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ANALISIS PENGARUH GREEN MARKETING MIX TERHADAP MINAT BELI
KONSUMEN MINUMAN KOPI MELALUI BRAND IMAGE SEBAGAI
VARIABEL INTERVENING
(STUDI KASUS FORE COFFEE TUNJUNGAN PLAZA SURABAYA)

ANALYSIS OF THE EFFECT OF GREEN MARKETING MIX ON CONSUMER BUYING
INTEREST IN COFFEE DRINKS THROUGH BRAND IMAGE
AS AN INTERVENING VARIABLE
(CASE STUDY OF FORE COFFEE TUNJUNGAN PLAZA SURABAYA)

Eka Rossalina Fitria, Nuriah Yuliati, Dona Wahyuning Laily
ABSTRAK

Penelitian ini berjenis penelitian kuantitatif yang bertujuan untuk mengetahui karakteristik
konsumen, mengetahui bagaimana penerapan green marketing mix, serta menganalisis
pengaruh variabel green marketing mix terhadap minat beli konsumen minuman kopi
melalui brand image sebagai variabel intervening dengan lokasi penelitian adalah Fore
Coffee Tunjungan Plaza 3 dan 6 Surabaya. Teknik pengambilan sampel menggunakan
metode purposive sampling dengan jumlah konsumen minuman kopi Fore Coffee
Tunjungan Plaza 3 dan 6 Surabaya sejumlah 60 orang. Teknik analisis penelitian ini
menggunakan Structural Equation Model Partial Least Square (SEM-PLS) dengan
software SmartPLS 4.0. Hasil pengaruh langsung dalam penelitian ini adalah green
marketing mix berpengaruh langsung secara signifikan terhadap minat beli konsumen
dengan nilai t-statistics 2,724>1,96 serta nilai p-value yaitu 0,006<0,05; green marketing
mix berpengaruh langsung terhadap brand image dengan nilai t-statistics 9,017>1,96 serta
nilai p-value 0,000<0,05; serta brand image berpengaruh langsung terhadap minat beli
konsumen dengan nilai t-statistics 4,848>1,96 serta nilai p-value 0,000<0,05. Hasil
pengaruh tidak langsung dalam penelitian ini adalah brand image secara tidak langsung
dapat memediasi dengan penuh (full mediation) pengaruh antara green marketing mix
terhadap minat beli konsumen secara positif dan signifikan dengan nilai t-statistics
4,450>1,96 serta nilai p-value 0,000<0,05.

Kata Kunci: Green Marketing Mix, Minat Beli Konsumen, Brand Image

ABSTRACT

This research was a type of quantitative research that aimed to determine the
characteristics of the consumers, find out how the application of green marketing mix, and
analyse the effect of green marketing mix variables on consumer buying interest in coffee
drinks through brand image as an intervening variable with the research location was Fore
Coffee Tunjungan Plaza 3 and 6 Surabaya. The sampling technique used was purposive
sampling method with a total of 60 consumers of Fore Coffee Tunjungan Plaza 3 and 6
Surabaya coffee drinks. This research analysis technique used the Structural Equation
Model Partial Least Square (SEM-PLS) with SmartPLS 4.0 software. The results of the
direct effect in this study were green marketing mix had a significant direct effect on
consumer buying interest with a t-statistics value of 2.724>1.96 and a p-value of 0.006
<0.05; green marketing mix had a direct effect on brand image with a t-statistics value of
9.017>1.96 and a p-value of 0.000 <0.05; and brand image had a direct effect on consumer
buying interest with a t-statistics value of 4.848>1.96 and a p-value of 0.000 <0.05. The
result of the indirect effect in this study was that brand image could indirectly mediate with
full mediation the effect between green marketing mix on consumer buying interest
positively and significantly with a t-statistics value of 4.450> 1.96 and a p-value of 0.000
<0.05.

Key words: Green Marketing Mix, Consumer’s Buying Interest, Brand Image
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