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ABSTRAK 
 

Tujuan penelitian ini untuk medeskripsikan, menguji dan menganalisis pengaruh yang 
dominan dari variabel kualitas produk, harga, dan promosi terhadap keputusan 
pembelian ulang produk garmen di PT. Magnum Attack Indonesia. Sampel dalam 
penelitian ini adalah pembeli produk garmen dari PT. Magnum Attack Indonesia minimal 
satu kali pembelian dan teknik pengambilan sampel menggunakan Purposive Sampling. 
Secara simultan hasil penelitian menunjukkan bahwa variabel kualitas produk, harga, dan 
promosi secara bersama - sama berpengaruh terhadap keputusan pembelian ulang 
produk garmen dari PT. Magnum Attack Indonesia. Sedangkan secara parsial hasil 
penelitian menunjukkan variabel kualitas produk berpengaruh positif dan signifikan 
terhadap keputusan pembelian ulang produk garmen dari PT. Magnum Attack Indonesia, 
variabel harga berpengaruh positif dan signifikan  terhadap keputusan pembelian ulang 
produk garmen dari PT. Magnum Attack Indonesia, dan variabel promosi tidak 
berpengaruh positif dan signifikan terhadap keputusan pembelian ulang produk garmen 
dari PT. Magnum Attack Indonesia. Sedangkan variabel yang paling berpengaruh 
dominan terhadap variabel keputusan pembelian ulang adalah  variabel harga. 
 
Kata Kunci: Kualitas Produk, Harga, Promosi, Keputusan Pembelian Ulang 
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ABSTRACT 

 
The aim of this research is to describe, test and analyze the dominant influence of 
product quality, price and promotion variables on the decision to repurchase garment 
products at PT. Magnum Attack Indonesia. The sample in this research was buyers of 
garment products from PT. Magnum Attack Indonesia has a minimum of one purchase 
and the sampling technique uses Purposive Sampling. Simultaneously, the research 
results show that the variables of product quality, price and promotion together influence 
the decision to repurchase garment products from PT. Magnum Attack Indonesia. 
Meanwhile, partially the research results show that product quality variables have a 
positive and significant effect on the decision to repurchase garment products from PT. 
Magnum Attack Indonesia, the price variable has a positive and significant effect on the 
decision to repurchase garment products from PT. Magnum Attack Indonesia, and 
promotional variables do not have a positive and significant effect on the decision to 
repurchase garment products from PT. Magnum Attack Indonesia. Meanwhile, the 
variable that has the most dominant influence on the repurchase decision variable is the 
price variable. 
 
Keywords: Product Quality, Price, Promotion, Repeat Purchase Decision 
 

 

 

  

 

 

 

 

 

 

 

 

 

 

 


