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ABSTRAK 

 

Nurul Ismi, 2120420320009. Pengaruh Persepsi Harga, Persepsi Kualitas 

Produk, dan Gaya Hidup Konsumen terhadap Keputusan Pembelian Menu Signature 

McDonald’s Banjarmasin, di bawah bimbingan: Maryono. 

Petumbuhan bisnis kuliner khususnya restoran cepat saji meningkat pesat 

karena meningkatnya mobilitas masyarakat dan aktivitas yang padat. Restoran cepat 

saji dipercaya dapat memenuhi kebutuhan konsumsi masyarakat yang memiliki waktu 

terbatas karena kesibukan mereka. Restoran McDonald’s merupakan salah satu 

restoran cepat saji yang telah membuka cabang di Banjarmasin dengan menarik minat 

dan perhatian banyak masyarakat.  

Penelitian ini bertujuan untuk mengetahui pengaruh persepsi harga, persepsi 

kualitas produk, dan gaya hidup konsumen terhadap keputusan pembelian menu 

signature McDonald’s Banjarmasin. Penelitian ini menggunakan sampel sebanyak 115 

responden dengan karakteristik pernah membeli menu signature McDonald’s 

Banjarmasin, usia minimal 17 tahun, dan sedang berdomisili di Kota Banjarmasin.  

Berdasarkan hasil pengujian dapat disimpulkan bahwa persepsi harga, persepsi 

kualitas produk, dan gaya hidup konsumen berpengaruh terhadap keputusan pembelian 

menu signature McDonald’s Banjarmasin. Pada uji t diperoleh hasil persepsi harga 

(X1), persepsi kualitas produk (X2), dan gaya hidup konsumen (X3) berpengaruh 

signifikan secara parsial terhadap keputusan pembelian. Pada penelitian ini, diketahui 

koefisien determinasi (adjusted R2) sebesar 0,408 yang artinya 40,8% variabel dari 

keputusan pembelian akan dipengaruhi oleh variabel independen dalam penelitian ini.  

Kata Kunci: Persepsi Harga, Perspesi Kualitas Produk, Gaya Hidup Konsumen, Menu 

Signature, Keputusan Pembelian. 

 

  



ii 
 

ABSTRACT 

 

Nurul Ismi, 2120420320009. The Influence of Perceived Price, Perceived 

Produck Quality and Consumer Lifestyle on Purchase Decisions of McDonad’s 

Banjarmasin Signature Menu, under the guidance of: Maryono. 

The growth of the culinary business, especially fast food restaurants, has 

increased rapidly due to the increasing of people’s mobility and busy activities. Fast 

food restaurants are believed to be able to meet the consumption needs of people who 

have limited time because of their busy lifestyle. McDonald's restaurant is one of the 

fast food restaurants that has opened a branch in Banjarmasin to attract the interest 

and attention of many people. 

The objective of this study is to indentify the influence of perceived price, 

perceived product quality and consumer’s lifestyle of Purchase Decisions of 

McDonald’s Banjarmasin signature menu. This study used a sample of 115 

respondents with the characteristics of having purchased the McDonald's Banjarmasin 

signature menu, minimum age of 17 years, and currently living in Banjarmasin City. 

This research finds that perceived price, perceived product quality and 

consumer’s lifestyle significantly affect purchase decision. The t test result shows that 

perceived price (𝑋1), perceived product quality (𝑋2) and consumer’s lifestyle (𝑋3) 

partially have significant effect on purchase decision. The coefficient of determination 

(adjusted R squared) is 0,408, indicating that 40,8% of the purchase decision is 

influenced by its independent variables. 

Keywords: Perceived Price, Perceived Product Quality, Consumer’s Lifestyle, 

Signature Menu, Purchase Decision. 
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