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Surya Danu Kusmono, S.T. NRP 8112413006. Pengaruh Bauran Pemasaran Terhadap
Perceived Value Dan Keputusan Pembelian Produk Lampu Hemat Energi Merek ACR Di
Surabaya. Di bawah bimbingan: Dr. Hartono Rahardjo

ABSTRAK

Seiring dengan krisis energi listrik yang terjadi, maka penggunaan lampu hemat energi
merupakan salah satu cara mendukung gerakan hemat energi. Selain itu, persaingan yang semakin
ketat antar produk lampu dari berbagai merek mengharuskan setiap produsen harus mampu
menguatkan keputusan pembelian konsumen. Tujuan penelitian ini adalah menjelaskan pengaruh
produk, harga, promosi dan tempat terhadap perceived value dan purchase decision pada produk
lampu hemat energi merek ACR di Surabaya. Strategi bauran pemasaran yang tepat akan
menghasilkan nilai dan mengarah pada pengambilan keputusan pembelian oleh konsumen.

Penelitian ini menggunakan produk, harga, promosi dan tempat sebagai variabel eksogen.
Perceived value sebagai variabel intervening dan purchase decision sebagai variabel endogen.
Penelitian ini termasuk dalam kategori penelitian kuantitatif. Jumlah sampel penelitian sebanyak
150 responden dengan teknik analisis data menggunakan Structural Equation Modeling (SEM).

Hasil dari penelitian ini menunjukkan bahwa pengaruh produk, harga, promosi dan tempat
berpengaruh terhadap perceived value, tetapi diantara empat variabel eksogen tersebut yang
memiliki pengaruh langsung terhadap purchase decision adalah variabel produk dan tempat. Hasil
pengujian indirect effect bisa dijelaskan bahwa keseluruhan variabel eksogen yaitu produk, harga,
promosi dan tempat berpengaruh terhadap purchase decision melalui perceived value sebagai
variabel mediasi.

Kata Kunci: Produk, Harga, Promosi, Tempat, Perceived Value, Keputusan Pembelian dan Lampu
Hemat Energi Merek ACR.



Surya Danu Kusmono, S.T. NRP 8112413006. Effect of Marketing Mix To Perceived Value And
Purchase Decision Energy Saving Lamp Product Brand ACR In Surabaya. Supervised by: Dr.
Hartono Rahardjo

ABSTRACT

Along with the electricity crisis occurs, then the use of energy saving lamp is one way to
support energy saving movement. In addition, the increasing competition between products of
different brands of lamps require each manufacturer must be able to strengthen consumer
purchasing decisions. The purpose of this study is to explain the effect of product, price, promotion
and place of the perceived value and purchase decision on energy saving lamp products brand ACR
in Surabaya. Right marketing mix strategy will generate value and lead to making purchase
decisions by consumers.

This study uses the product, price, promotion and place as exogenous variables. Perceived
value as an intervening variable and purchase decision as an endogenous variable. This study was
included in the category of quantitative research. Total sample of 150 respondents with data
analysis techniques using Structural Equation Modeling (SEM).

The results of this study indicate that the effect of the product, price, promotion and place
affect the perceived value, but among the four exogenous variables that have a direct influence on
the purchase decision is a variable product and place. Test results can be explained that the
indirect effect of exogenous variables, namely the overall product, price, promotion and place
influence on purchase decision through the perceived value as a mediating variable.

Keywords: Product, Price, Promotion, Place, Perceived Value, Purchase Decision and Energy
Saving Lamps Brand ACR



DAFTAR ISI

PERNYATAAN KEASLIAN TULISAN . ..ottt i
UCAPAN TERIMA KASTH. ..o, i
AB S T R A K et s ii
AB ST RACT . .ot \Y
DAFT AR LS. oo e \Y;
DAFTAR TABEL. ..o, viii
DAFTAR GAMBAR . ..o e, iX
DAFT AR LAMPI R AN . .. e, X
BAB1 PENDAHULUAN
1.1 Latar Belakang Masalah Penelitian.......................o 1
1.2 Perumusan Masalah Penelitian..........ooooeeeeeeeeiiiiiiiiiiiai . 5
1.3 Tujuan Penelitian..............ooeiiiiiiiiiiiii e 5
1.4 Manfaat Penelitian. . ..., 6

BAB 2 KAJIAN PUSTAKA

2.1 Penelitian Terdahulu...............oooooiiiii e, 7
2.2 Uraian Landasan Teori.........c.vvieiiiiiiiiiiiiiiiiie e, 8
2.2.1 Produk (Product)..........cooiiiiiiiiiie, 8
2.2.2 Harga (PriCe).....c.ooiiiiiiii i, 9
2.2.3  Promosi (Promotion)............ccccoeeiiniiiiiiiininnn, 11
2.24 Tempat (Place).......ccoviviiiiiiii i 12
2.2.5 Perceivedvalue............ocooiiiiiiiiii 13
2.2.6 Purchase deCiSion............ccoovviiiiiiiiiinieeiiiienns 14
2.2.7 Pengaruh produk terhadap perceived value............... 16
2.2.8 Pengaruh harga terhadap perceived value.................16
2.2.9 Pengaruh promosi terhadap perceived value.............. 17
2.2.10 Pengaruh tempat terhadap perceived value............... 17
2.2.11 Pengaruh produk terhadap purchase decision............ 17
2.2.12 Pengaruh harga terhadap purchase decision................ 18
2.2.13 Pengaruh promosi terhadap purchase decision........... 18
2.2.14 Pengaruh tempat terhadap purchase decision............. 18
2.2.15 Pengaruh perceived value terhadap purchase decision..19
2.3 Model Penelitian............cc.ooeiiiiiiiiiiiiiiiii e 19
2.4 HIPOTESIS. ..ttt eteete et et e 20
BAB3 METODE PENELITIAN
3.1 Rancangan Penelitian.................oooiiiiiiiiiiiiiiii, 21
3.2 Klasifikasi Variabel...............ooooiiiiiiiiii 21
3.2.1 Variabel penelitian..............c.ooooiiiiiiiiiiiiin.. 21
3.2.2  Definisi operasional variabel........................o 22
3.3 Jenis dan Sumber Data.................cooeiiiiiiiiiii 23
3.4 Instrumen Penelitian...................cooiiiiiiii i, 23
3.5 Populasi, Sampel dan Prosedur Pengumpulan Data............... 24



3.6 Teknik Analisis Data. . .......uuueeenene e, 25

BAB 4 HASIL DAN ANALISIS DATA PENELITIAN

4.1 Gambaran Umum Perusahaan................................eL e 29
4.2 Deskripsi Data Responden..............coovviiiiiiiiiiiiiinnnann... 29
4.2.1 Pembagian Kuesioner...............coovvviiniiieiiininn.. 29
4.2.2 Profilresponden............ccoevviiiiiiiiiiiiiiii 30
4.3 Analisis Variabel Penelitian.....................oocoiiiia. 32
4.3.1 Variabel produk............cooooiiiiiiiii 32
4.3.2 Variabel harga.............cooiiiiiiiiiiiiiiiiiiie 33
4.3.3 Variabel promosi............cooeiiiiiiiiiiiiiii 34
4.3.4 Variabel tempat...........ccooviiiiiiiiiiiiiiii e 35
4.3.5 Variabel perceivedvalue........................oonl. 35
4.3.6 Variabel purchase decision.........................oo 36
4.4 Uji Asumsi SEM. ..o 37
4.4.1 Ujiunivariate normality.....................co 37
4.4.2 Uji multivariate normality....................coooeein, 38
4.4.3 Ujivaliditas........coooviviiiiiiiiiiiieeeeee e, 38
4.4.4 Ujireliabilitas dan variance extracted..................... 39
4.45 Rangkuman hasil pengujiandata........................... 43
4.4.6 Uji kecocokan keseluruhan model.......................... 44
4.5 Analisis Structural Equation Model................................ 44
4.5.1 Confirmatory factor analysis (CFA)....................... 45
4.5.2 Persamaan struktural...................ooiiiiii 47
4.6 Pengujian HIpotesiS......c.vvvuiiiniieiiiiiiiaie i 48
4.7 Pembahasan..........c.ccovuiiiiiiiiiiiii i 51
4.7.1 Pengaruh produk terhadap perceived value............... 51
4.7.2 Pengaruh harga terhadap perceived value................. 52
4.7.3 Pengaruh promosi terhadap perceived value.............. 53
4.7.4 Pengaruh tempat terhadap perceived value................ 53
4.7.5 Pengaruh produk terhadap purchase decision............ 54
4.7.6 Pengaruh harga terhadap purchase decision.............. 54
4.7.7 Pengaruh promosi terhadap purchase decision........... 55
4.7.8 Pengaruh tempat terhadap purchase decision............ 55
4.7.9 Pengaruh perceived value terhadap purchase decision..56
4.8 Keterbatasan Penelitian.....................oooocii i, 56

BAB5 PENUTUP

ST Kesimpulan. ......ooeiiiiii 58

5.2 Saran. ... 59

5.2.1  Saran praktiS.........ocveiuiiiiiiiiiiii e 59

5.2.2 Saran akademis............c.ccoiiiiiiiiiiiii 60
REFERENSI . ... e 61
LAMPIRAN . .. e 65

Vi



Tabel 1.1

Tabel 2.1

Tabel 3.1
Tabel 4.1
Tabel 4.2
Tabel 4.3
Tabel 4.4
Tabel 4.5
Tabel 4.6
Tabel 4.7
Tabel 4.8
Tabel 4.9
Tabel 4.10
Tabel 4.11
Tabel 4.12
Tabel 4.13
Tabel 4.14
Tabel 4.15
Tabel 4.16
Tabel 4.17
Tabel 4.18
Tabel 4.19

Tabel 4.20

DAFTAR TABEL

Jumlah Konsumsi IL, FL, CFL dan LED di Indonesia
Tahun 2012-2014. . ...cooiniii e
Perbandingan Penelitian Yang Akan Dilakukan Dengan
Penelitian Terdahulu.................o.o,
Indikator Pengujian Model Fit......................oooiini,
Tahap Pembagian Kuesioner...................ccoooviiiinninnn.o
Interval Rata-Rata Variabel Penelitian............................
Statistik Deskriptif Variabel Produk..............................
Statistik Deskriptif Variabel Harga...............................
Statistik Deskriptif Variabel Promosi..............................
Statistik Deskriptif Variabel Tempat..............................
Statistik Deskriptif VVariabel Perceived Value...................
Statistik Deskriptif VVariabel Purchase Decision................
Uji Univariate Normality...........cccooooiiiiiiiiiiiien,
Uji Validitas. .....oooiii e
Hasil Uji Reliabilitas Variabel Produk............................
Hasil Uji Reliabilitas Variabel Harga.............................
Hasil Uji Reliabilitas Variabel Promosi..........................
Hasil Uji Reliabilitas Variabel Tempat...........................
Hasil Uji Reliabilitas Variabel Perceived Value................
Hasil Uji Reliabilitas Variabel Purchase Decision.............
Rangkuman Hasil Pengujian Data.......................oooeaii
Uji Kecocokan Keseluruhan Model...........................
Pengujian Hipotesis Penelitian dan Perbandingan Dengan
Penelitian Sebelumnya..............coooiiiiiiiiiiiii e,

Pengujian Hipotesis Penelitian Pengaruh Tidak Langsung....

Vii



Gambar 1.1
Gambar 2.1
Gambar 2.2
Gambar 4.1
Gambar 4.2
Gambar 4.3
Gambar 4.4
Gambar 4.5

DAFTAR GAMBAR

Jumlah Produk CFL Impor di Indonesia Tahun 1999-2012...2

Lima Tahap Proses Keputusan Pembelian....................... 15
Model Penelitian.............ooooiiiiiiiiiiiiiiiiiiieee, 19
Profil Responden Berdasarkan Usia.............................. 31
Profil Responden Berdasarkan Jenis Kelamin.................. 31

Profil Responden Berdasarkan Latar Belakang Pendidikan....32
Nilai Estimates Indikator............cccoooviiiiiiiiiiiii i, 46

Persamaan Struktural (Estimates)...................ccoveveinnine 47

viii



Lampiran 1.
Lampiran 2.
Lampiran 3.
Lampiran 4.
Lampiran 5.

Lampiran 6.

DAFTAR LAMPIRAN

Kuesioner Penelitian................ooooiiiiiiiiiiiiiiiiinn.. 65
Normalitas Univariate dan Multivariate.......................... 70
Output SEM ... 72
SYNEAG. ..ttt 90
Path Diagram.............cooooiiiiiiii e 91
Data Kuesioner Penelitian.................ooooeiiiiiiiiiinn, 96



