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ABSTRAK 

 

Penelitian ini memberlihatkan rencana sasaran untuk menguji pengaruh 

emosional, inovasi dan harga terhadap minat beli smartphone brand samsung di 

tengah pandemi Covid-19 pada mahasiswa universitas Wijaya Kusuma surabaya. 

Varibel bebas dari penelitian ini yaitu emosional (X1),Inovasi (X2),Harga (X3) 

dan variabel terikatnya yaitu Minat beli (Y) smartphone brand samsung.Teknik 

yang digunakan dalam pengambilan sampel penelitian ini mengunakan purposive 

sampling dengan kriteria mahasiswa UWKS dan mengenal smartphone brand 

Samsung. Jumlah sampel dalam penelitian ini sebanyak 62 responden. Teknik 

analisis untuk menguji hipotesis menggunakan regresi linier berganda dengan 

menguji dulu kelayakan kuesioner dengan menggunakan uji  validitas & 

reliabilitas.Hasil uji validitas dan reliabilitas menunjukan hasil yang valid dan 

reliable. Hasil uji regresi linier berganda menunjukkan bahwa : Hipotesis 1 yang 

menyatakan bahwa variabel Emosional berpengaruh signifikan terhadap minat 

beli diterima. Hipotesis 2 yang menyatakan bahwa variabel Inovasi berpengaruh 

signifikan terhadap minat beli ditolak. Dengan demikian variabel Inovasi tidak 

berpengaruh signifikan terhadap minat beli dan Hipotesis 3 yang menyatakan 

bahwa variabel Harga berpengaruh signifikan terhadap minat beli diter ima 

 

Kata Kunci : Emosional, Inovasi, Harga, Minat Beli, Smartphone Brand 

Samsung  
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ABSTRACT 

This study aims to examine the influence of emotional, innovation and price on 

the interest in buying Samsung brand smartphones in the midst of the Covid-19 

pandemic on Wijaya Kusuma university students in Surabaya. Free variables of 

this research are emotional (X1), Innovation (X2), Price (X3) and the dependent 

variable is buying interest (Y) smartphone brand samsung.Teknik sampling used 

in this study using purposive sampling criteria and recognize student UWKS 

Samsung branded smartphones. The number of samples in this study were 62 

respondents. The analysis technique to test the hypothesis uses multiple linear 

regression by first testing the feasibility of the questionnaire using the validity & 

reliability test. The results of the validity and reliability test show valid and 

reliable results. The results of the multiple linear regression test show that: 

Hypothesis 1 which states that the Emotional variable has a significant effect on 

buying interest is accepted. Hypothesis 2 which states that the Innovation variable 

has a significant effect on buying interest is rejected. Thus the innovation variable 

has no significant effect on buying interest and Hypothesis 3 which states that the 

price variable has a significant effect on buying interest is accepted 
 Keywords: Emotional, Innovation, Price, Buying Interest, Samsung Brand Smartphone 

 



viii 
 

DAFTAR ISI 

 

HALAMAN JUDUL  ...................................................................................  i 

HALAMAN PERNYATAAN BEBAS PLAGIAT  .......................................  ii 

HALAMAN PERSETUJUAN  .....................................................................  iii 

HALAMAN DEWAN PENGUJI  .................................................................  iv 

KATA PENGANTAR  .................................................................................  v 

ABSTRAK  ..................................................................................................  vi 

ABSTRACT  ................................................................................................  vii 

DAFTAR ISI  ...............................................................................................  viii 

 

 

 

BAB I PENDAHULUAN 

1.1 Latar Belakang .......................................................................  1 

1.2 Rumusan Masalah ..................................................................  8 

1.3 Tujuan Penelitian ...................................................................  8 

1.4 Manfaat Penelitian .................................................................  9 

1.5 Sistematika skripsi  ................................................................  9 

 

BAB II TELAAH PUSTAKA 

2.1   Landasan Teori.......................................................................  11 

2.1.1. Pemasaran  ...................................................................  11 

2.1.1.1. Konsep Pemasaraan  .......................................  12 

2.1.2   Emotional marketing ..................................................  12 

2.1.3   Inovasi ........................................................................  14 

2.1.3.1   Pentingnya Inovasi Produk ............................  15 

2.1.3.2   Indikator Inovasi ...........................................  16 

2.1.4   Harga...........................................................................  17 

2.1.5   Minat Beli ...................................................................  18 

2.2   Pengaruh antar Variabel .........................................................  19 



ix 

 

2.2.1 Pengaruh Emosional Terhadap Minat Beli ..................  19 

2.2.2 Pengaruh Inovasi Terhadap Minat Beli Konsumen ......  19 

2.2.3   Pengaruh Harga Terhadap Minat Beli Konsumen ........  20 

2.3 Penelitian Terdahulu ..............................................................  20 

2.4   Model Analisis ......................................................................  22 

 

BAB III METODE PENELITIAN   

3.1  Pendekatan Penelitian ..........................................................  23 

3.2  Populasi dan Sampel  ...........................................................  23 

3.2.1  Populasi  ...................................................................  23 

3.2.2  Sampel .....................................................................  24 

3.3    Identifikasi Variabel.............................................................  25 

3.4  Definisi Operasional Variabel  .............................................  25 

3.5  Jenis Data, Sumber Data dan Skala Pengukuran ...................  26 

3.6    Prosedur Pengumpulan Data ................................................  26 

3.7  Metode Analisis Data  ..........................................................  27 

3.7.1  Validitas dan Reliabilitas  .........................................  27 

3.7.2   Analisis Regresi Linier Berganda  .............................  28 

3.7.3 Uji Signifikansi F (Uji F)  .........................................  28 

3.7.4 Uji Signifikansi t (Uji t)  ...........................................  29 

3.7.5 Koefisien Korelasi (R)  .............................................  29 

3.7.6 Koefisien Determinasi (R2)  ......................................  29 

 

BAB IV HASIL PENELITIAN DAN PEMBAHASAN 

4.1    Deskripsi Obyek Penelitian ..................................................  30 

4.1.1   Sejarah Samsung .......................................................  30 

4.2    Data dan Deskripsi Hasil Penelitian ......................................  31 

4.2.1   Deskripsi Responden .................................................  31 

4.2.2   Deskripsi Variabel Bebas dan Terikat ........................  35 

4.3   Uji Kualitas Data ...................................................................  42 

4.4   Hasil Penelitian dan Pengujian Hipotesis ...............................  44 



x 

 

4.4.1  Analisis Regresi Linier Berganda..............................  44 

4.4.2    Uji F (F-test) .............................................................  47 

4.4.3  Uji t (t-test) ...............................................................  48 

4.5  Pembahasan .........................................................................  49 

4.5.1 Pengaruh EmosionalTerhadap Minat beli ..................  49 

4.5.2 Pengaruh Inovasi Terhadap Minat beli ......................  50 

4.5.3 Pengaruh Harga Terhadap Minat beli ........................  51 

 

BAB VSIMPULAN, SARAN DAN KETERBATASAN 

5.1  Simpulan ................................................................................  53 

5.2  Saran ......................................................................................  53 

5.3  Keterbatasan ..........................................................................  54 

 

DAFTAR PUSTAKA  .................................................................................  56 

LAMPIRAN  ...............................................................................................  59

  

 



xi 
 

DAFTAR GAMBAR 

 

Gambar 1.1  Pangsa Pasar Smartphone Secara Global  .................................  2 

Gambar 1.2  Top 6 Pangsa Pasar Di Indonesia ..............................................  4 

Gambar 2.1  Model Analisis .........................................................................  22 

 

 

 



 

 

1 
 

DAFTAR TABEL 

 

Tabel 1.1 Worldwide Smartphone Sales to End Users by Vendor in 1Q20 

(Thousands of Units) ................................................................  5 

Tabel 3.1 Definisi Operasional Variabel   .................................................  26 

Tabel 3.2 Skala Likert pada Kuesioner Penelitian.....................................  26 

Tabel 4.1 Responden Berdasarkan Jenis Kelamin .....................................  32 

Tabel 4.2 Responden Berdasarkan Umur..................................................  32 

Tabel 4.3 Responden Berdasarkan Pendapatan .........................................  33 

Tabel 4.4 Responden Berdasarkan Status .................................................  33 

Tabel 4.5 Responden Berdasarkan Pekerjaan ...........................................  34 

Tabel 4.6 Responden Berdasarkan Fakultas/Program Studi ......................  34 

Tabel 4.7 Rentang Skala ..........................................................................  35 

Tabel 4.8 Tanggapan Responden Tentang Variabel Emosional (X1) .........  36 

Tabel 4.9 Tanggapan Responden Tentang Variabel Inovasi (X2) ..............  38 

Tabel 4.10 Tanggapan Responden Tentang Variabel Harga (X3) ................  39 

Tabel 4.11 Tanggapan Responden Tentang Variabel Minat beli (Y) ...........  41 

Tabel 4.12 Hasil Pengujian Validitas .........................................................  43 

Tabel 4.13 Hasil Uji Reliabilitas ................................................................  44 

Tabel 4.14 Model Persamaan Regresi ........................................................  45 

Tabel 4.15 Tabel Interval Koefisien Korelasi .............................................  46 

 


	3.2  Populasi dan Sampel   23
	3.2.1  Populasi   23
	3.2.2  Sampel  24
	3.3    Identifikasi Variabel  25
	3.5  Jenis Data, Sumber Data dan Skala Pengukuran  26
	3.6    Prosedur Pengumpulan Data  26

	3.7.1  Validitas dan Reliabilitas   27
	3.7.2   Analisis Regresi Linier Berganda   28
	3.7.3 Uji Signifikansi F (Uji F)   28
	3.7.4 Uji Signifikansi t (Uji t)   29
	3.7.5 Koefisien Korelasi (R)   29
	3.7.6 Koefisien Determinasi (R2)   29
	Tabel 3.1 Definisi Operasional Variabel    26


