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Penelitian jini jdilatarbelakangi jmasalah jtentang jkeputusan jpembelian 

jkonsumen, jpada jvariabel jyang jmempengaruhi jpenelitian jini jterdapat j3 

jvariabel, jyaitu jvariabel jkepercayaan, jkemudahan, jdan jkualitas jinformasi. 

Tujuan jdari jpenelitian jini jadalah juntuk jmempelajari jbagaimana jkepercayaan, 

jkemudahan, jdan jkualitas jinformasi jberpengaruh jsecara jparsial jdan jsimultan 

jterhadap jkeputusan jpembelian jpada jTiktok jShop jdi jKecamatan jPelaihari. J 

Jenis jpenelitian jyang jdigunakan jdalam jpenelitian jini jadalah jpenelitian 

jkuantitatif. jTeknik jpengambilan jsampel jmenggunakan jteknik jNonprobability 

jSampling jberupa jteknik jAccidental jSampling jyang jmenghasilkan jjumlah 

jsampel j100 jresponden jdengan jmenggunakan jrumus jLemeshow. jAdapun 

jTeknik janalisis jyang jdigunakan jdalam jpenelitian jini jadalah jmenggunakan 

janalisis jregresi jberganda jdengan jbantuan jSPSS j25 jfor jwindows. 

Hasil jpenelitian jini jmenyebutkan: jpertama jmenyatakan jbahwa jvariabel 

jkepercayaan, jkemudahan, jdan jkualitas jinformasi jsecara jsimultan jberpengaruh 

jterhadap jvariabel jkeputusan jpembelian jpada jTiktok jShop. jKedua 

jmenyatakan jbahwa jhanya jvariabel jkepercayaan jdan jkualitas jinformasi jyang 

jberpengaruh jsecara jparsial jterhadap jkeputusan jpembelian jpada jTiktok jShop, 

jsedangkan jvariabel jkemudahan jtidak jberpengaruh jsecara jparsial jterhadap 

jkeputusan jpembelian jpada jTiktok jShop. 
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 This study was motivated by issues related to consumer purchasing 

decisions. The study employed three independent variables that were assumed to 

influence purchasing decisions, namely trust, ease of use, and information quality. 

The objective of this study was to examine the partial and simultaneous effects of 

trust, ease of use, and information quality on purchasing decisions on TikTok Shop 

in Pelaihari District. 

 This research used a quantitative approach. The sampling technique 

applied was Non-Probability Sampling using the Accidental Sampling method, 

resulting in 100 respondents determined through the Lemeshow formula. Data 

analysis was conducted using multiple linear regression with the assistance of SPSS 

version 25 for Windows. 

 The results of the study indicate that, first, trust, ease of use, and information 

quality simultaneously have a significant effect on purchasing decisions on TikTok 

Shop. Second, only trust and information quality have a partial effect on purchasing 

decisions on TikTok Shop, while ease of use does not have a partial effect on 

purchasing decisions on TikTok Shop. 

 

 


