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ABSTRAK 

REKSA DANINZIA RAMADHAN, 2004201250, Pengaruh Strategi Promosi 

dan Kualitas Pelayanan Terhadap Minat Beli Pada Dee Coffee House Waru 

Sidoarjo. 

Pesatnya pertumbuhan industri kopi di Jawa Timur, termasuk Surabaya dan Sidoarjo, 
menandai fenomena global yang signifikan. Budaya kopi kini menjadi simbol gaya 
hidup modern. Dee Coffee House di Waru, Sidoarjo, sebagai salah satu pionir 
industri kopi di wilayah tersebut, menjadi fokus penelitian ini. Tujuan utama 
penelitian adalah menginvestigasi pengaruh strategi promosi dan kualitas pelayanan 
terhadap minat beli konsumen. Dengan basis pelanggan yang mapan dan reputasi 
yang kuat, Dee Coffee House memberikan wawasan tentang bagaimana strategi 
promosi dan kualitas pelayanan memengaruhi minat beli pelanggan dalam industri 
kopi yang kompetitif. Penelitian ini menggunakan pendekatan kuantitatif dengan 
data primer dari 96 responden yang dipilih menggunakan teknik non-probability 
sampling. Data dianalisis dengan teknik statistik deskriptif dan inferensial. Hasil 
penelitian menunjukkan bahwa strategi promosi dan kualitas pelayanan secara 
bersama-sama memengaruhi minat beli konsumen Dee Coffee House. Strategi 
promosi berpengaruh positif dan signifikan terhadap minat beli, sementara kualitas 
pelayanan berpengaruh negatif dan tidak signifikan. Penelitian ini memberikan 
wawasan penting tentang bagaimana strategi promosi dan kualitas pelayanan 
memengaruhi minat beli konsumen dalam industri kopi. Dengan memahami 
hubungan ini, Dee Coffee House dapat mengambil langkah strategis untuk 
meningkatkan minat beli dan mempertahankan keunggulan kompetitif di pasar yang 
semakin ketat. 
Kata kunci: Strategi Promosi, Kualitas Pelayanan, Minat Beli 
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ABSTRACT 

REKSA DANINZIA RAMADHAN, 20042010250, The Influence of Promotional 
Strategy and Service Quality on Purchase Interest at Dee Coffee House Waru 
Sidoarjo 
 
The rapid growth of the coffee industry in East Java, including Surabaya and 
Sidoarjo, marks a significant global phenomenon. Coffee culture is now a symbol of 
modern lifestyle. Dee Coffee House in Waru, Sidoarjo, as one of the pioneers of the 
coffee industry in the region, is the focus of this research. The main objective of the 
study is to investigate the effect of promotional strategies and service quality on 
consumer buying interest. With an established customer base and a strong reputation, 
Dee Coffee House provides insight into how promotional strategies and service 
quality affect customer buying interest in the competitive coffee industry. This study 
used a quantitative approach with primary data from 96 respondents selected using 
non-probability sampling techniques. The data were analyzed by descriptive and 
inferential statistical techniques. The results showed that promotional strategies and 
service quality together influenced Dee Coffee House's consumers' buying interest. 
Promotion strategies have a positive and significant effect on buying interest, while 
service quality has a negative and insignificant effect. This research provides 
important insights into how promotional strategies and service quality affect 
consumer buying interest in the coffee industry. By understanding this relationship, 
Dee Coffee House can take strategic steps to increase buying interest and maintain 
a competitive advantage in an increasingly tight market. 
Keywords: Promotion Strategy, Service Quality, Purchase Interest 


