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ABSTRAK

Aktifitas jual beli produk secara online menghadirkan banyak online shop pada
media sosial. Salah satu media sosial yang digunakan untuk melakukan jual beli
produk dimasyarakat adalah Instagram. Faktor-faktor yang mempengaruhi
pembelian secara online perlu diperhatikan oleh para online shop agar dapat
memenuhi kebutuhan dan keinginan pelanggan. Penelitian ini bertujuan untuk
mengetahui faktor-faktor yang mempengaruhi pembelian produk fashion secara
online pada media sosial Instagram dan untuk mengetahui variabel yang paling
dominan dari masing-masing faktor.

Penelitian ini menggunakan metode kuantitatif dengan jenis deskriptif serta
menggunakan analisis faktor pada aplikasi SPSS 20.00 dalam windows seven.
Variabel yang dianalisa dalam penelitian ini adalah Impulse Purchases Orientation,
Service Quality, Customer Loyalty, Factor Influencing Customer Choice, Perceived
Risk, Trust, Consumer Experience, Informativeness, Purchase Intention. Teknik
pengumpulan data terhadap mahasiswa aktif International ICT Business Universitas
Telkom dilakukan dengan cara wawancara dan kuesioner. Sampel dalam penelitian
ini menggunakan teknik proportionate stratified random sampling berjumlah 100
orang dengan tingkat kepercayaan sebesar 99% dan eror sebesar 1%.

Hasil penelitian menunjukkan bahwa kesembilan variabel yang dilibatkan
dari awal penelitian, rupanya memang memberikan pengaruh terhadap mahasiswa di
International ICT Business of Telkom University untuk berbelanja fashion melalui
Instagram. Terdapat lima variabel yang mendominasi perilaku mahasiswa di
International ICT Business of Telkom University untuk berbelanja fashion melalui
Instagram, yaitu: purchase Intention, dapat menjelaskan perilaku konsumen sebesar
83.0%, informativeness, dapat menjelaskan perilaku konsumen sebesar 78.0%,
service quality, dapat menjelaskan perilaku konsumen sebesar 69.2%, impulse
purchase Orientation, dapat menjelaskan perilaku konsumen sebesar 62.8%, online
trust, dapat menjelaskan perilaku konsumen sebesar 61.4%

Key word: Analisis Faktor, Online Purchasing, Instagram



ABSTRACT

Activities selling products in an online presented many online shops in social
media . One of the social media that used to make selling products copies are
circulating among is Instagram. Factors which affect support online purchases
should be noticed by the online shops in order to meet the needs and desires
customers. This research aims to know. factors that influenced product purchase
fashion online at media social Instagram and to know the most dominant from each
factor.

This Research methods to the type of quantitative analysis the factors
descriptive and used in the application SPSS 20.00 in windows seven. The variables
that is analyzed in this research is Impulse Purchases Orientation, Service Quality,
Customer Loyalty, Factor Influencing Customer Choice, Perceived risk, Trust,
Consumer Experience, Informativeness, P.O. Intention. Technical data collection to
students active International ICT Business University of Telkom will be done in a
way interviews and questionnaires. Samples in this research techniques proportionate
stratified random sampling 100 people from the level of trust by 99% and Jusamn
explained of 1 percent.

Results of the study showed that ninth variables that are involved from the
beginning or, apparently does provide the influence of university students in the
International ICT Business of Telkom University to shop fashion through Instagram.
There are five variables that dominated on a student from the International ICT
Business of Telkom University to shop fashion through Instagram, namely: purchase
intention, can explain 83.0 % of consumer behavior, informativeness, can explain
78.0 % of consumer behavior, service quality, can explain 69.2 % of consumer
behavior, impulse purchase orientation, can explain 62.8 % of consumer behavior |,
online trust, can explain 61.4 % of consumer behavior

Key word: Analysis of factors, Online Purchasing, Instagram
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