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ABSTRACT 

This research was conducted to determine and analyze the influence of sales 

promotion, trust and e-service quality on online purchasing decisions. This 

research used quantitative methods. The data collection technique in this research 

uses a questionnaire. A sample of 190 was carried out using purposive sampling. 

Multiple linear regression analysis technique. The research results found that sales 

promotion had a positive and significant effect on purchasing decisions, trust had 

a positive and significant effect on purchasing decisions and e-service quality had 

a positive and significant effect on purchasing decisions.  

 

Keywords : Sales promotion, trust and e-service quality on online purchasing 

decisions 
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ABSTRAK 

Penelitian ini dilakukan untuk mengetahui dan menganalisis pengaruh sales 

promotion, kepercayaan dan e-service quality terhadap keputusan pembelian 

online. Penelitian ini menggunakan pendekatan metode kuantitatif. Teknik 

pengumpulan data dalam penelitian ini menggunakan kuesioner. Sampel sebanyak 

190 dilakukan dengan menggunakan purposive sampling. Teknik analisis regresi 

linier berganda. Hasil penelitian menemukan bahwa sales promotion berpengaruh 

positif dan signifikan terhadap keputusan pembelian online, kepercayaan 

berpengaruh positif dan signifikan terhadap keputusan pembelian online dan e-

service quality berpengaruh positif dan signifikan terhadap keputusan pembelian 

online. 

 

Kata Kunci : Sales promotion, kepercayaan dan e-service quality terhadap 

keputusan pembelian online 
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