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ABSTRAK 

 

 Peningkatan produksi, konsumsi serta budaya minum kopi yang melekat di 

Indonesia menyebabkan pertumbuhan coffee shop semakin pesat. Para pengusaha 

di tuntut untuk berinovasi supaya dapat menarik minat beli konsumen. 

Perkembangan pengguna internet yang pesat dan pengguna e-commerce di 

Indonesia mencapai 88,1%. Inovasi yang dapat dilakukan adalah dengan 

melakukan penjualan secara online melalui online food delivery. Harga, promosi 

dan kepercayaan merupakan salah satu faktor yang berpotensi Memengaruhi minat 

beli minuman kopi melalui online food delivery. Penelitian ini bertujuan untuk 

menganalisis pengaruh harga, promosi dan kepercayaan terhadap minat beli 

minuman kopi di Beli Kopi melalui layanan online food delivery dengan 

kepercayaan sebagai variabel mediasi. Metode penelitian yang digunakan adalah 

Structural Equation Modeling (SEM) berbasis Partial Least Square (PLS). Data 

primer dikumpulkan melalui kuisioner dan wawancara dengan sampel sebanyak 

155 responden yang diambil menggunakan teknik incidental sampling. Hasil 

penelitian menunjukkan bahwa harga berpengaruh positif dan signifikan terhadap 

kepercayaan (p<0.001) dan minat beli (p<0.001). Promosi berpengaruh positif dan 

signifikan terhadap kepercayaan (p<0.001) dan minat beli (p=0,001). Kepercayaan 

berpengaruh positif dan signifikan terhadap minat beli (p<0.001). Harga melalui 

kepercayaan berpengaruh positif dan signifikan terhadap minat beli (p=0.020). 

Promosi melalui kepercayaan berpengaruh positif dan signifikan terhadap minat 

beli (p=0.026). 

Kata kunci : Harga, Kepercayaan, Minat beli, Online food delivery, Promosi. 
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ABSTRACT 

The increase in production, consumption, and culture of drinking coffee inherent in 

Indonesia has caused to the rapid growth of coffee shops. Entrepreneurs are 

required to innovate in order to attract consumers' buying interest. The rapid 

development of internet users and e-commerce users in Indonesia has reached 

88.1%. Innovation that can be done is to make online sales through online food 

delivery. Price, promotion, and trust are factors that have the potential to influence 

the purchase intention to buy coffee through online food delivery. This study aims 

to analyze the effect of price promotion, and trust on the pruchase intention in 

buying coffee drinks at Beli Kopi through online food delivery services with trust 

as a mediation variable. The research method used is Structural Equation Modeling 

(SEM) based on Partial Least Square (PLS). Primary data were collected through 

questionnaires and interviews with a sample of 155 respondents taken using 

incidental sampling technique. The results showed that price has a positive and 

significant effect on trust (p<0.001) and purchase intention (p<0.001). Promotion 

has a positive and significant effect on trust (p<0.001) and purchase intention 

(p=0.001). Trust has a positive and significant effect on purchase intention. 

(p<0.001). Price through trust has a positive and significant effect on purchase 

intention (p=0.020). Promotion through trust has a positive and significant effect 

on purchase intention (p=0.026) 

Keywords: Price, Trust, Purchase Intention, Online food delivery, Promotion. 
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