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ABSTRAKSI 

Muhammad Nanda Rifani (2024). “Pengaruh Product Quality, Promosi, 

Persepsi, Harga, Citra Merek, dan Product Innovation Terhadap Keputusan 

Pembelian dan Repeat Buying ( Studi Kasus Pada Konsumen Produk Eiger di 

Banjarmasin )”. Pembimbing: Dr. Nuril Huda, SE, MM 

 Penelitian ini dilakukan untuk membuktikan secara empiris dan menguji 

seberapa pengaruh dari Product Quality, Promosi, Persepsi, Harga, Citra Merek, 

dan Product Innovation terhadap Keputusan Pembelian dan Repeat Buying ( Studi 

Kasus Pada Konsumen Produk Eiger di Banjarmasin ). 

 Penelitian ini menggunakan metode kuantitatif. Populasi penelitian ini 

adalah seluruh masyarakat yang berada di Banjarmasin yang memiliki salah satu 

produk Eiger dengan sampel berjumlah 280 responden. Teknik pengambilan 

sampel yang digunakan dalam penelitian ini adalah purposive sampling. 

 Hasil penelitian menunjukkan bahwa Promosi, Persepsi, Citra Merek, dan 

Product Innovation terprediksi berpengaruh terhadap Keputusan Pembelian. 

Product Quality dan Harga terprediksi tidak terpengaruh terhadap Keputusan 

Pembelian. Product Quality, Promosi, Persepsi, Harga, Citra Merek, Product 

Innovation, dan Keputusan Pembelian terprediksi tidak berpengaruh terhadap 

Repeat Buying. 

Kata Kunci : Product Quality, Promosi, Persepsi, Harga, Citra Merek, Product 

Innovation, Keputusan Pembelian, Repeat Buying, dan Eiger. 
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ABSTRACT 

Muhammad Nanda Rifani (2024). "The Influence of Product Quality, Promotion, 

Perception, Price, Brand Image, and Product Innovation on Purchasing 

Decisions and Repeat Buying (Case Study of Eiger Product Consumers in 

Banjarmasin)". Advisor: Dr. Nuril Huda, SE, MM 

 This research was conducted to prove empirically and test the influence of 

Product Quality, Promotion, Perception, Price, Brand Image and Product 

Innovation on Purchasing Decisions and Repeat Buying (Case Study of Eiger 

Product Consumers in Banjarmasin). 

 This research uses quantitative methods. The population of this research is 

all people in Banjarmasin who own one of the Eiger products with a sample of 

280 respondents. The sampling technique used in this research was purposive 

sampling. 

 The research results show that Promotion, Perception, Brand Image and 

Product Innovation are predicted to influence purchasing decisions. Product 

Quality and Prices are not predicted affected by Purchasing Decisions. Product 

Quality, Promotion, Perception, Price, Brand Image, Product Innovation, and 

Purchasing Decisions are not predicted affected on Repeat Buying. 

Keywords: Product Quality, Promotion, Perception, Price, Brand Image, Product 

Innovation, Purchase Decision, Repeat Buying, and Eiger. 
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