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ABSTRAKSI 

 

Penelitian ini bertujuan untuk menganalisis pengaruh viral marketing 

terhadap keputusan pembelian Mixue di Kudus. Menganalisis pengaruh cita rasa 

terhadap keputusan pembelian Mixue di Kudus Menganalisis pengaruh inovasi 

produk terhadap keputusan pembelian Mixue di Kudus. Menganalisis pengaruh 

secara bersama-sama viral marketing, cita rasa dan inovasi produk terhadap 

keputusan pembelian Mixue di Kudus. Populasi pada penelitian ini adalah 

konsumen Mixue di Kudus. Teknik pengambilan sampel menggunakan purposive 

sampling sehingga menghasilkan sampel sebanyak 120 responden. Analisis data 

menggunakan analisis regresi berganda dengan alat analisis IBM SPSS v.26. 

Berdasarkan hasil penelitian menunjukkan bahwa secara parsial viral marketing 

berpengaruh positif dan signifikan terhadap keputusan pembelian, cita rasa 

berpengaruh positif dan signifikan terhadap keputusan pembelian, inovasi produk 

berpengaruh positif dan signifikan terhadap keputusan pembelian. Secara simultan 

viral marketing, cita rasa dan inovasi produk berpengaruh positif dan signifikan 

terhadap keputusan pembelian Mixue di Kudus. 

 

Kata kunci: viral marketing, cita rasa, inovasi produk, keputusan pembelian. 

 

 

 

 

 



 

ix 

 

THE INFLUENCE OF VIRAL MARKETING, TASTE IMAGE AND 

PRODUCT INNOVATION ON MIXUE PURCHASE DECISIONS IN KUDUS 

 

 

ABDUL GHOFUR 

2020-11-418 

 

 

 

Advisor: 1. Nurul Rizka Arumsari, S. E., M. M. 

    2. Rozaq M. Yasin, S. E., M. E. K. 

 

 

UNIVERSITAS MURIA KUDUS 

FACULTY OF ECONOMICS AND BUSINESS 

MANAGEMENT STUDY PROGRAM 

 

ABSTRACT 

 

This research aims to analyze the influence of viral marketing on Mixue 

purchase decisions in Kudus. Analyzing the influence of taste image on the decision 

to purchase Mixue in Kudus. Analyzing the influence of product innovation on the 

decision to purchase Mixue in Kudus. Analyzing the joint influence of viral 

marketing, taste image and product innovation on Mixue purchase decisions in 

Kudus. The population in this study were Mixue consumers in Kudus. The sampling 

technique used purposive sampling to produce a sample of 120 respondents. Data 

analysis used multiple regression analysis with the IBM SPSS v.26 analysis tool. 

Based on the research results, it shows that partially viral marketing has a positive 

and significant effect on purchase decisions, taste image has a positive and 

significant effect on purchase decisions, product innovation has a positive and 

significant effect on purchase decisions. Simultaneously viral marketing, taste 

image and product innovation have a positive and significant influence on Mixue 

purchase decisions in Kudus. 

 

Keywords: viral marketing, taste image, product innovation, purchase decisions. 
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