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ABSTRAK 

Tujuan Penelitian untuk mengetahui seberapa pengaruh E-Service Quality,Brand 

Image dan Harga terhadap Minat Beli Konsumen Online Shop Blibli.com dalam 

Kasus ini peneliti mengambil sampel di lingkungan UPN “Veteran Jawa Timur.  

Jenis penelitian yang digunakan adalah  penelitian deskriptif dengan 

pendekatan kuantitatif. Teknik pengumpulan data melalui penyebaran kuesioner 

kepada responden. Populasi dalam penelitian ini adalah Konsumen Blibli.com UPN 

“Veteran” Jawa Timur. Teknik pengambilan sampel menggunakan metode 

purposive sampling. yaitu teknik pengambilan sampel dengan karakteristik  

konsumen yang pernah melakukan pembelian pada Online Shop Blibli.com 

sebanyak 2-3 kali. Teknik analisis data dalam penelitian ini menggunakan teknik 

analisis deskriptif per variabel dan analisis regresi linier berganda. 

Berdasarkan Hasil analisis menggunakan Uji t maka disimpulkan variabel 

E-Service Quality berpengaruh secara parsial terhadap variable Minat Beli 

Konsumen, Berdasarkan Hasil analisis menggunakan Uji t maka disimpulkan 

variabel Brand Image tidak berpengaruh secara parsial terhadap  variable Minat 

Beli Konsumen., Berdasarkan Hasil analisis menggunakan Uji t maka disimpulkan 

variabel Harga berpengaruh secara parsial terhadap Minat Beli Konsumen,  

Berdasarkan Hasil analisis menggunakan Uji f maka disumpulkan variabel 

E-Service Quality, Brand Image dan Harga berpengaruh secara bersama – sama 

(Simultan)  dan signifikan terhadap Minat Beli konsumen Online Shop Blibli.com 

yang Kasus penelitian  di lingkungan konsumen UPN “Veteran Jawa Timur.   
 

 

Kata kunci:E-Service Quality, Brand Image, Harga, Minat Beli Konsumen 
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ABSTRACT 

 

 

The purpose of this study was to determine how the influence of E-Service Quality, 

Brand Image and Harga on Minat Beli Konsumen in Blibli.com Online Shop. In 

this case the researchers took samples in the UPN "Veteran” Jawa Timut. 

This type of research is a descriptive study with a quantitative approach. 

Data collection techniques through the distribution of questionnaires to 

respondents. The population in this study is the Blibli.com UPN "Veteran" 

Consumer in East Java. The sampling technique uses purposive sampling method. 

the sampling technique with the characteristics of consumers who have made 

purchases at Blibli.com Online Shop 2-3 times. Data analysis techniques in this 

study used descriptive analysis techniques per variable and multiple linear 

regression analysis. 

Based on the results of the analysis using the t test, collected E-Service 

Quality variables partially influence the variable Minat Beli Konsumen, Based on 

the results of the analysis using the t test, the Brand Image variable is collected does 

not have a partial effect on the variable Minat Beli Konsumen. Based on the results 

of the analysis using the t test then the price variable is collected parsial effect on 

Minat  Beli Konsumen, 

Based on the results of the analysis using the F Test, the E-Service Quality, 

Brand Image and Harga variables were jointly and simultaneously influential and 

significantly Minat Beli Konsumen affected the Blibli.com Online Shop in  research 

case in the UPN "Veteran” Jawa Timur consumer environment. 
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