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Abstract: This study explores the influence of the marketing mix on consumer 
purchasing decisions for specialty organic coffee at Waroeng Kopi Kayumas in 
Situbondo Regency. It also examines how consumer attitudes and purchase 
intentions mediate this relationship. Using an accidental sampling method, data were 
collected from visitors at the café. The results indicate that while the marketing mix 
does not directly affect purchase decisions significantly, it has a strong and significant 
impact on consumer attitudes and purchase intentions. In turn, both these factors 
significantly influence purchasing decisions. Furthermore, the marketing mix 
indirectly affects purchase decisions through its influence on attitudes and intentions. 
These findings contribute to a deeper understanding of consumer behaviour, 
particularly in niche markets like organic products. They also offer practical and 
educational value providing a model that can be applied in teaching consumer 
decision-making, marketing strategies, and sustainability practices in agribusiness 
and entrepreneurship education. 
 
Keywords: Marketing Mix; Purchase Decision; Consumer Attitude; Purchase 
Intention; Specialty Organic Coffee. 

  

Introduction  
 

 Changes in public preferences regarding health 
and food safety have emerged as critical factors 
influencing consumer purchasing power. In recent 
years, consumers have increasingly sought food 
products that prioritize health, sustainability, and 
transparency in their production processes. Research by 
Sesini et al., (2020) highlights this trend, emphasizing the 
significance of responsible consumption patterns that 
benefit both personal health and the environment. This 
shift has notably impacted the food and beverage sector, 
including the coffee industry. Specialty organic coffee, 
with its sustainable practices and health benefits, is a 
product that resonates with these evolving consumer 
preferences. Such trends present opportunities for 
micro, small, and medium enterprises (MSMEs) in 

Indonesia to align their products with market demands, 
creating a need for targeted educational initiatives in 
economic science and agribusiness (Nurhasna et al., 
2022). 

Indonesia’s coffee industry, a leading sector in its 
agricultural economy, has grown in response to rising 
global coffee demand. However, challenges persist, 
particularly in the certification of coffee plantations. The 
absence of certification limits the competitiveness of 
Indonesian coffee in international markets, resulting in 
lower prices for farmers (Lerner et al., 2021). 
Certification not only ensures quality but also enhances 
market value, providing economic benefits for farmers 
while meeting global standards (Gichuki et al., 2020). 
Integrating marketing strategies and certification 
processes into MSMEs training programs can help 
farmers optimize their production and expand market 
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reach (Olazo, 2023). By addressing these gaps, the local 
coffee industry can boost its competitive advantage 
while fostering sustainable practices. 

The marketing mix model, which encompasses 
product, price, place, and promotion, plays a pivotal role 
in influencing consumer purchase decisions. Nuraini & 
Kurnianingsih (2021) underscore the importance of 
these variables in shaping consumer experiences and 
attitudes. An integrated marketing strategy, grounded 
in Theodore Levitt’s theory, focuses on creating and 
maintaining customers by delivering value through a 
synergistic approach (Kumar & Rodrigues, 2020). For 
instance, high-quality products, competitive pricing, 
strategic distribution, and targeted promotions can 
significantly enhance consumer satisfaction and brand 
loyalty. These insights serve as a foundation for 
developing educational content for MSMEs training 
programs, particularly in the context of the coffee sector. 

Consumer behavior analysis reveals that attitudes 
and purchase intentions are influenced by the quality of 
marketing mix variables. Gichuki et al. (2020) assert that 
positive consumer attitudes and high purchase 
intentions increase the likelihood of product purchases. 
Specialty organic coffee at Waroeng Kopi Kayumas 
exemplifies this dynamic. By adhering to organic 
farming standards and offering superior bean quality, 
Waroeng Kopi Kayumas positions itself as a health-
conscious choice for consumers. Organic coffee’s appeal 
lies in its reduced chemical exposure and higher 
antioxidant levels, catering to consumers prioritizing 
wellness. Integrating these qualities into marketing 
efforts can enhance consumer engagement and loyalty, 
as noted by Kisa et al., (2021), who emphasized the role 
of product quality in shaping purchasing decisions. 

This study aims to evaluate the influence of the 
marketing mix on consumer purchasing decisions for 
specialty organic coffee at Waroeng Kopi Kayumas, with 
a focus on consumer attitudes and purchase intentions 
as mediating variables. The findings will inform the 
development of educational programs for MSMEs in the 
coffee and agribusiness sectors. These programs will 
emphasize economic science-based strategies, 
leveraging data on sales and consumer behavior to 
enhance decision-making processes. By equipping local 
entrepreneurs with these tools, the initiative seeks to 
promote sustainable growth, improve market 
competitiveness, and address consumer demands. This 
integrated approach not only benefits individual 
businesses but also contributes to the broader economic 
development of the local agribusiness sector. 
 
Method  

 
This research was conducted at Waroeng Kayumas 

Cafe in Situbondo. The respondents used in this study 

were selected using a sampling method called 
Accidental Sampling. Accidental Sampling is a 
technique where every individual encountered by the 
researcher by chance is considered as a data source 
(Solimun et al., 2017). The respondents selected must 
meet several criteria, namely: being at least 17 years old 
and having visited the cafe at least twice. A total of 100 
samples were used for this study. The research 
framework shown in Figure 1. 

 

 
Figure 1. Research flow 

 
The variables and indicators used in this study can 

be seen in Table 1. 
 

Outcome & Recommendations: 

• Increase in sales of specialty organic coffee products 
at Waroeng Kopi Kayumas, Situbondo. 

• Data-based branding and promotion strengthening 
strategies. 

• Recommendations for increasing MSME sales 
volume. 

Focus of Research 

• Increasing the competitiveness of local organic 
coffee UMKM. 

• Utilization of sales data and consumer behavior. 

• Strengthening agribusiness based on economic 
science 

Key Variables 

• Consumer Attitude (Noel, 2017; Chetioui et al., 2021)  

• Marketing mix: Product, Price, Place, Promotion, 
People, Process, Physical Evidence, Packaging and 
Payment (Lim, 2021) 

• Purchase Intention (Peña-García et al., 2020) 

• Purchase Decision (Haitao, 2022) 

Issues 
1.The increasing 

competition among 
coffee shops in 
Indonesia. 

2.Consumer perceptions. 
3.The lack of information 

about environmentally 
friendly organic coffee. 

Potential Research 
Methods 

1.Specialty organic coffee 
certification. 

2.Environmentally friendly 
organic coffee with 
positive health impacts. 

3.Opportunities and 
competitive advantages. 
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Table 1. Research Variable and Indicator Structural Model  
Variable Dimensions Indicator Code 

Marketing 
Mix (X1) 

Product (X1.1) -Product Variety (Lim, 2021)  X1.1.1 
- Product Quality (Lim, 2021)  X1.1.2 

Price (X1.2) -Price Appropriateness (Lim, 2021) X1.2.1 
-Competitive Price (Lim, 2021) X1.2.2 

Place (X1.3) -Accessibility (Lim, 2021) X1.3.1 
- Visibility (Lim, 2021) X1.3.2 

Promotion (X1.4) -Word of Mouth (Lim, 2021) X1.4.1 
- Media (Lim, 2021) X1.4.2 

People (X1.5) - Hospitality (Koc & Ayyildiz, 2021) X1.5.1 
- Fast and responsive (Koc & Ayyildiz, 2021) X1.5.2 

Process (X1.6) - Responsive to complaints (Koc & Ayyildiz, 2021) X1.6.1 
- Services (Koc & Ayyildiz, 2021) X1.6.2 

Physical evidence 
(X1.7) 

- Atmosphere (Othman et al., 2021) X1.7.1 
- Layout and product Settings (Othman et al., 2021) X1.7.2 

Packaging (X1.8) - Attractive packaging (Othman et al., 2021)  X1.8.1 
- Safe packaging (Othman et al., 2021) X1.8.2 

Payment (X1.9) -Payment system (Othman et al., 2021) X1.9.1 
-Payment process (Othman et al., 2021) X1.9.2 

Consumer 
Attitude (Y1) 

  - Cognitive (Trust) (Noel, 2017) Y1.1  
- Affective (Feelings) (Noel, 2017) Y1.2 

  - Conative (Attitude Tendency) (Noel, 2017) Y1.3 
Purchase  
Decision (Y2) 

  - Preferential interest (Arpah & Nabella, 2023)  Y2.1  
- Referential interest (Arpah & Nabella, 2023) Y2.2  

- Transactional interest (Arpah & Nabella, 2023) Y2.3 
  - Explorative interest (Arpah & Nabella, 2023) Y2.4 

Purchase 
Intention (Z) 

  - Decision making (Sarpong et al., 2021)  Z1.1  
- Priority (Sarpong et al., 2021) Z1.2  

- Awareness of sacrifice (Sarpong et al., 2021) Z1.3 
  - Desire and need for health (Sarpong et al., 2021) Z1.4 

 
The analysis in this study uses two main 

approaches, namely descriptive analysis and Structural 
Equation Modeling (SEM) based on Partial Least Square 
(PLS). Descriptive analysis is used to provide an 
overview of the data obtained, including the 
distribution, characteristics, and patterns that emerge 
from the research variables. Meanwhile, SEM-PLS is 
applied to test the structural relationship between 
variables, both direct and indirect relationships, in 
accordance with the conceptual model that has been 
designed. The SEM-PLS method was chosen because of 
its advantages in processing data with a relatively small 
sample size, high model complexity, and flexibility in 
handling data with non-normal distributions. The 
combination of these two techniques is expected to 
provide comprehensive and in-depth analysis results to 
answer research questions. 

 

Result and Discussion 
 
Evaluation of Measurement Models 

This study uses reflective variables and SEM-PLS 
analysis in two stages: outer model and inner model. In 
the outer model, there are three evaluation stages: 
reliability, discriminant validity, and convergent 

validity. The following are the results of the outer model 
testing under first-order conditions (FOC) and second-
order conditions (SOC). The first step is to conduct a 
Convergent Validity analysis which aims to determine 
the validity of the variables used. Testing is done by 
checking the loading factor and AVE values for each 
indicator from the SEM-PLS results. According to 
Solimun et al. (2017), an indicator is considered valid if 
the loading factor> 0.3. The following is a table of 
convergent validity test results in this study. The results 
are outlined in Table 2. 

The results of the analysis reveal that all the loading 
factor values are greater than 0.3, which serves as a crucial 
threshold for determining the validity of the indicators. This 
finding signifies that the indicators employed in the study's 
model have successfully passed the convergent validity test, 
thereby confirming their relevance and reliability in 
representing the constructs under investigation. The validity 
of these indicators is further substantiated by the Average 
Variance Extracted (AVE) values, which exceed the 
recommended threshold of 0.5. An AVE value above 0.5 
indicates that the constructs adequately explain the variance 
of their respective indicators, underscoring the robustness of 
the measurement model. This dual validation—via loading 
factor and AVE values—reinforces the theoretical 
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foundation and empirical reliability of the study, as outlined 
in Tables 2 and 3. Together, these metrics confirm that the 
indicators are both valid and suitable for accurately 
capturing the phenomena being studied, paving the way for 
subsequent analysis with confidence in the structural 
integrity of the model (Kisa et al., 2021). 
 
Table 2. Convergent Validity (FOC) 
Indicator Loading Factor P Value 

X1.1.1 0.900 <0.001 
X1.1.2 0.900 <0.001 
X1.2.1 0.883 <0.001 
X1.2.2 0.883 <0.001 
X1.3.1 0.830 <0.001 
X1.3.2 0.830 <0.001 
X1.4.1 0.806 <0.001 
X1.4.2 0.806 <0.001 
X1.5.1 0.860 <0.001 
X1.5.2 0.860 <0.001 
X1.6.1 0.785 <0.001 
X1.6.2 0.785 <0.001 
X1.7.1 0.714 <0.001 
X1.7.2 0.714 <0.001 
X1.8.1 0.939 <0.001 
X1.8.2 0.939 <0.001 
X1.9.1 0.887 <0.001 
X1.9.2 0.887 <0.001 

 
Table 3. Convergent Validity (SOC) 
Indicator Loading Factor P Value 

X1.1.1 0.900 <0.001 
X1.1.2 0.900 <0.001 
X1.2.1 0.883 <0.001 
X1.2.2 0.883 <0.001 
X1.3.1 0.830 <0.001 
X1.3.2 0.830 <0.001 
X1.4.1 0.806 <0.001 
X1.4.2 0.806 <0.001 
X1.5.1 0.860 <0.001 
X1.5.2 0.860 <0.001 
X1.6.1 0.785 <0.001 
X1.6.2 0.785 <0.001 
X1.7.1 0.714 <0.001 
X1.7.2 0.714 <0.001 
X1.8.1 0.939 <0.001 
X1.8.2 0.939 <0.001 
X1.9.1 0.887 <0.001 
X1.9.2 0.887 <0.001 

 

Table 4. Average Variance Extracted (FOC) 
Latent Variable AVE Value 

Product 0.810 
Price 0.779 
Place 0.690 
Promotion 0.649 
People 0.740 
Process 0.617 
Physical evidence 0.510 
Packaging 0.882 
Payment 0.788 

 
Table 5. Average Variance Extracted (SOC) 
Latent Variable AVE Value 

Marketing Mix 9p 0.530 
Consumer Attitude 0.773 
Purchase    Decision 0.673 
Purchase Intention 0.767 

 
Based on the findings presented in Tables 4 and 5, the 

Average Variance Extracted (AVE) values for the indicators 
were found to be greater than or equal to 0.5. This result 
provides strong evidence that the indicators exhibit a good 
ability to represent their corresponding latent variables 
effectively. An AVE value of 0.5 or higher signifies that at 
least 50% of the variance in the observed variables can be 
explained by the latent construct they are intended to 
measure. This level of explanatory power is essential for 
ensuring the accuracy and reliability of the measurement 
model. The results not only validate the adequacy of the 
indicators in reflecting the underlying constructs but also 
enhance the overall robustness of the study's theoretical 
framework. 

 
Discriminant Validity 

The discriminant validity test assesses whether the 
constructs in the study correctly explain the phenomena 
(Zuniarto et al., 2024). This test is performed by 
comparing the loading factor values with the cross-
loading values in the SEM-PLS data. Below are the 
results of the discriminant validity test for the study. 

 
 
 
 
 

 
Table 6. Average Variance Extracted (SOC) 
  PRO HRG TMPT PROM ORG PROS BF PACK Pay 

X1.1.1 0.90 0.06 -0.07 0.24 -0.11 0.10 -0.14 0.24 -0.27 
X1.1.2 0.90 -0.06 0.07 -0.24 0.11 -0.10 0.14 -0.24 0.27 
X1.2.1 -0.02 0.88 -0.09 -0.02 0.11 -0.13 -0.01 -0.14 0.24 
X1.2.2 0.02 0.88 0.09 0.02 -0.11 0.13 0.01 0.14 -0.24 
X1.3.1 -0.14 0.14 0.83 0.08 -0.20 -0.13 0.27 0.02 -0.26 
X1.3.2 0.14 0.14 0.83 -0.08 0.20 0.13 -0.27 -0.30 0.26 
X1.4.1 0.08 0.18 -0.30 0.81 -0.40 -0.23 0.11 -0.30 0.17 
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  PRO HRG TMPT PROM ORG PROS BF PACK Pay 

X1.4.2 -0.08 -0.18 0.30 0.81 0.40 0.23 -0.11 0.30 -0.17 
X1.5.1 0.10 -0.01 0.04 0.03 0.86 0.14 0.01 -0.04 -0.10 
X1.5.2 -0.10 0.01 -0.04 -0.03 0.86 -0.14 -0.01 0.04 0.10 
X1.6.1 0.19 -0.02 0.30 -0.19 0.34 0.79 -0.16 0.15 -0.07 
X1.6.2 -0.19 0.02 -0.30 0.19 -0.34 0.79 0.16 -0.15 0.07 
X1.7.1 -0.12 -0.05 0.01 0.15 -0.10 0.01 0.71 -1.02 0.18 
X1.7.2 0.12 0.05 -0.01 -0.15 0.10 -0.01 0.71 1.02 -0.18 
X1.8.1 0.01 -0.02 0.06 -0.15 0.08 0.00 0.13 0.94 0.03 
X1.8.2 -0.01 0.02 -0.06 0.15 -0.08 0.00 -0.13 0.94 -0.03 
X1.9.1 -0.01 -0.08 0.04 -0.09 0.03 0.05 -0.05 0.72 0.89 
X1.9.2 0.01 0.08 -0.04 0.09 -0.03 -0.05 0.05 -0.72 0.89 
 

Table 7. Discriminant Validity (SOC) 
 MM KS MB KP1 

X1.1 0.745 -0.176 0.092 -0.182 

X1.2 0.545 -0.426 -0.063 0.318 
X1.3 0.550 0.149 0.087 -0.544 
X1.4 0.794 0.120 -0.010 -0.324 
X1.5 0.668 0.169 -0.242 -0.031 

X1.6 0.579 -0.509 -0.271 0.417 
X1.7 0.662 0.043 0.171 -0.139 
X1.8 0.688 0.204 0.067 0.259 

X1.9 0.709 0.210 0.082 0.358 
Y1.1 0.039 0.825 0.070 -0.043 
Y1.2 -0.014 0.937 -0.006 -0.092 

Y1.3 -0.022 0.872 -0.060 0.140 
Y2.1 0.073 0.082 0.780 -0.005 
Y2.2 0.011 0.138 0.854 0.022 
Y2.3 0.109 -0.178 0.800 -0.143 

Y2.4 -0.182 -0.047 0.844 0.118  
Z1.1 -0.064 -0.023 0.158 0.849 
Z1.2 -0.161 0.267 -0.045 0.886 
Z1.3 0.052 0.086 -0.116 0.900 
Z1.4 0.172 -0.338 0.012 0.868 

 
Tables 6 and 7 show that all indicators passed the 

discriminant validity test because their loading values were 
higher than the cross-loading values. 
 
Reliability 

The composite reliability and Cronbach's Alpha 
values were analyzed from the SEM-PLS data output. 
Solimun et al. (2017) state that for the indicators to be 
deemed reliable, the Composite Reliability (CR) value 
should exceed the threshold of 0.70, indicating a strong 
internal consistency among the indicators in capturing 
the constructs. Similarly, Cronbach's Alpha values 
should be greater than 0.6, signifying acceptable 
reliability of the scale used. These criteria ensure that the 
constructs are consistently measured across different 
items, contributing to the robustness of the model. The 
results of the reliability tests, as summarized below, 
confirm that the indicators meet these requirements, 
thereby validating the consistency and dependability of 
the measurement model. 

 

Table 8. Composite Reliability and Cronbach’s Alpha 
(FOC) 
Variabel Composite 

Reliability 
Alpha Cronbach 

Standar Nilai >0.70 >0.60 
Product 0.895 0.766 
Price 0.876 0.716 
Place 0.816 0.650 
Promotion 0.787 0.660 
People 0.851 0.649 
Process 0.763 0.678 
Physical evidence 0.775 0.638 
Packaging 0.937 0.866 
Payment 0.881 0.730 
 

Table 9. Composite Reliability and Cronbach’s Alpha 
(SOC) 
Variabel Composite 

Reliability 
Alpha 

Cronbach 

Standar Nilai >0.70 >0.60 
Marketing Mix 9p 0.869 0.829 
Consumer Attitude 0.911 0.852 
Purchase Decision 0.891 0.837 
Purchase Intention 0.930 0.899 
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Based on tables above, it can be seen that all the 
variables used in the study passed the reliability test, 
measured through composite reliability and Cronbach's 
Alpha tests. This is evident as all the results from the 
composite reliability test have values ≥ 0.70. Similarly, for the 
Cronbach's Alpha test, all variables have values ≥ 0.6. 
Therefore, it can be concluded that this study has passed the 
reliability test. 

 
Evaluation of the Structural Model 

This study employs reflective variables and utilizes 
Structural Equation Modeling-Partial Least Squares 
(SEM-PLS) as the primary analytical approach. The 
analysis is conducted in two distinct stages: the outer 
model and the inner model. The outer model assessment 
focuses on evaluating the measurement model's 
reliability and validity, which ensures that the constructs 
are appropriately represented by their respective 
indicators. The evaluation of the outer model includes 
three critical stages: reliability testing, discriminant 
validity, and convergent validity. These stages are 
integral to confirming the quality and consistency of the 
measurement model. The results of the outer model 
testing under first-order conditions (FOC) and second-
order conditions (SOC) are presented below. These 
results provide a thorough validation of the model’s 
measurement framework, ensuring its robustness and 
suitability for further structural analysis. 

 

 
Figure 2. Path Coefficients 

 
Based on the diagram above, all variables have 

positive path coefficients (+1). The relationships 
between X1 and Y1, X1 and Y2, Y1 and Z1, and Y2 and 
Z1 show a positive and strong significant direction 

(P<0.01). For example, the relationship between X1 
(Marketing Mix) and Y1 (Consumer Attitude) has a path 
coefficient of 0.60, indicating that the marketing mix 
positively influences consumer attitude. However, the 
relationship between X1 (Marketing Mix) and Z1 
(Purchase Decision) shows a path coefficient of 0.11 with 
a P-value of 0.14, which is not significant. Next, the R-
square test is used to assess the influence of independent 
variables on the dependent variable, with values 
ranging from 0 to 1. The higher the R-square value, the 
more accurate the prediction (Zuniarto et al., 2024). 
Below are the results of the R-square test for this study. 

 
Table 10. R-squares 
Variable Respons R-squares 

Consumer Attitude (Y1) 0.36 
Purchase    Decision (Y2) 0.22 
Purchase Intention(Z1) 0.71 

 
The results show that the purchase decision 

variable has an R2 value of 0.71, meaning the research 
model explains 71% of the purchase decision variable. 
This model also explains consumer attitude by 36% and 
purchase intention by 22%. According to Wang (2021), 
R-Squared values are categorized into three criteria: 
strong (above 0.67), moderate (above 0.33), and weak 
(above 0.19). The last measurement is Goodness of 
Fit. According to Solimun et al. (2017), The Goodness of 
Fit (GoF) serves as a comprehensive measure to evaluate 
the overall fit of the model, encompassing 10 essential 
criteria that assess the relationship between latent 
variables and their underlying assumptions. These 
criteria provide a holistic view of the model's adequacy 
in capturing the data's structure and theoretical 
framework. Based on the results of the goodness-of-fit 
test, all the specified criteria were successfully met in this 
study. This outcome indicates that the model aligns well 
with the empirical data and satisfies the theoretical 
assumptions underpinning the relationships among the 
latent variables. The fulfillment of these criteria 
underscores the robustness and reliability of the model, 
affirming its suitability for exploring the constructs and 
hypotheses outlined in the research. 

 
Table 11. Goodness of Fit  
Model Fit and  Quality Indices  Criteria Fit Result 

Average path coefficient (APC) p < 0.05 0.406 
Average R-squared(ARS) p < 0.05 0.430 
Average adjusted  R- squared (AARS) p < 0.05 0.423 
Average block VIF (AVIF) Diterima jika ≤ 5, idealnya ≤ 3.3 1.797 
Average full collinearity VIF (AFVIF) Diterima jika ≤ 5,idealnya ≤ 3.3 2.509 
Tenenhaus GoF (GoF) Kecil ≥ 0.1, sedang ≥0.25, besar ≥ 0.36 0.533 
Simpson's paradox ratio (SPR) Diterima jika ≥ 0.7,idealnya = 1 1.000 
R-squared contribution ratio (RSCR) Diterima jika ≥ 0.9,idealnya = 1 1.000 
Statistical suppression ratio (SSR) Diterima jika ≥ 0.7 1.000 
Nonlinear bivariate causality direction ratio (NLBCDR) Diterima jika ≥ 0.7 1.000 
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The results show that the purchase decision 
variable has an R2 value of 0.71, meaning the research 
model explains 71% of the purchase decision variable. 
This model also explains consumer attitude by 36% and 
purchase intention by 22%. According to Wang (2021), 
R-Squared values are categorized into three criteria: 
strong (above 0.67), moderate (above 0.33), and weak 
(above 0.19). The last measurement is Goodness of 
Fit. According to Solimun et al. (2017), Goodness of Fit is 
an indicator that includes 10 criteria related to the 

relationship between latent variables in the model and 
its assumptions. Based on the test, the results show that 
all Goodness of Fit criteria were met in this study. 
 
Hypothesis Testing 

Hypothesis testing in this study uses the provision 
that if the p-value ≤ 0.05 with an alpha of 5%, then the 
hypothesis can be accepted. If the p-value is greater than 
0.05, the hypothesis is rejected. The following are the 
results of hypothesis testing in the table below. 

 
Table 12. Hypothesis Testing  
Hypothesis Coefficient P- 

values 
Result 

A. Direct Effect 
H1: The marketing mix influences purchasing decisions 0.11 <0.137 Rejected 
H2: The marketing mix influences consumer attitudes. 0.60 <0.001 Accepted 
H3: The marketing mix influences consumer purchase intention 0.47 <0.001 Accepted 
H4: Consumer attitudes influence purchase decisions 0.36 <0.001 Accepted 
H5: Purchase intention influences purchase decisions 0.50 <0.001 Accepted 
B. Indirect Effects 
H6: The marketing mix influences purchase decisions through consumer attitudes 0.21 <0.009 Accepted 
H7: The marketing mix influences purchase decisions through consumer purchase intention 0.25 0.001 Accepted 

 
Hypothesis 1: Based on the research findings, it was 

identified that the marketing mix variable has a path 
coefficient value of 0.11 and a significance p-value of < 
0.137. This indicates that the marketing mix variable 
does not have an influence on purchase decisions, as the 
p-value exceeds 0.05. These results are supported by 
studies conducted by Nagara & Hendrati (2022) and 
Nuraini & Kurnianingsih (2021), who concluded that the 
marketing mix has a negative and insignificant partial 
influence on purchasing decisions for clothing products. 
A previous study by Lim (2021) also concluded that 
certain elements of the marketing mix have no partial 
effect on purchasing decisions. These findings 
underscore the importance of contextual understanding 
in the application of marketing mix strategies. In 
educational contexts, this offers opportunities to teach 
students through applied learning scenarios, such as 
sustainable agriculture or local food systems, in 
evaluating which marketing mix elements are most 
effective in specific scenarios (Nurdiana et al., 2024)  . In 
training programmes for MSMEs (Micro, Small and 
Medium Enterprises) in the coffee and agribusiness 
sectors, this insight can be utilised to develop modules 
focused on data-driven decision-making (Ridho et al., 
2020). According to Yasin et al. (2024), using such case 
studies enables students to simulate marketing 
strategies, analyse consumer behaviour data, and adjust 
their approaches to effectively respond to market 
dynamics. 

Hypothesis 2: From the results of the above study, 
the marketing mix variable has a path coefficient value 

of 0.60 with a p-value of <0.001, indicating that the 
marketing mix has a positive and significant influence 
on consumer attitudes. Thus, Hypothesis 2 is accepted. 
This finding suggests that consumer attitudes are 
significantly associated with the marketing mix variable, 
implying that changes in the marketing mix elements 
can influence changes in consumer attitudes. This result 
aligns with the study by Elisa et al., (2022), who stated 
that consumer attitudes are strongly influenced by the 
marketing mix. Similarly, Zuniarto et al. (2024) 
emphasised that this creates opportunities for 
educational programmes to highlight the role of 
marketing mix elements in shaping consumer 
perceptions. Furthermore, according to Asgar & Sofyan 
(2023), by integrating this concept into training modules 
for local agribusiness MSMEs, participants can learn 
how to utilise marketing tools to foster positive 
consumer attitudes toward their products. Maryani et 
al., (2022) reinforced this by stating that data-driven 
education enables coffee producers to apply this 
knowledge to develop branding strategies aligned with 
sustainability principles, thereby enhancing consumer 
loyalty and contributing to sustainable development 
goals. Competency-based training may include exercises 
in analysing sales data and consumer behaviour to refine 
marketing strategies (Wahyu et al., 2020). 

Hypothesis 3: The research findings indicate that 
the marketing mix variable has a path coefficient value 
of 0.47 with a highly significant p-value (<0.001). This 
suggests that the marketing mix variable has a positive 
and significant influence on consumers' purchase 
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intentions. Therefore, Hypothesis 3 is accepted. These 
findings are consistent with the research by Elisa et al., 
(2022), which revealed that the marketing mix 
significantly affects purchase intentions. In the context 
of applied education, this finding can be translated into 
practical modules for students and MSME participants 
to explore ways to leverage marketing mix strategies to 
attract consumer interest (Supriadi et al., 2020). Pebrianti 
dan Suryani (2024) exemplified that business actors can 
learn to create promotional campaigns highlighting 
unique qualities of speciality coffee, such as 
sustainability certifications or distinctive brewing 
techniques. According to Purnama et al., (2024), such 
training may also include analysis of consumer 
purchasing patterns, allowing participants to adjust 
their strategies to more effectively target market 
segments. 

Hypothesis 4: According to the research results, the 
consumer attitude variable has a path coefficient value 
of 0.36 and a highly significant p-value (<0.001). This 
indicates that consumer attitude has a positive and 
significant influence on purchase decisions. Thus, 
Hypothesis 4 is accepted. These findings are in line with 
previous research by Wijaya et al., (2022), which found 
that consumer attitudes significantly affect purchasing 
decisions. Educational initiatives may utilise this 
hypothesis to teach participants about the importance of 
shaping consumer attitudes through effective 
communication and marketing strategies (Farahdiba, 
2020). MSMEs in the coffee sector can benefit from 
understanding how to build positive consumer attitudes 
through quality assurance, storytelling, and customer 
engagement (Harto et al., 2023). Consistent with 
Hidayah et al. (2023), incorporating digital aspects such 
as customer feedback platforms can further enhance 
their ability to align consumer perceptions with their 
brand values. 

Hypothesis 5: Based on the research findings, the 
purchase intention variable has a path coefficient value 
of 0.50 with a p-value of less than 0.001. This 
demonstrates that the higher the consumer’s purchase 
intention, the greater the likelihood of making a 
purchase decision for speciality organic coffee products. 
This finding is consistent with the study by Komalasari 
(2021), which emphasised the importance of purchase 
intention as a precursor to purchase decisions. Similarly, 
according to Masithoh & Anintyawati (2022), within an 
educational framework, this insight can be applied to 
train participants in the coffee and agribusiness sectors 
on how to cultivate purchase intention. As stated by 
Angreni et al. (2024), integrating lessons on consumer 
psychology and data analysis allows students and 
MSME participants to develop skills for measuring and 
influencing purchase intentions. Training may include 
creating marketing campaigns and using customer data 

to predict buying patterns, ensuring that their strategies 
are effective and responsive to market demand 
(Digdowiseiso & Ria, 2023). 

Hypothesis 6: According to the research, the 
indirect effect of the marketing mix variable on purchase 
decisions through consumer attitudes has a path 
coefficient value of 0.21 and a significance p-value of 
<0.009. This suggests that the marketing mix variable 
has a positive and significant effect on purchase 
decisions via consumer attitudes, thereby confirming 
Hypothesis 6. These findings are consistent with the 
research by Pura & Madiawati (2021), which 
demonstrated that consumer attitude mediates the 
relationship between marketing mix elements and 
purchase decisions. In line with Sulistyawati & Munawir 
(2024), within educational and training contexts, this 
hypothesis can be used to highlight the interconnected 
nature of marketing strategies and consumer 
psychology. According to Juhainah et al. (2024), 
applying this principle to case studies in the coffee 
industry enables participants to learn how to leverage 
consumer attitudes to drive purchasing decisions. 
Workshops can include practical exercises in designing 
marketing mix strategies and measuring their impact on 
consumer attitudes using digital marketing analytics 
tools (Sarfika et al., 2024). 

Hypothesis 7: Based on the research results, the 
path coefficient value is 0.25 with a p-value of <0.001. 
This demonstrates that the marketing mix plays a 
significant role in increasing consumer purchase 
intention for organic coffee products, which 
subsequently influences purchase decisions. Hence, 
Hypothesis 7 is accepted. The study by Kusuma & 
Wijaya (2022) further highlights the role of purchase 
intention as a mediator in this relationship. This finding 
aligns with the explanation by Maulana et al. (2024), who 
underscore the importance of integrating marketing 
strategies with consumer education in MSME training 
programmes. According to Wang (2021), by 
understanding the dynamics of purchase intention, 
participants can develop more effective marketing 
campaigns. Training programmes may incorporate tools 
such as behavioural data analysis and market 
segmentation to help coffee producers and agribusiness 
entrepreneurs design tailored marketing approaches 
that enhance purchase intention and, consequently, 
purchase decisions (Owan et al., 2023). 

 
Conclusion  
 

Based on the findings of this study, it can be 
concluded that the marketing mix exerts a positive but 
statistically insignificant direct effect on purchase 
decisions. However, it has a positive and significant 
influence on consumer attitudes and purchase 
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intentions, both of which, in turn, significantly affect 
purchase decisions. Indirectly, the marketing mix 
significantly influences purchase decisions when 
mediated by consumer attitudes and intentions. These 
findings offer meaningful insights for educational 
contexts, particularly within entrepreneurship and 
sustainable agribusiness learning. They suggest that 
students should not only understand the components of 
the marketing mix but also recognise the strategic role of 
shaping consumer perceptions and behavioural 
intentions. Integrating these insights into teaching can 
enrich the development of entrepreneurial skills, 
especially in promoting locally produced, 
environmentally sustainable products. Thus, this study 
contributes not only to marketing theory but also to 
interdisciplinary educational practices that support 
sustainable business development. 
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