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PERAN MARKETING 4P TERHADAP BRAND DECISION 

PRODUCT ROKOK DI GENERASI MILENIAL & Z DI KOTA 

JAMBI YANG DIMEDIASI OLEH PERCEPTION 

(Christoforus Chandra Dewanto) 

ABSTRAK 

Kementerian keuangan telah mengeluarkan PMK Nomor 192/PMK.010/2021 

tentang “Tarif Cukai Hasil Tembakau”, peraturan tersebut mengatur 

mengenai penentuan tarif cukai rokok dan harga jual eceran (HJE). Salah satu 

alasan pemerintah menaikan tarif cukai hasil tembakau yaitu agar masyarakat 

mengurangi konsumsi rokok. Penelitan ini difokuskan pada konsumsi rokok 

oleh beberapa generasi yang ada di Kota Jambi yaitu generasi X yang lahir 

pada rentan tahun antara 1965 – 1980, Gerasi Milenial yang lahir pada rentan 

usia 1981 – 1996 dan Generasi Z yang lahir pada rentan usia 1997 – 2012. 

Tujuan dari penelitian ini untuk mengetahui apakah perception masyarakat 

terhadap rokok dapat dipengaruhi oleh teori marketing 4P (Product, Price, 

Place dan Promosi) yang banyak diterapkan oleh perusahaan rokok untuk 

menentukan produk rokok dari brand apa yang akan dikonsumsinya. Metode 

yang digunakan pada penelitian ini adalah analisis deskriptif dengan 

pendekatan kuantitatif, dengan Teknik analisis data Partial Least Square 

Structural Equation Modeling atau PLS-SEM menggunakan software Smart 

PLS 3.2. Hasil penelitian menunjukkan bahwa dari 4 variabel teori 4P yang 

diterapkan perusahaan rokok, hanya 1 variabel yaitu price yang tidak 

berpengaruh langsung dan signifikan terhadap perception masyarakat 

terhadap rokok. Variabel lainnya yaitu product, place dan promotion 

berpengaruh langsung dan signifikan terhadap perception masyarakat 

terhadap rokok dalam mempengaruhi keputusan masyarakat mengkonsumsi 

produk dari suatu brand. Penelitian ini masih memiliki beberapa batasan yaitu 

penelitian belum terlalu luas ke semua outlet dan responden yang dapat 

mewakili semua segemen masyarakat, dan juga penelitian dapat difokuskan 

ke salah satu pabrikan rokok. Penelitian ini dapat digunakan pabrikan rokok 

dalam menentukan kebijakan promosi perusahaan agar dapat lebih tepat 

sasaran sesuai dengan target marketnya. 

 
Kata kunci: cukai, rokok, market segmen, 4P, perception, brand decision 
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THE ROLE OF MARKETING 4P TOWARDS BRAND DECISION 

OF CIGARETTE PRODUCTS IN MILLENIAL & Z 

GENERATIONS IN JAMBI CITY MEDIATED BY PERCEPTION 

(Christoforus Chandra Dewanto) 
 

ABSTRACT (English) 

 
The Ministry of Finance has issued PMK Number 192/PMK.010/21 

concerning “Tobacco products Excise Tariffs”, the regulation regulates the 

determination of cigarette excise rates and retail selling prices (HJE). One of 

the reasons for the government to increase the excise rate on tobacco 

products is to make people reduce their cigarette consumption. This research 

fokuses on the consumption of cigarettes by several generations in Jambi 

City, namely Generation X who was born in the vulnerable years between 

1965 – 1980, the Millennial Generation who were born in the age range of 

1981 – 1996 and Generation Z who was born in the age range of 1997 – 2012. 

from this study to determine whether public perception of cigarettes can be 

influenced by the 4P marketing theory (Product, Price, Place and Promotion) 

which is widely applied by cigarette companies to determine which brand of 

cigarette products they will consume. The method used in this study is 

descriptive analysis with a quantitative approach, with data analysis 

techniques Partial Least Square Structural Equation Modeling or PLS-SEM 

using Smart PLS 3.2 software. The results showed that of the 4 variabels of 

the 4P theory applied by cigarette companies, only 1 variabel, namely Price, 

had no direct and significant effect on people's perception of cigarettes. Other 

variabels, namely product, place and promotion have a direct and significant 

effect on people's perception of cigarettes in influencing people's decisions to 

consume products from a brand. This research still has some limitations, 

namely the research has not been too broad to all outlets and respondents 

who can represent all segments of society, and also research can be fokused 

on one cigarette manufacturer. This research can be used by cigarette 

manufacturers in determining the company's promotional policies so that it 

can be more targeted in accordance with its target market 

 
Keywords: excise stamps, cigarettes, market segement, 4P, perception, 

brand decision. 



xi 
Peran Marketing 4P Terhadap Brand Decision Product Rokok di Generasi Milenial & Z di Kota 

Jambi yang Dimediasi Oleh Perception, Christoforus Chandra Dewanto, Universitas Multimedia 

Nusantara 

 

 

 

DAFTAR ISI 

HALAMAN PERNYATAAN TIDAK PLAGIAT ................................................ iii 

HALAMAN PERSETUJUAN ............................................................................... iv 

HALAMAN PENGESAHAN ................................................................................. v 

HALAMAN PERSETUJUAN PUBLIKASI KARYA ILMIAH UNTUK 

KEPENTINGAN AKADEMIS ............................................................................. vi 

KATA PENGANTAR .......................................................................................... vii 

ABSTRAK ............................................................................................................. ix 

ABSTRACT (English) .............................................................................................. x 

DAFTAR ISI .......................................................................................................... xi 

DAFTAR TABEL ................................................................................................ xiv 

DAFTAR GAMBAR ............................................................................................ xv 

DAFTAR LAMPIRAN ........................................................................................ xvi 

BAB I PENDAHULUAN ....................................................................................... 1 

1.1 Latar Belakang Penelitian ......................................................................... 1 

1.2 Rumusan Masalah .................................................................................... 7 

1.3 Tujuan Penelitian ...................................................................................... 8 

1.4 Manfaat Penelitian .................................................................................... 8 

BAB II TINJAUAN LITERATUR ...................................................................... 10 

Tinjauan Teori ........................................................................................ 10 

2.1.1 Marketing Mix Factor ........................................................................... 10 

2.1.2 Product.................................................................................................. 11 

2.1.3 Price ...................................................................................................... 13 

2.1.4 Place ..................................................................................................... 15 

2.1.5 Promotion ............................................................................................. 15 

2.1.6 Perception ............................................................................................. 18 

2.1.7 Brand Decision ..................................................................................... 18 

Penelitian Terdahulu ............................................................................... 19 

Kerangka Berpikir atau Kerangka Konseptual ....................................... 23 

Hipotesis ................................................................................................. 24 



xii 
Peran Marketing 4P Terhadap Brand Decision Product Rokok di Generasi Milenial & Z di Kota 

Jambi yang Dimediasi Oleh Perception, Christoforus Chandra Dewanto, Universitas Multimedia 

Nusantara 

 

2.4.1 Hubungan antara product dengan brand decision ................................ 24 

2.4.2 Hubungan antara product dengan brand decision yang dimediasi oleh 

perception (P5) .............................................................................................. 24 

2.4.3 Hubungan antara price dengan brand decision .................................... 25 

2.4.4 Hubungan antara price dengan brand decision yang dimediasi oleh 

perception (P5) .............................................................................................. 25 

2.4.5 Hubungan antara place dengan brand decision .............................. 25 

2.4.6 Hubungan antara place dengan brand decision yang dimediasi oleh 

perception (P5) .............................................................................................. 25 

2.4.7 Hubungan antara promotion dengan brand decision ...................... 26 

2.4.8 Hubungan antara promotion dengan brand decision yang dimediasi 

oleh perception (P5) ....................................................................................... 26 

BAB III METODE PENELITIAN ....................................................................... 27 

3.1. Paradigma Penelitian .............................................................................. 27 

3.2 Objek Penelitian ..................................................................................... 27 

3.3 Populasi dan Sampel............................................................................... 28 

3.3.1 Populasi ........................................................................................... 28 

3.3.2 Sampel ............................................................................................. 28 

3.4 Operasional Variabel .............................................................................. 28 

3.5 Teknik Pengumpulan Data ..................................................................... 31 

3.6 Teknik Analisis Data .............................................................................. 31 

3.6.1. Uji Validitas .................................................................................... 33 

3.6.2. Uji Reliabilitas ................................................................................ 34 

3.6.3. Uji Koefisien Regresi ...................................................................... 34 

3.6.4. Uji Ketepatan Model ....................................................................... 35 

3.6.5. Uji Path coefficients atau Koefisien Jalur ....................................... 35 

3.6.6. Uji Linear (F2) ................................................................................. 35 

3.6.7. Uji Predictive relevance .................................................................. 36 

BAB IV ANALISIS DAN PEMBAHASAN ....................................................... 37 

4.1 Karakteristik Responden ........................................................................ 37 

4.1.1 Karakteristik Responden Berdasarkan Generasi Tahun Lahir ........ 37 

4.1.2 Karakteristik Responden Berdasarkan Status ................................. 38 



xiii 
Peran Marketing 4P Terhadap Brand Decision Product Rokok di Generasi Milenial & Z di Kota 

Jambi yang Dimediasi Oleh Perception, Christoforus Chandra Dewanto, Universitas Multimedia 

Nusantara 

 

4.1.3 Karakteristik Responden Berdasarkan Pendidikan Terakhir .......... 38 

4.1.4 Karakteristik Responden Berdasarkan Pekerjaan Saat Ini .............. 39 

4.1.5 Karakteristik Responden Berdasarkan Berapa Lama Merokok ...... 40 

4.1.6 Karakteristik Responden Berdasarkan Apakah hanya membeli 1 

Brand Rokok Selama 1 Tahun Terakhir ........................................................ 41 

4.2 Analisis Statistik Penelitian .................................................................... 41 

4.2.1 Statistik Deskriptif .......................................................................... 43 

4.2.2 Statistik Outer model....................................................................... 47 

4.2.3 Statistik Inner model ....................................................................... 53 

4.3 Pembahasan ............................................................................................ 60 

4.3.1 Pengaruh product (P1) terhadap brand decision (BD) – H1 ........... 60 

4.3.2 Pengaruh product (P1) terhadap brand decision (BD) di mediasi 

oleh perception (P5) – H2 .............................................................................. 61 

4.3.3 Pengaruh price (P2) terhadap brand decision (BD) – H3 ............... 63 

4.3.4 Pengaruh price (P2) terhadap brand decision (BD) di mediasi oleh 

perception (P5) – H4 ...................................................................................... 64 

4.3.5 Pengaruh place (P3) terhadap brand decision (BD) – H5 .............. 65 

4.3.6 Pengaruh Place (P3) terhadap brand decision (BD) di mediasi oleh 

perception (P5) – H6 ...................................................................................... 66 

4.3.7 Pengaruh promotion (P4) terhadap brand decision (BD) – H7 ...... 68 

4.3.8 Pengaruh promotion (P4) terhadap brand decision (BD) di mediasi 

oleh perception (P5) – H8 .............................................................................. 69 

BAB V KESIMPULAN SARAN ........................................................................ 71 

5.1. Kesimpulan ................................................................................................. 71 

5.2. Saran ........................................................................................................... 73 

5.2.1 Saran Akademis .............................................................................. 73 

5.2.2 Saran Praktisi .................................................................................. 73 

DAFTAR PUSTAKA ........................................................................................... 75 

LAMPIRAN ......................................................................................................... 77 



xiv 
Peran Marketing 4P Terhadap Brand Decision Product Rokok di Generasi Milenial & Z di Kota 

Jambi yang Dimediasi Oleh Perception, Christoforus Chandra Dewanto, Universitas Multimedia 

Nusantara 

 

 
 

DAFTAR TABEL 
Tabel 1.1 Golongan Pengusaha Pabrik Hasil Tembakau ....................................... 2 

Tabel 1. 2 Batasan Harga Jual Eeceran dan Tarif Cukai Per Batang Atau Gram 

Hasil Tembakau Buatan Dalam Negeri ................................................................... 3 

Tabel 1. 3 Data Penduduk Provinsi Jambi .............................................................. 5 

Tabel 1. 4 Outlet Universe Prov Jambi ................................................................... 5 

Tabel 1. 5 Market Share .......................................................................................... 7 

 
Tabel 2. 1 Penelitian Terdahulu ............................................................................ 20 

 
Tabel 3. 1 variabel Indikator ................................................................................. 29 

Tabel 3. 2 Skala Likert .......................................................................................... 30 

 
Tabel 4. 1 Indikator dihapus dari model ............................................................... 42 

Tabel 4. 2 Statistik Deskriptif ............................................................................... 43 

Tabel 4. 3 Outer loading ....................................................................................... 48 

Tabel 4. 4 Nilai Average Variance Extraced (AVE) ............................................ 48 

Tabel 4. 5 Nilai Cross loading .............................................................................. 50 

Tabel 4. 6 Nilai Fornell Larcker ........................................................................... 51 

Tabel 4. 7 Nilai Composite reliability ................................................................... 51 

Tabel 4. 8 Nilai Cronbach’s alpha ........................................................................ 52 

Tabel 4. 9 Nilai R Square ...................................................................................... 54 

Tabel 4. 10 Nilai Uji Linear (F2) ........................................................................... 54 

Tabel 4. 11 Nilai Uji Path coefficients .................................................................. 55 

Tabel 4. 12 Nilai Uji T-Statistik ............................................................................ 56 

Tabel 4. 13 Nilai Uji Indirect Path coefficients .................................................... 57 

Tabel 4. 14 Uji Nilai Predictive relevance (Q2) .................................................... 59 

Tabel 4. 15 Kesimpulan Hasil Hipotesis ............................................................... 60 



xv 
Peran Marketing 4P Terhadap Brand Decision Product Rokok di Generasi Milenial & Z di Kota 

Jambi yang Dimediasi Oleh Perception, Christoforus Chandra Dewanto, Universitas Multimedia 

Nusantara 

 

 

 

DAFTAR GAMBAR 

Gambar 2. 1 Piramida Konsumen ......................................................................... 17 

Gambar 2. 2 Model Penelitian .............................................................................. 24 

Gambar 4. 1 Generasi Tahun Lahir Responden .................................................... 37 

Gambar 4. 2 Status Responden ............................................................................. 38 

Gambar 4. 3 Pendidikan Terakhir Responden ...................................................... 38 

Gambar 4. 4 Pekerjaan Responden ....................................................................... 39 

Gambar 4. 5 Berapa lama Responden Merokok ................................................... 40 

Gambar 4. 6 Responden Membeli Brand Sama Dalam 1 Tahun Terakhir ........... 41 

Gambar 4. 7 Model Penelitian .............................................................................. 43 

Gambar 4. 8 Grafik Average Variance Extraced (AVE) ...................................... 49 

Gambar 4. 9 Garifk Composite Reliabillity ........................................................... 52 

Gambar 4. 10 Grafik Cronbach’s alpha ............................................................... 53 

Gambar 5. 1 Hasil Model Penelitian… ................................................................. 72 



xvi 
Peran Marketing 4P Terhadap Brand Decision Product Rokok di Generasi Milenial & Z di Kota 

Jambi yang Dimediasi Oleh Perception, Christoforus Chandra Dewanto, Universitas Multimedia 

Nusantara 

 

DAFTAR LAMPIRAN 
Lampiran 1 Form Kuisioner Responden ............................................................... 77 

Lampiran 2 Hasil Kuisioner Profil Responden ..................................................... 80 

Lampiran 3 Hasil Kuisioner Pendapat Konsumen .............................................. 108 

Lampiran 4 Hasil Similarity Turnitin .................................................................. 120 

Lampiran 5 Kartu Bimbingan Tugas Akhir ........................................................ 122 


