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ABSTRAK

Penelitian ini bertujuan untuk menganalisis pengaruh online customer review,
harga, dan promosi terhadap keputusan pembelian produk fashion di Shopee pada
Generasi Z di Kota Malang. Penelitian ini dilatarbelakangi oleh perkembangan e-
commerce yang semakin pesat sehingga pelaku usaha perlu memahami faktor-
faktor yang memengaruhi keputusan pembelian konsumen. Penelitian ini
menggunakan pendekatan kuantitatif dengan jenis explanatory research. Populasi
penelitian adalah Generasi Z di Kota Malang yang pernah melakukan pembelian
produk fashion melalui- Shopee, dengan sampel sebanyak 100 responden yang
dipilih menggunakan teknik purposive sampling. Pengumpulan data dilakukan
melalui penyebaran kuesioner dan dianalisis menggunakan regresi linier berganda
dengan bantuan program SPSS. Hasil penelitian - menunjukkan bahwa online
customer review, harga, dan promosi berpengaruh positif dan signifikan terhadap
keputusan pembelian. Temuan ini menunjukkan bahwa konsumen Generasi Z
cenderung mempertimbangkan ulasan produk, kesesuaian harga, dan promosi yang
ditawarkan sebelum melakukan pembelian. Pelaku usaha perlu mengoptimalkan
pengelolaan ulasan produk, menetapkan harga yang kompetitif, serta menyusun
promosi yang menarik guna meningkatkan keputusan pembelian konsumen.

Kata Kunci — Harga, Online Customer Review, Promosi, Keputusan Pembelian,

Shopee.


mailto:alyawlndry@gmail.com

202210160311103
Alya Wulandary

Prodi Manajemen

The Effect of Price, Online Customer Review, and Promotion on
Purchase Decisions of Fashion Products on Shopee Among
Generation Z in Malang City

Alya Wulandary, Widayat

1, 2 Management Departement, Universitas Muhammadiyah Malang, Indonesia

Corresponding E-mail: alyawlndry@gmail.com

Abstract

This study aims to analyze the influence of online customer reviews, price, and
promotion on the purchase decisions of fashion products on Shopee among
Generation Z in Malang City. This research is motivated by the rapid growth of e-
commerce, which requires business owners to understand the factors that influence
consumer purchase decisions. This study employed a quantitative approach with an
explanatory research design. The population consisted of Generation Z consumers
in Malang City who had purchased fashion products through Shopee, with a sample
of 100 respondents selected using a purposive sampling technique. Data were
collected through questionnaires and analyzed using multiple linear regression
with the assistance of SPSS software. The results indicate that online customer
reviews, price, and promotion have a positive and significant effect.on purchase
decisions. These findings suggest that Generation Z consumers tend to consider
product reviews, price suitability, and promotional offers before making purchase
decisions. Therefore, business owners need to optimize the management of online
customer reviews, implement competitive pricing strategies, and provide attractive
promotional programs to enhance consumer purchase decisions.

Keywords — Price, Online Customer Review, Promotion, Purchase Decision,
Shopee
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