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ABSTRAK

Penelitian ini' bertujuan untuk menganalisis  pengaruh harga dan promosi terhadap
keputusan pembelian produk makanan dengan minat beli sebagai variabel intervening pada
rumah makan sengkaling kuliner malang, dengan menggunakan minat beli sebagai variabel
mediasi. Penelitian .ini menggunakan pendekatan kuantitatif dengan metode survey.
Populasi penelitian adalah masyarakat yang pernah mengunjungi rumah makan sengkaling
kuliner malang, dengan sampel sebanyak 100 orang. Teknik-pengambilan sampel yang
digunakan adalah total sampling, sehingga seluruh populasi dijadikan sampel penelitian.
Data dikumpulkan melalui kuesioner dan dianalisis menggunakan teknik SPSS statistical
Product and Service Solution (SPSS) dengan ‘bantuan software spss. Hasil penelitian
menunjukkan bahwa harga berpengaruh positif dan signifikan terhadap keputusan
pembelian. Artinya, semakin terjangkau dan kesesuaian harga yang dimiliki perusahaan
maka akan menciptakan keputusan pembelian masyarakat. Promosi _juga berpengaruh
positif dan signifikan terhadap keputusan pembelian. Artinya, semakin gencarna promosi
yang dilakukan perusahaan makan akan menarik masyarakat untuk melakukan keputusan
pembelian. Selain itu harga juga berpengaruh positif dan signifikan terhadap minat beli,
artinya harga yang diberikan rumah makan sengkaling kuliner malang memberikan
keyakinan minat beli pelanggan. Selain itu, promosi juga berpengaruh positif dan
signifikan terhadap minat beli, artinya promosi yang diberikan rumah makan sengkaling
kuliner malang memberikan keyakinan minat beli pelanggan, Selain itu minat beli juga
berpengaruh positiv dan signifikan terhadap keputusan pembelian, yang artinya, minat beli
yang diradakan oleh pelangan memungkinkan untuk pelangan melakukan keputusan
pembelian. Minat beli mampu memediasi harga dan promosi terhadap keputusan
pembelian, hal ini menunjukan bahwa minat beli merupakan jalur untuk mencapai
keputusan pembelian.

Kata kunci — Harga, promosi, Minat beli, Keputusan pembelian
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ABSTRAK

This research aims to analyze the influence of price and promotion on purchase decisions
for food products with purchase intention as an intervening variable at Sengkaling Kuliner
Malang Restaurant, using purchase intention-as a mediating variable. This study uses a
guantitative approach with a survey method. The study population was people who had
visited Sengkaling Kuliner Malang restaurant, with a sample of 100 people. The sampling
technique used was total sampling, so the entire population was used as a research sample.
Data were collected through questionnaires and analyzed using SPSS statistical Product
and Service Solution (SPSS) techniques with the help of SPSS software. The results showed
that price had a positive and significant effect on purchase decisions. This means that the
more affordable and appropriate the price set by the company, the more it will create
purchasing decisions for the public. Promotion also has a positive and significant effect on
purchase decisions. This means that the more aggressively the company promotes, the more
it will attract the public to make purchasing decisions. In addition, price also has a positive
and significant effect on purchase intention, meaning that the price offered by Sengkaling
Kuliner Malang restaurant provides confidence in customers' purchase intentions. In
addition, promotion also has a positive and significant effect on purchase intention,
meaning that the promotion provided by Sengkaling Kuliner Malang restaurant provides
confidence in customers' purchase-intentions. In-addition, purchase intention also has a
positive and significant effect on purchase decisions, which means that purchase intention
felt by customers allows customers to make purchasing decisions. Purchase intention is
able to mediate price and promotion on purchase decisions, this shows that purchase
intention is a pathway to achieving purchase decisions.

Keywords — Price, Promotion, Purchase Decision, Purchase intention.
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