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ABSTRAKSI 

 

Penelitian ini bertujuan untuk menganalisis pengaruh persepsi harga, inovasi 

produk, dan daya tarik iklan terhadap minat beli ulang dengan keputusan pembelian 

sebagai mediasi pada Produk Minumin Kurma. Populasi dalam penelitian ini adalah 

konsumen produk “Minumin Kurma” di kabupaten Kudus yang tidak diketahui 

jumlahnya secara pasti. Penentuan jumlah sampel yaitu jumlah indikator dikali 5 

sampai 10 Hair, pada penelitian ini memiliki 27 indikator, yang berarti Jumlah 

Sampel adalah 27 x 6 = 162 responden. Metode pengumpulan data menggunakan 

kuesioner. Pengolahan data menggunakan metode Structural Equation Modelling 

(SEM) melalui program AMOS 24. Hasil penelitian menunjukkan bahwa (1) 

Persepsi harga berpengaruh positif dan signifikan terhadap keputusan pembelian 

pada pelanggan Minumin Kurma di Kudus, (2) Inovasi produk berpengaruh positif 

dan signifikan terhadap keputusan pembelian pada pelanggan Minumin Kurma di 

Kudus, (3) Daya tarik iklan berpengaruh positif dan signifikan terhadap keputusan 

pembelian pada pelanggan Minumin Kurma di Kudus, (4) Persepsi harga 

berpengaruh positif dan signifikan terhadap minat beli ulang pelanggan Minumin 

Kurma di Kudus, (5) Inovasi produk berpengaruh positif dan signifikan terhadap 

minat beli ulang pelanggan Minumin Kurma di Kudus, (6) Daya tarik iklan 

berpengaruh positif dan signifikan terhadap minat beli ulang pelanggan Minumin 

Kurma di Kudus, (7) Keputusan pembelian berpengaruh positif dan signifikan 

terhadap minat beli ulang pelanggan Minumin Kurma di Kudus, (8) Variabel 

keputusan pembelian bisa menjadi variabel intervening antara pengaruh variabel 

persepsi harga dan inovasi produk terhadap minat beli ulang, dan (9) Variabel 

keputusan pembelian tidak bisa menjadi variabel intervening antara pengaruh 

variabel daya tarik iklan terhadap minat beli ulang. 

  

Kata Kunci: Persepsi Harga, Inovasi Produk, Daya Tarik Iklan, Minat Beli 

Ulang, dan Keputusan Pembelian. 
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ABSTRACTION 

 

This research aims to analyze the influence of price perception, product 

innovation, and advertising attractiveness on repurchase intention with purchasing 

decisions as mediation for Date Drinking Products. The population in this research 

is consumers of "Date Drinking" products in Kudus district whose exact number is 

not known. Determining the number of samples is the number of indicators 

multiplied by 5 to 10 Hair, this study has 27 indicators, which means the number of 

samples is 27 x 6 = 162 respondents. The data collection method uses a 

questionnaire. Data processing uses the Structural Equation Modeling (SEM) 

method through the AMOS 24 program. The research results show that (1) Price 

perception has a positive and significant effect on purchasing decisions for 

Drinking Dates customers in Kudus, (2) Product innovation has a positive and 

significant effect on purchasing decisions for Drinking Dates customers in Kudus, 

(3) The attractiveness of advertising has a positive and significant effect on 

purchasing decisions for Drinking Dates customers in Kudus, (4) Price perception 

has a positive and significant effect on repurchase intentions for Drinking Dates 

customers in Kudus, (5) Innovation the product has a positive and significant effect 

on the repurchase interest of Drinking Dates customers in Kudus, (6) The 

attractiveness of the advertisement has a positive and significant effect on the 

repurchase interest of Drinking Dates customers in Kudus, (7) Purchasing 

decisions have a positive and significant effect on the repurchase interest of 

Drinking Dates customers Dates in Kudus, (8) Purchasing decision variables can 

be intervening variables between the influence of price perception variables and 

product innovation on repurchase interest, and (9) Purchasing decision variables 

cannot be intervening variables between the influence of advertising attractiveness 

variables on repurchase interest. 

 

Keywords: Price Perception, Product Innovation, Advertising Attractiveness, 

Repurchase Intention, and Purchase Decision. 



 
 

 x  
 

DAFTAR ISI 

Halaman  

MOTTO DAN PERSEMBAHAN              v 

KATA PENGANTAR               vi 

ABSTRAKSI               viii 

ABSTRACTION              viii 

DAFTAR ISI                 x 

DAFTAR TABEL               xii 

DAFTAR GAMBAR              xiii 

BAB 1 PENDAHULUAN                 1 

1.1. Latar Belakang Masalah                1 

1.2. Ruang Lingkup               15 

1.3. Perumusan Masalah               16 

1.4. Tujuan Penelitian               17 

1.5. Manfaat Penelitian               18 

BAB II TINJAUAN PUSTAKA              19 

2.1. Grand Theory                19 

2.2. Minat Beli Ulang               20 

2.3. Persepsi Harga                24 

2.4. Inovasi Produk               28 

2.5. Daya Tarik Iklan               32 

2.6. Keputusan Pembelian               35 

2.7. Pengaruh Antar Variabel              38 

2.8. Penelitian Terdahulu               42 

2.9. Kerangka Pemikiran Teoritis              45 

2.10. Hipotesis                46 

BAB III METODE PENELITIAN              48 

3.1. Rencana Penelitian               48 

3.2. Variabel Penelitian               48 

3.3. Jenis Dan Sumber Data              51 



 
 

 xi  
 

3.4. Populasi dan Sampel               52 

3.5. Pengumpulan Data               53 

3.6. Pengolahan Data               54 

3.7. Uji Instrumen                55 

3.8. Teknik Analisis Data               56 

BAB IV HASIL DAN PEMBAHASAN             64 

4.1. Gambaran Umum Objek Penelitian             64 

4.2. Penyajian Data               66 

4.3. Analisis Data                72 

4.4. Pembahasan                92 

BAB V KESIMPULAN DAN SARAN             99 

5.1. Kesimpulan                99 

5.2. Saran               100 

DAFTAR PUSTAKA              103 

LAMPIRAN               111 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

 xii  
 

DAFTAR TABEL 

Halaman  

Tabel 1.1  Data Pengolahan Makanan dan Minuman di Indonesia..................  4 

Tabel 1.2  Target dan Realisasi Omzet 2020-2023 ..........................................  10 

Tabel 3.1  Goodness-of-Fit Indices ..................................................................  63 

Tabel 4.1  Prosentase Responden .....................................................................  68 

Tabel 4.2  Deskriptif Variabel Persepsi Harga.................................................  69 

Tabel 4.3  Deskriptif Variabel Inovasi Produk ................................................  69 

Tabel 4.4  Deskriptif Variabel Daya Tarik Iklan .............................................  70 

Tabel 4.5  Deskriptif Variabel Keputusan Pembelian ......................................  71 

Tabel 4.6  Deskriptif Variabel Minat Beli Ulang .............................................  72 

Tabel 4.7  Uji Validitas ....................................................................................  73 

Tabel 4.8  Uji Average Variance Extracted .....................................................  74 

Tabel 4.9  Hasil Uji Discriminant Validity ......................................................  74 

Tabel 4.10 Uji Reliabilitas ...............................................................................  75 

Tabel 4.11 Uji Normalitas ................................................................................  76 

Tabel 4.12 Outlier ............................................................................................  77 

Tabel 4.13 Mahalanobis Distance ...................................................................  77 

Tabel 4.14  Analisis Goodness of Fit Variabel Eksogen Sebelum Perbaikan .  78 

Tabel 4.15  Analisis Goodness of Fit Variabel Eksogen Setelah Perbaikan ....  79 

Tabel 4.16  Analisis Goodness of Fit Variabel Endogen Sebelum Perbaikan .  80 

Tabel 4.17  Analisis Goodness of Fit Variabel Endogen Setelah Perbaikan ...  81 

Tabel 4.18 Analisis Goodness of Fit Variabel Full Model Sebelum Perbaikan 82 

Tabel 4.19 Analisis Goodness of Fit Variabel Full Model Setelah Perbaikan.  83 

Tabel 4.20 Analisis Goodness of Fit Model SEM ...........................................  84 

Tabel 4.21 Standardised Regression Weights ..................................................  85 

Tabel 4.22 Square Multiple Correlation ..........................................................  87 

Tabel 4.23 Regression Weights Standardized Estimates .................................  88 

Tabel 4.24 Hasil estimasi Direct Effect............................................................  90 

Tabel 4.25 Hasil estimasi Indirect Effect, Direct Effect, dan Total Effect .......  91 

 



 
 

 xiii  
 

DAFTAR GAMBAR 

Halaman  

Gambar 1.1 Grafik Tren Minuman Sehat di Indonesia ....................................    7 

Gambar 1.2 Grafik Omzet Minumin Kurma ....................................................   11 

Gambar 2.1 Kerangka Pemikiran Teoritis .......................................................  46 

Gambar 4.1 Logo “Minumin Kurma” ..............................................................  66 

Gambar 4.2 “Minumin Kurma” yang sudah siap dipasarkan ..........................  67 

Gambar 4.3 Output Variabel Eksogen Sebelum Perbaikan .............................  78 

Gambar 4.4 Output Variabel Eksogen Setelah Perbaikan ...............................  79 

Gambar 4.5 Output Variabel Endogen Sebelum Perbaikan .............................  80 

Gambar 4.6 Output Variabel Endogen Setelah Perbaikan ...............................  81 

Gambar 4.7 Full Measurement Model Sebelum Perbaikan .............................  82 

Gambar 4.8 Full Measurement Model Setelah Perbaikan ...............................  83 

Gambar 4.9 Structural Equation Modelling ....................................................  84 

 

 

 

 


