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ABSTRAK 

Penelitian ini bertujuan untuk mengetahui bagaimana pengaruh kualitas produk, 

persepsi harga, dan electronic word of mouth terhadap Keputusan Pembelian  online 

store di Hazesac. Penelitian ini dilakukan pada konsumen Hazesac dengan jumlah 

responden sebesar 100 yang diambil dengan menggunakan teknik purposive 

sampling. Pengumpulan data menggunakan kuesioner dan pengukuran data yang 

digunakan adalah skala likert. Instrumen uji dalam penelitian ini adalah uji validitas 

dan reliabilitas, serta untuk teknik analisis data menggunakan uji asumsi klasik, 

analisis regresi linier berganda dan uji hipotesis. Hasil penelitian ini dapat diketahui 

bahwa kualitas produk dan persepsi harga berpengaruh secara positif dan signifikan 

terhadap keputusan pembelian online store di Hazesac. Sementara itu electronic 

word of mouth berpengaruh secara negatif dan signifikan terhadap keputusan 

pembelian online store di Hazesac. 

Kata kunci: Kualitas Produk, Persepsi Harga, Electronic Word Of Mouth, 

Keputusan Pembelian. 

 

 

 

 

 



 

v 
 

THE INFLUENCE OF PRODUCT QUALITY, PRICE PERCEPTIONS 

AND ELECTRONIC WORD OF MOUTH (E-WOM) ON ONLINE STORE 

PURCHASING DECISIONS IN HAZESAC 

Rachmat Putra Alamzah 

 

Management Study Program, Faculty of Economics and Business 

University of Muhammadiyah Malang 

Email : rachmatputra44@gmail.com 

 

ABSTRACT 

This research aims to find out how product quality, price perception, and electronic 

word of mouth influence online store purchasing decisions in Hazesac. This 

research was conducted on Hazesac consumers with a total of 100 respondents 

taken using purposive sampling techniques. Data collection used a questionnaire 

and the data measurement used was a Likert scale. The test instruments in this 

research are validity and reliability tests, as well as data analysis techniques using 

classic assumption tests, multiple linear regression analysis and hypothesis testing. 

The results of this research show that product quality and price perception have a 

positive and significant influence on online store purchasing decisions in Hazesac. 

Meanwhile, electronic word of mouth has a negative and significant effect on online 

store purchasing decisions in Hazesac. 

 

Keywords: Product Quality, Price Perception, Electronic Word Of Mouth, 

Purchasing Decisions. 
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