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RINGKASAN 

 

Penelitian ini menganalisis pengaruh ulasan produk, kualitas produk, dan 

kualitas informasi terhadap keputusan pembelian parfum merek Miniso di 

marketplace, dengan fokus pada konsumen di Kecamatan Sukolilo, Surabaya. 

Fenomena pergeseran perilaku konsumen menuju belanja daring, khususnya untuk 

produk sensori seperti parfum yang tidak dapat diuji coba langsung, 

melatarbelakangi urgensi penelitian ini. Keterbatasan pengalaman langsung dalam 

pembelian parfum di marketplace menyoroti peran penting ulasan konsumen, 

representasi kualitas produk secara digital, dan kelengkapan serta keakuratan 

informasi sebagai pengganti interaksi fisik. 

 

Menggunakan pendekatan kuantitatif, penelitian ini melibatkan 100 

responden yang merupakan konsumen parfum Miniso di Kecamatan Sukolilo, 

dipilih melalui purposive sampling. Data dikumpulkan menggunakan kuesioner 

dan dianalisis dengan metode regresi linier berganda menggunakan SPSS, setelah 

melalui uji validitas, reliabilitas, dan asumsi klasik. Hasil analisis menunjukkan 

bahwa secara parsial, ulasan produk (p=0.019), kualitas produk (p=0.006), dan 

kualitas informasi (p=0.036) memiliki pengaruh positif dan signifikan terhadap 

keputusan pembelian parfum merek Miniso. Temuan ini mengindikasikan bahwa 

persepsi konsumen yang terbentuk dari informasi digital tersebut berperan krusial 

dalam keputusan pembelian di lingkungan e-commerce. 

 

Secara simultan, ulasan produk, kualitas produk, dan kualitas informasi 

secara bersama-sama berkontribusi signifikan terhadap keputusan pembelian 

parfum Miniso di marketplace. Implikasi praktis dari penelitian ini adalah 

pentingnya bagi Miniso dan penjual di marketplace untuk mengelola ulasan secara 

proaktif, menyajikan deskripsi dan visual produk yang representatif dan menarik, 

serta memastikan transparansi dan kelengkapan informasi demi membangun 

kepercayaan konsumen. Penelitian ini turut memperkaya literatur manajemen 

pemasaran, khususnya terkait perilaku konsumen dalam belanja daring untuk 

produk sensori. 
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SUMMARY 

 

This study analyzes the influence of product reviews, product quality, and 

information quality on purchasing decisions for Miniso brand perfume in the 

marketplace, focusing on consumers in Sukolilo District, Surabaya. The 

phenomenon of shifting consumer behavior towards online shopping, especially for 

sensory products such as perfume that cannot be tested directly, is the background 

to the urgency of this study. The limited direct experience in purchasing perfume in 

the marketplace highlights the important role of consumer reviews, digital 

representation of product quality, and completeness and accuracy of information as 

a substitute for physical interaction. 

 

Using a quantitative approach, this study involved 100 respondents who were 

Miniso perfume consumers in Sukolilo District, selected through purposive 

sampling. Data were collected using a questionnaire and analyzed using multiple 

linear regression methods using SPSS, after going through validity, reliability, and 

classical assumption tests. The results of the analysis showed that partially, product 

reviews (p = 0.019), product quality (p = 0.006), and information quality (p = 0.036) 

had a positive and significant influence on purchasing decisions for Miniso brand 

perfume. These findings indicate that consumer perceptions formed from digital 

information play a crucial role in purchasing decisions in the e-commerce 

environment. 

 

Simultaneously, product reviews, product quality, and information quality 

together contribute significantly to Miniso perfume purchasing decisions in the 

marketplace. The practical implications of this study are the importance for Miniso 

and sellers in the marketplace to proactively manage reviews, present representative 

and attractive product descriptions and visuals, and ensure transparency and 

completeness of information in order to build consumer trust. This study also 

enriches the marketing management literature, especially regarding consumer 

behavior in online shopping for sensory products. 
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ABSTRAK 

 

PENGARUH ULASAN PRODUK, KUALITAS PRODUK DAN KUALITAS 

INFORMASI TERHADAP KEPUTUSAN PEMBELIAN PARFUM MEREK 

MINISO DI MARKETPLACE (Studi Kasus Konsumen Pada Kecamatan 

Sukolilo Surabaya) 

Pertumbuhan e-commerce yang pesat menjadikan marketplace sebagai 

saluran utama pembelian produk, termasuk parfum merek Miniso. Faktor seperti 

ulasan produk (rating, konten, sentimen, jumlah ulasan), kualitas produk (aroma, 

daya tahan, bahan, desain), dan kualitas informasi (akurasi, relevansi, kelengkapan) 

diduga memengaruhi keputusan pembelian konsumen. Penelitian ini bertujuan 

menganalisis pengaruh ketiga variabel tersebut terhadap keputusan pembelian 

parfum Miniso di marketplace, dengan studi kasus pada konsumen 

Kecamatanamatan Sukolilo, Surabaya. 

Penelitian menggunakan pendekatan kuantitatif deskriptif-kausal. Populasi 

mencakup warga Surabaya Timur yang pernah membeli parfum Miniso melalui 

marketplace (Shopee, Tokopedia, Lazada). Sampel sebanyak 100 responden dipilih 

dengan rumus Lemeshow, berusia ≥18 tahun dan pernah membeli minimal satu 

kali. Data dikumpulkan melalui kuesioner online dan dianalisis dengan regresi 

linier berganda menggunakan SPSS 25, setelah melalui uji validitas, reliabilitas, 

serta uji asumsi klasik (normalitas, multikolinearitas, heteroskedastisitas). 

Hasil analisis menunjukkan: (1) Ulasan produk berpengaruh signifikan dan 

positif terhadap keputusan pembelian (β = 0.238, p = 0.019); (2) Kualitas produk 

merupakan faktor paling dominan (β = 0.243, p = 0.006), terutama performa aroma 

dan daya tahan; (3) Kualitas informasi berpengaruh signifikan meskipun lebih 

rendah (β = 0.172, p = 0.036). Secara simultan, ketiga variabel berpengaruh 

signifikan (F = 114.880, p = 0.000) dengan koefisien determinasi (R²) 78.2%, 

menunjukkan kontribusi besar dalam menjelaskan keputusan pembelian. 

Implikasinya, Miniso disarankan meningkatkan kualitas produk, mengoptimalkan 

ulasan autentik, dan menyajikan informasi akurat. 

 

Kata kunci: Ulasan produk, kualitas produk, kualitas informasi, keputusan 

pembelian 
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ABSTRACT 

 

THE INFLUENCE OF PRODUCT REVIEWS, PRODUCT QUALITY AND 

INFORMATION QUALITY ON THE PURCHASE DECISION OF 

MINISO BRAND PERFUME IN THE MARKETPLACE (Case Study of 

Consumers in Sukolilo District, Surabaya) 

The rapid growth of e-commerce has made the marketplace the main 

channel for purchasing products, including Miniso brand perfume. Factors such as 

product reviews (rating, content, sentiment, number of reviews), product quality 

(aroma, durability, material, design), and information quality (accuracy, 

relevance, completeness) are thought to influence consumer purchasing decisions. 

This study aims to analyze the influence of these three variables on purchasing 

decisions for Miniso perfume in the marketplace, with a case study of consumers 

in Sukolilo District, Surabaya. 

The study used a quantitative descriptive-causal approach. The population 

includes residents of East Surabaya who have purchased Miniso perfume through 

the marketplace (Shopee, Tokopedia, Lazada). A sample of 100 respondents was 

selected using the Lemeshow formula, aged ≥18 years and had purchased at least 

once. Data were collected through an online questionnaire and analyzed using 

multiple linear regression using SPSS 25, after going through validity, reliability, 

and classical assumption tests (normality, multicollinearity, heteroscedasticity). 

The results of the analysis show: (1) Product reviews have a significant and 

positive effect on purchasing decisions (β = 0.238, p = 0.019); (2) Product quality 

is the most dominant factor (β = 0.243, p = 0.006), especially aroma performance 

and durability; (3) Information quality has a significant effect although lower (β = 

0.172, p = 0.036). Simultaneously, the three variables have a significant effect (F 

= 114.880, p = 0.000) with a determination coefficient (R²) of 78.2%, indicating a 

large contribution in explaining purchasing decisions. The implication is that 

Miniso is advised to improve product quality, optimize authentic reviews, and 

present accurate information. 

Keywords: Product reviews, product quality, information quality, purchasing 

decisions 
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