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ABSTRAK 
 

 

 Yudi. 201520152034. Analisis Pengaruh Harga, Distribusi, dan Promosi 

Terhadap Minat Beli Konsumen Hub3 Unit Merek NSK Dengan Brand 

Awareness Sebagai Variabel Perantara Di PT. NSK Indoensia. 

 

 Penelitian ini dilakukan untuk mengetahui pengaruh elemen marketing 

mix, harga, distribusi dan promosi terhadap minat beli konsumen. Objek 

penelitian ini adalah Hub3 Unit merek NSK salah satu produk yang diproduksi 

dan didistribusikan oleh PT. Indonesia. Tidak tercapainya target penjualan Hub3 

Unit mere NSK pada tahun fiskal 2016 dan 2017 telah melatarbelakangi penelitian 

ini. Dengan metoda path analisis, struktural equation modeling yang dibantu 

dengan program SmartPLS.3 menghasilkan kesimpulan bahwa minat beli 

konsumen Hub3 Unit NSK dipengaruhi secara signifikan oleh faktor Harga, 

Distribusi, dan Promosi baik secara langsung maupun tidak langsung, melalui 

variable perantara Brand Awareness.  

 

Kata kunci: perilaku konsumen, minat beli, harga, distribusi, promosi, brand  

  awareness 
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ABSTRACT 
 

 

 Yudi. 201520152034. Analysis of Price, Distribution, and Promotion on 

Consumer’s Purchase Intention thru Brand Awareness as an Intermediary 

Variable at PT.NSK Indonesia 

 

 This study was conducted to determine the effect of marketing mix's 

elements, price, distribution and promotion into consumer’s purchase intention. 

The object of this research is Hub3 Unit NSK brand, one of the products produced 

and distributed by PT. NSK Indonesia. Not achieving the sales target of Hub3 

Units of NSK in fiscal year 2016 and 2017 has been considered as the background 

ot this research. With the path analysis method, structural equation modeling 

assisted by SmartPLS.3 program resulted in conclusion that consumer’s purchase 

intention of Hub3 Unit NSK is influenced significantly by Price, Distribution and 

Promotion factor either directly or indirectly through Brand Awareness as an 

intervening variable. 

 

Keywords:  consumer behavior, buying interest, price, distribution, promotion,  

  brand awareness 
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