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ABSTRAK 

 

 Jeremy Steven 202010325251. Pengaruh Social Media Marketing, Inovasi 

Produk, dan Persepsi Harga terhadap Minat Beli Smartphone Xiaomi Seri Redmi 

(Studi Kasus Mahasiswa Prodi Manajemen Fakultas Ekonomi Dan Bisnis 

Universitas Bhayangkara Jakarta Raya).  

 Penelitian ini dilakukan guna mengetahui pengaruh secara parsial maupun 

simultan dari variabel bebas yaitu Social Media Marketing, Inovasi Produk, dan 

Persepsi Harga terhadap variabel terikat yaitu Minat Beli. Penelitian ini 

menggunakan metode kuantitatif. Populasi dalam penelitian ini adalah mahasiswa 

Prodi Manajemen Fakultas Ekonomi Dan Bisnis Universitas Bhayangkara Jakarta 

Raya. Penentuan jumlah sampel penelitian ini menggunakan metode purposive 

sampling dengan rumus slovin dengan jumlah sampel 100 responden. Berdasarkan 

hasil penelitian dalam Uji Parsial (T) ditemukan bahwa variabel Social Media 

Marketing secara parsial memiliki pengaruh positif dan signifikan terhadap Minat 

Beli dengan nilai (t-hitung) 5,487 > 1,66140 (t-tabel) dan signifikansi 0.000 < 0.05. 

Variabel Inovasi Produk  secara parsial tidak berpengaruh positif dan signifikan 

terhadap Minat Beli dengan nilai (t-hitung) 0,616< 1,66140 dengan signifikansi 

0,540 > 0.05. Variabel Persepsi Harga secara parsial memiliki pengaruh positif dan 

signifikan terhadap Minat Beli dengan nilai (t-hitung) 5,279 > 1,66140 (t-tabel) dan 

signifikansi 0.000 < 0.05. Dari hasil Uji Simultan (F) didapatkan hasil nilai uji 

sebesar (f-hitung) 105,915 > 3.09 (f-tabel) dengan nilai signifikansi 0.000 < 0.05 

yang menandakan bahwa secara simultan variabel Social Media Marketing, Inovasi 

Produk, dan Persepsi Harga secara simultan berpengaruh positif dan signifikan 

terhadap variabel Minat Beli. Pada uji determinasi (R2) didapatkan hasil bahwa 

variabel Social Media Marketing, Inovasi Produk, dan Persepsi Harga berpengaruh 

terhadap variabel Minat Beli sebesar 76,6%, 
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ABSTRACT 

 

 Jeremy steven 202010325251. The Influence of Social Media Marketing, 

Product Information, and Price Perceptions on Intention to Buy Xiaomi Redmi 

Series Smartphones (Case Study of Management Study Program Students, Faculty 

of Economics and Business, Bhayangkara University, Greater Jakarta). 

 This research was conducted to determine the partial or simultaneous 

influence of the independent variables, namely Social Media Marketing, Product 

Innovation, and Price Perception on the dependent variable, namely Purchase 

Interest. This research uses quantitative methods. The population in this study were 

students of the Management Study Program, Faculty of Economics and Business, 

Bhayangkara University, Jakarta Raya. Determining the sample size for this study 

used the purposive sampling method with the Slovin formula with a sample size of 

100 respondents. Based on the research results in the Partial Test (T), it was found 

that the Social Media Marketing variable partially has a positive and significant 

influence on Purchase Interest with a value (t-count) of 5.487 > 1.66140 (t-table) 

and a significance of 0.000 < 0.05. The Product Innovation variable partially has 

no positive and significant effect on Purchase Interest with a value (t-count) of 

0.616 < 1.66140 with a significance of 0.540 > 0.05. The Price Perception variable 

partially has a positive and significant influence on Purchase Intention with a value 

(t-count) of 5.279 > 1.66140 (t-table) and a significance of 0.000 < 0.05. From the 

results of the Simultaneous Test (F), the test value obtained was (f-count) 105.915 

> 3.09 (f-table) with a significance value of 0.000 < 0.05, which indicates that the 

variables Social Media Marketing, Product Innovation and Price Perception 

simultaneously have an effect. positive and significant for the Purchase Interest 

variable. In the determination test (R2), the results showed that the Social Media 

Marketing, Product Innovation and Price Perception variables had an effect on the 

Buying Interest variable by 76.6% 

 

Keywords: Social Media Marketing, Product Innovation, Price Perception, 

Purchase Intention 
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