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ABSTRAKSI 

Penelitian ini bertujuan untuk menganalisis pengaruh persepsi nilai, persepsi 

harga, dan kualitas produk terhadap keputusan pembelian dengan minat beli 

sebagai variabel intervening pada produk mebel faisol furniture jepara. Penelitian 

dilakukan secara kuantitatif, data primer diperoleh dengan survei menggunakan 

kuesioner. Populasi yang digunakan dalam penelitian ini adalah seluruh pelanggan 

mebel faisol furniture yang tidak diketahui jumlahnya secara pasti. Teknik non 

probability sampling dengan jenis accidental sampling. Responden penelitian ini 

125 karyawan. Hasil analisis dalam penelitian dengan metode Structural Equation 

Modeling (SEM) sebagai berikut: 1.Persepsi nilai berpengaruh positif dan 

signifikan terhadap minat beli konsumen FAISOL Furniture Jepara. 2.Persepsi 

harga berpengaruh positif dan signifikan terhadap minat beli konsumen FAISOL 

Furniture Jepara. 3.Kualitas produk berpengaruh positif dan signifikan terhadap 

minat beli konsumen FAISOL Furniture Jepara. 4.Persepsi nilai berpengaruh 

positif dan signifikan terhadap keputusan pembelian konsumen FAISOL Furniture 

Jepara. 5. Persepsi harga berpengaruh positif dan signifikan terhadap keputusan 

pembelian konsumen FAISOL Furniture Jepara. 6. Kualitas produk berpengaruh 

positif dan signifikan terhadap keputusan pembelian konsumen FAISOL Furniture 

Jepara. 7. Minat beli konsumen berpengaruh positif dan signifikan terhadap 

keputusan pembelian konsumen FAISOL Furniture Jepara. 

 

Kata Kunci : Persepsi Nilai, Persepsi Harga, Dan Kualitas Produk Terhadap 

Keputusan Pembelian Dengan Minat Beli. 
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PRODUCT QUALITY ON PURCHASE DECISIONS WITH PURCHASE 
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ABSTRACTION 

This study aims to analyze the effect of perceived value, perceived price, and 

product quality on purchasing decisions with purchase intention as an intervening 

variable in faisol furniture products from Jepara. The research was conducted 

quantitatively, the primary data was obtained by survey using a questionnaire. 

The population used in this research is all Faisol furniture customers whose exact 

number is not known. Non-probability sampling technique with accidental 

sampling type. The respondents of this research were 125 employees. The results 

of the analysis in the study using the Structural Equation Modeling (SEM) method 

are as follows: 1. Perceived value has a positive and significant effect on 

consumer buying interest in FAISOL Furniture Jepara. 2. Price perception has a 

positive and significant effect on consumer buying interest in FAISOL Furniture 

Jepara. 3. Product quality has a positive and significant effect on consumer 

buying interest in FAISOL Furniture Jepara. 4. Perceived value has a positive 

and significant effect on consumer purchasing decisions of FAISOL Furniture 

Jepara. 5. Perceived price has a positive and significant effect on consumer 

purchasing decisions of FAISOL Furniture Jepara. 6. Product quality has a 

positive and significant effect on consumer purchasing decisions of FAISOL 

Furniture Jepara. 7. Consumer buying interest has a positive and significant 

effect on consumer purchasing decisions of FAISOL Furniture Jepara. 

 

Keywords: Perceived Value, Perceived Price, And Product Quality On Purchase 

Decisions With Purchase Intention. 
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