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ABSTRAK 

 

 Pengaruh Key Opinion Leader Dan Hedonic Shopping Value Dengan 

Customer Trust Sebagai Variabel Interrvening Terhadap Keputusan Pembelian 

Offline Pada Konsumen Panda Lovely Di Kabupaten Jombang : Henis Syina 

Sadida ; 3121014 ; Program Studi Administrasi Bisnis ; Fakultas Bisnis, Bahasa 

dan Pendikan ; Universitas Pesantren Tinggi Darul Ulum Jombang. 

Keputusan pembelian merupakan proses kompleks yang dipengaruhi oleh 

berbagai faktor, seperti persepsi terhadap promosi, pengalaman berbelanja yang 

menyenangkan, dan kepercayaan terhadap sumber informasi. Dalam era digital, 

peran Key Opinion Leader (KOL) dan Hedonic Shopping Value (HSV) menjadi 

semakin penting dalam memengaruhi perilaku konsumen. Penelitian ini bertujuan 

untuk menganalisis pengaruh KOL dan HSV terhadap keputusan pembelian offline, 

dengan Customer Trust sebagai variabel intervening pada konsumen Panda Lovely 

di Kabupaten Jombang. Penelitian ini menggunakan pendekatan kuantitatif 

deskriptif dengan metode survei terhadap 160 responden yang dipilih melalui 

purposive sampling. Variabel yang diteliti meliputi KOL (X1), HSV (X2), 

Customer Trust (Z), dan Keputusan Pembelian (Y). Teknik analisis data yang 

digunakan adalah SEM dengan bantuan aplikasi SmartPLS. Hasil penelitian 

menunjukkan bahwa KOL tidak berpengaruh langsung terhadap keputusan 

pembelian, namun berpengaruh positif terhadap Customer Trust. HSV dan 

Customer Trust berpengaruh positif dan signifikan terhadap keputusan pembelian. 

Selain itu, Customer Trust terbukti secara signifikan memediasi pengaruh KOL 

terhadap keputusan pembelian. Temuan ini menegaskan pentingnya kepercayaan 

konsumen dalam menjembatani pengaruh KOL terhadap perilaku pembelian. 

Penelitian selanjutnya disarankan untuk menambahkan variabel lain seperti e-

WOM, Brand Image, atau pendekatan mixed methods guna memperluas analisis  

Kata Kunci: Key Opinion Leader, Hedonic Shopping Value, Customer Trust, 

Keputusan Pembelian 
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ABSTRACT 

The Influence of Key Opinion Leaders and Hedonic Shopping Value with 

Customer Trust as Intervening Variables on Offline Purchasing Decisions of 

Panda Lovely Consumers in Jombang Regency: Henis Syina Sadida; 3121014; 

Business Administration Study Program; Faculty of Business, Language and 

Education; Darul Ulum Islamic Boarding School University Jombang. 

Purchase decisions are a complex process influenced by various factors, 

such as promotional perceptions, enjoyable shopping experiences, and trust in 

information sources. In the digital era, the roles of Key Opinion Leaders (KOL) 

and Hedonic Shopping Value (HSV) have become increasingly important in 

shaping consumer behavior. This study aims to analyze the influence of KOL and 

HSV on offline purchase decisions, with Customer Trust as a mediating variable 

among consumers of Panda Lovely in Jombang Regency. The research employs a 

quantitative approach through a survey of 160 respondents selected via purposive 

sampling. The variables examined include KOL (X1), HSV (X2), Customer Trust 

(Z), and Purchase Decision (Y). Data analysis was conducted using Structural 

Equation Modeling (SEM) with the SmartPLS application. The results show that 

KOL does not directly influence purchase decisions but has a positive effect on 

Customer Trust. HSV and Customer Trust positively and significantly affect 

purchase decisions. Furthermore, Customer Trust significantly mediates the effect 

of KOL on purchase decisions. These findings highlight the crucial role of 

consumer trust in bridging the influence of KOL on purchasing behavior. Future 

research is recommended to include other variables such as e-WOM, Brand Image, 

or adopt a mixed methods approach to broaden the scope of analysis. 

Keywords: Key Opinion Leader, Hedonic Shopping Value, Customer Trust, 

Purchase Decision  
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