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ABSTRAK 

 

Penelitian bertujuan mengetahui pengaruh perceived value, 

perceived trust, perceived ease of interface dan perceived empathy terhadap 

keputusan pembelian pada retail offline Matahari Department Store dan 

retail online MatahariMall.com. Sampel yang digunakan berjumlah 160 

responden dan data diperoleh dari kuesioner. Teknik pengambilan sampel 

menggunakan purposive sampling dan analisis data yang digunakan adalah 

regresi berganda. Hasil penelitian menunjukkan jika perceived value, 

perceived trust, perceived ease of interface dan perceived empathy 

berpengaruh positif terhadap keputusan pembelian konsumen baik di toko 

offline Matahari Department Store dan toko online MatahariMall.com. 

Kata kunci: Perceived Value, Perceived Trust, Perceived Ease of Interface, 

Perceived Empathy, Keputusan Pembelian. 

 

ABSTRACT 

The research aims to determine the effect of perceived value, 

perceived trust, perceived ease of interface and perceived empathy on 

purchasing decisions on Matahari Department Store offline retail and 

MatahariMall.com online retail. The sample used was 160 respondents and 

data were obtained from the questionnaire. The sampling technique used 

was purposive sampling and data analysis used was multiple regression. 

The results showed that perceived value, perceived trust, perceived ease of 

interface and perceived empathy had a positive effect on consumer 

purchasing decisions both at the Matahari Department Store offline store 

and MatahariMall.com online store. 

 

Key Word: Perceived Value, Perceived Trust, Perceived Ease of Interface, 

Perceived Empathy, Purchase Decision. 


