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ABSTRAK

Penelitian ini bertujuan untuk mengevaluasi pengaruh variasi produk,
digital marketing dan citra merek terhadap keputusan pembelian kopi Janji Jiwa di
Batam. Populasi penelitian ini fokus pada sekelompok konsumen di Batam yang
telah membeli produk kopi Janji Jiwa meskipun jumlah mereka tidak dapat
dipastikan secara pasti. Pengambilan sampel dilakukan menggunakan rumus
Lameshow dan menemukan 100 responden yang dipilih menggunakan teknik
purposive sampling. Proses analisis data melibatkan penggunaan metode regresi
linier berganda yang mencakup uji kualitas data, uji asumsi klasik, uji pengaruh
dan uji hipotesis. Hasil analisis regresi linier berganda menunjukkan bahwa
variasi produk memiliki pengaruh sebesar 22,7% terhadap keputusan pembelian.
Digital marketing memiliki pengaruh sebesar 18,3% terhadap keputusan
pembelian. Citra merek memiliki pengaruh sebesar 33,4% terhadap keputusan
pembelian. Analisis koefisien determinasi (R2) menunjukkan bahwa secara
bersama-sama, variasi produk, digital marketing dan citra merek memberikan
kontribusi sebesar 36,2% terhadap variasi yang diamati dalam keputusan
pembelian. Lebih lanjut, hasil uji t dan uji F menegaskan adanya pengaruh positif
dan signifikan baik secara parsial maupun secara keseluruhan antara variasi
produk, digital marketing dan citra merek terhadap keputusan pembelian kopi
Janji Jiwa di Batam.

Kata Kkunci: Variasi Produk; Digital Marketing; Citra Merek; Keputusan
Pembelian.



ABSTRACT

This research aims to evaluate the influence of product variations, digital
marketing and brand image on purchasing decisions for Janji Jiwa coffee in
Batam. This research population focuses on a group of consumers in Batam who
have purchased Janji Jiwa coffee products although their number cannot be
ascertained with certainty. Sampling was carried out using the Lameshow formula
and 100 respondents were selected using purposive sampling techniques. The data
analysis process involves the use of multiple linear regression methods which
include data quality testing, classical assumption testing, influence testing and
hypothesis testing. The results of multiple linear regression analysis show that
product variations have an influence of 22.7% on purchasing decisions. Digital
marketing has an influence of 18.3% on purchasing decisions. Brand image has
an influence of 33.4% on purchasing decisions. Analysis of the coefficient of
determination (R2) shows that together, product variety, digital marketing and
brand image contribute 36.2% to the observed variation in purchasing decisions.
Furthermore, the results of the t test and F test confirm that there is a positive and
significant influence, both partially and overall, between product variations,
digital marketing and brand image on the decision to purchase Janji Jiwa coffee
in Batam.

Keywords: Product Variations;, Digital Marketing, Brand Image; Buying
Decision.
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