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ABSTRAK

Tujuan dari penelitian ini untuk mengetahui pengaruh langsung antara
strategi promosi, citra merek dan persepsi harga terhadap minat beli, dan
pengaruh tidak langsung antara strategi promosi, citra merek dan persepsi
harga terhadap minat beli melalui kepuasan konsumen produk Good Day
studi kasus di Kelurahan Sungai Bambu, Jakarta Utara.

Populasi dalam penelitian ini penduduk Kelurahan Sungai Bambu.
Dengan menggunakan metoda kuantitatif, dengan sampel penelitian diambil
berdasarkan rumus Moe. Responden dalam penelitian ini adalah para
konsumen Good Day sebanyak 100 orang. Teknik pengambilan sampel
menggunakan non probability sampling. Metoda pengambilan data primer
yang digunakan adalah metoda kuseioner dan dihimpun melalui instrument
dengan model skala /ikert. Metoda analisis data menggunakan analisis jalur
(path analysis) dengan menggunakan software SmartPLS versi 3.0.

Hasil penelitian ini membuktikan bahwa variabel strategi promosi,
citra merek dan persepsi harga tidak berpengaruh signifikan terhadap minat
beli, kepuasan konsumen berpengaruh signifikan terhadap minat beli
konsumen. Strategi promosi, citra merek dan persepsi harga tidak
berpengaruh signifikan terhadap minat beli melalui kepuasan konsumen
produk Good Day di Kelurahan Sungai Bambu, Jakarta Utara.

Kata Kunci: Strategi Promosi, Citra Merek, Persepsi Harga, Minat Beli,

Kepuasan Konsumen
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THE INFLUENCE OF PROMOTION STRATEGY, BRAND IMAGE
AND PRICE PERCEPTION TO PURCHASE INTEREST WITH
CONSUMERS SATISFACTION AS AN INTERVENING VARIABLE OF
GOOD DAY’S PRODUCT

(Case Study on Kelurahan Sungai Bambu)

ABSTRACT

The purpose of this research is to know the direct effect between a
promotion strategy, brand image and price perception of interest in buying,
and indirect effect between a promotion strategy, brand image and price
perception of interest in buying through customer satisfaction Good Day’s
product a case study on Kelurahan Sungai Bambu, North Jakarta.

The population of this study is on the people Kelurahan Sungai Bambu.
By using the quantitative method, with the sample made on the moe formula.
Respondents in this research were the Good Day’s consumers, there were
100 people. Technique of sample collection used non probability of sampling.
A method of the primary data used was the questionnaire method and
collected through instrument with the likert scale model. The method of
analysis data used analysis a track (path analysis) by using software
SmartPLS versi 3.0.

The result of this research proved that the variable a promotion
strategy, brand image and price perception are not significant impact in
buying interest, consumers satisfaction is significant impact on consumers
low purchasing interest. A promotion strategy, brand image and price
perception are not significant impact on buying interest consumers
satisfaction through the good program on Kelurahan Sungai Bambu, North
Jakarta.

Key words: Promotion Strategy, Brand Image, Price Perception, Buying
Interest, Customer Satisfaction
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