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ABSTRAK 

Jian Nur Susila Yuda, 201910210311021, PENGARUH MARKETING MIX (7P) 

TERHADAP MINAT BELI ULANG KONSUMEN DI PATRICK SIDE. Dibawah 
bimbingan Dr. Ir. Anas Tain M.M. dan Ir. Gumoyo Mumpuni Ningsih M.P.  

Penelitian ini bertujuan untuk menganalisis pengaruh marketing mix (7P) yang terdiri dari 

product, promotion, price, place, people, process, dan physical evidence terhadap minat beli 

ulang konsumen di Patrick Side, serta mengetahui strategi pengembangan usaha Patrick 

Side. Penelitian dilakukan di Patrick Side Kabupaten Ponorogo dengan menggunakan 

pendekatan kuantitatif dan jenis penelitian asosiatif. Pengambilan sampel menggunakan 

teknik purposive sampling dengan jumlah responden sebanyak 100 orang yang ditentukan 

menggunakan rumus Lemeshow. Pengumpulan data dilakukan melalui kuesioner, 

wawancara, observasi, dokumentasi, dan studi pustaka. Analisis data menggunakan analisis 

jalur (path analysis) dengan bantuan aplikasi SPSS serta analisis SWOT. Hasil penelitian 

menunjukkan bahwa variabel marketing mix (7P) secara simultan dan parsial berpengaruh 

signifikan terhadap minat beli ulang konsumen di Patrick Side. Faktor produk menjadi salah 

satu variabel yang paling dominan mempengaruhi minat beli ulang konsumen, didukung 

oleh kualitas produk, pelayanan yang baik, lokasi strategis, suasana nyaman, serta fasilitas 

fisik yang memadai. Selain itu, hasil analisis SWOT menunjukkan bahwa Patrick Side 

memiliki peluang pengembangan usaha yang cukup besar melalui peningkatan kualitas 

pelayanan, inovasi produk, dan pemanfaatan media sosial sebagai sarana promosi. Dengan 

demikian, penerapan strategi marketing mix yang tepat dapat meningkatkan minat beli ulang 

konsumen dan mendukung perkembangan usaha Patrick Side. 

 

Kata Kunci : Marketing Mix (7P), Minat Beli Ulang, Produk, Promosi, Physical Evidence, 

Analisis SWOT, Patrick Side. 
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ABSTRACT 

 

Jian Nur Susila Yuda, 201910210311021, The Influence of the Marketing Mix (7Ps) on 

Consumer Repurchase Intention at Patrick Side. Under the guidance of Dr. Ir. Anas Tain, 
M.M. and Ir. Gumoyo Mumpuni Ningsih, M.P. 

This study aims to analyze the influence of the marketing mix (7Ps) comprising product, 

promotion, price, place, people, process, and physical evidence on consumer repurchase 

intention at Patrick Side, as well as to formulate a business development strategy for the 

establishment. The research was conducted at Patrick Side in Ponorogo Regency, employing 

a quantitative approach with an associative research design. Sampling was executed using a 

purposive sampling technique, resulting in a sample size of 100 respondents determined via 

the Lemeshow formula. Data collection was carried out through questionnaires, interviews, 

observations, documentation, and literature review. Data analysis was performed using path 

analysis assisted by SPSS software, complemented by a SWOT analysis. The empirical 

findings indicate that the marketing mix (7Ps) variables simultaneously and partially exert a 

significant influence on consumer repurchase intention at Patrick Side. The product factor 

emerged as one of the most dominant variables affecting consumer repurchase intention, 

supported by product quality, excellent service, strategic location, comfortable ambiance, 

and adequate physical facilities. Furthermore, the SWOT analysis reveals that Patrick Side 

possesses substantial business development opportunities through service quality 

enhancement, product innovation, and the utilization of social media as promotional media. 

Consequently, the implementation of an appropriate marketing mix strategy can effectively 

enhance consumer repurchase intention and support the business growth of Patrick Side. 

Keywords: Marketing Mix (7Ps), Repurchase Intention, Product, Promotion, Physical 

Evidence, SWOT Analysis. 
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