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(STUDI KASUS PADA PRODUK EMINA TERHADAP MAHASISWA
VOKASI ADMINISTRASI PERKANTORAN DAN SEKRETARI
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Mikha Sherly Marlinda Diana

ABSTRAK

Produk kecantikan Emina menggunakan desain kemasan untuk menarik minat
konsumen sehingga konsumen berminat untuk melakukan pembelian. Penelitian ini
berfokus pada pengaruh elemen elemen desain kemasan produk kecantikan Emina,
seperti bentuk, bahan, fungsi, nama merek, copy, warna, foto dan ilustrasi pada
minat beli Mahasiswa Vokasi Administrasi Perkantoran dan Sekretari Universitas
Indonesia. Penelitian ini menggunakan pendekatan kuantitatif asosiatif dengan
mengumpulkan data melalui metode survei. Populasi penelitian adalah Mahasiswa
Vokasi Administrasi Perkantoran dan Sekretary Universitas Indonesia yang
mengetahui produk kecantikan Emina. Penelitian ini menggunakan metode
purposive sampling dengan teknik pengambilan sampel cluster random sampling.
Sampel berjumlah 88 responden. Data dikumpulkan dengan menggunakan
kuesioner yang disebarkan secara online. Data yang diperoleh kemudian dianalisis
menggunakan teknik analisis regresi berganda.

Hasil penelitian ini menunjukan bahwa secara keseluruhan elemen-elemen
desain kemasan produk kecantikan Emina berpengaruh terhadap minat beli pada
Mahasiswa Vokasi Administrasi Perkantoran dan Sekretari Universitas Indonesia.
Hasil penelitian ini menunjukan bahwa (1) Elemen Bentuk berpengaruh signifikan
terhadap minat beli Mahasiswa Vokasi Administrasi Perkantoran dan Sekretari
Universitas Indonesia, (2) Elemen Bahan menunjukkan hasil yang tidak
berpengaruh signifikan terhadap minat beli pada mahasiswa Vokasi Administrasi
Perkantoran dan Sekretari Universitas Indonesia, (3) Elemen Fungsi berpengaruh
signifikan terhadap minat beli Mahasiswa Vokasi Administrasi Perkantoran dan
Sekretari Universitas Indonesia, (4) Elemen Nama Merek berpengaruh signifikan
terhadap minat beli Mahasiswa Vokasi Administrasi Perkantoran dan Sekretari
Universitas Indonesia, (5) Elemen Copy menunjukkan hasil yang tidak berpengaruh
signifikan terhadap minat beli Mahasiswa Vokasi Administrasi Perkantoran dan
Sekretari Universitas Indonesia, (6) Elemen Warna berpengaruh signifikan
terhadap minat beli Mahasiswa Vokasi Administrasi Perkantoran dan Sekretari
Universitas Indonesia, (7) Elemen foto dan ilustrasi berpengaruh sifnifikan
terhadap minat beli Mahasiswa Vokasi Administrasi Perkantoran dan Sekretari
Universitas Indonesia.

Kata kunci: Kemasan, Desain Kemasan, Minat Beli, Komunikasi Pemasaran
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THE INFLUENCE OF THE PACKAGING DESIGN OF BEAUTY
PRODUCT TO THE BUYING INTEREST OF CONSUMER
(CASE STUDY OF EMINA PRODUCT TO VOCATION STUDENT
OFFICE ADMINISTRATION STAFF AND SECRETARY OF
UNIVERSITY OF INDONESIA)

Mikha Sherly Marlinda Diana

ABSTRACT

Beauty product Emina use packaging design to attract interest of consumer
therefore consumer will be interested to make the purchase. This study will focus
on the influence of the elements of the packaging design of Emina beauty product,
such as shapes, substances, function, the name of the brand, copy, colors, photos
and illustration on the buying interest of Vocation Student Office Administration
Staff and Secretary of University of Indonesia. This study make us of the
quantitative approach by means of data gathering through survey method. The
population of the study is Vocation Student Office Administration Staff and
Secretary of University of Indonesia that know Emina beauty product. This study
make use of purposive sampling method with the sample taking technique of cluster
random sampling. The amount of the sample is 88 respondents. The data is gathered
with the us questionnaire that is spread online. The gathered data then will be
analyzed with the use of the analysis multiple regression technique.

The result of this study shows that as a whole, the elements of packaging
design of Emina beauty product influence the buying interest of Vocation Student
Office Administration Staff and Secretary of University of Indonesia. This result of
the study show that (1) The Shape Element has significance influence to the buying
interest of Vocation Student Office Administration Staff and Secretary of
University of Indonesia, (2) The Substances element do not has significance
influence to the buying interest of Vocation Student Office Administration Staff
and Secretary of University of Indonesia, (3) The Function element has significance
influence to the buying interest of Vocation Student Office Administration Staff
and Secretary of University of Indonesia, (4) The Brand Name element has
significance influence to the buying interest of Vocation Student Office
Administration Staff and Secretary of University of Indonesia, (5) the Copy
Element has significance influence to the buying interest of Vocation Student
Office Administration Staff and Secretary of University of Indonesia, (6) The
Colors Element has significance influence to the buying interest of Vocation
Student Office Administration Staff and Secretary of University of Indonesia (7)
The Photos and ilustrations element has significance influence to the buying interest
of Vocation Student Office Administration Staff and Secretary of University of
Indonesia.

Key Words: Packaging, Design Packaging, Purchase Intention, Marketing
Communication
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