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FAKULTAS EKONOMI DAN BISNIS PROGRAM STUDI MANAJEMEN 

ABSTRAKSI 

Penelitian ini bertujuan untuk mengetahui Pengaruh Kualitas Produk, Citra 

Merek, Daya Tarik Iklan, Promosi dan Viral Marketing Terhadap Keputusan 

Pembelian Pada Produk Mie Instan Merek Indomie (Studi Kasus Pada Mahasiswa 

Program Studi Manajemen FEB UMK Angkatan 2019). Permasalahan penelitian 

ini adalah semakin banyak produk mie instan di pasaran menjadikan persaingan 

antara produk Indomie dengan produk lainnya semakin ketat. Penelitian ini 

merupakan penelitian kuantitatif. Populasi dalam penelitian ini adalah Mahasiswa 

Program Studi Manajemen FEB UMK Angkatan 2019. Sampel yang digunakan 

berjumlah 88 responden dengan menggunakan teknik Non-Probability Sampling 

dengan metode Purposive Sampling. Analisis data yang digunakan adalah software 

Statistic Product and Service Solution (SPSS) versi 26. Berdasarkan hasil penelitian 

maka dapat diambil kesimpulan bahwa (1) Kualitas Produk berpengaruh positif dan 

signifikan terhadap keputusan pembelian. (2) Citra Merek berpengaruh positif dan 

signifikan terhadap keputusan pembelian. (3) Daya Tarik Iklan berpengaruh positif 

dan signifikan terhadap keputusan pembelian. (4) Promosi berpengaruh positif dan 

signifikan terhadap keputusan pembelian. (5) Viral Marketing berpengaruh positif 

dan signifikan terhadap keputusan pembelian. 

Kata Kunci : kualitas produk, citra merek, daya tarik iklan, promosi, viral  

marketing, keputusan pembelian. 
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FACULTY OF ECONOMICS AND BUSINESS STUDY PROGRAM OF 

MANAGEMENT 

ABSTRACT 

This study aims to determine the effect of product quality, brand image, 

advertising attractiveness, promotion and viral marketing on purchasing decisions 

for Indomie brand instans noodle products (Case Study in Management Study 

Program Students FEB UMK Batch 2019). The problem of this research is that 

more the competition between Indomie product and other product increasingly 

tight. This research is quantitative research. Population in this study were 2019 

FEB UMK Management Study Program Students. The sample used was 88 

respondents using the Non-Probability Sampling technique with the Purposive 

Sampling method. The data analysis used was the Statistical Product and Service 

Solution (SPSS) software version 26. Based on the results of the study, it can be 

concluded that (1) Product Quality has a positive and significant effect on 

purchasing decisions. (2) Brand Image has a positive and significant effect on 

purchasing. (3) Advertising attractiveness has a positife and significant effect on 

purchasing. (4) Promotion has a positive and significant effect on purchasing. (5) 

Viral Marketing has a positive and significant effect on purchasing decisions. 

Keywords : product quality, brand image, advertising attractiveness, promotion, 

viral marketing, purchase decision. 
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