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ABSTRAK 

Penelitian di Universitas Wijaya Kusuma di Surabaya ini tujuannya untuk 

mengetahui bagaimana lifestyle, brand image, dan word of mouth memengaruhi 

keputusan konsumen untuk membeli produk Nike. Sasaran audiensnya yakni 

Universitas Wijaya Kusuma, mahasiswa aktif Surabaya tahun 2022–2023. Dalam 

menentukan sampel penelitian tertulis, teknik pengambilan sampel non-

probabilitas dikombinasikan dengan prosedur pengambilan purposive sample. 

Peneliti mengambil sampel sejumlah 220 responden. Pengumpulan data 

melibatkan penggunaan kuesioner. Teknik analisis dipakai ditafsirkan sebagai 

analisis deskriptif dan regresi linier berganda. Setelah meninjau penelitian 

tersebut, ada dua faktor yang menonjol sebab dengan pengaruh signifikan 

terhadap gaya hidup. Lalu Keputusan tentang apa yang hendak dibeli juga sangat 

terpengaruhi oleh word of mouth. 

 

Kata Kunci : Lifestyle, Brand Image, Word of mouth, Keputusan Pembelian 
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ABSTRACT 

The research at Wijaya Kusuma University in Surabaya set out to find out 

how lifestyle, brand perception, and word-of-mouth influenced consumers' 

decisions to buy Nike products. The intended audience is Wijaya Kusuma 

University, Surabaya's active student body for 2022–2023. To determine the 

sample for this study, a non-probability sampling technique was combined with a 

purposive sampling procedure. We sampled 220 responders. Data collection 

involved the use of a questionnaire. The analysis techniques that are employed are 

interpreted as descriptive and multiple linear regression analysis. After reviewing 

the research, two factors stand out as having a significant impact on lifestyle. 

Then Decisions about what to buy are also greatly influenced by word of mouth. 
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