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ABSTRAK

Oleh :

STEVASYA CHANGDA

Pangan merupakan kebutuhan pokok (primer) manusia. Semakin
berkembangnya zaman, pengetahuan dan teknologi, manusia selalu berinovasi
demi memenuhi kebutuhan pokok nya. Inovasi pengolahan bahan-bahan mentah
ini mulai bermunculan salah satu nya adalah mengolah pati jagung menjadi bihun
jagung. Salah satu merek bihun jagung yang dapat dikonsumsi oleh konsumen
adalah bihun jagung “Padamu”. Penelitian ini dibuat dengan tujuan untuk
mengidentifikasi pengaruh Marketing Capability, Customer Engagement,
Customer Perception terhadap Purchase Intention pada Produk Bihun Jagung
“Padamu” di Surabaya.

Penelitian ini dilaksanakan dengan menyebarkan kuisioner kepada 75
responden konsumen yang mengetahui produk bihun jagung “Padamu”. Teknik
analisa yang digunakan dalam penelitian ini adalah kuantitatif dengan metode
non-probability sampling yaitu purposive sampling, untuk menganalisa adanya
pengaruh Marketing Capability, Customer Engagement, Customer Perception
terhadap Purchase Intention.

Hasil penelitian ini menunjukan bahwa Marketing Capability, Customer
Engagement, Customer Perception berpengaruh kuat terhadap Purchase Intention
berdasarkan koefisien determinasi dengan nilai R Square 0.956 dan dengan nilai
Adjusted R Square sebesar 0.911 atau 91.1% yang sisanya dipengaruhi oleh
faktor lain. Variabel yang paling dominan pengaruhnya adalah Customer
Engagement berdasarkan nilai thitung sebesar 7.840 yang lebih besar daripada ttabel
(1.99394). Hasil penelitian ini diharapkan dapat membantu banyak pihak dalam
memahami faktor-faktor yang mendukung Purchase Intention konsumen pada
produk bihun jagung “Padamu”.

Kata Kunci :
Marketing Capability, Customer Engagement, Customer Perception,
Purchase Intention
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ABSTRACT

By:

STEVASYA CHANGDA

Food is a basic (primary) human need. As time goes on, knowledge and
technology, people always innovate to meet their basic needs. The innovation in
processing raw materials began to emerge, one of which was to process corn
starch into corn vermicelli. One brand of corn vermicelli that can be consumed by
consumers is Bihun Jagung "Padamu". This research was made to identify the
effect of Marketing Capability, Customer Engagement, Customer Perception
toward Purchase Intention on Bihun Jagung “Padamu” Products in Surabaya.

This research was carried out by distributing questionnaires to 75
respondents who knew the corn vermicelli “Padamu” product. The analysis
technique used in this study is quantitative with a non-probability sampling
method that is purposive sampling, to analyze the influence of Marketing
Capability, Customer Engagement, Customer Perception toward Purchase
Intention.

The results of this study indicate that Marketing Capability, Customer
Engagement, Customer Perception have a strong influence toward Purchase
intention based on coefficient of determination with the result of R Square 0.956
and with the result of Adjusted R Square 0.911 or 91.1% that remaining influence
by other factors. The most dominant variable of influence ic Customer
Engagement based on the result of ttest 7.840 which is greater than ttable (1.99394).
The results of this study are expected to help many parties to understand the
factors that support customer Purchase Intention on Bihun Jagung "Padamu"
products.

Keywords :
Marketing Capability, Customer Engagement, Customer Perception,
Purchase Intention
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