-Salas, L.,
Castillo-Gonzalez, E., & Leo6n-Lira,
R. (2018). Environmental impact
associated with the supply chain and
production of grounding and roasting
coffee through life cycle analysis.
Sustainability (Switzerland), 10(12).
https://doi.org/10.3390/su10124598

Green Restaurant Association. (2021).
Green  Restaurant  Certification
Standards.
https://www.dinegreen.com/certificati
on-standards

Gumilang, M., Yuliati, L., & Indrawan, R.
(2021). Repurchase Intention of
Millennial Generation in Coffee Shop
with the Coffee-To-Go Concepts.
Academia.Edu, 8(2), 347.
https://www.academia.edu/download/
65885571/1JRR048.pdf

Gumulya, D., & Helmi, 1. S. (2017). Kajian
Budaya Minum Kopi Indonesia.
Jurnal Dimensi Seni Rupa Dan
Desain, 13(2), 153.
https://doi.org/10.25105/dim.v13i2.1

109



GeoEco
Vol. 8, No. 1 (January 2022) Page. 98-112

785

Hamidah, N., Rijanta, R., Setiawan, B., &
Aris  Marfai, M. (2014). Model
Permukiman Kawasan Tepian Sungai
Kasus: Permukiman Tepian Sungai
Kahayan Kota Palangkaraya. Jurnal
Permukiman, 9(1), 17-27.

Hardiyanti, N. Y., & Puspa, R. (2021).
Coffee Culture di Indonesia: Pola
Konsumsi  Konsumen Pengunjung
Kafe, Kedai Kopi dan Warung Kopi di
Gresik. Jurnal Media Dan
Komunikasi, 2(1), 26.
https://doi.org/10.20473/medkom.v2i
1.26380

Harrison, D., & Kain, J. F. (1974).
Cumulative urban growth and urban
density functions. Journal of Urban
Economics, 1(2), 61-98.
https://doi.org/10.1016/0094-
1190(74)90024-2

Ifani, S. M. (2019). Local Wisdom in
Coffee House Design to Promote
Gayo  Culture and  Tourism.
International Journal of Architecture
and  Urbanism, 3(1), 32-42.
https://doi.org/10.32734/ijau.v3i1.790

Intentilia, A. A. M. (2020). Coffee
Diplomacy in Jokowi’s Era: The
Strategy of Cultural and Economic
Diplomacy of Indonesia’s Foreign
Policy. Jurnal Illmiah Dinamika
Sosial, 4(1), 63-81.

International Coffee Organization. (2021).
World coffee consumption.
https://www.ico.org/prices/new-
consumption-table.pdf

Jeon, M.-S., & Jo, M.-N. (2011). A Study
on Coffee Shop Use and the Influence
of Physical Environment of Coffee
Shop on Customer Behavioral
Intention - focused on college students
in Seoul, Gyeonggi province. Korean
Journal of Food and Cookery Science,
27(6), 825-838.
https://doi.org/10.9724/kfcs.2011.27.
6.825

Kanyan, A., Ngana, L., & Voon, B. H.
(2016). Improving the  Service

ISSN: 2460-0768
E-ISSN: 2597-6044

Operations of Fast-food Restaurants.
Procedia - Social and Behavioral
Sciences, 224(August 2015), 190-
198.
https://doi.org/10.1016/j.sbspro.2016.
05.439

Li, M., He, B., Guo, R., Li, Y., Chen, Y.,
& Fan, Y. (2018). Study on Population
Distribution Pattern at the County
Level of China. Sustainability 2018,
Vol. 10, Page 3598, 10(10), 3598.
https://doi.org/10.3390/SU10103598

Linard, C., Gilbert, M., Snow, R. W., Noor,
A. M., & Tatem, A. J. (2012).
Population Distribution, Settlement
Patterns and Accessibility across
Africa in 2010. PLOS ONE, 7(2),
e31743.
https://doi.org/10.1371/JOURNAL.P
ONE.0031743

Maulana, R. R., Cahyono, U. J, &
Mugoffa, M. (2021).  Spatial
distribution in the emergence of coffee
shops in Surakarta. IOP Conference
Series: Earth and Environmental
Science, 778(1).
https://doi.org/10.1088/1755-
1315/778/1/012031

Mostafa, M. M. (2008). 2008 - Mostafa -
Antecedents of Egyptian Consumers’
Green  Purchase Intentions: A
hierarchical multivariate regression
model (pp. 97-126).
https://doi.org/10.1300/J046v19n02_
06

Nonaka, T., Shimmura, T., Fujii, N., &
Mizuyama, H. (2015). Energy
Consumption in the Food Service
Industry: A Conceptual Model of
Energy Management Considering
Service Properties. IFIP Advances in
Information and Communication
Technology, 460, 605-611.
https://doi.org/10.1007/978-3-319-
22759-7_69

Nurani, I. W., Muta, L., Tyas, E., Mei, W.,
Budi, S., Fajarwati, A., Ridwan, B. Y.,
Maharani, N., & Pradipta, A. (2019).
Reducing Greenhouse Gasses

110



GeoEco
Vol. 8, No. 1 (January 2022) Page. 98-112

Emission from Energy Consumption
in Floating Net Cage Aquaculture (
FNCA ). Proceeding International
Summit on Science Technology and
Humanity (ISETH, 749-754.

Nurani, 1. W., Wibowo, S. B., Maharani,
N., & Ridwan, B. Y. (2020). Emisi
Gas Rumah Kaca (GRK) dari
Permukiman di Kabupaten Bandung.
In S. Ritohardoyo, R. Rijanta, & M.
Baiquni  (Eds.),  Perkembangan
Permukiman dan  Pembangunan
Wilayah di Indonesia (1st ed., pp.
143-155). Badan Penerbit Fakultas
Geografi, Universitas Gadjah Mada.

Nurani, 1. W., Wibowo, S. B., Prihastopo,
Z. 1., Pelangi, A. P., & Sunardi, S.
(2020). Contribution of waste bank in
reducing greenhouse gas emissions in
Bandung Regency. E3S Web of
Conferences, 200, 1-5.
https://doi.org/10.1051/e3sconf/2020
20002004

Nurani, I. W., Wibowo, S. B., Rahmawati,
Y., & Anggraeni, R. D. (2020).
Lingkungan dan Covid-19: Build
Back Better from Home. In R. Rijanta
& M. Baiquni (Eds.), Rembug
Pageblug: Dampak, Respons dan
Konsekuensi ~ Pandemi  Covid-19
dalam Dinamika Wilayah (1st ed., pp.
59-86). Badan Penerbit Fakultas
Geografi, Universitas Gadjah Mada.

Nurhasanah, S., & Dewi, C. (2019). The
Emergence of Local Coffee Shops in
Indonesia.  Rubikon: Journal of
Transnational American Studies, 6(1).

Peraturan Daerah No.4 Rencana Tata
Ruang Wilayah Kota Malang tahun
2010-2030 (2011).

Pena Moreno, C. A., & Salgado, O. (2014).
Sustainability indicators along the
coffee value chain: A comparative
study between Mexican &amp;
Colombian retail. 1-10.

Purnomo, M., Yuliati, Y., Shinta, A., &
Riana, F. D. (2021). Developing
coffee culture among indonesia’s
middle-class: A case study in a coffee-

ISSN: 2460-0768
E-ISSN: 2597-6044

producing country. Cogent Social
Sciences, 7(1).
https://doi.org/10.1080/23311886.202
1.1949808

Putranto, F. E., & Hudrasyah, H. (2017).
Identification of Consumer Decision
Journey in Choosing Third Wave
Coffee Shop in Bandung By Youth
Market Segment. Journal of Business
and Management, 6(1), 88-100.

Richardson, H. W. (1976). Dasar-dasar
Ilmu Ekonomi Regional. FE Ul.

Saito, O. (2013). Resource Use and Waste
Generation by the Tourism Industry
on the Big Island of Hawaii. Journal
of Industrial Ecology, 17(4), 578-589.
https://doi.org/10.1111/JIEC.12007

Samnuzulsari, T., Edison, E., &
Yudiatmaja, W. E. (2019). From
Popular to Partisan Public Sphere: The
Political Change of the Coffee Shops
in Kepulauan Riau. Komunitas:
International Journal of Indonesian
Society and Culture, 11(1), 119-128.
https://doi.org/10.15294/komunitas.v
11i1.17235

Si, J.,, Lin, -Shyun, Lai, H. H.-S., & Chen,
H.-Y. (2015). The Study of the
Relationship between Store Green
Practices and Consumer’s Perception
of Sustainability Brand Image toward
Coffee Store. American Journal of
Tourism Management, 4(2), 35-39.
https://doi.org/10.5923/j.tourism.201
50402.02

Singh, S. K., Kaushik, V., Soni, S., &
Lamba, N. (2014). Waste
Management in Restaurants: A
Review. International Journal of
Emerging Engineering Research and
Technology, 2(2), 14-24.

Sirikan, K. (2018). Water Benchmarking
Study : Restaurants and
Microbreweries. August.

Styles, D., Schonberger, H., & Martos, J.
L. G. (2013). Best Environmental
Management Practice in the Retail
Trade  Sector Learning from
frontrunners.

111



GeoEco
Vol. 8, No. 1 (January 2022) Page. 98-112

https://doi.org/10.2788/33972

Suarez, A. N., Koelenlacay, J., Villanueva,
V., Ashley Velasquez, R., Reyes, C.,
Serrano, V., & Borbon, C. D. (2017).
Impacts of Coffee Shop Business to
Tourism Industry in Three Cities of
Batangas, Philippines. Journal of
Tourism and Hospitality Research,
14(2).

Sustaination. (2019). #SustainHero 5:
#2019NggantiPlastik, perjalanan
menuju minim sampah ala Kon Kopi
a? https://sustaination.id/sustainhero-
5-2019nggantiplastik-perjalanan-
menuju-minim-sampah-ala-kon-kopi-
al

Syarifudin, A. (2018). Di Kedai Kopi Ini,
Secangkir Kopi Bisa Dibayar Pakai
Sampah Botol Plastik.
https://jogja.tribunnews.com/2018/07
/09/di-kedai-kopi-ini-secangkir-kopi-
bisa-dibayar-pakai-sampah-botol-
plastik

Tallo, A., Pratiwi, Y., & Astutik, 1. (2014).
Identifikasi Pola Morfologi Kota
(Studi Kasus: Kecamatan Klojen,
Kota Malang). Jurnal Perencanaan
Wilayah Dan Kota, 25(3), 213-227.
https://doi.org/10.5614/jpwk.2015.25.
3.3

Tagwadin, D. A., Sulaiman, A. N., Akmal,
S., & Fauzan, 1. (2019). Potensi
Budaya Minum Kopi (Ngopi) dalam
Membangun Kembali Koeksistensi
Masyarakat Aceh Paska Konflik.
Jurnal llmiah Islam Futura, 86—
102(1), 86-102.

The Sustainability Consortium (TSC).
(2017). Coffee Production and
Sustainability - The Sustainability
Consortium’s Commodity Mapping
Report. September, 1-20.
https://www.sustainabilityconsortium
.org/tsc-downloads/coffee-
production-sustainability-
sustainability-consortiums-
commodity-mapping-report/

Vardoulakis, S., & Kinney, P. (2019).
Grand Challenges in Sustainable

ISSN: 2460-0768
E-ISSN: 2597-6044

Cities and Health. Frontiers in
Sustainable Cities, 0, 7.
https://doi.org/10.3389/FRSC.2019.0
0007

Viartasiwi, N., & Trihartono, A. (2020).
Cafe in small towns: A picture of the
weakening social engagement. Coffee
Science, 15(1), 1-6.
https://doi.org/10.25186/.\V151.1687

Wibowo, S. B., & Nurani, 1. W. (2019).
Improving geoinformation technology
by incorporating local participation.
November 2019, 43.
https://doi.org/10.1117/12.2550320

Yun, S., & Kim, T. (2019). What do coffee
shop entrepreneurs need to do to raise
pro-environmental customer
behavioral intentions? Sustainability
(Switzerland), 11(9).
https://doi.org/10.3390/su11092666

Zahra, S. T., Setia, E., & Zein, T. (2021).
Linguistic landscape on coffee shop
signboards in  Medan. Budapest
International Research and Critics
Institute-Journal ~ (BIRCI-Journal),
4(3), 5445-5457.

Zhang, H. H., Zeng, Y. N., & Bian, L.
(2010). Simulating multi-objective
spatial optimization allocation of land
use based on the integration of multi-
agent system and genetic algorithm.
International Journal of
Environmental Research, 4(4), 765.

112



