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ABSTRAK

Jehuda Kevin Haputra
Skripsi
Pengaruh Kualitas Produk, Harga, Promosi Online, dan Kepercayaan terhadap
Keputusan Pembelian Produk Fashion Lokal Hazzel di Instagram.

Penelitian ini bertujuan untuk melihat pengaruh kualitas produk, harga, promosi online dan
kepercayaan terhadap keputusan pembelian pada produk fashion lokal Hazzel di Instagram.
Penelitian ini menggunakan metode penelitian kuantitatif. Sampel dalam penelitian ini
sebanyak 96 orang responden yang diambil dengan teknik judgemental sampling. Teknik
analisis data menggunakan analisis deskriptif, uji asumsi klasik, dan analisis regresi linier
berganda. Proses perhitungan menggunakan program IBM SPSS Statistics 19. Hasil
penelitian menunjukkan bahwa kualitas produk, harga, dan promosi online berpengaruh
positif dan signifikan terhadap keputusan pembelian. Sedangkan kepercayaan berpengaruh
positif tetapi tidak signifikan terhadap keputusan pembelian. Faktor yang paling ber-
pengaruh terhadap keputusan pembelian produk fashion lokal Hazzel di Instagram adalah
promaosi online.

Kata kunci:
Kualitas Produk, Harga, Promosi Online, Kepercayaan, Keputusan Pembelian,
Fashion lokal, Instagram, Hazzel

ABSTRACT

Jehuda Kevin Haputra
Thesis
The Effects of Product Quality, Price, Online Promotion and Trust towards
Purchase Decision of Hazzel’s Local Fashion Product on Instagram.

This study aims to investigate the influence of product quality, price, online promotion and
trust towards or purchase decision of Hazzel’s local fashion product on Instagram. This
study uses quantitative research methods. The sample in this study were 96 respondents
using judgemental sampling technique. The analysis technique used in this research is
descriptive statistics, classic assumption test analysis, and regression analysis. The
calculation process uses the IBM SPSS Statistics 19 program. The results showed that
product quality, price, and online promotion had a positive and significant effect towards
purchase decision. Meanwhile trust had a positive effect, but it is not significant towards
purchase decision. The most influencing factor towards purchase decision of Hazzel’s local
fashion product on Instagram is online promotion.

Keywords:
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