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ABSTRAK

Kannala Sekar Kinasih: " Trust the Brand, Feel the Service, Buy the Product: Studi
pada Pengguna Aplikasi Retail Digital". Skripsi, Jakarta: Program Studi
Manajemen, Fakultas Ekonomi dan Bisnis, Universitas Negeri Jakarta. Tim
Pembimbing: Prof. Usep Suhud, M.Si., Ph.D. dan Nofriska Krissanya, S.E.,
M.B.A.

Penelitian ini dilatarbelakangi oleh perkembangan pesat industri ritel digital di
Indonesia, yang memunculkan persaingan ketat antara ritel modern dan platform e-
commerce. Dalam konteks ini, pemahaman yang mendalam terhadap faktor-faktor
yang memengaruhi perilaku konsumen, khususnya terkait brand trust, price
perception, dan service quality. Penelitian ini bertujuan untuk menganalisis pengaruh
ketiga variabel tersebut terhadap purchase intention dan purchase decision, serta
menguji peran purchase intention terhadap purchase decision pada pengguna aplikasi
Alfagift. Metode yang digunakan adalah Structural Equation Modeling (SEM) dengan
bantuan perangkat lunak AMOS, berdasarkan data dari 254 responden yang dipilih
menggunakan teknik purposive sampling. Hasil penelitian menunjukkan bahwa brand
trust tidak berpengaruh signifikan terhadap purchase intention maupun purchase
decision. Sebaliknya, price perception dan service quality berpengaruh positif dan
signifikan terhadap keduanya. Namun, purchase intention tidak terbukti memengaruhi
secara signifikan purchase decision. Temuan ini mengimplikasikan bahwa harga yang
kompetitif dan kualitas layanan yang optimal menjadi faktor kunci dalam mendorong
keputusan pembelian, sementara kepercayaan merek saja belum cukup untuk
memengaruhi perilaku beli konsumen.

Kata kunci: Brand Trust, Price Perception, Service Quality, Purchase Intention,
Purchase Decision, SEM AMOS



ABSTRACT

Kannala Sekar Kinasih: "Trust the Brand, Feel the Service, Buy the Product: A
Study on Digital Retail Application Users''. Thesis, Jakarta: Management Study
Program, Faculty of Economics and Business, Universitas Negeri Jakarta. Advisors:
Prof. Usep Suhud, M.Si., Ph.D. and Nofriska Krissanya, S.E., M.B.A.

This study is motivated by the rapid development of the digital retail industry in
Indonesia, which has created intense competition between modern retail outlets and e-
commerce platforms. In this context, an in-depth understanding of the factors
influencing consumer behavior, particularly regarding brand trust, price perception,
and service quality, is essential. The aim of this research is to analyze the effect of these
three variables on purchase intention and purchase decision, as well as to examine the
role of purchase intention in influencing purchase decision among Alfagift application
users. The research method employed is Structural Equation Modeling (SEM) using
AMOS software, based on data from 254 respondents selected through purposive
sampling. The findings reveal that brand trust does not have a significant effect on
either purchase intention or purchase decision. In contrast, price perception and
service quality have a positive and significant influence on both. However, purchase
intention is not proven to significantly affect purchase decision. These results imply
that competitive pricing and optimal service quality are key factors in driving purchase
decisions, while brand trust alone is insufficient to influence consumer buying
behavior.

Keywords: Brand Trust, Price Perception, Service Quality, Purchase Intention,
Purchase Decision, SEM AMOS
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