Nomor : 559/UN40.A7/PT.07/2024

PENGARUH SHOPPING ORIENTATION DAN TRUST TO SOCIAL MEDIA
TERHADAP ONLINE PURCHASE INTENTION
(Survei pada Produk Jam Tangan Fossil dengan Jangkauan Followers Instagram
Fossil Indonesia)

SKRIPSI

Diajukan untuk Memenuhi Salah Satu Syarat Untuk Memperoleh Gelar Sarjana
Pendidikan pada Program Studi Pendidikan Bisnis

Oleh
Milacika Shafa Sabila Supriyadi
1807251

FAKULTAS PENDIDIKAN EKONOMI DAN BISNIS
UNIVERSITAS PENDIDIKAN INDONESIA
2024

Milacika Shafa Sabila, 2024
PENGARUH SHOPPING ORIENTATION DAN TRUST TO SOCIAL MEDIA TERHADAP ONLINE PURCHASE INTENTION
Universitas Pendidikan Indonesia | repository.upi.edu |perpustakaan.upi.edu



PENGARUH ONLINE SHOPPING ORIENTATION DAN TRUST TO SOCIAL
MEDIA TERHADAP ONLINE PURCHASE INTENTION
(Survei pada Produk Jam Tangan Fossil dengan Jangkauan Followers Instagram
Fossil Indonesia)

Oleh Milacika Shafa Sabila Supriyadi
1807251

Sebuabh skripsi yang diajukan untuk salah satu syarat memperoleh gelar Sarjana
Pendidikan pada Program Studi Pendidikan Bisnis

© Milacika Shafa S S, 2024 Universitas Pendidikan Indonesia
Agustus 2024

Hak Cipta dilindungi Undang-Undang
Skripsi ini tidak boleh diperbanyak seluruhnya atau sebagian, dengan dicetak ulang,
difotokopi, atau cara lainnya tanpa ijin dari penulis

Milacika Shafa Sabila, 2024
PENGARUH SHOPPING ORIENTATION DAN TRUST TO SOCIAL MEDIA TERHADAP ONLINE PURCHASE INTENTION
Universitas Pendidikan Indonesia | repository.upi.edu |perpustakaan.upi.edu



LEMBAR PENGESAHAN
PENGARUH SHOPPING ORIENTATION DAN TRUST TO SOCIAL MEDIA
TERHADAP ONLINE PURCHASE INTENTION

(Survei pada Produk Jam Tangan Fossil dengan Jangkauan Followers Instagram
Fossil Indonesia)

Skripsi ini di setujui dan disahkan oleh:

Pembimbing 1 Pembimbing 2

Al e

/—“
Dr. Bambang Widjajanta, MM Dr. Lisnawati, SP.d, MM
NIP. 19611022 198903 1 002 NIP. 198501122010122 005

Mengetahui,

Ketua Program Studi Pendidikan Bisnis

f24

Dr. Puspo Dewi Dirgantari, S.Pd., M.T., M.M
NIP. 198208302005012001

Tanggung Jawab Yuridis
Ada Pada Penulis

Milacika Shafa Sabila Supriyadi
1807251

Milacika Shafa Sabila, 2024
PENGARUH SHOPPING ORIENTATION DAN TRUST TO SOCIAL MEDIA TERHADAP ONLINE PURCHASE INTENTION
Universitas Pendidikan Indonesia | repository.upi.edu |perpustakaan.upi.edu



PERNYATAAN KEASLIAN SKRIPSI

Dengan ini, saya menyatakan dengan sebenar-benarnya bahwa skripsi dengan
judul “Pengaruh Shopping Orientation dan Trust To Social Media terhadap Online
Purchase Intention (Survei pada Produk Jam Tangan Fossil dengan Jangkauan
Followers Instagram Fossil Indonesia)” beserta seluruh isi didalamnya adalah benar-
benar hasil karya asli saya sendiri dan bukan merupakan hasil plagiatrisme, pencurian
hasil karya milik orang lain, maupun segala kemungkinan lain yang pada hakekatnya
bukan merupakan karya tulis skripsi saya secara orisinil dan otentik.

Saya siap menanggung resiko/sanksi yang dijatuhkan apabila ternyata adanya
pelanggaran etika keilmuan maupuaan klaim dari pihak lain terhadap keaslian karya yang
saya buat.. Demikian surat pernyataan ini saya buat dengan kesadaran sendiri tidakatas
tekanan ataupun paksaan dari pihak manapun demi menegakan integritas akademi di

institusi ini.

Bandung, Agustus 2024 ¢

Yang membuat pernayataan,

Milacika Shafa Sabila Supriyadi
1807251

Milacika Shafa Sabila, 2024
PENGARUH SHOPPING ORIENTATION DAN TRUST TO SOCIAL MEDIA TERHADAP ONLINE PURCHASE INTENTION
Universitas Pendidikan Indonesia | repository.upi.edu |perpustakaan.upi.edu



ABSTRAK

Milacika Shafa Sabila Supriyadi (1807251) “Pengaruh Shopping Orientation dan Trust
To Social Media terhadap Online Purchase Intention (Survei pada Produk Jam
Tangan Fossil dengan Jangkauan Followers Instagram Fossil Indonesia)” di bawah
bimbingan Dr. Bambang Widjajanta, MM dan Dr. Lisnawati, SP.d,. MM.

Penelitian ini bertujuan untuk memperoleh gambaran dan pengaruh online shopping
orientation dan trust to social media terhadap online purchase intention pada followers
Instagram Fossil Indonesia. Jenis penelitian yang digunakan adalah deskriptif verifikatif.
Metode yang digunakan purposive sampling dengan ukuran sampel sebanyak 398
responden. Teknik analisis penelitian ini menggunakan analisis regresi linier berganda
dan uji hipotesis, dengan menggunakan program SPSS for Windows versi 26. Hasil
temuan penelitian ini menunjukkan bahwa gambaran online shopping orientation, trust
to social media dan online purchase intention berada pada kategori baik, berpengaruh
secara positif dan signifikan. Temuan pada penelitian ini menegaskanbahwa keberadaan
shopping orientation dan trust to social media mampu meningkatkanonline purchase
intention pada followers Instagram Fossil Indonesia.

Kata kunci: Online shopping orientation, trust to social media, online purchase intention
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ABSTRACT

Milacika Shafa Sabila Supriyadi (1807251)” The Influence of Shopping Orientation and
Trust To Social Media on Online Purchase Intention (Survey on Fossil Watch Products
with the Reach of Fossil Indonesia Instagram Followers)” under the guidance of Dr.
Bambang Widjajanta, MM dan Dr. Lisnawati, SP.d,. MM.

This research aims to obtain an overview and influence of shopping orientation andtrust
to social media on online purchase intention among Fossil Indonesia Instagram
followers. The type of research used is descriptive verification. The method used was
purposive sampling with a sample size of 398 respondents. The research analysis
technique uses multiple linear regression analysis and hypothesis testing, using the SPSS
for Windows version 26 program. The findings of this research show that the description
of online shopping orientation, trust to social media and online purchase intention is in
the good category, has a positive and significant influence. The findingsin this research
confirm that the existence of online shopping orientation and trust in social media can
increase online purchase intention among Fossil Indonesia Instagram followers..

Keywords: Shopping orientation, trust to social media, online purchase intention.

Milacika Shafa Sabila, 2024
PENGARUH SHOPPING ORIENTATION DAN TRUST TO SOCIAL MEDIA TERHADAP ONLINE PURCHASE INTENTION
Universitas Pendidikan Indonesia | repository.upi.edu |perpustakaan.upi.edu



KATA PENGANTAR

Dengan mengucapkan Alhamdulillah serta puji dan syukur kehadirat Allah
SWT, yang telah melimpahkan rahmat dan karunianya sehingga penulis dapat
menyelesaikan skripsi ini. Tidak lupa kita panjatkan shalawat serta salam kepada
Nabi Muhammad SAW sebagai suri tauladan yang baik bagi kita semua. Penelitian
ini ditulis sebagai salah satu syarat untuk memenuhi seminar usulan penelitian.
Proposal yang berjudul “Pengaruh Shopping Orientation dan Trust to Social
Media terhadap Online Purchase Intention (Survei pada Produk Jam Tangan
Fossil dengan Jangkauan Followers Instagram Fossil Indonesia)”

Proposal ini dikerjakan penulis dengan sebaik dan seoptimal mungkin
dengan harapan dapat bermanfaat bagi semua pihak serta dapat memberikan
sumbangan ilmu pengetahuan bagi dunia pendidikan Kkhususnya di bidang
pemasaran. Apabila masih terdapat kekurangan dan kesalahan, dengan segala
kerendahan hati penulis mengharapkan kritik dan saran yang membangun untuk

dijadikan landasan perbaikan yang berguna bagi pengembangan ilmu pengetahuan.

Bandung, Agustus 2024

Milacika Shafa Sabila Supriyadi

Milacika Shafa Sabila, 2024
PENGARUH SHOPPING ORIENTATION DAN TRUST TO SOCIAL MEDIA TERHADAP ONLINE PURCHASE INTENTION
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu



UCAPAN TERIMA KASIH

Dengan mengucap 4Alhamdullilahirabbil alamin, penulis panjatkan atas rasa
syukur kepada Allah SWT yang selalu memberikan rahmat serta karunia-Nya
sehingga penulis dapat menyesaikan penulisan skripsi ini. Skripsi ini menjadi salah
satu dedikasi sepenuh hati dan sebagai wujud tanggung jawab serta bakti penulis
terhadap orang tua tercinta, papa Bambang Susilo dan mama Inna Kusmiarty
Sophiana yang telah memberikan banyak pengorbanan berupa kasih sayang,
dukungan serta banyak hal berharga yang tidak bisa penulis sebutkan. Terima kasih
untuk senantiasa tidak lepas memberi do’a kepada penulis, atas cinta tanpa Syarat
dan batas yang telah penulis terima hingga detik ini. Semoga selalu diberikan
kesehatan, kebahagiaan dan berada dalam lindungan-Nya dan semoga penulisan
skripsi ini dapat menjadi kebanggaan bagi Papa dan Mama. Cinta tulus penulis
kepada Papa dan Mama tidak bisa menandingi semua kasih sayang dan dukungan
yang Papa dan Mama berikan selama ini.

Pada kesempatan ini juga penulis mengucapkan terima kasih serta
penghargaan yang tidak terhingga kepada pihak-pihak yang senantiasa membantu
dalam penyelesaian skripsi ini khususnya kepada:

1. Prof. Dr. M. Solehuddin M.Pd., M.A. selaku Rektor Universitas Pendidikan
Indonesia, yang telah memberikan kesempatan penulis untuk menempuh
serta memperoleh pendidikan di Universitas Pendidikan Indonesia, semoga
selalu diberikan kesehatan dan berada dalam lindungan-Nya.

2. Prof. Dr. Eeng Ahman, MS. selaku Dekan dan Dosen Faktultas Pendidikan
Ekonomi dan Bisnis Universitas Pendidikan Indonesia yang telah
memberikan panutan dan bimbingan selama masa studi, semoga selalu
diberikan kesehatan dan berada dalam lindungan-Nya.

3. Dr. Puspo Dewi Dirgantari, S. Pd., M.T., MM selaku Ketua Program Studi
Pendidikan Bisnis Universitas Pendidikan Indonesia dan selaku Dosen
Pembimbing Akademik yang senantiasa memberi motivasi serta
pengarahan selama menempuh masa studi dan penyusunan skripsi ini,
semoga selalu diberikan kesehatan dan berada dalam lindungan-Nya.

4. Dr. Bambang Widjajanta, M.M. selaku Ketua Tim Pertimbangan Penulisan
WY

Milacika Shafa Sabila, 2024
PENGARUH SHOPPING ORIENTATION DAN TRUST TO SOCIAL MEDIA TERHADAP ONLINE PURCHASE INTENTION
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu



Skripsi Program Studi Pendidikan Bisnis Faktultas Pendidikan Ekonomi
dan Bisnis Universitas Pendidikan Indonesia Indonesia dan selaku dosen
pembimbing I, yang telah memberikan kesediaan membantu serta
memfasilitasi penulis selama proses penyeselesaian skripsi, semoga selalu
diberikan kesehatan dan berada dalam lindungan-Nya.

5. Dr. Lisnawati., S.Pd, M.M. selaku Dosen Pembimbing Il yang yang telah
memberi dukungan, motivasi serta arahan kepada penulis dengan penuh
kesabaran. Terima kasih atas ilmu dan saran yang diberikan sehinggapenulis
dapat menyelesaikan penulisan skripsi ini, semoga selalu diberikan
kesehatan dan berada dalam lindungan-Nya.

6. Segenap Dosen Program Studi Pendidikan Bisnis beserta staff, yang telah
memberikan tuntunan, bimbingan, ilmu, masukan serta motivasi yang tidak
terhingga selama penulis menyelesaikan masa perkuliahan selama ini di
Program Studi Pendidikan Bisnis. Semoga ilmu yang diberikan dapat
menjadi amal jariyah, dan dapat penulis terapkan dalam kehidupan yang
mendatang. Segala kebaikan semoga akan dibalas oleh Allah SWT dan
selalu berada di lindungan-Nya.

7. Keluarga besar Supriyadi terima kasih banyak karena telah mengasihi,
mendukung dan selalu memberikan semangat di situasi sulit penulis. Tiada
henti do’a yang keluarga terkasih berikan kepada penulis selama penulis
menyelesaikan masa studi ini. Semoga Allah SWT selalu memberikan
kesehatan, kebahagiaan, keberkahan hidup serta balasan yang tidak
terhingga serta dan selalu berada di lindungan-Nya.

8. Suami tercinta yaitu Muhammad Yusuf Faizal, S.E., M.M, terima kasih
sudah memberikan support dan selalu menemani dan meyakini penulis
sehingga bisa menyelesaikan skripsi ini.

9. Sahabat-sahabat yang sudah banyak memberikan dukungan, arahan,
danmendengarkan keluh kesah kepada penulis sehingga penulis bisa
menyelasaikan skripsi.

10. Pihak-pihak lain yang telah membantu penulis dalam menyelesaikan skripsi
ini dan tidak bisa disebutkan satu-persatu, terima kasih atas bantuannya,

semoga Allah SWT membalas segala kebaikan kalian semua.

Vv

Milacika Shafa Sabila, 2024
PENGARUH SHOPPING ORIENTATION DAN TRUST TO SOCIAL MEDIA TERHADAP ONLINE PURCHASE INTENTION
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu



Jazakumullaahu khairan katsiran, semoga Allah SWT memberikan balasan
yang tidak terhingga atas kebaikan semua pihak yang telah membantu penulis

dalam menyelesaikan skripsi ini. Aamiin.
Bandung, Agustus 2024

#

Milacika Shafa Sabila S

Vi

Milacika Shafa Sabila, 2024
PENGARUH SHOPPING ORIENTATION DAN TRUST TO SOCIAL MEDIA TERHADAP ONLINE PURCHASE INTENTION
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu



DAFTAR ISI

AB ST R A e a e e e i
AB ST R A T ..ttt e e e e e e e e raaaaaaa s i
KATA PENGANTAR ..ottt e e e r e e e e e e e ii
UCAPAN TERIMAKASIH ...ttt WY}
DAFTAR ISI et e e e e e s rar e e e e e e e e vii
DAFTAR TABEL.... ..ottt nnsnnnnnnes X
DAFTAR GAMBAR ...ttt e e a e e e e e e s s r e e e e e e a e Xi
BAB | PENDAHULUAN. ... ..o nasnnnnnnnnnnnes 1
1.1 Latar Belakang Penelitian............ccccoviiiiiiiiiicccee e 1
1.2 Rumusan Masalah ...........cccveiieiiiee e 10
1.3 Tujuan Penelitian.........ccooouveiiiiiii e 11
1.4 Kegunaan Penelitian ..........ccocviiiiiiiiiiieiie e 11
1.5 Kegunaan TEOIIEIS ......c.eeiuieiiieiieiiie s 11
1.6 Kegunaan PraktiS..........ccocveiiiiiiiiiieiiiene e 11
BAB Il KAJIAN PUSTAKA, KERANGKA PEMIKIRAN DAN
HIPOTESIS .o 12
2.1 KaJian PUSEAKA. .......ueeiiieiiiiiieiie e 12
211 Konsep Online Purchase Intention............c.c.ccceeve. 12
2.1.11 Online Purchase Intention dalam Perspektif
Consumer Behavior..........cccooviiiiiiiiiieie e 12
2.1.1.2 Definisi Online Purchase Intention ...........c..cccceovee. 15
2.1.1.3 Pengukuran Online Purchase Intention ..................... 16
2.1.1.4 Model Online Purchase Intention..............ccccccvevneee. 17
2.1.2 Konsep Trust to Social Media.............cccocvevvvveinnnnn 20
2.1.21 Konsep Trust to Social Media dalam Perspektif
Consumer Behavior..........ccooveiiieniiiie e 20
2.1.2.2 Definisi Trust to Social Media............c.cccoovvveivennnnne, 20
2.1.2.3 Pengukuran Trust to Social Media............c...cccvveennee. 21
2.1.2.4 Model Trust to Social Media............cceeveriiiinnennnnnn, 24
2.1.3 Shopping Orientation ............ccceevvveeiiiee e, 26
2.1.31 Konsep Shopping Orientation dalam Perspektif
Consumer Behavior..........cccoovviiieiiiiiie e 26
2.1.3.2 Definisi Shopping Orientation............cc.ccccoveevivveennen. 27
2.1.3.3 Pengukuran Shopping Orientation................cccceenie.. 28
2.1.3.4 Model Shopping Orientation..............cccccevvveeiivveennnen. 30
2.2 Kerangka PEMIKIFan ..........ccoveeiiieiiiir e 32
2.3 HIPOTESIS ...ttt 37
BAB 111 OBJEK DAN METODE PENELITIAN .....ooiiiiieiiieee e 38
3.1 ODbjek Penelitian ..........cocveeiiiie e 38
3.2 Metode Penelitian.........cccevviiiieiiieiiie e 38
3.2.1 Jenis Penelitian dan Metode yang Digunakan ....................... 38
3.2.2 Operasionalisasi Variabel ...............cccooeeviiiiiiii e, 39
3.2.3 Jenis dan SUMbEr data..........ccvveiivieiiiie e 44
3.2.4 Populasi, Sampel, dan Teknik Sampling Populasi................. 45
3.2.4.1 POPUIAST ...cceeiiiiiiic e 45
vii

Milacika Shafa Sabila, 2024

PENGARUH SHOPPING ORIENTATION DAN TRUST TO SOCIAL MEDIA TERHADAP ONLINE PURCHASE INTENTION
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu



3.2.4.2 SAMPEL ... 45

3.2.4.3 Teknik Sampling........cccocveviiiiieiieiece e 46

3.2.5 Teknik Pengumpulan Data............ccccoeriienieiiiiiiciieeeee 47

3.2.6 Pengujian STatiStiK..........ccooveiviiiieiiieiie e 48

3.2.6.1 Uji Validitas.........cceviieiiiiiiiie it 48

3.2.6.2 Uji Reliabilitas ..........cccovvveiiiiiieiiecie e 51

3.2.7 Rancangan Analisis Data............cccevveiiieniieiiieiee e 52

3.2.7.1 Rancangan Analisis Data Deskriptif................ccccce.. 53

3.2.7.2 Rancangan Analisis Data Verifikatif ........................ 55

3.2.7.3 Pengujian HIPOTESIS........cueerviiriiiiieniiienie i 61

BAB IV HASIL PENELITIAN DAN PEMBAHASAN.......ccccooiiiieniieieesi, 63

4.1 HaSH PeneltIan .......cccvoiiiiiiiiiiie e 63

4.1.1 Profil Perusahaan, Karakteristik dan Pengalaman ................. 63

4.1.1.1 Profil dan Sejarah Fossil Indonesia..............cccocoveeieen. 63

4.1.2 Karakteristik Konsumen Produk Jam Tangan Fossil ............. 65
4.1.2.1 Karakteristik Konsumen Produk Jam Tangan

Fossil Berdasarkan Jenis Kelamin dan Usia............... 65

4.1.2.2 Karakteristik Konsumen Produk Jam Tangan
Fossil Berdasarkan Pendidikan Terakhir dan
PEKErJaaN ......ccvieiii e 66

4.1.2.3 Karakteristik Konsumen Produk Jam Tangan
Fossil Berdasarkan Rata-Rata Penghasilan Per-

DUIAN. ... 67
4.1.3 Hasil Pengujian DesKriptif..........ccooveiviieiiiie e, 68
4.1.3.1 Gambaran Shoping Orientation pada Konsumen
Produk Jam Tangan FosSil..........ccccccovvveviieiiiieeiinnn, 68
4.1.3.2 Gambaran Trust To Social Media pada
Konsumen Produk Jam Tangan Fossil ....................... 78
4.1.3.3 Gambaran Online Purchase Intention pada
Konsumen Produk Jam Tangan Fossil ..................... 86
4.1.4 Hasil Pengujian Verifikatif ............ccccooeve i, 95
4.1.4.1 Pengujian Asumsi Klasik pada Model Regresi
Linier Berganda ..........cccccoovveiiine i 95
4.1.4.2 Analisis Regresi Linier Berganda...........c....ccceevveeen. 98
4.1.4.3 Koefisien Determinasi (R?) .....c.ccoeveeeveeevseinieenanennn, 99
4.1.4.4 Pengujian HIpOtesIS.......ccoveiviveiiire e 100
4.2 Pembahasan Hasil Penelitian ............ccccoovvviiiiiniiiiiii e, 101
4.2.1 Pembahasan Hasil Penelitian Deskriptif............c.ccccceevnnnnn 101
4.2.1.1 Pembahasan Gambaran Shoping Orientation........... 101
4.2.1.2 Pembahasan Gambaran Trust to Social Media......... 103
4.2.1.3 Pembahasan ~ Gambaran  Online  Purchase
INEENTION ..o 105
4.2.2 Pembahasan Pengujian Hipotesis.............ccccccveene. 107
4221 Pembahasan Pengaruh Shoping Orientation
Terhadap Online Purchase Intention...................... 107
4222 Pembahasan Pengaruh Trust to Social Media
Terhadap Online Purchase Intention....................... 108
4.3 Implikasi Hasil Temuan.........ccccccoovvveeiiiiine e 110
viii

Milacika Shafa Sabila, 2024
PENGARUH SHOPPING ORIENTATION DAN TRUST TO SOCIAL MEDIA TERHADAP ONLINE PURCHASE INTENTION
Universitas Pendidikan Indonesia | repository.upi.edu |perpustakaan.upi.edu



4.3.1 Temuan Penelitian bersifat TeOritiS .......vvveeveeeeeeiiieeeeeeennn. 110

4.3.1.1 Gambaran Shoping Orientation...............cccccceernee. 110
4.3.1.2 Gambaran Trust to Social Media.............c..ccceevnee. 111
4.3.1.3 Gambaran Online Purchase Intention..................... 112
4.3.1.4 Pengaruh Shoping Orientation terhadap Online
Purchase INntention...........ccococvevveeeine i 113
4.3.1.5 Pengaruh Trust to Social Media terhadap Online
Purchase Intention............cccocvevveeeine e 114
4.3.2 Temuan Penelitian bersifat EMPIris ..........cccccoovvviieninennn, 115
4.3.2.1 Gambaran Shopping Orientation.............cccccceevunene. 115
4.3.2.2 Gambaran Trust to Social Media.............c.cccceernee. 116
4.3.2.3 Gambaran Online Purchase Intention...................... 116
4.3.2.4 Pengaruh Shopping Orientation terhadap Online
Purchase Intention...........cccccveevee e 117
4.3.2.5 Pengaruh Trust to Social Media terhadap Online
Purchase INtention............cccccveevveeiineecee e 117

4.3.2.6 Pengaruh  Shopping Orientation dan Trust to
Social Media Terhadap Online Purchase
INEENTION .o 117
4.4 Implikasi Hasil Penelitian Pengaruh Shopping Orientation dan
Trust to Social Media Terhadap Online Purchase Intention

pada Program Studi Pendidikan BiSNiS............cccccvevvvveeiieeesineenne 117

BABV KESIMPULAN DAN REKOMENDASI .......ccccccovviiiiieiieneeie e 121
5.1 KeSIMPUIAN ...oeiiiieeiie e 121

5.2 REKOMENAASI....coivviiiiiiiieiie e 122
DAFTAR PUSTAKA ..ottt 126

Milacika Shafa Sabila, 2024
PENGARUH SHOPPING ORIENTATION DAN TRUST TO SOCIAL MEDIA TERHADAP ONLINE PURCHASE INTENTION
Universitas Pendidikan Indonesia | repository.upi.edu |perpustakaan.upi.edu



Milacika Shafa Sabila, 2024
PENGARUH SHOPPING ORIENTATION DAN TRUST TO SOCIAL MEDIA TERHADAP ONLINE PURCHASE INTENTION
Universitas Pendidikan Indonesia | repository.upi.edu |perpustakaan.upi.edu



DAFTAR TABEL

No Judul Tabel Halaman
Tabel
Tabel 1.1 Data Penjualan Perusahaan Luxury WatCh.............cccooveniiiiieniiennnn, 6
Tabel 1.2 Instagram Engagement Perusahaan Luxury Watch Tahun 2022.......... 7
Tabel 2.1  Definisi Online Purchase Intention menurut Para Ahli.................... 15
Tabel 2.2  Definisi Trust To Social Media menurut Para Ahli...........cccceevvenne 20
Tabel 2.3  Definisi Shopping Orientation menurut Para Ahli............ccccceeveene 27
Tabel 3.1  Operasional Variabel ... 41
Tabel 3.2 Jenis dan SUMDEr Data...........ccceeivereiiireiiiie e 44
Tabel 3.3 Teknik Pengumpulan Data...........ccccooveriiiniiiiieiice e 48
Tabel 3.4 Hasil Pengujian Validitas Shopping Orientation..............cccocccevvenee. 49
Tabel 3.5 Hasil Pengujian Validitas Trust To Social Media ..............ccccevveeene. 50
Tabel 3.6 Hasil Pengujian Validitas Online Purchase Intention ....................... 51
Tabel 3.7 Hasil Pengujian Reliabilitas ...........cccocviiiiiiiiiiiic 52
Tabel 3.8 Skor Alternatif Jawaban Positif dan Negatif.............cccccooiiiiinnnnn. 53
Tabel 3.9 Kiriteria Penafsiran Hasil Perhitungan Responden ...........ccccccevvenee. 54
Tabel 3.10 Pedoman untuk Memberikan Interpretasi Pengaruh (Guilford) ......... 61
Tabel 4.1 Karakteristik konsumen produk jam tangan fossil berdasarkan jenis
KEelamin dan USIA .........eeeiiireiiiie e 65
Tabel 4.2 Karakteristik Konsumen Produk Jam Tangan Fossil Berdasarkan
Pendidikan Terakhir Dan Pekerjaan .........cccccocoveiviieiine e, 66
Tabel 4.3 Karakteristik konsumen produk jam tangan fossil berdasarkan rata-
rata penghasilan per-bulan ...........ccccooeeiii 67
Tabel 4.4 Tanggapan konsumen produk jam tangan fossil terhadap dimensi
T4 0]V 011=] | PSRRI 71
Tabel 4.5 Tanggapan konsumen produk jam tangan fossil terhadap dimensi
quality OriENTALION .......cvvee et 74
Tabel 4.6 Tanggapan konsumen produk jam tangan fossil terhadap dimensi
brand OrieNtatioN.........c.coiiiiiieii e 76
Tabel 4.7 Tanggapan konsumen produk jam tangan fossil terhadap
diMEeNSi PriCe SAVING ....vvveeivreeeiieeeiiee e eiee e rer s se e e e e saaeesneee s 78
Tabel 4.8 Tanggapan konsumen produk jam tangan fossil terhadap
IMENST SECUNTLY .....vvieiiiee et 82
Tabel 4.9 Tanggapan followers instagram fossil indonesia terhadap dimensi
01017 (03RSO 83
Tabel 4.10 Tanggapan konsumen produk jam tangan fossil terhadap dimensi
FEHADIIILY ..o 85
Tabel 4.11 Tanggapan konsumen produk jam tangan fossil terhadap dimensi
WilliNgNess t0 PUICASE ..........eeevvieiiiee e 90
Tabel 4.12 Tanggapan konsumen produk jam tangan fossil terhadap dimensi
willingness to trust WebSIte ............cocvviiiiei i, 92
Tabel 4.13 Tanggapan konsumen produk jam tangan fossil terhadap dimensi
social media featuresS..........cocviiiieiiieiie e 94
Tabel 4.14 Uji normaslitas dengan kolmogorov-Smirnov ............cccccvvveeiiiivnneennn 96
Tabel 4.15 Uji MUItIKONNIEITAS .....ccoovviiec e 98
Tabel 4.16 Uji regresi linier berganda.............cccocovvieiiiiiiie e 98
Tabel 4.17 Koefisien determMinasi .........coccuvveiieiiiiiieiiiie e 99
X

Milacika Shafa Sabila, 2024
PENGARUH SHOPPING ORIENTATION DAN TRUST TO SOCIAL MEDIA TERHADAP ONLINE PURCHASE INTENTION
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu



Tabel 4.18 Hasil pengujian hipotesis dengan Uji-t.........ccccovvveriiiiieniieniiennn. 100

Xi

Milacika Shafa Sabila, 2024
PENGARUH SHOPPING ORIENTATION DAN TRUST TO SOCIAL MEDIA TERHADAP ONLINE PURCHASE INTENTION
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu



No Judul Gambar Halaman
Gambar
Gambar 2.1  Consumer Behavior CONCePt........cccooveiiiiiieiiieiiie e 14
Gambar 2.2  Online Purchase Intention Process Model ............cccccocceeviieennen. 17
Gambar 2.3  Online Purchase Intention Relation Model .............c.cccoooeiiiennnn 18
Gambar 2.4  Model of Factor Influencing Purchase Intention................ccc..... 19
Gambar 2.5 Trust to Social Media Model Hierarchy Model..............c.c.ccoeee. 26
Gambar 2.6  Trust to Social Media Model ............ccccoeviiiiiiie e, 26
Gambar 2.7  Shopping Orientation Relation Model ............c..ccoovv i, 31
Gambar 2.8  Shopping Orientation Hierarchy Model...............ccccooviveiinenen. 31
Gambar 2.9  Kerangka PEMIKIraN...........ccoiiiiiiiiiieieeeiee e 36
Gambar 2.10 Paradigma Penelitian Pengaruh Shopping Orientation dan
Trust to social media terhadap Online Purchase Intention........... 37
Gambar 3.1 Garis Kontinum Penelitian Shopping Orientation, Trust To
Social Media dan Online Purchase Intention............ccccocevvieninnn 54
Gambar 3.2  Garis Normal Probability PIot............ccooveiiiiiin 56
Gambar 4.1 Tanggapan Followers Instagram Fossil Indonesia Terhadap
Shoping Orientation ..........ccveiiiiiiiiiiese e 68
Gambar 4.2  Garis Kontinum Variabel Shoping Orientation ..............cccocvenieen. 70
Gambar 4.3 Tanggapan Konsumen Produk Jam Tangan Fossil Terhadap
Trust To Social Media.........ccoivviiiiiiiiiiie e 79
Gambar 4.4 Garis Kontinum Variabel Trust To Social Media..............ccoeve. 80
Gambar 4.5 Tanggapan Konsumen Produk Jam Tangan Fossil Terhadap
Online Purchase INeNtioNn ..........cccovvieiiiiiieiiie e 87
Gambar 4.6  Garis Kontinum Variabel Online Purchase Intention................... 88
Gambar 4.7  Uji Normaslitas Dengan Grafik Probability Plot.......................... 96
Gambar 4.8  Uji heteroskedastiSitas...........ccveevveeeiiiireiiire e 97

DAFTAR GAMBAR

Xii

Milacika Shafa Sabila, 2024
PENGARUH SHOPPING ORIENTATION DAN TRUST TO SOCIAL MEDIA TERHADAP ONLINE PURCHASE INTENTION
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu



DAFTAR PUSTAKA

Aaker, D. A. (2011). Building Strong Brand. The Free Press.

Abdillah, J. H. (2018). Pengaruh Brand Image, Brand Reputation Dan Online
Customer Review Terhadap Purchase Intention Pada Tokopedia (Studi Kasus
Terhadap Masyarkat Indonesia). Jurnal Ekonomi Dan Bisnis, Volume 7(1), 1—
13.

Aditya, W. L. (2019). PENGARUH KUALITAS PRODUK DAN PERSEPSI
HARGA TERHADAP MINAT BELI CALON KONSUMEN CUCU. Jurnal
Manajemen Dan Start-Up Bisnis Volume 4 , Nomor 3 , Agustus 2019, 4(3),
360-371.

Akram, U., Junaid, M., Zafar, A. U., Li, Z., & Fan, M. (2021). Online purchase
intention in Chinese social commerce platforms: Being emotional or rational?
Journal of Retailing and Consumer Services, 63(July), 102669.
https://doi.org/10.1016/j.jretconser.2021.102669

Algiffary, M. A., Wahab, Z., Shihab, M. S., & Widiyanti, M. (2020). Pengaruh
Celebrity Endorser, Online Advertising dan Word of Mouth terhadap Minat
Beli Konsumen pada E-Commerce Tokopedia. AMAR (Andalas Management
Review), 4(2), 16-31. https://doi.org/10.25077/amar.4.2.16-31.2020

Amanah, D., Harahap, D. A., Gunarto, M., & Purwanto, P. (2021). Perceived Risk
and Security in Creating Online Purchasing Decision At Marketplace in
Indonesia. JABE (Journal of Applied Business and Economic), 7(2), 162.
https://doi.org/10.30998/jabe.v7i2.7553

Amanda, D., & Baskara, I. (2024). Pengaruh Social Media Marketing Terhadap
Purchase Intention Dengan Moderasi E-Wom. Jurnal Akutansi Dan
Manajemen Esa Unggul, 12(1), 1-14.

Aragoncillo, L., & Orus, C. (2018). Impulse buying behaviour: An online-offline
comparative and the impact of social media. Spanish Journal of Marketing -
ESIC, 22(1), 42-62. https://doi.org/10.1108/SIME-03-2018-007

Arora, N., & Rahul, M. (2018). The role of perceived risk in influencing online
shopping attitude among women in India. International Journal of Public
Sector Performance Management, 4(1), 98-113.
https://doi.org/10.1504/1JPSPM.2018.088697

Astuti, M., & Susanto, P. (2020). The Effects of Trust, Shopping Orientation ,and
Social Media Marketing on Online Purchase Intention : A Literature Review.
152, 696-702.

Athapaththu, J. C., & Kulathunga, D. (2018). Factors Affecting Online Purchase
Intention: Effects of Technology and Social Commerce. International
Business Research, 11(10), 111. https://doi.org/10.5539/ibr.v11n10p111

Azifah, N., & Dewi, C. K. (2016). Pengaruh Shopping Orientation, Online Trust

126

Milacika Shafa Sabila, 2024
PENGARUH SHOPPING ORIENTATION DAN TRUST TO SOCIAL MEDIA TERHADAP ONLINE PURCHASE INTENTION
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu



127

Dan Prior Online Purchase Experience Terhadap Online Purchase Intenton
(Studi Pada Online Shop Hijabi House). Jurnal Bina Ekonomi, 20(02), 127—
140.

Bachmann, R., & Inkpen, A. C. (2011). Understanding institutional-based trust
building processes in inter-organizational relationships. Organization Studies,
32(2), 281-301. https://doi.org/10.1177/0170840610397477

Baker, J.,, & Wakefield, K. L. (2012). How consumer shopping orientation
influences perceived crowding, excitement, and stress at the mall. Journal of
the Academy of Marketing Science, 40(6), 791-806.
https://doi.org/10.1007/s11747-011-0284-z

Balakrishnan, J., & Griffiths, M. D. (2018). Loyalty towards online games, gaming
addiction, and purchase intention towards online mobile in-game features.
Computers in Human Behavior, 87, 238-246.
https://doi.org/10.1016/j.chb.2018.06.002

Bedi, S. S. (2017). Understanding Web Experience and Perceived Web Enjoyment
as Antecedents of Online Purchase Intention.
https://doi.org/10.1177/0972150916668614

Blackwell, R.D., Miniard, P.W. and Engel, J. F. (2001). Consumer Behavior.
Texas : Dryden Press, Harcourt College Publishers, Ft. Worth.

Blom, J. O., & Monk, A. F. (2003). Theory of personalization of appearance: Why
users personalize their PCs and mobile phones. Human-Computer Interaction,
18(3), 193-228. https://doi.org/10.1207/S15327051HCI1803_1

Broto, W. H., & Yulia. (2017). Analisa Pengaruh Shopping Orientations Dan Trust
Terhadap Online Purchase Intention Di Masyarakat Batam. Journal Of
Accounting and Management Research, volume 8(nomor 1), halaman 47-55.

Burmann, C., Riley, N. M., Halaszovich, T., & Schade, M. (2017). Identity-based
brand management: Fundamentals-strategy-implementation-controlling. In
Identity-Based Brand Management: Fundamentals-Strategy-Implementation-
Controlling. https://doi.org/10.1007/978-3-658-13561-4

Casado-aranda, L., Dimoka, A., & Sanchez-fernandez, J. (2019). Consumer
Processing of Online Trust Signals: A Neuroimaging Study. Journal of
Interactive Marketing, 47, 159-180.
https://doi.org/10.1016/j.intmar.2019.02.006

Chang, C. T., & Cheng, Z. H. (2015). Tugging on Heartstrings: Shopping
Orientation, Mindset, and Consumer Responses to Cause-Related Marketing.
Journal of Business Ethics, 127(2), 337-350. https://doi.org/10.1007/s10551-
014-2048-4

Chang, H. H., & Chen, S. W. (2008). The impact of online store environment cues
on purchase intention: Trust and perceived risk as a mediator. Online
Information Review, 32(6), 818-841.
https://doi.org/10.1108/14684520810923953

Milacika Shafa Sabila, 2024
PENGARUH SHOPPING ORIENTATION DAN TRUST TO SOCIAL MEDIA TERHADAP ONLINE PURCHASE INTENTION
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu



128

Chatzoglou, P., Chatzoudes, D., Savvidou, A., Fotiadis, T., & Delias, P. (2022).
Factors affecting repurchase intentions in retail shopping: An empirical study.
Heliyon, 8(9), €10619. https://doi.org/10.1016/j.heliyon.2022.e10619

Chen, C. C., Hsiao, K. L., & Wu, S. J. (2018). Purchase intention in social
commerce: An empirical examination of perceived value and social
awareness. Library Hi Tech, 36(4), 583-604. https://doi.org/10.1108/LHT-
01-2018-0007

Chen, C. V., & Chen, C. (2017). The role of customer participation for enhancing
repurchase intention. https://doi.org/10.1108/MD-06-2016-0380

Chetioui, Y., Benlafgih, H., & Lebdaoui, H. (2020). How fashion influencers
contribute to consumers’ purchase intention. Journal of Fashion Marketing
and Management, 24(3), 361-380. https://doi.org/10.1108/JFMM-08-2019-
0157

Cooper, D. R., & Schindler, P. S. (2014). Business Research Method : 12th Edition.

Corbitt, B. J., Thanasankit, T., & Yi, H. (2003). Trust and e-commerce: A study of
consumer perceptions. Electronic Commerce Research and Applications, 2(3),
203-215. https://doi.org/10.1016/S1567-4223(03)00024-3

Darbyshire, T. (2018). A New Trust Model for the Post GDPR World.
Becominghuman.Ai.

Dewi, D. P., & Yulianthini, N. N. (2021). Pengaruh Kualitas Produk dan
Kepercayaan Merek Terhadap Minat Beli Produk Lipstik Wardah di
Kecamatan Buleleng. Jurnal Pendidikan Ekonomi Undiksha, 13(1), 178.
https://doi.org/10.23887/jjpe.v13i1.32275

Dharmayana, I., & Rahanatha, G. (2017). Pengaruh Brand Equity, Brand Trust,
Brand Preference, Dan Kepuasan Konsumen Terhadap Niat Membeli
Kembali. E-Jurnal Manajemen Universitas Udayana, 6(4), 253933.

Dirgantari, P. D., Sholehah, S., & Widjajanta, B. (2021). Increasing Purchase
Intention Through Brand Personality. Proceedings of the 5th Global
Conference on Business, Management and Entrepreneurship (GCBME 2020),

187(Gcbme 2020), 411-416.
https://doi.org/10.2991/aebmr.k.210831.082

Doha, A., Ghasemaghaei, M., & Hassanein, K. (2017). Social bundling : A novel
method to enhance consumers ’ intention to purchase online bundles. Journal
of Retailing and Consumer Services, 35(November 2016), 106-117.
https://doi.org/10.1016/j.jretconser.2016.11.008

Doney, M., & Cannon, J. P. (1997). Trust Examination of the Nature of in Buyer-
Seller Relationship for assistance. Journal of Marketing, 61(2), 35-51.

Duong, V. C., & Sung, B. (2021). Examining the role of luxury elements on social
media engagement. Journal of Global Fashion Marketing, 12(2), 103-119.

Milacika Shafa Sabila, 2024
PENGARUH SHOPPING ORIENTATION DAN TRUST TO SOCIAL MEDIA TERHADAP ONLINE PURCHASE INTENTION
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu



129

https://doi.org/10.1080/20932685.2020.1853585

Effendi, N. 1., Akbar, R. M., & Murni, Y. (2021). Shopping Orientation and Online
Trust To Enhance Online Purchase Intentions With Gender Differences As
Moderator. Journal of Economics, Business, and Government Challenges,
3(2), 117-126. https://doi.org/10.33005/ebgc.v3i2.124

Escobar-Rodriguez, T., & Bonson-Ferndndez, R. (2017). Analysing online
purchase intention in Spain: fashion e-commerce. Information Systems and E-
Business Management, 15(3), 599-622. https://doi.org/10.1007/s10257-
016-0319-6

Fadhlillah, M., Hanaan, A., Nurhadi, M., & Rachmat, B. (2023). Social Media
Marketing and Purchase Intention : Does Relationship Quality , Brand Trust ,
and Brand Equity Matter ? Pendahuluan. llmu Manajemen, 13(1), 11-24.
https://doi.org/10.32502/jimn.v13i1.6798

Fauzan, A., & Rohman, A. (2019). Pengaruh Harga Dan Kualitas Produk Terhadap
Minat Beli Sepeda Motor Kawasaki. Jurnal Ekobis, 9(2), 104-113.

Ferdinand, A. (2016). Structural Equation Modeling dalam Penelitian Manajemen.
Badan Penerbit Universitas Diponegoro.

Filieri, R. (2015). Marketing Intelligence & Planning Article information :
Marketing Intelligence & Planning, 33(3), 238-257.

Fossil.co.id. (2022). Warranty and Repairs. Fossil.Co.ld.

Fu, J. R., Ly, I. W., Chen, J. H. F., & Farn, C. K. (2020). Investigating consumers’
online social shopping intention: An information processing perspective.
International Journal of Information Management, 54(January 2018), 102189.
https://doi.org/10.1016/j.ijinfomgt.2020.102189

Gaber, H. R., Wright, L. T., Kooli, K., & Kostadinova, E. (2019). Consumer
attitudes towards Instagram advertisements in Egypt: The role of the
perceived advertising value and personalization. Cogent Business &
Management, 6(1), 1-13. https://doi.org/10.1080/23311975.2019.1618431

Gefen, D. (2002). Reflections on the Dimensions of Trust and Trustworthiness
among Online Consumers. Data Base for Advances in Information Systems,
33(3), 38-53. https://doi.org/10.1145/569905.569910

Gehrt, K. C., & Rajan, M. N. (2013). Emergence of online shopping in India:
shopping orientation segments.

Ghozali, I. (2018). Desain penelitian kuantitatif & kualitatif untuk akuntansi,
bisnis, dan ilmu sosial lainnya. Semarang: Yoga Pratama.

Gremler,Zeithaml, V.A., M.J. Bitner, D. D. (2018). Services Marketing: Integrating
Customer Focus Across the Firm (8th ed.). Boston: Mc.Graw- Hill.

Milacika Shafa Sabila, 2024
PENGARUH SHOPPING ORIENTATION DAN TRUST TO SOCIAL MEDIA TERHADAP ONLINE PURCHASE INTENTION
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu



130

hariansuara.com. (2020). Terdampak Corona, Industri Fashion Global Terjun
Bebas. Hariansuara.Com.

Harrison McKnight, D., Choudhury, V., & Kacmar, C. (2002). The impact of initial
consumer trust on intentions to transact with a web site: A trustbuilding model.
Journal of Strategic Information  Systems, 11(3-4), 297-323.
https://doi.org/10.1016/S0963-8687(02)00020-3

Hasan, M., Tahir, T., Inanna, I., Supatminingsih, T., & Arisah, N. (2021). Perilaku
Konsumtif Mahasiswa dalam Membeli Produk Fashion. Phinisi Integration
Review, 4(2), 340-353. https://doi.org/10.26858/pir.v4i2.22291

Hermawan, A. (2006). Penelitian Bisnis: Paradigma Kuantitatif. Grasindo.

Hong, I. B. (2015). Understanding the consumer’s online merchant selection
process: The roles of product involvement, perceived risk, and trust
expectation. International Journal of Information Management, 35(3), 322—
336. https://doi.org/10.1016/j.ijinfomgt.2015.01.003

hootsuite.com. (2021). Instagram for Business.

Hsu, C. L., Chang, K. C., & Chen, M. C. (2012). The impact of website quality on
customer satisfaction and purchase intention: Perceived playfulness and
perceived flow as mediators. Information Systems and E-Business
Management, 10(4), 549-570. https://doi.org/10.1007/s10257-011-0181-5

Huber, F., Vollhardt, K., Matthes, I., & Vogel, J. (2010). Brand misconduct:
Consequences on consumer-brand relationships. Journal of Business
Research, 63(11), 1113-1120. https://doi.org/10.1016/j.jbusres.2009.10.006

Hwang, J., Yoon, Y. S., & Park, N. H. (2011). Structural effects of cognitive and
affective reponses to web advertisements, website and brand attitudes, and
purchase intentions: The case of casual-dining restaurants. International
Journal of Hospitality Management, 30(4), 897-907.
https://doi.org/10.1016/j.ijhm.2011.01.011

id.my-best.com. (2023). 10 Jam Tangan GUESS Terbaik untuk Pria (Terbaru
Tahun 2023). 14 Juli 2023. https://id.my-best.com/137964

Id.my-best.com. (2023). 10 Rekomendasi Jam Tangan Fossil Terbaik (Terbaru
Tahun 2023). 21 Agustus 2023. https://id.my-best.com/71854

Islam, J., & Rahman, Z. (2017). The impact of online brand community
characteristics on customer engagement: An application of Stimulus-
Organism-Response paradigm. Telematics and Informatics, 34(4), 96-1009.
https://doi.org/10.1016/j.tele.2017.01.004

Ismail, A., & Siddiqui, D. A. (2019). Impact of Sales Promotion on Consumer
Impulse Purchases in Karachi, Pakistan. SSRN Electronic Journal, January
2019. https://doi.org/10.2139/ssrn.3384158

Jain, P., & Bansal, G. (2017). Study on effects of shopping orientation on the

Milacika Shafa Sabila, 2024
PENGARUH SHOPPING ORIENTATION DAN TRUST TO SOCIAL MEDIA TERHADAP ONLINE PURCHASE INTENTION
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu



131

consumers buying online in Punjab. Bhatter College Journal of
Multidisciplinary Studies, 7(1), 1-10.
https://doi.org/10.25274/bcjms.v7nl.mc-en-v7-01-01

Janouri, F. and Gharbi, J. . (2008). Confrontation between perceived risk and
capital mark in the formation of trust in a commercial web site. Available at:
Www.Esscpeap.Net/Conferences/Marketing/2008-Cp/Materiali/Paper/Fr/
Janouri-Gharbi.Pdf, 216.

Jensen, J. M. (2012). Shopping orientation and online travel shopping: The role of
travel experience. International Journal of Tourism Research, 14(1), 56-70.
https://doi.org/10.1002/jtr.835

Kannan, P. K., & Li, H. “Alice”. (2017). Digital marketing: A framework, review
and research agenda. International Journal of Research in Marketing, 34(1),
22-45. https://doi.org/10.1016/j.ijresmar.2016.11.006

Karunasingha, A., & Abeysekera, N. (2022). The mediating effect of trust on
consumer behavior in social media marketing environments. South Asian
Journal of Marketing, 3(2), 135-149. https://doi.org/10.1108/sajm-10-2021-
0126

Khairusy, M. A., Hurriyati, R., Dirgantari, P. D., & ... (2021). The Correlation of
Value Chain, Service Quality, and Web Quality on Consumer Satisfaction.
Jurnal 4d’ ..., 8(2), 347-358.

Khan, 1., & Fatma, M. (2019). Connecting the dots between CSR and brand loyalty:

the mediating role of brand experience and brand trust. International Journal

of Business Excellence, 17(4), 439.
https://doi.org/10.1504/ijbex.2019.10020542

Khan, N., Rahmani, S. H. R., Hoe, H. Y., & Chen, T. B. (2014). Causal
Relationships among Dimensions of Consumer-Based Brand Equity and
Purchase Intention: Fashion Industry. International Journal of Business and
Management, 10(1). https://doi.org/10.5539/ijom.v10n1p172

Kim, H.-W., Xu, Y., & Koh, J. (2004). A Comparison of Online Trust Building
Factors between Potential Customers and Repeat Customers. Journal of the
Association for Information Systems, 5(10), 392-420.
https://doi.org/10.17705/1jais.00056

Koeswandi, T., Rahayu, A., & Wibowo, L. A. (2017). Pengaruh Atmosfer
Terhadap Costumer ’ s Impression dan Dampaknya Pada Minat Beli Ulang
Pengaruh Atmosfer Terhadap Costumer ’s Impression dan Dampaknya Pada
Minat Beli Ulang ( Survei Pengunjung Chingu Korean Fan Café di Kota
Bandung ). September. https://doi.org/10.17509/jimb.v8i2.12664

Kooli, K. (2016). Determinants of online trust and their impact on online purchase
intention. 9(3), 305-319.

Kotler, P. (2016). Marketing Management: Millennium Edition | Philip Kotler |
download. Prentice Hall.

Milacika Shafa Sabila, 2024
PENGARUH SHOPPING ORIENTATION DAN TRUST TO SOCIAL MEDIA TERHADAP ONLINE PURCHASE INTENTION
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu



132

Kotler, P. and, & Armstrong, G. (2018). Principles of marketing (17th ed.).
London: Pearson Education Limited.

Kotler, P., & Keller, K. (2016a). Marketing-Management. In Marketing-
Management (15th ed.). Uttar Pradesh: Pearson India Education Services.
https://doi.org/10.1515/9783486801125

Kotler, P., & Keller, K. L. (2016b). Marketing Management. In Small Business
Marketing (15th editi). Pearson Education, Inc. https://doi.org/10.1007/978- 1-
137-32601-0_12

Kotler, P., & Keller, K. L. (2016c). Marketing Mangement. In S. Wall (Ed.),
Pearson Edition Limited (15e ed.). Pearson Education.

Kouser, R. (2018). How Does Website Quality and Trust Towards Website
Influence Online Purchase Intention? Pakistan Journal of Commerce and
Social Sciences, 12 (3), 90.

Kurniasih, R., Luhita, T., & Wulandari, S. Z. (2015). SHOPPING
ORIENTATION : SEBUAH PENDEKATAN MEMPREDIKSI MINAT
BELI. Jouny, 5(December), 118-138.

Kusuma, D. F., & Septarini, B. G. (2013). Pengaruh Orientasi Belanja Terhadap
Intensi Pembelian Produk Pakaian Secara Onlinep Ada Pengguna Online
Shop. 2(3).

Lau, T. (2014a). The Effects of Shopping Orientations , Online Trust and Prior
Online Purchase Experience toward Customers * Online Purchase Intention.
November. https://doi.org/10.5539/ibr.v3n3p63

Lau, T. (2014b). The Effects of Shopping Orientations , Online Trust and Prior
Online Purchase Experience toward Customers ° Online Purchase Intention
The Effects of Shopping Orientations , Online Trust and Prior Online
Purchase Experience toward Customers ’ Online Purcha. June 2010.
https://doi.org/10.5539/ibr.v3n3p63

Lee, J. E., Goh, M. L., & Mohd Noor, M. N. Bin. (2019). Understanding purchase
intention of university students towards skin care products. PSU Research
Review, 3(3), 161-178. https://doi.org/10.1108/prr-11-2018-0031

Li, X., Hess, T. J., & Valacich, J. S. (2008). Why do we trust new technology? A
study of initial trust formation with organizational information systems. In
Journal of Strategic Information Systems (Vol. 17, Issue 1).
https://doi.org/10.1016/j.jsis.2008.01.001

Liat, C. B., & Shi Wuan, Y. (2014). Factors Influencing Consumers’ Online
Purchase Intention: A Study among University Students in Malaysia.
International Journal of Liberal Arts and Social Science, 2(8), 2307-2924.
https://doi.org/10.5539/ass.v10n9p18

Ling, K. C., Chai, L. T., & Piew, T. H. (2010). The Effects of Shopping
Orientations, Online Trust and Prior Online Purchase Experience toward

Milacika Shafa Sabila, 2024
PENGARUH SHOPPING ORIENTATION DAN TRUST TO SOCIAL MEDIA TERHADAP ONLINE PURCHASE INTENTION
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu



133

Customers’ Online Purchase Intention. International Business Research,
3(3), 63. https://doi.org/10.5539/ibr.v3n3p63

Lisnawati, L., Hurriyati, R., & Qorni, A. W. Al. (2019). Website Quality and Risk
Perception as The Influence of Purchase Intention in E-Commerce Website in
Indonesia. Jurnal Pendidikan Manajemen Bisnis, 19(2), 90-99.

Liu, Q., & Zhang, F. (2019). Study on the influencing factors of mobile users’
impulse purchase behavior in a large online promotion activity. Journal of
Electronic Commerce in Organizations, 17(2), 88-101.
https://doi.org/10.4018/JEC0.2019040108

Liu, Y., & Tang, X. (2018). The effects of online trust-building mechanisms on trust
and  repurchase intentions An  empirical study on eBay.
https://doi.org/10.1108/1TP-10-2016-0242

Loketkrawee, P., & Bhatiasevi, V. (2018). Elucidating the Behavior of Consumers

toward Online Grocery Shopping: The Role of Shopping Orientation. Journal

of Internet Commerce, 17(4), 418-445.
https://doi.org/10.1080/15332861.2018.1496390

Mabkhot, H. A., Hasnizam, & Salleh, S. M. (2017). The influence of brand image
and brand personality on brand loyalty, mediating by brand trust: An empirical
study. Jurnal Pengurusan, 50, 71-82.

Maharani, K. (2015). The Celebrity Endorser ( Selebgram ) Effect Toward
Purchase Intention On Instagram Social Media. 71-78.

Malhotra, N. K. (2015a). Essentials of Marketing Research (Global Ed).
Londdon : Pearson Education Limited.

Malhotra, N. K. (2015b). ssentials of arketing Research (Global Edi). Pearson
Education Limited.

Mansour, K. Ben. (2014). Online trust antecedents and their consequences on
purchase intention: An integrative approach. Journal of Customer Behavior,
13(1), 25-42.

Marriott, H. R., & Williams, M. D. (2018). Exploring consumers perceived risk and
trust for mobile shopping: A theoretical framework and empirical study.
Journal of Retailing and Consumer Services, 42(January), 133-146.
https://doi.org/10.1016/j.jretconser.2018.01.017

Meskaran, F. (2013). Online Purchase Intention: Effects of Trust and Security
Perception. Australian Journal of Basic and Applied Sciences, 7(6), 307— 315.

Meskaran, F., Ismail, Z., & Shanmugam, B. (2013). Online Purchase Intention:
Effects of Trust and Security Perception. Australian Journal of Basic and
Applied Sciences, 7(6), 307-315.

Moslehpour, M., Pham, V. K., Wong, W. K., & Bilgicli, 1. (2018). e-purchase

Milacika Shafa Sabila, 2024
PENGARUH SHOPPING ORIENTATION DAN TRUST TO SOCIAL MEDIA TERHADAP ONLINE PURCHASE INTENTION
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu



134

intention of Taiwanese consumers: Sustainable mediation of perceived
usefulness and perceived ease of use. Sustainability (Switzerland), 10(1).
https://doi.org/10.3390/su10010234

Mothersbaugh, D. L., Hawkins, D., & Kleiser, S. B. (2020). Consumer Behavior:
Building Marketing Strategy, Fourteenth Edition (Fourteenth). McGraw-Hill
Education.

Nam, L. G., & Déan, H. T. (2018). Impact of social media Influencer marketing on
consumer at Ho Chi Minh City. International Journal of Social Sciences and
Humanities Invention, 5(5), 47104714,
https://doi.org/10.18535/ijsshi/v5i5.10

Naseri, R. N. N., Wan Ibrahim, N. R., Mohd Esa, M., Ahmad, N. Z. A., Azis, S. N.,
& Abd Azis, R. (2021). Determinant of Consumer Attitude towards Online
Purchase Intention of Halal Cosmetic: Moderating Effect of Customers
Experience. International Journal of Academic Research in Business and
Social Sciences, 11(7), 1199-1216. https://doi.org/10.6007/ijarbss/v11-
i7/10583

Naszariah, R., Naseri, N., Mohd Esa, M., Abas, N., Zamratul, N., Ahmad, A., Azis,
R. A., & Norazmi Bin Nordin, M. (2021). An Overview Of Online Purchase
Intention Of Halal Cosmetic Product: A Perspective From Malaysia. Turkish
Journal of Computer and Mathematics Education, 12(10), 7674-7681.

Nurmanah, I., & Nugroho, E. S. (2021). Pengaruh Kepercayaan (Trust) Dan
Kualitas Pelayanan Online (E-Service Quality) Terhadap Keputusan
Pembelian Online Shop Bukalapak. At-Tadbir : Jurnal Ilmiah Manajemen,
5(1), 11. https://doi.org/10.31602/atd.v5i1.3384

Octavia, D., & Tamerlane, A. (2017). The Influence of Website Quality on Online
Purchase Intentions on Agoda.Com with E-Trust as a Mediator. Binus
Business Review, 8(1), 9. https://doi.org/10.21512/bbr.v8i1.1680

Parhusip, A. A., & Lubis, N. I. (2020). Pengaruh Orientasi Belanja, Kepercayaan
Online, Dan Pengalaman Pembelian Terhadap Minat Beli Secara Online
(Studi Kasus Pada Toko Online Tokopedia). Ekombis Sains: Jurnal Ekonomi,

Keuangan Dan Bisnis, 5(2), 77-88.
https://doi.org/10.24967/ekombis.v5i2.748

Park, S. (2016). What Attracts You to Shopping Malls?: The Relationship Between
Perceived Shopping Value and Shopping Orientation on Purchase Intention at
Shopping Malls in Suburban Areas. 663-669. https://doi.org/10.1007/978-3-
319-26647-3_135

Patel, S. (2020). Exploring the Pyramid of Trust. John Hagel.

Peter, J. P., & Olson, J. C. (Jerry C. (2019). Consumer behavior & marketing
strategy (9th ed.). New York: McGraw-Hill Irwin.

Porcu, L., Miguel, J., Barrio-garci, S., & Crespo-almendros, E. (2015).

Milacika Shafa Sabila, 2024
PENGARUH SHOPPING ORIENTATION DAN TRUST TO SOCIAL MEDIA TERHADAP ONLINE PURCHASE INTENTION
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu



135

Motivational Duality in Online Consumer Behaviour: Website Usability and
Flow State as Moderating Factors. International Journal of Business and
Economics, 14(1), 79-104.

Priyono. (2016). Metode Penelitian Kuantitatif (T. Chandra (ed.); Edisi Revi).
Zifatama Publishing.

Putri, A. I., & Setiadi, Y. W. (2022). The Effect of Shopping Orientation, Online
Trust, and Purchase Experience of Interest to Buy Online. Jurnal limu
Ekonomi Dan Sosial, 11(1), 1-11.

Rahmadevita, L. D., Suharyono, & Srikandi Kumadji. (2016). PENGARUH
REPUTASI MEREK DAN KOMUNITAS PELANGGAN TERHADAP
NILAlI PELANGGAN , WORD OF MOUTH SERTA KEPUTUSAN
PEMBELIAN ( Studi Pada Pembeli Non-Member Produk Kesehatan Melilea
di Kecamatan Lowokwaru Kota Malang ). Jurnal Profit, 7(1), 50-60.

Rahman, H., & Nurlatifah, H. (2020). Analisis Pengaruh Perceived Ease of Use,
Trust, Online Convenience terhadap Purchase Intention melalui Online
Shopping Habits (Studi Kasus Pembelian Tiket Bioskop pada Aplikasi Gotix).
Jurnal Al Azhar Indonesia  Seri llmu  Sosial, 1(1), 29.
https://doi.org/10.36722/jaiss.v1i1.458

Reibstein, D. J. (2002). What attracts customers to online stores, and what keeps
them coming back? Journal of the Academy of Marketing Science, 30(4), 465—
473. https://doi.org/10.1177/009207002236918

Resmi, I. C. (2018). Pengaruh Kualitas Website Hotel Savoy Homann Bidakara
Bandung terhadap Keputusan Pembelian Tamu. Barista : Jurnal Kajian
Bahasa Dan Pariwisata, 5(2), 168-179.
https://doi.org/10.34013/barista.v5i2.119

Riduwan. (2018). Dasar-dasar Statistika. Bandung: Alfabeta.

Rita, P., Oliveira, T., & Farisa, A. (2019). The impact of e-service quality and
customer satisfaction on customer behavior in online shopping. Heliyon, 5(7),
1-14. https://doi.org/10.1016/j.heliyon.2019.e02690

Rizal, J. (2020). Dampak Pandemi Corona, Penjualan Fashion Mewah Dunia
Turun 650 Miliar Dollar AS. Kompas.Com.

Robert, L., Denis, A., & Hung, Y. T. (2009). Individual swift trust and knowledge-

based trust in face-to-face and virtual team members. Journal of Management

Information Systems, 26(2), 241-279.
https://doi.org/10.2753/M1S0742-1222260210

Rosen, P. A., & Kluemper, D. H. (2018). The impact of the big five personality
traits on the acceptance of social networking website. Americas Conference
on Information Systems, AMCIS, 2(4), 1083-1092.

Rudyanto, R. (2018). Pengaruh Pemasaran Jejaring Media Sosial Dan Keterkaitan
Konsumen Terhadap Niat Beli Konsumen. Jurnal Manajemen Dan

Milacika Shafa Sabila, 2024
PENGARUH SHOPPING ORIENTATION DAN TRUST TO SOCIAL MEDIA TERHADAP ONLINE PURCHASE INTENTION
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu



136

Pemasaran Jasa, 11(2), 177-200. https://doi.org/10.25105/jmpj.v11i2.3126
Santoso, S. (2016). Panduan Lengkap SPSS Versi 23. PT Elex Media Komputindo.

Sazaly, M. H., Widiyanesti, S., & Amfran, A. (2019). Social & Behavioural
Sciences ICBSI 2018 International Conference on Business Sustainability and
Innovation OF PUBLIC SECTOR INFRASTRUCTURE PROJECT IN.
The European Proceedings of Social & Behavioural Sciences, 05(06 June
2020), 712-721.

Scarpi, D. (2012). Work and Fun on the Internet: The Effects of Utilitarianism and
Hedonism Online. Journal of Interactive Marketing, 26(1), 53-67.
https://doi.org/10.1016/j.intmar.2011.08.001

Schiffman, L. G., & Wisenblit, J. (2019). Consumer Behavior (Twelfth Ed). New
York : Pearson Education.

Schiffman & Kanuk. (2018). Consumer Behavior (11th ed.). New Jersey: Global
Edition. Pearson.

Sekaran, U. (2014). Research Methods for Business. Salemba empat.

Sekaran, U. (2017). Research Methods for Business (cetakan ke-5 (ed.)). Jakarta:
Salemba Empat.

Sekaran, U., & Bougie, R. (2018). Research Methods for Business. Jakarta.
Salemba Empat.

Shaouf, A., Li, K., & Li, X. (2016). The effect of web advertising visual design
on online purchase intention: An examination across gender. Computers in
Human Behavior, 60, 622-634. https://doi.org/10.1016/j.chb.2016.02.090

Shapiro, D. L., Sheppard, B. H., & Cheraskin, L. (1992). Business on a handshake.
Negotiation Journal, 8(4), 365-377.
https://doi.org/10.1007/BF01000396

Shidqgi, H. (2022). Lebih Dekat dengan Pabrik Jam Tangan Swatch Group. 26
Oktober 2022. https://blog.jamtangan.com/lebih-dekat-dengan-pabrik-jam-
tangan-swatch-group/

Solomon, M. R. (2017). Consumer Behavior: Buying, Having, and Being.

Stouthuysen, K. (2020). A 2020 perspective on “ The building of online trust in e-
business relationships ”. Electronic Commerce Research and Applications,
40(January), 100929. https://doi.org/10.1016/j.elerap.2020.100929

Sugiyono. (2017). Metode Penelitian Kuantitatif, Kualitatif dan R&D. Alfabeta,.
Sugiyono. (2018). Statistik Non Parametris untuk Penelitian. Bandung: Alfabeta.

Sun, Y., Shao, X., Li, X., Guo, Y., & Nie, K. (2019). How live streaming

Milacika Shafa Sabila, 2024
PENGARUH SHOPPING ORIENTATION DAN TRUST TO SOCIAL MEDIA TERHADAP ONLINE PURCHASE INTENTION
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu



137

influences purchase intentions in social commerce: An IT affordance
perspective. Electronic Commerce Research and Applications, 37(December
2018), 100886. https://doi.org/10.1016/j.elerap.2019.100886

Takaya, R. (2019). Antecedents Analysis of Purchase Intention. Business and
Entrepreneurial Review, 16(1), 1-16.
https://doi.org/10.25105/ber.v16i1.4906

Teller, C., Reutterer, T., & Schnedlitz, P. (2008). Hedonic and utilitarian shopper
types in evolved and created retail agglomerations. International Review of
Retail, Distribution and Consumer Research, 18(3), 283-309.
https://doi.org/10.1080/09593960802113877

Teng, Y. M., Wu, K. S., & Chou, C. Y. (2020). Price or convenience: What is more
important for online and offline bookings? A study of a five-star resort hotel
in Taiwan. Sustainability (Switzerland), 12(10).
https://doi.org/10.3390/SU12103972

Thakur, R. (2016). Journal of Retailing and Consumer Services Understanding
Customer Engagement and Loyalty : A Case of Mobile Devices for Shopping.
Journal of Retailing and Consumer Services, 32, 151-163.
https://doi.org/10.1016/j.jretconser.2016.06.004

Tiong, P., Manajemen, ), Stie, P., & Makassar, A. (2021). The Effect of Online
Trust, Previous Purchasing Experience, Shopping Orientation on Online
Consumer Purchases Intentions with Gender Differences as Moderated
Variables. Journal of Applied Management and Business Research (JAMBIR),
1(2), 2021.

Tjiptono Fandy, G. C. (2017). Pemasaran Strategik (5th ed.). Yogyakarta: ANDI
OFFSET.

Torres, M. (2021). Investigating Which Factors Influence Consumer’s Online
Purchase Intentions: The Luxury Watch Industry. Marketing Intelligence and
Planning, 4(1), 1-2.

Tri Cuong, D. (2020). Influence of Brand Trust, Perceived Value on Brand
Preference and Purchase Intention. Journal of Asian Finance, Economics and
Business, 7(10), 939-947. https://doi.org/10.13106/jafeb.2020.vol7.n010.939

Urban, G. L., Amyx, C., & Lorenzon, A. (2009). Online Trust : State of the Art ,
New Frontiers , and Research Potential. INTMAR, 23(2), 179-190.
https://doi.org/10.1016/j.intmar.2009.03.001

VO, N. T., Chovancova, M., & Tri, H. T. (2020). The Impact of E-service Quality
on the Customer Satisfaction and Consumer Engagement Behaviors Toward
Luxury Hotels. Journal of Quality Assurance in Hospitality and Tourism,
21(5), 499-523. https://doi.org/10.1080/1528008X.2019.1695701

Voramontri, D., & Klieb, L. (2019). Impact of social media on consumer behaviour.
Int. J. Information and Decision Sciences, 11(3), 209-233.
https://www.inderscience.com/jhome.php?jcode=ijids

Milacika Shafa Sabila, 2024
PENGARUH SHOPPING ORIENTATION DAN TRUST TO SOCIAL MEDIA TERHADAP ONLINE PURCHASE INTENTION
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu


http://www.inderscience.com/jhome.php?jcode=ijids
http://www.inderscience.com/jhome.php?jcode=ijids

138

Vu, Q. H. (2019). Inspecting the relationship among E-service quality, E-trust, E-
customer satisfaction and behavioral intentions of online shopping customers.

Widarjono, A. (2018). Ekonometrika Pengantar Dan Aplikasinya Disertai
Panduan Eviews (ke-5). Yogyakarta : UPP STIM YKPN.

Wisnu, Y., & Zoybeils. (2023). MEMPENGARUHI ONLINE PURCHASE
INTENTION DENGAN TRUST SEBAGAI VARIABEL INTERVENING
PADA PELANGGAN MARKETPLACE DI BATAM. Jurnal Wawasan
Manajemen, 11(2), 156-165.

Workman, J. E. (2012). Gender , Fashion Consumer Groups , and Shopping
Orientation. 40(3). https://doi.org/10.1111/j.1552-3934.2011.02110.x

www.fossil.co.id. (2023). About us. 2023. https://www.fossil.co.id/about-us

Ye, C., Hofacker, C. F., Peloza, J., & Allen, A. (2020). How online trust evolves
over time : The role of social perception. 1-15.
https://doi.org/10.1002/mar.21400

Zhou, X. Z. S. D. Y. (2017). The impact of reference effects on online purchase
intention of agricultural products. https://doi.org/doi/10.1108/IntR-03-2016-
0082

Milacika Shafa Sabila, 2024
PENGARUH SHOPPING ORIENTATION DAN TRUST TO SOCIAL MEDIA TERHADAP ONLINE PURCHASE INTENTION
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu


http://www.fossil.co.id/
http://www.fossil.co.id/about-us

	(Survei pada Produk Jam Tangan Fossil dengan Jangkauan Followers Instagram Fossil Indonesia)
	Oleh
	FAKULTAS PENDIDIKAN EKONOMI DAN BISNIS UNIVERSITAS PENDIDIKAN INDONESIA
	(Survei pada Produk Jam Tangan Fossil dengan Jangkauan Followers Instagram Fossil Indonesia) (1)
	LEMBAR PENGESAHAN
	(Survei pada Produk Jam Tangan Fossil dengan Jangkauan Followers Instagram Fossil Indonesia) (2)
	Ketua Program Studi Pendidikan Bisnis
	PERNYATAAN KEASLIAN SKRIPSI
	ABSTRAK
	ABSTRACT

	DAFTAR ISI
	DAFTAR TABEL
	DAFTAR GAMBAR
	DAFTAR PUSTAKA

