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ABSTRAK

Penelitian ini bertujuan untuk menganalisis pengaruh Desain Produk dan
Persepsi Harga terhadap Minat Beli konsumen dengan Social Media Marketing
sebagai variabel mediasi pada konsumen Kedai Kopi Nescafé¢ di Kabupaten
Cilacap. Penelitian ini menggunakan pendekatan kuantitatif dengan metode
survei. Populasi penelitian adalah seluruh konsumen Kedai Kopi Nescafé di
Kabupaten Cilacap yang pernah melakukan pembelian produk. Jumlah sampel
yang digunakan sebanyak 100 responden yang diambil menggunakan teknik non-
probability sampling dengan pendekatan purposive sampling. Metode
pengumpulan data dilakukan melalui penyebaran kuesioner. Teknik analisis data
yang digunakan dalam penelitian ini adalah Analisis Jalur (Path Analysis) berbasis
Regresi Linear Berganda yang diolah menggunakan IBM SPSS 27 serta Uji Sobel
(Sobel Test) untuk menguji pengaruh mediasi.

Hasil penelitian menunjukkan bahwa: (1) Desain Produk berpengaruh
positif dan signifikan terhadap Social Media Marketing; (2) Persepsi Harga
berpengaruh positif dan signifikan terhadap Social Media Marketing; (3) Desain
Produk berpengaruh positif dan signifikan terhadap Minat Beli; (4) Persepsi
Harga berpengaruh positif dan signifikan terhadap Minat Beli; (5) Social Media
Marketing berpengaruh positif dan signifikan terhadap Minat Beli; (6) Social
Media Marketing mampu memediasi pengaruh Desain Produk terhadap Minat
Beli secara signifikan; dan (7) Social Media Marketing mampu memediasi
pengaruh Persepsi Harga terhadap Minat Beli secara signifikan.

Kata kunci: Desain Produk, Persepsi Harga, Social Media Marketing, Minat Beli,
Analisis Jalur.
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ABSTRACT

This study aims to analyze the effect of Product Design and Price
Perception on Consumer Purchase Intention, with Social Media Marketing as a
mediating variable among consumers of Nescafé Coffee Shop in Cilacap Regency.
This research employs a quantitative approach using a survey method. The
population of this study comprises all consumers of Nescafé Coffee Shop in
Cilacap Regency who have previously purchased the products. A sample of 100
respondents was selected using a non-probability sampling technique with a
purposive sampling approach. Data collection was conducted through the
distribution of questionnaires. The data analysis technique utilized in this study is
Path Analysis based on Multiple Linear Regression processed using IBM SPSS 27,
along with the Sobel Test to examine the mediating effect.

The results of the study show that: (1) Product Design has a positive and
significant effect on Social Media Marketing, (2) Price Perception has a positive
and significant effect on Social Media Marketing; (3) Product Design has a
positive and significant effect on Purchase Intention; (4) Price Perception has a
positive and significant effect on Purchase Intention; (5) Social Media Marketing
has a positive and significant effect on Purchase Intention; (6) Social Media
Marketing significantly mediates the effect of Product Design on Purchase
Intention; and (7) Social Media Marketing significantly mediates the effect of
Price Perception on Purchase Intention.

Keywords: Product Design, Price Perception, Social Media Marketing, Purchase
Intention, Path Analysis.
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