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ABSTRAK

Dibawah bimbingan Prof. Dr. H. Hari Mulyadi, M.Si. dan Dr. Rd. H. Dian H Utama,
M.Si. Penelitian ini dilakukan untuk memperoleh gambaran dan pengaruh
Perceived Value dan E-Trust terhadap Online Purchase Decision pada anggota grup
gamer di Indoneisa. Karena revenue Intel menurun cukup drastis dari januari 2022
hingga januari 2024 , dengan keuntungan berkurang 50% dengan Salah satu faktor
yang mempengaruhi merupakan keputusan pembelian online. Jenis penelitian yang
digunakan adalah deskriptif verifikatif. Metode yang digunakan Purposive
Sampling dengan ukuran sample sebanyak 110 responden. Teknik analisis
penelitian ini adalah analisis jalur (Path Analysis) dengan menggunakan program
AMOS for windows. Hasil temuan penelitian ini menunjukan bahwa gambaran
Perceived Value dan E-Trust terhadap Online Purchase Decision berada pada
kategori baik, dan variabel Perceived Value dan E-Trust terhadap Online Purchase
Decision berpengaruh secara positif dan signifikan secara simultan dan parsial.
Temuan pada penelitian ini menegaskan bahwa keberadaan Perceived Value dan E-
Trust terhadap anggota grup game mampu meningkatkan tingkat Online Purchase
Decision pada Intel Corporation, peneliti merekomendasikan agar Intel Corporation
mempertahankan, mengelola dan memaksimalkan keberadaan Perceived Value dan
E-Trust.

Kata kunci: Perceived Value, E-Trust, Online Purchase Decision
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ABSTRACT

Under the guidance of Prof. Dr. H. Hari Mulyadi, M.Si. and Dr. Rd. H. Dian H
Utama, M.Si. This study was conducted to obtain an overview and influence of
Perceived Value and E-Trust on Online Purchase Decision on gamer group
members in Indonesia. Because Intel's revenue decreased quite dramatically from
January 2022 to January 2024, with profits reduced by 50% with one of the
influencing factors being online purchasing decisions. The type of research used is
descriptive verification. The method used was purposive sampling with a sample
size of 110 respondents. The analysis technique of this research is path analysis
using the AMOS for windows program. The findings of this study indicate that the
description of Perceived Value and E-Trust on Online Purchase Decision is in the
good category, and the variables of Perceived Value and E-Trust on Online
Purchase Decision have a positive and significant effect simultaneously and
partially. The findings in this study confirm that the existence of Perceived Value
and E-Trust towards game group members is able to increase the level of Online
Purchase Decision at Intel Corporation, researchers recommend that Intel
Corporation maintain, manage and maximize the existence of Perceived Value and

E-Trust.

keywords: Perceived Value, E-Trust, Online Purchase Decision.
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