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ABSTRAK

Penelitian ini untuk mengetahui pengaruh brand awareness (X1), brand image (X2),
dan lifetyle (X3) terhadap keputusan pembelian (Y) thrifting di platform tiktok shop
pada Mahasiswa Fakultas Ekonomi dan Bisnis Universitas Wijaya Kusuma
Surabaya. Populasi yang digunakan dalam penelitian ini adalah meliputi mahasiswa
aktif angkatan 2021 Fakultas Ekonomi dan Bisnis Universitas Wijaya Kusuma
Surabaya yang pernah membeli atau memakai thrifting di platform tiktok shop.
Sampel dalam penelitian ini sebanyak 100 responden dari seluruh mahasiswa
fakultas ekonomi dan bisnis. Teknik sampling menggunakan non-probability
sampling, dengan metode purposive sampling. Teknik analisis yang digunakan
untuk menguji hipotesis adalah Regresi Linear Berganda. Sebelum uji hipotesis
dilakukan uji validitas dan reabilitas. Berdasarkan hasil linear berganda dari uji t
diperoleh thitung Brand Awareness 1,503 < 1,984, sedangkan thitung Brand Image
3,234 > 1,984, dan thiwng Lifestyle 6,222 > 1,984. Dari hasil uji fhiung Sebesar 86,392
> dari nilai fanel Sebesar 3,09 dengan signifikan < 0,05. Maka dapat diartikan Brand
Awareness (X1) tidak berpengaruh terhadap keputusan pembelian namun, Brand
Image(X2) dan Lifestyle(X3) berpengaruh signifikan terhadap keputusan
pembelian thrifting di platform tiktok shop pada Mahasiswa Fakultas Ekonomi dan
Bisnis Universitas Wijaya Kusuma Surabaya.

Kata Kunci : Brand Awareness, Brand Image, Lifestyle, dan Keputusan Pembelian.



ABSTRACT

This research is to determine the influence of brand awareness (X1), brand image
(X2), and lifestyle (X3) on purchasing decisions (Y) thrifting on the TikTok shop
platform among students at the Faculty of Economics and Business, Wijaya
Kusuma University, Surabaya. The population used in this research includes active
students from the 2021 class of the Faculty of Economics and Business, Wijaya
Kusuma University, Surabaya who have purchased or used thrifting on the TikTok
shop platform. The sample in this study was 100 respondents from all economics
and business faculty students. The sampling technique uses non-probability
sampling, with a purposive sampling method. The analysis technique used to test
the hypothesis is Multiple Linear Regression. Before testing the hypothesis, validity
and reliability tests are carried out. Based on the multiple linear results of the t test,
the Brand Awareness tcount was 1.503 < 1.984, while the Brand Image tcount was
3.234 > 1.984, and the Lifestyle tcount was 6.222 > 1.984. From the results of the
fcount test, it is 86.392 > the ftable value is 3.09 with significance < 0.05. So it can
be interpreted that Brand Awareness (X1) has no influence on purchasing
decisions, however, Brand Image (X2) and Lifestyle (X3) have a significant
influence on thrifting purchasing decisions on the TikTok shop platform for students
at the Faculty of Economics and Business, Wijaya Kusuma University, Surabaya.

Keywords: Brand Awareness, Brand Image, Lifestyle, and Purchasing Decisions.
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