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ABSTRACT 

Widya Terranti (2023). The Influence of Viral Marketing, Brand Awareness, 

Product Quality and Price on Purchase Decisions for Mixue Ice Cream & Tea at 

Banjarmasin (Study of TikTok Users at Banjarmasin). Management Study 

Program. Faculty of Economics and Business. Lambung Mangkurat University. 

Supervisor: M. Yudy Rachman. 

This research aims to determine and analyze: (1) the influence of viral 

marketing on the purchase decision of Mixue Ice Cream & Tea, (2) the influence of 

brand awareness on the purchase decision of Mixue Ice Cream & Tea, (3) the 

influence of product quality on Mixue Ice Cream & Tea ), (4) the influence of price 

on the purchase decision for Mixue Ice Cream & Tea. 

This type of research is quantitative research. The population used in this 

research is people in Banjarmasin aged 17 years and over who have bought Mixue 

Ice Cream & Tea in Banjarmasin. Data was collected from 110 respondents. The 

sampling technique used in this research was purposive sampling using a 

questionnaire. The data analysis technique used is multiple linear regression 

analysis. 

The research results show that (1) viral marketing influences the purchase 

decision of Mixue Ice Cream & Tea, (2) brand awareness influences the purchase 

decision of Mixue Ice Cream & Tea, (3) product quality influences the purchase 

decision of Mixue Ice Cream & Tea, ( 4) price influences the purchase decision for 

Mixue Ice Cream & Tea. 

Keywords: Viral Marketing, Brand Awareness, Product Quality, Price, Purchase 

Decision. 
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ABSTRAKSI 

Widya Terranti (2023). Pengaruh Viral Marketing, Brand Awareness, Product 

Quality dan Price Terhadap Purchase Decision Mixue Ice Cream & Tea Di 

Banjarmasin (Studi Pada Pengguna TikTok Di Banjarmasin). Program Studi 

Manajemen. Fakultas Ekonomi dan Bisnis. Universitas Lambung Mangkurat. 

Pembimbing: M. Yudy Rachman.  

Penelitian ini bertujuan untuk mengetahui dan menganalisis: (1) pengaruh 

viral marketing terhadap purchase decision Mixue Ice Cream & Tea, (2) pengaruh 

brand awareness terhadap purchase decision Mixue Ice Cream & Tea, (3) pengaruh 

product quality terhadap Mixue Ice Cream & Tea), (4) pengaruh price terhadap 

purchase decision Mixue Ice Cream & Tea. 

Jenis penelitian ini berupa penelitian kuantitatif. Populasi yang digunakan 

dalam penelitian ini adalah Masyarakat di Banjarmasin berusia 17 tahun ke atas dan 

pernah membeli Mixue Ice Cream & Tea di Banjarmasin. Data dikumpulkan dari 

110 orang responden. Teknik sampling yang digunakan dalam penelitian ini adalah 

purposive sampling menggunakan kuesioner. Teknik analisis data yang digunakan 

adalah analisis regresi linear berganda.  

Hasil penelitian menunjukkan bahwa (1) viral marketing berpengaruh 

terhadap purchase decision Mixue Ice Cream & Tea, (2) brand awareness 

berpengaruh terhadap purchase decision Mixue Ice Cream & Tea, (3) product 

quality berpengaruh terhadap purchase decision Mixue Ice Cream & Tea, (4) price 

berpengaruh terhadap purchase decision Mixue Ice Cream & Tea.  

Kata Kunci: Viral Marketing, Brand Awareness, Product Quality, Price, Purchase 

Decision. 
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