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ABSTRAK 

Penelitian ini memiliki tiga variabel dependen yakni Penentuan Harga, Sales 

Promotion, dan Brand Image serta memiliki satu variabel independen yakni Minat 

Beli. Tujuan Penelitian ini untuk mengetahui pengaruh penentuan harga, Sales 

Promotion, dan Brand Image terhadap minat beli konsumen pada hypermart di 

Gresik. Metode pengambilan sampel yang digunakan dalam penelitian ini adalah 

nonprobability sampling dengan menggunakan teknik sampling incidental yaitu 

penentuan sampel berdasarkan ketidaksengajaan atau kebetulan yang berjumlah 

102 orang. Teknik analisis data menggunakan regresi linier berganda. Hasil 

analisis regresi linier berganda membuktikan bahwa penentuan harga dan brang 

image memiliki pengaruh secara parsial terhadap minat beli konsumen pada 

hypermart di Gresik, sedangkan Sales Promotion tidak memiliki pengaruh seara 

parsial terhadap minat beli konsumen pada hypermart di Gresik. Secara simultan 

ketiga variabel yakni penentian harga, Sales Promotion, dan Brand Image terbukti 

berpegaruh signifikan terhadap minat beli konsumen pada hypermart di Gresik. 

Keyword : Penentuan Harga, Sales Promotion, Brand Image, Minat Beli 

Konsumen. 

 

ABSTRACT 

This study has three dependent variables, namely Pricing, Sales Promotion, and 

Brand Image and has one independent variable, namely Purchase Interest. The 

purpose of this study was to determine the effect of price, sales promotion, and 

brand image on consumer buying interest at hypermart in Gresik. The sampling 

method used in this research is non-probability sampling using incidental 

sampling technique, which is making samples based on accident or chance found 

by 102 people. The data analysis technique used multiple linear regression. The 

results of multiple linear regression analysis prove that determining price and 

image have a partial effect on consumer buying interest at the hypermart in 

Gresik, while Sales Promotion does not have a partial effect on consumer buying 

interest at the hypermart in Gresik. Simultaneously, the third variable, namely 

price determination, Sales Promotion, and Brand Image, proved to have a 

significant effect on consumer buying interest at hypermarts in Gresik. 

Keyword : Pricing, Sales Promotion, Brand Image, Consumer Buying Interest. 

  


