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(Surat Q.S An Nur ayat 27).
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Skripsi ini penulis persembahkan untuk:

e Papa dan Mama tercinta yang selalu memberikan doa dan
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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 AMQOS 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.
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