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MOTTO 
 
 

  
 
 

“Barang siapa menginginkan kehidupan dunia, maka tuntutlah 
ilmu, dan barangsiapa yang ingin kebahagiaan akhirat tuntunlah 
ilmu, dan barangsiapa yang menginginkan keduanya tuntunlah 

ilmu pengetahuan” 
(Rasulullah SWA.) 

 
“I feel like the possibility of all those possibilities being possible 

being possible is just another possibility that could possibly 
happen” 

(Mark Lee, NCT) 
 

“Believe in something bigger than yourself and find your purpose 
in life” 

(Justin Bieber) 
 

“You'll find you become more confident when you stop tryng to 
be someone else's, definition of beautiful and smart start being 

your own” 
(Cenul) 

 
“Prosesnya mungkin gak mudah tapi endingnya bikin gak berhenti 

alhamdulillah” 
(Peneliti) 

 
“Skripsi itu dikerjakan, bukan malah Overthingking berlebihan, 

bahkan sampai Nangis tiap Malam 😭😭😅” 
=-- Beby Silvia --= 
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RINGKASAN 
 
 

Beby Silvia. Program Studi Administrasi Bisnis Universitas Yudharta. 29 Juni 
2022. PENGARUH RELIGIUSITAS, VIDEO ADVERTISING, DAN DESAIN 
PRODUK TERHADAP MINAT BELI PRODUK GHEALSY (Studi pada Followers 
Instagram Ghealsy di Malang). 
Pembimbing: Nur Ajizah, S. Sos., M. AB 
 
 
 

Tujuan penelitian ini dilakukan untuk mengetahui pengaruh Religiusitas, 
Video Advertising, dan Desain Produk Fashion Terhadap Minat Beli Produk 
Ghealsy di Malang. Jenis penelitian ini menggunakan penelitian deskriptif dengan 
pendekatan kuantitatif, dengan penyebaran kuesioner sebagai teknik pengumpulan 
data. Metode pengambilan sampel menggunakan purposive sampling, yaitu teknik 
penentuan sampel dimana orang yang dipilih sebagai sampel sesuai dengan tujuan 
dilakukannya penelitian, sampel yang digunakan sebanyak 100 responden melalui 
penyebaran kuesioner. Rumus yang digunakan dalam pehitungan sampel ialah 
menggunakan rumus Lemeshow (1997). Metode analisis data yang digunakan 
dalam penelitian ini adalah analisis regresi linier berganda. Teknik analisis data 
yang digunakan ialah menggunakan software SPSS 25. 

Hasil dari penelitian ini menunjukkan bahwa : (1) variabel Religiusitas tidak 
berpengaruh signifikan terhadap Minat Beli. (2) Video Advertising berpengaruh 
signifikan terhadap Minat Beli. (3) Desain Produk berpengaruh positif terhadap 
Minat Beli. (4) Religiusitas, Video Advertising, dan Desain Produk secara bersama-
sama atau secara simultan berpengaruh signifikan dan positif terhadap Minat Beli. 

 
 

 
Keywords                : Religiusitas, Video Advertising, Desain Produk, dan 

Minat Beli 
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SUMMARY 
 
 

Beby Silvia. Yudharta University Business Administration Study Program. June 
29, 2022. EFFECT OF RELIGIUSITY, VIDEO ADVERTISING, AND PRODUCT 
DESIGN ON INTEREST IN BUYING GHEALSY PRODUCTS (Study on Ghealsy 
Instagram Followers in Malang). 
Supervisor: Nur Ajizah, S. Sos., M. AB 
 
 

 
The purpose of this study was to determine the effect of religiosity, video 

advertising, and fashion product design on interest in buying Ghealsy products in 
Malang. This type of research uses descriptive research with a quantitative 
approach, with questionnaires as a data collection technique. The sampling method 
used purposive sampling, which is a sampling technique where people are selected 
as samples according to the purpose of the research, the sample used is 100 
respondents through questionnaires. The formula used in calculating the sample is 
using the Lemeshow formula (1997). The data analysis method used in this research 
is multiple linear regression analysis. The data analysis technique used is using 
SPSS 25 software. 

The results of this study indicate that: (1) the religiosity variable has no 
significant effect on buying interest. (2) Video Advertising has a significant effect 
on Buying Interest. (3) Product Design has a positive effect on Purchase Intention. 
(4) Religiosity, Video Advertising, and Product Design together or simultaneously 
have a significant and positive effect on Buying Interest. 
 
 
 
Keyword                 : Religiosity, Video Advertising, Product Design, and 

Buying Interest 
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