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ABSTRAKSI

Penelitian ini bertujuan untuk menganalisis pengaruh iklan dan product bundling
terhadap minat beli smartphone di Art Celluler, baik secara langsung maupun
melalui sikap konsumen (customer attitude) sebagai variabel mediasi. Penelitian ini
menggunakan pendekatan kuantitatif dengan teknik purposive sampling, dengan
total sampel sebanyak 100 responden. Pengumpulan data dilakukan melalui
penyebaran kuesioner secara offline. Data dianalisis menggunakan metode
Structural Equation Modeling (SEM) berbasis Partial Least Square (PLS) dengan
bantuan aplikasi SmartPLS 4. Hasil penelitian menunjukkan bahwa iklan tidak
berpengaruh signifikan terhadap customer attitude, namun berpengaruh signifikan
terhadap minat beli. Sementara itu, product bundling berpengaruh signifikan baik
terhadap customer attitude maupun minat beli. Di sisi lain, customer attitude tidak
berpengaruh signifikan terhadap minat beli. Pengaruh iklan dan product bundling
terhadap minat beli melalui customer attitude juga tidak signifikan. Temuan ini
menunjukkan bahwa strategi iklan lebih efektif secara langsung dalam
mempengaruhi minat beli, dan strategi product bundling mampu membentuk sikap
positif serta mendorong minat beli konsumen.

Kata Kunci: iklan, product bundling, customer attitude, minat beli
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ABSTRACT

This study aims to analyze the influence of advertising and product bundling on the
purchase intention of smartphones at Art Celluler, both directly and indirectly
through customer attitude as a mediating variable. A quantitative approach was
used with a purposive sampling technique, involving 100 respondents. Data were
collected using offline questionnaires and analyzed through Structural Equation
Modeling (SEM) with the Partial Least Square (PLS) method using SmartPLS 4
software. The results show that advertising does not significantly affect customer
attitude, but has a significant direct effect on purchase intention. Product bundling
significantly affects both customer attitude and purchase intention. However,
customer attitude does not significantly influence purchase intention. Furthermore,
the indirect effects of advertising and product bundling on purchase intention
through customer attitude were also found to be insignificant. These findings
suggest that advertising is more effective in directly influencing purchase intention,
while product bundling not only shapes positive customer attitudes but also
increases purchase interest.

Keywords: Advertising, Product Bundling, Customer Attitude, Purchase Intention
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