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ABSTRACT 

 
The growth of the fashion industry among female university students has 

increased demand for branded bags, including Longchamp. Despite its simple and 

elegant design and strong brand image, Longchamp faces challenges related to 

consumer reviews on product quality and price suitability. This study aims to 

analyze the influence of product quality, price, and promotion on purchasing 

decisions of Longchamp bags among female students in Malang City. A 

quantitative approach was employed using a survey method, with questionnaires 

distributed to 100 respondents selected through purposive sampling. Data were 

analyzed using multiple linear regression with SPSS. The results show that 

product quality, price, and promotion all have a positive and significant effect on 

purchasing decisions. Among these variables, promotion was found to be the most 

dominant factor. These findings highlight that an effective marketing strategy 

combining consistent product quality, competitive pricing, and effective digital 

promotion can enhance purchasing decisions and strengthen brand 

competitiveness in the student fashion market. 
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ABSTRAKSI 

 
Pertumbuhan industri fashion di kalangan mahasiswi mendorong 

meningkatnya permintaan terhadap produk tas bermerek, termasuk Longchamp. 

Meskipun memiliki desain yang sederhana dan elegan, serta citra merek yang 

kuat, Longchamp menghadapi tantangan berupa ulasan konsumen terkait kualitas 

produk dan kesesuaian harga. Penelitian ini bertujuan untuk menganalisis 

pengaruh kualitas produk, harga, dan promosi terhadap keputusan pembelian tas 

Longchamp di kalangan mahasiswi Kota Malang. Penelitian ini menggunakan 

pendekatan kuantitatif dengan metode survei melalui kuesioner yang dibagikan 

kepada 100 responden yang dipilih menggunakan teknik purposive sampling. 

Analisis data dilakukan menggunakan regresi linier berganda melalui SPSS. Hasil 

penelitian menunjukkan bahwa kualitas produk, harga, dan promosi berpengaruh 

positif dan signifikan terhadap keputusan pembelian. Di antara ketiga variabel 

tersebut, promosi menjadi faktor yang paling dominan. Temuan ini menegaskan 

bahwa strategi pemasaran yang tepat, melalui kombinasi kualitas produk yang 

konsisten, harga yang kompetitif, serta promosi digital yang efektif, mampu 

meningkatkan keputusan pembelian dan daya saing merek di pasar fashion 

mahasiswi 

 

Kata kunci: Kualitas Produk, Harga, Promosi, Keputusan Pembelian.  
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