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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 menegaskan bahwa keberadaan 

shopping orientation dan trust to social media mampu meningkatkan online 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 and trust 

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 findings in 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. 
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