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Abstract. The purpose of this study is to assess the impact of different components of the green marketing mix.
Specifically, the impact of green product, green pricing, green location, and green advertising on Armour Coffee
purchase intentions in Maros Regency. The data utilised in this study was collected from 63 customers who had
previously made purchases at the Armour Coffee location in Maros and was rigorously tested for validity,
reliability, and classical assumptions. Data was collected via purposive sampling, and the results were analysed
using multiple linear regression aided by the Statistical Package for Social Sciences (SPSS). Three of the five
hypotheses analysed have empirical evidence to support them. Empirical results reveal that eco-friendly product
and eco-friendly location qualities are favourably connected with purchase intention, whereas no significant
influence is detected in regard to eco-friendly pricing and eco-promotions.
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INTRODUCTION

In recent years, the coffee shop sector in Indonesia has grown rapidly. According to
Posumah (2021), the coffee shop industry in Indonesia is rapidly expanding as a result of
socioeconomic advances and lifestyle changes. The introduction of contemporary coffee
shops drove this rise. The public's desire to experience different varieties of coffee from all
throughout Indonesia contributes to the business's continued growth. Consumers who wish to
try new things in their coffee shop experience have fresh information and references to
different sorts of coffee throughout the globe.

Armour Coffee was created in August 2017. Armour offers three revolutionary
concepts: futuristic, outstanding quality, and ecologically responsible. Futuristic entails
paying attention to the future. Superior quality is Armour Coffee's second idea, which
involves giving the highest quality coffee. The coffee used has passed the screening process
(Putri et al., 2021).

Armour Coffee uses green marketing methods, as seen by the coffee shop's logo. Aside
from that, Armour Coffee's ecological marketing include glass packaging that may be reused
as plant pots or pencil cases. The package has a PP or Polypropylene designation that includes
the number five, indicating that it may be reused five times. Because of its low vapour
permeability, this container is suitable for hot liquids as well. This implies that, in addition to

utilising ecologically friendly packaging, Armour Coffee maintains product quality (Armour
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Coffee, 2022).

Armour Coffee has utilised a green marketing approach; yet, according to
Datalndonesia.id, in 2022, Armour Coffee ranks last with a value of 6.1% among Indonesia’s
favourite local coffee shops. Armour Coffee has turned its emphasis to increasing brand
positioning and recognition on a national scale via more in-depth customer mapping
(Bake.co.id, 2023)..

LITERATURE REVIEW
1. Green Marketing.

According to Charter (2022), green marketing is a shift in marketing philosophy and
practice away from an economic emphasis and back towards daily living. The American
Marketing Association (2016) defines green marketing as the process of promoting
environmentally friendly goods, which includes a variety of activities such as product
improvements, manufacturing techniques, current marketing approaches, and promotional
strategies. Green marketing refers to the use of marketing in a more environmentally friendly
and societally relevant manner.

2. Purchase Interest.

Moridu (2022) defines purchase intention as a consumer's proclivity to acquire certain
items or consider shifting purchases of other products. Action, goal, context, and timing all
impact a person’s purchasing decisions. Green products, prices, locations, and promotions all
have a favourable impact on purchase interest.

1. The Impact of Green Products on Interest in Purchasing Armour Coffee in Maros.

Environmentally friendly items have a positive effect on purchase decisions. Posumah et al.
(2023) found that consumers' purchase interest in environmentally friendly items grows with
their amount of influence and confidence in the product. Environmentally friendly items, by
being more appealing and of better quality, have the ability to boost client confidence and
pique their interest in making a purchase. Chandra and Tunjungsari's (2016) study found
that buying interest in environmentally friendly items is positively and partly impacted. The
following hypothesis may be constructed and expressed as follows:

H1a: Green products have a beneficial impact on purchase intention.

2. The effect of green pricing on interest in purchasing Armour Coffee in Maros.

Moridu et al. (2023) discovered that the price of green marketing had a favourable impact
on people's desire to buy ecologically friendly items. This demonstrates that the higher green
pricing is the result of ecologically friendly marketing strategies that pique customers' desire

to buy. Based on this description and current theories, the following hypothesis is proposed:
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H1b: Green Price Has a Positive Impact on Purchase Intention

3. The Effect of Green Place on Interest in Purchasing Armour Coffee in Maros.
According to Rahman (2022), a green place is a distribution route or an ecologically friendly
place or site that is a component of the marketing mix, namely place or distribution.
According to Moridu (2022), customers will purchase green items if they believe that the
ambiance and location of an ecologically friendly store or outlet coincide with the company's
ideals and set it apart from rivals.
H1c: Green Place has a beneficial impact on purchase intention.

RESEARCH METHOD(S)

This research technique favours a quantitative approach. The sample respondents had
previously made orders at Armour Coffee in Maros, indicating that they were registered
Armour Coffee customers. This study use a questionnaire as a technique for collecting data
via purposive sampling.

Data gathering yielded 63 responses for the study sample. Multiple linear regression,
partial test (t test), and simultaneous test (f test) are some of the data analysis approaches
used. Each dataset utilised in this study will be examined for validity, reliability, and a number
of traditional assumptions like as heteroscedasticity, multicollinearity, and normality. The
purpose is to make sure that the data utilised in regression analysis is trustworthy, consistent,
and satisfies the criteria. The SPSS statistical tool facilitates the data analysis procedure in

this study.

FINDINGS AND DUSCUSSION
Hypothesis Test Results

t Test
Table 1 Result t Test
Hypothesis Relationship T- Sig. Interpretation of
Between count Hypothesis Test Results
Variables
Hla Green Product — 5.021 0.000 Green products have a
Interest In Buying positive effect on Interest In
Buying (Ho is rejected)
H1b Green  Price 1.270 0.207 Green price has no effect on
— Interest In Buying (Ho is
Interest In Buying accepted)
Hlc Green  Place 3.777 0.000 Green place has a positive
— effect on Interest In Buying
Interest In Buying (Ho is rejected)
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f Test
Table 2 Result f Test
Hypothesis Relationship F Sig. Interpretation of
Between count Hypothesis Test
Variables Results
H2 Green Product, 60.563 0.000 Green Product,

Green Price,
Green Place,

Green Price,
Green Place,

Green Green Promotion
Promotion — simultaneously

Interest In influence Interest
Buying In Buying (Ho is

rejected).
1. The Impact of Green Products on Interest in Purchasing Armour Coffee in Maros.

Based on the findings of the study on the impact of green products on interest in purchasing
Armour Coffee in Maros, the partial hypothesis test yields a coefficient (B) of 0.325, a calculated t-
value of 5.021, which exceeds the t-table value of 1.67525, and a significance value of 0.000, which
is less than 0.05. Because sig 0.000 is less than 0.05, Ho is rejected, implying that green items have a
positive effect on Interest in Buying.

2. The effect of green pricing on interest in purchasing Armour Coffee in Maros.

Based on the findings of the preceding investigation into the impact of green pricing on interest
in purchasing Armour Coffee in Maros. The partial hypothesis test yielded a coefficient (B) of 0.102,
a t-count value of 1.270 < t-table, precisely 1.67525, and a significance value of 0.207, all more than
0.05. Based on the sig value of 0.207 > 0.05, Ho is approved while Ha is refused. This indicates that
the green price has little impact on Interest in Purchasing Armour Coffee in Maros. The results of this
study are comparable with those of Yusuf and Kushendar (2021), who found that green pricing had
little affect on interest in buying.

3. The Impact of Green Place on Interest in Purchasing Armour Coffee in Maros

Based on the findings of the preceding investigation into the impact of green spaces on interest
in purchasing Armour Coffee in Maros. The partial hypothesis test yields a coefficient value (B) of
0.367, a computed t-value of 3.777 > t-table value of 1.67525, and a significance value of 0.000 <
0.05, indicating that Ho is rejected. This suggests that green spaces increase interest in purchasing.
The outcomes of this study are congruent with the findings of Munamba and Nuangjamnong (2021),
who discovered that green spaces had a beneficial impact on purchasing intention. Green spaces have

the same impact as green goods.

CONCLUSION AND RECOMMENDATION
The increased garbage creation in Maros may motivate businesses to become more
concerned with environmental sustainability. Armour Coffee's green marketing strategy

begins with the brand logo and extends to the firm's vision and objective. According to
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statistics from the top brand index, Armour Coffee remains the least popular local coffee shop
in Indonesia, which is both a phenomena and a problem in this study. Based on the findings,
the study concludes that Green Product and Green Place have a favourable influence on
Interest in Purchasing Armour Coffee in Maros. Meanwhile, Green Price and Green
Promotion had little influence on Interest in Purchasing Armour Coffee in Maros.
Simultaneously, green product, green pricing, green location, and green promotion (green

marketing mix) impact interest in purchasing Armour Coffee in Maros.
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