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ABSTRACT

Halim, Daniel (2026). The Effect of Price Perception, Digital Promotion,
and Brand Image of Eiger on Shopee on Consumer Purchase Decisions.
Advisor: Laila Refiana Said

This study aimed to analyze the effect of price perception, digital promotion,
and brand image on consumer purchase decisions for Eiger products on Shopee.
The independent variables consisted of price perception (X1), digital promotion
(X2), and brand image (X3). The dependent variable was consumer purchase
decision (Y). This study measured purchase decisions based on the stages of the
Hierarchy of Effects Model.

The data were analyzed using the partial least squares structural equation
modeling (PLS-SEM) method with SmartPLS software. This study employed a
quantitative approach. The study population consists of consumers who have
purchased Eiger products on Shopee at least once. Samples were collected using a
non-probability, purposive approach. The study involved 184 respondents who met
the research criteria. Data were collected by the researchers through a Likert-type
questionnaire.

The results revealed three main findings. First, price perception had no
effect on consumer purchase decisions for Eiger products on Shopee. Consumer
assessment of price was not the main determining factor in purchase decisions.
Second, digital promotion had an effect on purchase decisions. Shopee promotional
features such as discounts, vouchers, and flash sales encouraged consumers to buy.
Third, brand image had an effect on purchase decisions. Eiger's image as a strong
and trusted outdoor brand strengthened consumer confidence in purchasing Eiger
products on Shopee.

Keywords: Price Perception, Digital Promotion, Brand Image, Purchase
Decision, Shopee.
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ABSTRAKSI

Halim, Daniel (2026). Pengaruh Persepsi Harga, Promosi Digital, dan
Brand Image Eiger di Shopee terhadap Keputusan Pembelian Konsumen.
Pembimbing: Laila Refiana Said

Penelitian ini bertujuan untuk menganalisis pengaruh persepsi harga,
promosi digital, dan brand image terhadap keputusan pembelian konsumen produk
Eiger di Shopee. Variabel independen terdiri atas persepsi harga (X1), promosi
digital (X2), dan brand image (X3). Variabel dependennya adalah keputusan
pembelian konsumen (Y). Penelitian ini mengukur keputusan pembelian
berdasarkan tahapan Hierarchy of Effects Model.

Analisis data menggunakan metode Partial Least Squares Structural
Equation Modeling (PLS-SEM) dengan perangkat lunak SmartPLS. Penelitian ini
menggunakan pendekatan kuantitatif. Populasi penelitian adalah konsumen yang
pernah membeli produk Eiger di Shopee minimal satu kali. Pengambilan sampel
menggunakan teknik non-probability sampling dengan pendekatan purposive
sampling. Penelitian ini melibatkan 184 responden yang memenuhi kriteria
penelitian. Peneliti mengumpulkan data melalui kuesioner berskala Likert.

Hasil penelitian menunjukkan tiga temuan utama. Pertama, persepsi harga
tidak berpengaruh terhadap keputusan pembelian konsumen produk Eiger di
Shopee. Penilaian konsumen terhadap harga bukan faktor penentu utama dalam
keputusan pembelian. Kedua, promosi digital berpengaruh terhadap keputusan
pembelian. Fitur promosi Shopee seperti diskon, voucher, dan flash sale mendorong
konsumen untuk membeli. Ketiga, brand image berpengaruh terhadap keputusan
pembelian. Citra FEiger sebagai merek outdoor yang kuat dan terpercaya
memperkuat keyakinan konsumen dalam membeli produk Eiger di Shopee.

Kata Kunci: Persepsi Harga, Promosi Digital, Brand Image, Keputusan
Pembelian Konsumen, Shopee.

viii



DAFTAR ISI

LEMBAR LEGALITAS ...ttt ettt ettt ettt ettt sttt ebe e e e enneenaeas i
LEMBAR PENGESAHAN UJIAN SKRIPSI .....coiiiiiiiiiieieenie et iii
LEMBAR BERITA ACARA PERBAIKAN SKRIPSI ....ccoiiiiiiiieeiieeieeiee e iii
SURAT PERYATAAN ORISINALITAS ...ttt ettt sttt s iv
KATA PENGANTAR ...ttt sttt ettt sttt et et e sse e s e e nneesneennee v
ABSTRACT ettt ettt ettt et st e bt et e e bt e st e e sae e st e e bt e sabeesaeeenbeeaes vii
ABSTRAKSI ...ttt sttt ettt be e et ae e sn e s ne e e n e nneenaneen viii
DAFTAR IST 1ttt sttt et st sbe e st e bt e et e e sae e st e e saeesabeesaeesnneens iX
DAFTAR TABEL ...ttt sttt et s Xii
DAFTAR GAMBAR .....ooitiiiteeiteeite sttt ettt st ettt et st s bt e st sbe e s be e saaesbeenaeas xiii
BAB | PENDAHULUAN ...ttt ettt 2
1.2 Latar BElIaKang ....occuveeeeieiiie ettt e e 2
1.2 Rumusan Masalah ..o 15
1.3 TUJUAN PENEITIAN ... it e e e e e ee e e e e e 15
1.4 Manfaat Penelitian ......c.cooviiiiiiiiiie e 16
1.5 Sistematika Pembahasan...........cccveeiiiiiiniii e 17
BAB Il TINJAUAN PUSTAKA ...ttt sttt sttt 20
2.1 Keputusan Pembelian KONSUMEN ........cevviiieiieiiiiiiiieeeee e e 20
A o T =T T I o - ] T 21
2.3 Promosi Digital (Variabel X2)....cccuuiieiieeeeeceee e 24
2.4 Brand Image (Variabel X3) ...uueeeeiii it seetreree e e e e e enanes 27
2.5 Penelitian TerdahulU.........coouiiiiiiiiiiii e 29

2.6 Hubungan Persepsi Harga (X1) dan Keputusan Pembelian Konsumen (Y) ..39

2.7 Hubungan Promosi Digital (X2) dan Keputusan Pembelian Konsumen (Y)..41

2.8 Hubungan Brand Image (X3) dan Keputusan Pembelian Konsumen (Y) .....45
2.9 Hubungan Simultan X1, X2, dan X3 terhadap Keputusan Pembelian
KONSUMEN (Y) 1eriiiieiieiiitiee ittt eeeeibb e e e e e e e s esnbaareeeeeeesseannraeneeas 49

BAB Ill KERANGKA KONSEPTUAL DAN HIPOTESIS ....coeeieeeeeeeeeeeeeeeee e, 53



3.1 Kerangka KONSEPLUAL......ccoocuiiiiiiiiiiei it e e s e e 53
3.2 HiPOTESIS uuuuuruuuruirtiiiiiiiiiit s 54
3.2.1 Pengaruh Persepsi Harga Terhadap Keputusan Pembelian Konsumen 54
3.2.2 Pengaruh Promosi Digital Terhadap Keputusan Pembelian Konsumen55

3.2.3 Pengaruh Brand Image Terhadap Keputusan Pembelian Konsumen ...57

BAB IV METODE PENELITIAN ...ciiiiiiiiittiet ettt iierree e e e e e eeeee e 59
4.1 Ruang Lingkup Penelitian ........ceeiviiieiiiiiiee ettt s 59
4.2 Jenis Penelitian ......cooviiiiiiiiiiieeec e 59
4.3 Tempat/Lokasi PeNelitian ......c..cccveeiieiiecieeceeeeee e 60
A4 UNIEANQLISIS.c.eviiiiiiieiiieeeee e 61
4.5 Populasi dan SAmPel ......cociiiiiie e 61

Nt N o o o U1 - 1 ISR 61
4.5.2 Sampel dan Teknik SAamMpPling.....cccoov i 62
4.6 Variabel dan Definisi Operasional Variabel .........ccccoeviiviiiieiiiiiiii e 64
4.6.1 Variabel Penelitian .........ccooueiiiiiiiiiieeceec e 64
4.6.2 Definisi Operasional Variabel .........coccovvvieeiiiiieicciireeeee e 68
4.7 Teknik Pengumpulan Data.......ccccceei et eesrree e e 71
4.8 Teknik ANalisis DAta.......cccocuerireeriieiienee e e 72
4.8.1 Analisis Statistik Deskriptif (SPSS) ....ccccviriiiiiiiie e, 72
4.8.2 Analisis Partial Least SQUare (PLS)......cccvveeeieeeieiicireeeeee e 73
4.8.3 Evaluasi Model Pengukuran (Outer Model) .......ccccoveeeeiiiieeeeciiereeenen, 74
4.8.4 Evaluasi Model Struktural (Inner Model) ........cooeevvvveeeeiiiiiciiiiieeeneeeeen, 76
s R U T T Yo L] B o PP 78
I SR U o 1 oo L =] U 80

BAB V HASIL PENELITIAN DAN ANALISIS ..., 82

5.1. Gambaran Umum Obyek Penelitian.......cccccveeeeeviciinveeeieeeee e eeeeennns 82
5.1.1 Identitas Objek Penelitian .........ccocccuiiiiieeiee e 82
5.1.2 Sejarah Singkat Perusahaan ........ccccovveeeiiiiiiciiiiiieeece e 82

5.2 Hasil dan Analisis.......cooveiieiiiiieeeeeeeee e 84
5.2.1 Karakteristik RESPONdeN........ccccuviiiiiiiiiii e 84



5.2.2 Deskripsi Statistik Variabel ..o 86

5.2.3 Evaluasi Model Pengukuran (Outer Model) ..........ccccoccueeeeecieeeeecnnnennn. 95
5.2.4 Evaluasi Model Struktural (Inner Model) ..........cccoeeeveeecieeciieeeieeens 100
5.2.5 Uji MOdel Fitu.eoiieiiieieeiieeeeeeee et 104
5.2.6 Hasil Pengujian HIpOTESIS ....ccccvcuieiiiiiiiieiiiiiee e 106
5.2.7 Pembahasan Hasil Penelitian .........cccceeiiiiiiiiiiiniiiiiiccceee 108
5.2.8 Implikasi Hasil Penelitian.......ccccccceeiiriiiiiiiiiieee e 119
5.2.9 Keterbatasan Penelitian ..........cccooeieiiiiiiiiiiiiiiieeee e 127

BAB VI PENUTUP ...ttt sttt sttt sttt st saae s es 129
o I (T [ Y 10 = o T PSR 129
6.2 SAIAN ...eiiiiii ittt e e e e e e e s e s e ee e e e e s e nennnee 130
DAFTAR PUSTAKA ...ttt sttt st et 132
LAMPIRAN T ..ttt sttt et sb e st esae e sabeenneeebeenne 135
LAMPIRAN 2 ..ttt sttt ettt sttt et st esbe e e abeesaeesabeesaaeebeesaes 140
LAMPIRAN 3 ettt ettt ettt sttt sa e st e s bt e e bt e saeesabeenbeeeaneennes 157

Xi



DAFTAR TABEL

Tabel 2.0 o 32
Tabel 4.1 ..o 70
TabEl 4.2 oo 75
Tabel 5.1 o 84
Tabel 5.2 o 85
Tabel 5.3 85
TabEl 5.4 .., 86
Tabel 5.5 87
TaDEI 5.6 e 89
TaDEl 5.7 e 91
TabEl 5.8 .. 93
Tabel 5.9 96
Y o= S0 O RPN 97
B = o= R0 RSP UUTRRRRRIN 98
TADERI 5,12 .t e e et e e e s e e bt ae et e e s eesaanaes 98
] o= S0 SRRSO 99
] o= S50 SRRSO 100
L] o= S5 R TSRO 101
L] o= S5 N YOO 102
] o= S5 7 RSO 103
] o1 =50 - SRRSO 104
EE] o= =5 K ISP 105
TADEI 5.20 ... eeiiiieiiee ettt ee et e e e e e e e e e e e e e e bbb b e reaeeeeeenarrraaaaaeeeans 107

Xii



DAFTAR GAMBAR

(CT=T 0 01 o= e 0t N 5
(CT=T 0 01 o =1 e 0N 7
(CT=T 0 g1 o =1 e 5 N 9
LCT=T 0 a1 o= 1 o 10
LCT=T 0 a1 o= 1 o 0 T 12
LCT=T 0 a1 o= 1 ot 12
(G- g1 0 =T C Tt 53
(G- 0 g1 o110t 95
GaAMIDAT 5.2 ittt nnnan 95
GaAMIDAT 5.3 i annan 106

Xiii



