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ABSTRAK 

 

 Fatimatuz Zahrah, 2210412320036, 2026. Pengaruh Persepsi Nilai dan 

Electronic Word of Mouth terhadap Keputusan Pembelian Hijab Merek Jasmine 

Pada Generasi Z di Kota Banjarmasin, di bawah bimbingan: Noor Hidayati. 

 Penelitian ini bertujuan untuk mengetahui dan menguji pengaruh signifikan 

secara parsial maupun simultan Persepsi Nilai dan Electronic Word of Mouth 

terhadap Keputusan Pembeian Hijab Merek Jasmine Pada Generasi Z di Kota 

Banjarmasin. 

 Penelitian ini menggunakan pendekatan kuantitatif, dengan desain survei 

tipe Explanatory Reasearch.  Penelitian berlokasi di Kota Banjarmasin.  Sampel 

dipilih dengan purposive sampling dengan jumlah 100 sampel, yaitu perempuan 

yang pernah melakukan pembelian hijab merek Jasmine.  Data dikumpulkan 

melalui kuesioner dan dianalisis menggunakan Regresi Linear Berganda. 

 Hasil penelitian membuktikan Persepsi Nilai dan Electronic Word of Mouth 

berpengaruh signifikan secara parsial dan berpengaruh secara simultan terhadap 

Keputusan Pembelian Hijab Merek Jasmine Pada Generasi Z di Kota Banjarmasin.  

Kata kunci: Persepsi Nilai, Electronic Word of Mouth, Keputusan Pembelian 
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ABSTRACT 

 

 Fatimatuz Zahrah, 2210412320036, 2026. The Influence of Perceived Value 

and Electronic Word of Mouth on the Purchase Decision of Jasmine Brand Hijab 

among Generation Z in Banjarmasin City. Under the supervision of Noor Hidayati. 

 This study aims to examine and analyze the partial and simultaneous 

influence of Perceived Value and Electronic Word of Mouth on the Purchase 

Decision of Jasmine brand hijab among Generation Z in Banjarmasin City. 

 This study employed a quantitative approach with an explanatory research 

survey design. The research was conducted in Banjarmasin City. The sample 

consisted of 100 female respondents who had purchased Jasmine brand hijab, 

selected using a purposive sampling technique. Data were collected through 

questionnaires and analyzed using Multiple Linear Regression. 

 The results indicate that Perceived Value and Electronic Word of Mouth 

have a significant partial influence on the purchase decision of Jasmine brand hijab 

among Generation Z in Banjarmasin City. Furthermore, both variables 

simultaneously have a significant influence on the purchase decision. 

Keywords: Perceived Value, Electronic Word of Mouth, Purchase Decision. 
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