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ABSTRAK 

 

Setiap perusahaan memiliki winning product. Meskipun begitu, winning 

product tersebut harus memiliki diferensiasi dan menjadi keunggulan 

kompetitif bagi tiap usaha. Persaingan bisnis tersebut dapat ditentukan 

oleh adanya purchase intention konsumen terhadap suatu produk yang 

dipengaruhi oleh 3 hal, yaitu price fairness, halal awareness, dan personal societal 

perception. Aroem merupakan usaha kecil yang bergerak di bidang kuliner, 

yang menyediakan bumbu masak instan yang praktis khas Indonesia, 

serta bergerak juga masakan Asia Tenggara dan Asia Selatan. Aroem 

menawarkan kepraktisan dan variannya yang tidak dimiliki pesaing 

lainnya. Karena Aroem merupakan bisnis baru dan masih membutuhkan 

test market, maka dari itu, peneliti ingin meneliti bagaimana kewajaran 

harga yang ditetapkan Aroem, kesadaran halal, dan persepsi konsumen 

mengenai produk Aroem. Oleh karena itu, penelitian ini bertujuan untuk 

menganalisis pengaruh price fairness, halal awareness, dan personal societal 

perception terhadap purchase intention pada konsumen Aroem. Penelitian ini 

dilakukan di Surabaya dan kota-kota sekitarnya, dengan sampel sebesar 

167 responden. Teknik pengambilan sampel menggunakan purposive 

sampling. Metode pengambilan data dengan cara menyebarkan kuesioner 

berdasarkan Skala Likert. Data yang diperoleh kemudian akan dianalisis 

menggunakan alat analisis Regresi Linear Berganda. Hasil penelitian ini 

menunjukkan bahwa price fairness berpengaruh signifikan terhadap 

purchase intention pada konsumen Aroem. Halal awareness berpengaruh 

signifikan terhadap purchase intention pada konsumen Aroem. Serta, 

personal societal perception berpengaruh signifikan terhadap purchase intention 

pada konsumen Aroem. 

 

Kata kunci : halal awareness, personal societal perception, price fairness, purchase 

intention 
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ABSTRACT 

 

Almost every company has their own best products. It should differentiate one 

another to have competitive advantages. While business competition may determined 

by 3 variables, that influenced purchase intention, namely price fairness, halal 

awareness, and personal societal perception. Aroem is a small business engaged in 

culinary, which provides Indonesian and International, like Southeast Asian and 

South Asian instant cooking spices. Aroem offers practicality and the variants that 

other competitors don't have. Because Aroem is a new business and still needs a 

market test, therefore, researcher want to examine the fairness of Aroem price, halal 

awareness, and personal societal perception in Aroem products. Therefore, this study 

aims to analyze The Effect Of Price Fairness, Halal Awareness, And Personal 

Societal Perception On Purchase Intentions In Aroem Consumers. This research was 

conducted in Surabaya and surrounding cities, with 167 respondents. The sampling 

technique used purposive sampling. The data collection method is by distributing 

questionnaires based on the Likert Scale. The data obtained was analyzed using the 

Multiple Linear Regression analysis techniques. The results of this study are as follow 

: First, price fairness are has a significant effect on the purchase intention in Aroem 

consumers. Second, halal awareness has a significant effect on the purchase intention 

in Aroem consumers. Third, personal social perceptions have a significant effect on 

purchase intentions in Aroem consumers. 

 

Keywords :  halal awareness, personal societal perception, price fairness, purchase 

intention 


