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ABSTRAK

Penelitian ini bertujuan untuk mengetahui pengaruh persepsi konsumen,
keanekaragaman produk, dan brand image terhadap minat beli konsumen di toko
oleh-oleh Malang Strudel. Adapun sampel penelitian ini adalah wisatawan yang
berkunjung ke toko oleh-oleh Malang Strudel. Penelitian ini menggunakan teknik
analisis data deskriptif kuantitatif dengan menggunakan SPSS ver. 22 for Windows.
Data diambil dengan cara menyebarkan kuesioner kepada 115 responden. Penelitian
ini menggunakan analisis regresi linear berganda.

Hasil penelitian ini menunjukkan bahwa variabel persepsi konsumen,
keanekaragaman produk, dan brand image masing-masing berpengaruh signifikan
baik secara parsial maupun secara simultan terhadap minat beli konsumen.
Sedangkan hasil uji determinasi menunjukkan sebanyak 58% minat beli konsumen
dapat dijelaskan oleh variabel persepsi konsumen, keanekaragaman produk, dan
brand image. Sedangkan sisanya yaitu 42% minat beli konsumen dapat dijelaskan
oleh variabel lain yang belum diteliti dalam penelitian ini.

Kata kunci: persepsi konsumen, keanekargaman produk, brand image, minat beli
konsumen.
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ABSTRACT

This study aims to determine the effect of consumer perceptions, product
diversity, and brand image on consumer buying interest in Malang Strudel souvenir
shops. The sample of this research is tourists visiting Malang Strudel souvenir shops.
This research uses descriptive quantitative data analysis techniques using SPSS ver.
22 for Windows. Data was collected by distributing questionnaires to 115
respondents. This research uses multiple linear regression analysis.

The results of this study indicate that the variables of consumer perception,
product diversity, and brand image have a significant effect both partially and
simultaneously on consumer buying interest. While the results of the determination
test showed as much as 58% of consumer buying interest can be explained by the
variables of consumer perception, product diversity, and brand image. While the
remaining 42% of consumer buying interest can be explained by other variables that
have not been examined in this study.

Keywords: consumer perception, product diversity, brand image, consumer buying
interest.
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