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ABSTRAK

Penelitian ini bertujuan untuk menganalisis pengaruh persespsi kualitas produk, persepsi
harga, dan bundling product terhadap brand image dan minat beli Konsumen Kopi Kenangan
di Kota Surabaya. Industri kopi modern di indonesia tengah berkembang pesat, disertai
dengan persaingan yang semakin ketat, sehingga diperlukan strategi pemasaran yang efektif
dalam membangun citra merek dan meningkatkan minat beli konsumen. Penelitian ini
menggunakan metode kuantitatif dengan pendekatan asosiatif kausal. Populasi dalam
penelitian ini adalah masyarakat Kota Surabaya yang mengenal produk Kopi Kenangan,
sedangkan sampel penitilian ini terdiri dari 100 responden yang dipilih menggunakan teknik
purposive sampling. Data dikumpulkan melalui kuesoner online dan dianalisis menggunakan
regresi linier berganda degan software SPSS. Hasil penelitian ini menunjukkan bahwa
persepsi kualitas produk memiliki dampak positif dan signifikan terhadap brand image
namun tidak memiliki dampak signifikan terhadap minat beli. Persepsi harga tidak
berdampak signifikan baik terhadap brand image maupun minat beli. Bundling Product
berdampak positif dan signifikan terhadap brand image dan minat beli dengan bundling
product menjadi variabel utama dalam memengaruhi minat beli konsumen. Hasil penelitian
ini memberikan manfaat praktis bagi manajemen Kopi Kenangan untuk memperkuat strategi
bundling produck sebagai strategi pemasaran utama serta mempertahankan kualitas produk
agar dapat meningkatkan brand image dalam pasar yang kompetitif.

Kata Kunci : Persepsi Kualitas Produk, Persepsi Harga, Bundling Product, Brand
image Minat Beli, Kopi Kenangan

vi



ABSTRACK

This study aims to analyze the influence of product quality perception, price perception, and
product bundling on brand image and consumer purchase intention for Kopi Kenangan in
Surabaya City. The modern coffee industry in Indonesia is experiencing rapid growth,
accompanied by increasingly competitive market conditions, which necessitates effective
marketing strategies to build brand image and enhance consumer purchase interest. The
research employs a quantitative approach with a casual associative method. The population
consists of individuals in Surabaya who are familiar with Kopi Kenangan products, while the
sample comprises 100 respondents selected using purposive sampling. Data were collected
through an online questionnaire and analyzed using multiple linear regression with SPSS
software. The findings indicate that product quality perception has a positive and significant
impact on brand image but does not significantly affect purchase intention. Price perception
does not significantly influence either brand image or purchase intention. Product bundling
positively and significantly affects both brand image and purchase intention, with product
bundling emerging as the main variable influencing consumer purchase intent. The results of
this study provide practical benefits for Kopi Kenangan management to strengthen product
bundling as a primary marketing strategy and to maintain product quality in order to improve
brand image in a competitive market.

Keywords : Product Quality Perception, Price Perception, Product Bundling, Brand
Image, Purchase Intention, Kopi Kenangan

vii



DAFTAR ISI

HALAMAN JUDUL
SURAT PERNYATAAN BEBAS PLAGIASL.......uuiiniiincnercssnnicssnnicssssscsnsenns i
LEMBAR PENGESAHAN.....uucoviniininntinensinsnisessaisssisssssssssssssssssssssssssssssss sones ii
HALAMAN PERSETUJUAN eeee T
ABSTRAK iv
KATA PENGANTAR....uuiirtiieininsaisenssisssissassssssssssssssesssssssssssssssssssssssssssssssans iiv
DAFTAR ISL...iiiininnniicninsnniicssssaniecsssssssssssssssessssssssssssssssssssssssssssssssssssssssssssssss iix
DAFTAR TABEL xii
DAFTAR GAMBAR......uueiticeinensinnisesssisssissessaesssissssssssssisssssssssssssssssssssess xiii
DAFTAR LAMPIRAN...ccoonniiiennnniicsssssnrecssssssessssssssscsssssssssssssssssssssssssssssssssssssse Xiv
BAB I PENDAHULUAN....uccovtininstininssicssisesssesssissssssnsssissssssssssssssssssssssssssssssssese 1
1.1 Latar Belakang.........coooooiiiiiiiiiii e 1
1.2 Rumusan Masalah..........cc.ccoooiiiiiiiii e, 7
1.3 Tujuan Penelitian..........ccooovviiiiiiiiiieeiecee e e 8
1.4 Manfaat Penelitian...........ccooveviiiiiniiiieeieeieecescee e 9
1.4.1  Manfaat TeOTItIS. ....coviiiiiiriiieeteeeee e 9
1.4.2  Manfaat Praktis.........coocevuieiieiieniiiieeieeeeeeeee e 9
1.5 Sistematika SKIIPST....ccveeriieriierieeiieie ettt 9
BAB Il TELAAH PUSTAKA 12
2.1 Landasan TeOT......cccueeuiiiiiiiiieieeiee e 12
2.1.1 Manajemen Pemasaran...........ccccceeevvieriieeniieeeiie e 12
2.1.2  Persepsi Kualitas Produk...........ccccceouiiriiiiiiiiiieceeee e 15
2.1.3  Persepsi Harga........ccooeovieeiiiieiiecceceeee e 16
2.1.4  Bundling Product..........ccccocuiioiieiiieiieiiieieeeie ettt 17
2.1.5  Brand IMage........cccccueeeiiiieiiieeieeetee et e e 18
2.1.6  Minat Beli KONSUMEeN.........ccceeviiiiiniiiiirieiceieceeeeeeeee e 18
2.2 Penelitian Terdahulu...........cccooiiiiiiiniiiieeeen 19
2.3 Pengembangan Hipotesis........cceerieriiienieeiiienieeieenie e 27
2.3.1 Pengaruh antara Persepsi Kualitas Produk terhadap Brand Image....27
2.3.2  Pengaruh Persepsi Kualitas Produk terhadap Minat Beli................... 28
2.3.3 Pengaruh Persepsi Harga terhadap Brand Image............................... 28
234 Pengaruh Persepsi Harga terhadap Minat Beli.......c..coceveiiiniencnne. 29

viii



2.3.5 Pengaruh Bundling Product terhadap Brand Image............c..c......... 29

2.3.6  Pengaruh Bundling Product terhadap Minat Beli............cc.ccoceennee. 30
2.4 Kerangka Konseptual...........ccccveviieiieiiiiiieiiecieeseecie e 30
BAB III METODE PENELITIAN....cuciiiiinniiicnissnnnicsssssnccssssssecssssssnssssssssssssnses 32
3.1 Pendekatan Penelitian............ccccvvieeiiiiiiiieciieeeeeeeee e 32
3.2 Populasi dan Sampel Penelitian............cccccveeveiieeniiieniiieciieeeee e 32
32,1 POPUIAST.cccciiiiiiiecieeeee e e e 32
3.2.2  Sampel Penelitian..........ccccueeeiiieeiiieieiieeeiie e 33
33 Identifikasi Variabel...........cccccooiiiiiniiiiiii e 33
3.3.1  Variabel Independen............cccoeevieiiiiiiienieeiieiecieeee e 33
3.3.2  Variabel Dependen.............coociieeiiiiniiieiiiiiicie e 34
3.4 Defini Operasional dan pengukuran variabel.............ccccecveviencieennennnnn. 34
3.5 Jenis dan Sumber Data........c..cooeviiiiiiinienieceeee e 37
351 JeniS Datl....cceeeuieiiieiieieeieieee e 37
3.52  SUMDBET Data.....cceeeiiiiiiieiiiiesiceeceee s 38
3.6 Proses Pengumpulan Data............ccceeviieiiieriiienienieeieie e 38
3.7 Teknik analisis data...........coceeviriiiiiiiiiieeeee e 39
3.7.1  Uji INSTHUMEN. ..ottt ettt 39
3.7.2  Regresi Linier Berganda.............cccceeiiiiiiniiiiniiniieieeeeeeee e 40
BAB IV HASIL DAN PENELITIAN....ccccoinntiicsssnnicssssansecsssssssesssssssssssssssssssssns 41
4.1 Gambaran Umum Penelitian............ccoceeverviiniiniiiiniencniececeeeee 41
4.1.1 Sejarah Singkat Kopi Kenangan............ccccceevvieiieniiencienieeieesneenenn 41
42 Hasil Penelitian........cocoveiviiiiiniiieiieceiceeceee e 41
42.1 Karakteristik ReSponden..........cccceevuieiiiiiiiiniieiierieeieeie e 41
43 Deskripsi Variabel Penelitian............cccceeevieriiiiiieniiniiiiiecieeiceceeiens 44
43.1 Deskripsi Jawaban Responden.............cccceeviiiiieniienieniieienieeene 44
4.4 Hasil Analisis Data.........ccocouieviiiiiiiieiiieeceee e 48
4.4.1  Hasil Uji Validitas.......ccoceerieriiiiiieeieecie ettt 48
4.4.2  Hasil Uji Realibilitas.........cccceecerieneniiniiiinicnieecceeeeecneeee 49
443 Uji Analisis Regresi Berganda............cocccoeiiiniiiiinniiinieeiceieee 50
4.5 Pembahasan...........cccooiiiieiiiiceeeee e e 53
BAB V PENUTUP....uuiiitiniinenseinsnisensisssissesssssssisssssssssssssssssssssssssssssssasssssssssss 59
5.1 STMPULANL .. 59
5.2 SATAN. ..ottt s 60



5.3 Keterbatasan Penelitian

DAFTAR PUSTAKA
LAMPIRAN



DAFTAR TABEL

Tabel 2.1 Penelitian Terdahulu............ccooooiiiiiiiii e, 19
Tabel 3.1 Definisi Operasional...........c.ccoceeverrierieniiiinienenieneeeeeese e 34
Tabel 4.1 Kriteria Responden Berdasarkan Jenis Kelamin...........ccccoeovevieniennnne. 42
Tabel 4.2 Kriteria Responden Berdasarkan Usia..........ccccoeeevveeciieeniieinciieeeiee e, 42
Tabel 4.3 Kriteria Responden Berdasarkan Pendidikan Terakhir................c........ 43
Tabel 4.4 Kriteria Responden Berdasarkan Pekerjaan............ccccoecvveviiiiiieniennnnns 43
Tabel 4.5 Kriteria Responden Berdasarkan Skala Likert............cccoeevvveeiieeenneennee. 45
Tabel 4.6 Deskripsi jawaban responden atas variabel Persepsi Kualitas Produk... 45
Tabel 4.7 Deskripsi jawaban responden atas variabel Persepsi Harga................... 46
Tabel 4.8 Deskripsi Jawban responden atas variabel Bundling Product................ 46
Tabel 4.9 Deskripsi jawaban responden atas variabel Brand Image...................... 47
Tabel 4.10 Deskripsi jawaban responden atas variabel Minat Beli........................ 47
Tabel 4.11 Hasil Uji Validitas..........ccceeeviireiiieeiiieecieeeeeeeee e e 48
Tabel 4.12 Hasil Uji Reliabilitas.........cccoevveriiriiiiniiniiieiceceeecsecc e 49
Tabel 4.13 Hasil Uji Analisis Regresi Berganda.............ccccoeeveeviiniiieniiniieniene 50
Tabel 4.14 Hasil Uji Analisis Regresi Berganda............ccccoeeviieiiiieniiiinieeeieen, 51

Xi



Gambar 2.1 (Kerangka Konseptual)

DAFTAR GAMBAR

Xii

31



DAFTAR LAMPIRAN

LAMPIRAN I KUESIONER PENELITTIAN.......cocciiiiiiiiiiinieeiecieeec e 66
LAMPIRAN 2 TABULASI DATA. ...ttt 74
LAMPIRAN 3 UJI VALIDITAS . ..o 95
LAMPIRAN 4 UJT REALIBILITAS.....ccooiiiiiiiiiieeeecc e 99
LAMPIRAN 5 UJI REGRESI BERGANDA........cccoooiiiiiiiiniiiciccicecice 102

Xiii



