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ABSTRAK

Tujuan penelitian ini adalah menguji pengaruh lifestyle terhadap buying
decision produk Erigo. Menguji pengaruh perceived ease of use terhadap buying
decision produk Erigo. Menguji pengaruh trust terhadap buying decision produk
Erigo. Menguji pengaruh lifestyle, perceived ease of use and trust terhadap buying
decision produk Erigo secara simultan. Pendekatan yang digunakan dalam
penelitian ini adalah pendekatan kuantitatif. Sampel adalah 120 responden
pengguna produk Erigo di Kudus yang membeli melewati marketplace Shopee,
Blibli dan Lazada dan pengambilan sampel menggunakan teknik purposive
sampling. Teknik pengumpulan data yang digunakan dalam penelitian ini adalah
kuesioner. Teknik analisis data menggunakan analisis regresi berganda. Hasil
penelitian menunjukkan bahwa lifestyle berpengaruh positif dan signifikan
terhadap buying decision pada produk Erigo. Perceived ease of use berpengaruh
positif dan signifikan terhadap buying decision produk Erigo. Trust berpengaruh
positif dan signifikan terhadap buying decision produk Erigo. Lifestyle, perceived
ease of use and trust berpengaruh positif dan signifikan terhadap buying decision
produk Erigo.

Kata Kunci : Lifestyle, Perceived Ease Of Use and Trust
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Effect Lifestyle, Perceived Ease Of Use and Trust on Buying Decision Product
Erigo (Case Study of Online Shopping Site Users at Shopee, Blibli and Lazada
in Kudus)
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ABSTRACT

The purpose of this study was to examine buying decision on product
Erigo. Testing the effect of lifestyle on buying decision product Erigo. Testing the
effect of perceived ease of use on buying decision product Erigo. Simultaneously
examine the influence of lifestyle, perceived ease of use and trust on buying
decision product Erigo. The approach used in this research is a quantitative
approach. The sample is 120 respondendents using Erigo products in Kudus who
purchased via the Shopee, Blibli and Lazada marketplace and sampling using
purposive sampling technique. The data collection technique used in this study
was a questionnaire. Data analysis technique using multiple regression analysis.
The results of the study show that lifestyle has a positive and significant effect on
buying decision product Erigo. Perceived ease of use has a positive and
significant effect on buying decision product Erigo. Trust has a positive and
significant effect on buying decision product Erigo. Lifestyle, perceived ease of
use and trust have a positive and significant effect on buying decision product
Erigo.

Keywords: Lifestyle, Perceived Ease Of Use and Trust
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