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ABSTRAK 

 

Akuila Kresensia Gambe, 2025. “Pengaruh Harga, Dan Kualitas Produk 

Terhadap Keputusan Pembelian Online Pada Marketplace Shopee 

Dikalangan Masyarakat Kecamatan Ende Utara” Skripsi, Program Studi 

Manajemen Fakultas Ekonomi Dan Bisnis Universitas Flores,  

Pembimbing I : Dr. Mansyur A. Hamid, SE.,MM 

Pembimbing II : Maria Endang Jamu, SE.,MM 

 

Penelitian ini bertujuan (1) Untuk mengetahui dan menganalisis harga 

berpengaruh terhadap keputusan pembelian online di kalangan masyarakat pada 

marketplace Shopee? (2) Untuk mengetahui dan menganalisis kualitas produk 

berpengaruh terhadap keputusan pembelian online di kalangan masyarakat pada 

marketplace Shopee? (3) Untuk mengetahui dan menganalisis harga,kualitas 

produk berpengaruh terhadap keputusan pembelian online di kalangan masyarakat 

pada marketplace Shopee? Penelitian ini termasuk penelitian assosiatif dengan 

menggunakan pendekatan kuantitatif. Sampel dalam penelitian ini sebanyak 96 

orang yang melakukan pembelian online di Marketplace Shopee Dikalangan 

Masyarakat Kecamatan Ende Utara. Data dikumpulkan dengan kuesioner yang 

telah diuji validitas dan reliabilitasnya. Regresi linier berganda digunakan untuk 

menguji hipotesis penelitian ini.  

Hasil penelitian ini menunjukan bahwa, (1) Harga berpengaruh secara 

signifikan Terhadap Keputusan Pembelian Online Pada Marketplace Shopee 

Dikalangan Masyarakat  Kecamatan Ende Utara dengan nilai β 0,600, serta 

thitung sebesar 8,549 dan R2 sebesar 43,7%. (2) Kualitas Produk berpengaruh 

secara signifikan terhadap Terhadap Keputusan Pembelian Online Pada 

Marketplace Shopee Dikalangan Masyarakat  Kecamatan Ende Utara dengan nilai 

β 0,671, serta thitung sebesar 7,631 dan R2 38,3%. (3) Harga dan Kualitas Produk 

berpengaruh secara signifikan dan bersama-sama Terhadap Keputusan Pembelian 

Online Pada Marketplace Shopee Dikalangan Masyarakat  Kecamatan Ende Utara 

dengan nilai Fhitung sebesar 64,375 dan R2 58,1%. 

 

 

Kata Kunci :  Pengaruh Harga, Kualitas Produk, Keputusan Pembelian, 

pembelian Online, Market Place Shopee 
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ABSTRACT 

 

Akuila Kresensia Gambe, 2025. “The Influence of Price, and Product Quality 

on Online Purchasing Decisions at the Shopee Marketplace Among the People 

of North Ende District” Thesis, Management Study Program, Faculty of 

Economics and Business, University of Flores, 

Supervisor I: Dr. Mansyur A. Hamid, SE.,MM 

Supervisor II: Maria Endang Jamu, SE.,MM 

 

This study aims to (1) To find out and analyze the price influence on online 

purchasing decisions among the people in the Shopee marketplace? (2) To find 

out and analyze the quality of the product influence on online purchasing 

decisions among the people in the Shopee marketplace? (3) To find out and 

analyze the price, product quality influence on online purchasing decisions 

among the people in the Shopee marketplace? This study is an associative study 

using a quantitative approach. The sample in this study was 96 people who made 

online purchases at the Shopee Marketplace Among the People of North Ende 

District. Data were collected using a questionnaire that had been tested for 

validity and reliability. Multiple linear regression was used to test the hypothesis 

of this study.  

The results of this study indicate that, (1) Price has a significant effect on 

Online Purchasing Decisions at the Shopee Marketplace among the Ende Utara 

District Community with a β value of 0.600, and a t count of 8.549 and R2 of 

43.7%. (2) Product Quality has a significant effect on Online Purchasing 

Decisions at the Shopee Marketplace among the Ende Utara District Community 

with a β value of 0.671, and a t count of 7.631 and R2 of 38.3%. (3) Price and 

Product Quality have a significant and joint effect on Online Purchasing 

Decisions at the Shopee Marketplace among the Ende Utara District Community 

with an F count of 64.375 and R2 of 58.1%. 

 

Keywords:  Influence of Price, Product Quality, Purchasing Decisions, Online 

Purchases, Shopee Market Place 
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