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ABSTRAK 

 

Penelitian ini bertujuan untuk mengetahui pengaruh produk, harga dan promosi 

terhadap keputusan pembelian konsumen pada Katering Dapoer Uni Elvy di 

Bandung. Penelitian ini dilatarbelakangi oleh adanya penurunan pesanan serta 

keterbatasan promosi digital yang belum optimal dalam menarik minat konsumen. 

Metode yang digunakan adalah pendekatan kuantitatif dengan jenis penelitian 

deskriptif asosiatif. Populasi dalam penelitian ini berjumlah 147 konsumen aktif, 

sedangkan sampel ditentukan menggunakan rumus Slovin sehingga diperoleh 108 

responden dengan teknik purposive sampling berdasarkan kriteria pelanggan aktif. 

Pengumpulan data dilakukan melalui kuesioner menggunakan skala Likert. Teknik 

analisis data meliputi uji validitas, uji reliabilitas, uji asumsi klasik, analisis regresi 

linear berganda, uji t, uji F, dan koefisien determinasi. Hasil penelitian 

menunjukkan bahwa produk, harga, dan promosi berpengaruh positif dan signifikan 

terhadap keputusan pembelian baik secara parsial maupun simultan. Variabel 

promosi menjadi aspek dengan nilai terendah sehingga memerlukan peningkatan, 

khususnya dalam hal konsistensi unggahan dan daya tarik konten digital.  

 

Kata kunci: harga, keputusan pembelian, produk, promosi. 
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ABSTRACT 

 

This study aims to determine the effect of product, price and promotion on 

consumer purchasing decisions at Dapoer Uni Elvy Catering in Bandung. This 

study was motivated by a decline in orders and the limitations of digital promotions, 

which have not been optimal in attracting consumer interest. The method used is a 

quantitative approach with an associative descriptive research type. The 

population in this study consisted of 147 active consumers, while the sample was 

determined using the Slovin formula, resulting in 108 respondents using purposive 

sampling based on active customer criteria.  Data collection was conducted 

through a questionnaire using a Likert scale. Data analysis techniques included 

validity testing, reliability testing, classical assumption testing, multiple linear 

regression analysis, t-test, F-test, and coefficient of determination. The results 

showed that product, price, and promotion had a positive and significant effect on 

purchasing decisions, both partially and simultaneously. The promotion variable 

was the aspect with the lowest score, requiring improvement, particularly in terms 

of consistency of uploads and the appeal of digital content.  

Keywords: price, purchasing decision, product, promotion.
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