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ABSTRAK 
 

Penelitian ini bertujuan untuk mengukur seberapa besar online trust dalam 

memediasi pengaruh social media marketing melalui instagram terhadap online 

purchase decision. Jenis penelitian ini adalah deskriptif verifikatif dan metode 

explanatory survey dengan teknik purposive sampling, dengan jumlah sampel 

sebanyak 215 responden konsumen Distro Bloods sebagai pengikut instagram 

@bloodsclothofficial. Teknik analisis data yang digunakan adalah path analysis 

dengan alat bantu SPSS 25. Hasil menunjukkan bahwa online trust memediasi 

pengaruh social media marketing melalui instagram terhadap online purchase 

decision. Temuan ini menyiratkan bahwa untuk meningkatkan online purchase 

decision, perusahaan perlu memperhatikan indikator kualitas social media 

marketing melalui instagram agar konsumen lebih tertarik sehingga dapat 

membangun online trust yang pada akhirnya meningkatkan penjualan yang baik 

bagi perusahaan.  

Kata Kunci : Social Media Marketing, Instagram, Online Trust, Online 

Purchase Decision
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ABSTRACT 
 

This study aims to measure how much online trust mediates the effect of social 

media marketing through Instagram on online purchasing decisions. This type of 

research is a descriptive verification and explanatory survey method with a 

purposive sampling technique, with a total sample of 215 consumers of Bloods 

Distro as followers of Instagram @bloodsclothofficial. The data analysis technique 

used is path analysis using SPSS 25. The results show that online trust mediates the 

effect of social media marketing through Instagram on online purchasing decisions. 

This finding implies that to improve online purchasing decisions, companies need 

to pay attention to quality indicators of social media marketing through Instagram 

so that consumers are more interested so that they can build online trust, which 

ultimately increases good sales for the company. 

Keyword : Social Media Marketing, Instagram, Online Trust, Online Purchase 

Decision



 
 

 
Kania Siti Sarah, 2022 
MODEL ONLINE TRUST DALAM MEMEDIASI PENGARUH SOCIAL MEDIA MARKETING MELALUI INSTAGRAM 
TERHADAP ONLINE PURCHASE DECISION  
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 

vi 
 

DAFTAR ISI 

 
LEMBAR HAK CIPTA .....................................................................................................  

LEMBAR PENGESAHAN ................................................................................................  

LEMBAR PERNYATAAN ................................................................................................  

KATA PENGANTAR ........................................................................................................ i 

ABSTRAK ........................................................................................................................ iv 

ABSTRACT ........................................................................................................................ v 

DAFTAR ISI..................................................................................................................... vi 

DAFTAR TABEL ............................................................................................................. x 

DAFTAR GAMBAR ........................................................................................................ xi 

BAB I PENDAHULUAN .................................................................................................. 1 

  1.1 Latar Belakang Penelitian ....................................................................................... 1 

  1.2 Rumusan Masalah ................................................................................................. 17 

  1.3 Tujuan Penelitian .................................................................................................. 18 

  1.4 Kegunaan Penelitian ............................................................................................. 18 

 1.4.1 Kegunaan Teoritis ........................................................................................... 18 

 1.4.2 Kegunaan Praktis ............................................................................................ 18 

  1.5 Sistematika Penulisan ........................................................................................... 19 

BAB II KAJIAN PUSTAKA, KERANGKA PEMIKIRAN, DAN HIPOTESIS ....... 20 

  2.1 Kajian Pustaka ...................................................................................................... 20 

 2.1.1 Online Purchase Decision .............................................................................. 20 

2.1.1.1 Online Purchase Decision dari Perspektif Consumer Behaviour ............. 20 

2.1.1.2 Konsep Online Purchase Decision ........................................................... 27 

2.1.1.3 Dimensi Online Purchase Decision .......................................................... 30 

 2.1.2 Social Media Marketing .................................................................................. 32 

2.1.2.1 Social Media Marketing dari Perspektif Marketing Communication ....... 32 

2.1.2.2 Konsep Social Media Marketing (SMM) .................................................. 35 

2.1.2.3 Dimensi Social Media Marketing (SMM) ................................................ 38 

 2.1.3 Online Trust .................................................................................................... 38 

2.1.3.1 Online Trust dari Perspektif Consumer Behaviour ................................... 38 

2.1.3.1 Konsep Online Trust ................................................................................. 42 

2.1.3.2 Dimensi Online Trust ................................................................................ 44 

 2.1.4 Penelitian Terdahulu ....................................................................................... 46 

  2.2 Kerangka Pemikiran .............................................................................................. 48 

  2.3 Hipotesis Penelitian .............................................................................................. 55 

BAB III METODE PENELITIAN ................................................................................ 57 

  3.1 Objek Penelitian .................................................................................................... 57 

  3.2 Metode Penelitian ................................................................................................. 57 

 3.2.1 Jenis Penelitian dan Metode yang digunakan ................................................. 57 

 3.2.2 Operasionalisasi Variabel ............................................................................... 59 

 3.2.3 Jenis dan Sumber Data .................................................................................... 60 

 3.2.4 Populasi, Sampel, dan Teknik Penarikan Sampel ........................................... 66 

3.2.4.1 Populasi ..................................................................................................... 66 

3.2.4.2 Sampel ....................................................................................................... 67 

3.2.4.3 Teknik Penarikan Sampel ......................................................................... 68 

 3.2.5 Teknik Pengumpulan Data .............................................................................. 68 

 3.2.6 Pengujian Validitas dan Reliabilitas ............................................................... 69 



 
 

 
Kania Siti Sarah, 2022 
MODEL ONLINE TRUST DALAM MEMEDIASI PENGARUH SOCIAL MEDIA MARKETING MELALUI INSTAGRAM 
TERHADAP ONLINE PURCHASE DECISION  
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 

vii 
 

3.2.6.1 Pengujian Validitas ................................................................................... 70 

3.2.6.2 Pengujian Reliabilitas ............................................................................... 73 

 3.2.7 Teknik Analisis Data ....................................................................................... 74 

3.2.7.1 Teknik Analisis Data Deskriptif................................................................ 76 

3.2.7.2 Uji Asumsi Klasik ..................................................................................... 76 

3.2.7.3Teknik Analisis Data Verifikatif ................................................................ 80 

3.2.7.4 Uji Sobel (Sobel Test) ............................................................................... 82 

3.2.7.5 Pengujian Hipotesis................................................................................... 83 

3.2.7.6 Koefisien Determinasi............................................................................... 85 

BAB IV HASIL DAN PEMBAHASAN ........................................................................ 86 

  4.1 Profil Perusahaan dan Karakteristik Konsumen Distro Bloods ............................ 86 

 4.1.1 Profil dan Sejarah Distro Bloods .................................................................... 86 

 4.1.2 Karakteristik Konsumen Distro Bloods Berdasarkan Identitas,  

          Karakteristik, dan Pengalaman Pelanggan ...................................................... 88 

 4.1.3 Pengalaman Responden yang Telah Membeli Produk Distro Bloods  

          Secara Online .................................................................................................. 91 

4.1.3.1 Frekuensi Responden Melihat Social Media Instagram Distro Bloods .... 93 

4.1.3.2 Frekuensi Responden Melakukan Online Purchase Decision Produk  

            Distro Bloods ............................................................................................ 93 

  4.2 Hasil Pengujian Deskriptif .................................................................................... 93 

 4.2.1 Tanggapan Konsumen mengenai Tingkat Penggunaan Social Media  

          Marketing Melalui Instagram ......................................................................... 93 

4.2.1.1 Tanggapan Konsumen mengenai Dimensi Content Creation ................... 93 

4.2.1.2 Tanggapan Konsumen mengenai Dimensi Content Sharing .................... 98 

4.2.1.3 Tanggapan Konsumen mengenai Dimensi Connecting .......................... 101 

4.2.1.4 Tanggapan Konsumen mengenai Dimensi Community Building ........... 106 

4.2.1.5 Rekapitulasi Tanggapan Konsumen mengenai Tingkat Penggunaan  

            Social Media Marketing Melalui Instagram ........................................... 109 

 4.2.2 Tanggapan Konsumen mengenai Tingkat Online Trust ............................... 111 

4.2.2.1 Tanggapan Konsumen mengenai Dimensi Ability .................................. 112 

4.2.2.2 Tanggapan Konsumen mengenai Dimensi Integrity ............................... 116 

4.2.2.3 Tanggapan Konsumen mengenai Dimensi Benevolence ........................ 119 

4.2.2.4 Rekapitulasi Tanggapan Konsumen mengenai Tingkat Online Trust..... 123 

 4.2.3 Tanggapan Konsumen mengenai Tingkat Online Purchase Decision .......... 125 

4.2.3.1 Tanggapan Konsumen mengenai Dimensi Stability in Product ............. 125 

4.2.3.2 Tanggapan Konsumen mengenai Dimensi Habits in Buying  

            Products .................................................................................................. 128 

4.2.3.3 Tanggapan Konsumen mengenai Dimensi Provide Recommendations  

            to Others .................................................................................................. 131 

4.2.3.4 Tanggapan Konsumen mengenai Dimensi Make Repeat Purchases ...... 134 

4.2.3.5 Rekapitulasi Tanggapan Konsumen mengenai Tingkat Online Purchase  

           Decision ................................................................................................... 137 

  4.3 Hasil Pengujian Verifikatif ................................................................................. 139 

 4.3.1 Uji Asumsi Klasik ......................................................................................... 139 

 4.3.2 Uji Normalitas ............................................................................................... 140 

 4.3.3 Uji Heterokedastisitas ................................................................................... 141 

 4.3.4 Uji Multikolinieritas ...................................................................................... 142 

  4.4 Hasil Penelitian Verifikatif ................................................................................. 142 

 4.4.1 Pengaruh Social Media Marketing Terhadap Online Trust .......................... 142 

 



 
 

 
Kania Siti Sarah, 2022 
MODEL ONLINE TRUST DALAM MEMEDIASI PENGARUH SOCIAL MEDIA MARKETING MELALUI INSTAGRAM 
TERHADAP ONLINE PURCHASE DECISION  
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 

viii 
 

 

 4.4.2 Pengaruh Social Media Marketing Terhadap Online Purchase Decision  

         dan Online Trust Terhadap Online Purchase Decision ................................. 145 

 4.4.3 Pengaruh Social Media Marketing Terhadap Online Purchase Decision  

          Melalui Online Trust ..................................................................................... 149 

4.4.3.1 Pengaruh Langsung (Direct Effect) ......................................................... 151 

4.4.3.2 Pengaruh Tidak Langsung (Indirect Effect) ............................................ 151 

4.4.3.3 Pengaruh Total ........................................................................................ 152 

  4.5 Pembahasan......................................................................................................... 153 

 4.5.1 Pembahasan Hasil Penelitian Deskriptif ....................................................... 153 

4.5.1.1 Variabel Social Media Marketing Melalui Instagram ............................ 153 

4.5.1.2 Variabel Online Trust .............................................................................. 155 

4.5.1.3 Variabel Online Purchase Decision ........................................................ 156 

 4.5.2 Pembahasan Hasil Peneitian Verifikatif ........................................................ 157 

4.5.1 Pengaruh Social Media Marketing Terhadap Online Trust ....................... 157 

4.5.2 Pengaruh Social Media Marketing dan Online Trust Terhadap Online  

         Purchase Decision ..................................................................................... 158 

4.5.3 Pengaruh Social Media Marketing Terhadap Online Purchase Decision  

         Melalui Online Trust .................................................................................. 159 

BAB V SIMPULAN DAN REKOMENDASI ............................................................. 161 

  5.1 Simpulan ............................................................................................................. 161 

  5.2 Rekomendasi ....................................................................................................... 162 

DAFTAR PUSTAKA .................................................................................................... 164 

LAMPIRAN................................................................................................................... 179 
Lampiran 1 Instrumen Penelitian ................................................................................ 179 

Lampiran 2 Tabulasi Data ........................................................................................... 186 

Lampiran 3 Output SPSS ............................................................................................ 203 

 

 



 
 

 
Kania Siti Sarah, 2022 
MODEL ONLINE TRUST DALAM MEMEDIASI PENGARUH SOCIAL MEDIA MARKETING MELALUI INSTAGRAM 
TERHADAP ONLINE PURCHASE DECISION  
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 

x 
 

DAFTAR TABEL 

Tabel 1.1    Konsumsi Rumah Tangga 2019-2021.............................................................. 3 

Tabel 1.2    Industri Kreatif Fesyen di Kota Bandung Tahun 2016-2022 ........................... 4 

Tabel 1.3    Market Share Online Distro di Kota Bandung Tahun 2019-2021 ................... 6 

Tabel 1.4    Brand Distro yang Menggunakan Instagram ................................................... 8 

Tabel 2.1    Konsep Online Purchase Decision dari Para Ahli ......................................... 28 

Tabel 2.2    Konsep Social Media Marketing dari Para Ahli ............................................ 36 

Tabel 2.3    Konsep Trust dari Para Ahli .......................................................................... 43 

Tabel 2.4    Penelitian Terdahulu ...................................................................................... 46 

Tabel 3.1    Operasionalisasi Variabel .............................................................................. 60 

Tabel 3.2    Jenis dan Sumber Data ................................................................................... 66 

Tabel 3.3    Uji Validitas Variabel Social Media Marketing (Instagram) ........................ 72 

Tabel 3.4    Uji Validitas Variabel Online Trust ............................................................... 72 

Tabel 3.5    Uji Validitas Variabel Online Purchase Decision ......................................... 73 

Tabel 3.6    Hasil Uji Reliabilitas Variabel ....................................................................... 74 

Tabel 3.7    Interpretasi Nilai Koefisien Korelasi ............................................................. 77 

Tabel 4.1    Profil Responden Distro Bloods .................................................................... 88 

Tabel 4.2    Karakteristik Responden Berdasarkan Jenis Kelamin, Usia,  

                   dan Pekerjaan ................................................................................................. 89 

Tabel 4.3    Karakteristik Responden Berdasarkan Jenis Kelamin, Pekerjaan,  

                   dan Pendapatan .............................................................................................. 90 

Tabel 4.4    Keterkaitan Antara Jenis Kelamin dan Frekuensi Melihat Social Media  

                   Instagram Distro Bloods ................................................................................ 91 

Tabel 4.5    Keterkaitan Antara Jenis Kelamin, Pendapatan, dan Intensitas Transaksi  

                   dalam Berbelanja Produk Distro Bloods Secara Online ................................ 92 

Tabel 4.6    Tanggapan Dimensi Content Creation .......................................................... 94 

Tabel 4.7    Tanggapan Dimensi Content Sharing ............................................................ 98 

Tabel 4.8    Tanggapan Dimensi Connecting .................................................................. 102 

Tabel 4.9    Tanggapan Dimensi Community Building ................................................... 106 

Tabel 4.10   Rekapitulasi Variabel Social Media Marketing Instagram ......................... 110 

Tabel 4.11  Tanggapan Dimensi Ability .......................................................................... 112 

Tabel 4.12  Tanggapan Dimensi Integrity ...................................................................... 116 

Tabel 4.13  Tanggapan Dimensi Benevolence ................................................................ 120 

Tabel 4.14  Rekapitulasi Variabel Online Trust ............................................................. 123 

Tabel 4.15  Tanggapan Dimensi Stability in Product ..................................................... 126 

Tabel 4.16  Tanggapan Dimensi Habits in Buying Product ........................................... 129 

Tabel 4.17  Tanggapan Dimensi Provide Recommendations to Others ......................... 132 

Tabel 4.18  Tanggapan Dimensi Make Repeat Purchases .............................................. 135 

Tabel 4.19  Rekapitulasi Variabel Online Purchase Decision ........................................ 138 

Tabel 4.20  Hasil Uji Normalitas .................................................................................... 140 

Tabel 4.21  Hasil Uji Multikolinieritas ........................................................................... 142 

Tabel 4.22  Koefisien Social Media Marketing Terhadap Online Trust ......................... 143 

Tabel 4.23  Koefisien Determinasi Social Media Marketing Terhadap Online Trust .... 144 

Tabel 4.24  Koefisien Jalur X Terhadap Y dan M Terhadap Y ...................................... 145 

Tabel 4.25  Hasil Uji Hipotesis Simultan (Uji F) X dan M Terhadap Y ........................ 147 

Tabel 4.26  Koefisien Determinasi X dan M Terhadap Y .............................................. 147 

 



 
 

 
Kania Siti Sarah, 2022 
MODEL ONLINE TRUST DALAM MEMEDIASI PENGARUH SOCIAL MEDIA MARKETING MELALUI INSTAGRAM 
TERHADAP ONLINE PURCHASE DECISION  
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 

xi 
 

 DAFTAR GAMBAR 

 
Gambar 1.1    Data Pertumbuhan Ekonomi Indonesia Tahun 2019-2021 .......................... 2 

Gambar 1.2    Tampilan Instagram Distro Bloods ............................................................ 10 

Gambar 1.3    Data Penjualan Online Distro Bloods ........................................................ 10 

Gambar 1.4    Data Perkembangan Penjualan Online Distro Bloods ................................ 11 

Gambar 2.1    Model of Consumer Decision-Making ....................................................... 21 

Gambar 2.2    Proses Purchase Decision .......................................................................... 24 

Gambar 2.3    Psychological Drivers For Consumer Behaviour ...................................... 39 

Gambar 2.4    Kerangka Pemikiran ................................................................................... 54 

Gambar 2.5    Paradigma Penelitian .................................................................................. 55 

Gambar 3.1    Garis Kontinum Penelitian SMM, Online Trust dan Online Purchase  

                       Decision ..................................................................................................... 78 

Gambar 3.2    Model Analisis Jalur .................................................................................. 81 

Gambar 4.1    Logo Distro Bloods .................................................................................... 86 

Gambar 4.2    Tampilan Konten Instagram Distro Bloods ............................................. 111 

Gambar 4.3    Tampilan Profil Distro Bloods   ............................................................... 111 

Gambar 4.4    Tampilan Keterbaruan Konten Instagram Distro Bloods ......................... 111 

Gambar 4.5    Garis Kontinum Dimensi Content Creation............................................. 111 

Gambar 4.6    Tampilan Iklan Instagram Distro Bloods ................................................. 111 

Gambar 4.7    Informasi Produk di Instagram Distro Bloods ......................................... 100 

Gambar 4.8    Garis Kontinum Dimensi Content Sharing .............................................. 101 

Gambar 4.9    Tampilan Interaksi di Instagram Distro Bloods ....................................... 103 

Gambar 4.10  Tampilan Direct Message di Instagram Distro Bloods ............................ 104 

Gambar 4.11  Garis Kontinum Dimensi Connecting ...................................................... 105 

Gambar 4.12  Tampilan Komunitas Distro Bloods ......................................................... 107 

Gambar 4.13  Tampilan Hashtag Distro Bloods ............................................................. 108 

Gambar 4.14  Garis Kontinum Dimensi Community Building ....................................... 109 

Gambar 4.15  Garis Kontinum Social Media Marketing ................................................ 111 

Gambar 4.16  Tampilan Fitur Shop Instagram Distro Bloods ........................................ 113 

Gambar 4.17  Pemesanan Produk di Instagram Distro Bloods ....................................... 114 

Gambar 4.18  Garis Kontinum Dimensi Ability ............................................................. 115 

Gambar 4.19  Tampilan Informasi Produk ..................................................................... 117 

Gambar 4.20  Tampilan Ukuran Produk ......................................................................... 118 

Gambar 4.21  Garis Kontinum Dimensi Integrity ........................................................... 111 

Gambar 4.22  Tampilan Ketentuan Pembelian Online Distro Bloods ............................ 121 

Gambar 4.23  Garis Kontinum Dimensi Benevolence .................................................... 111 

Gambar 4.24  Garis Kontinum Online Trust ................................................................... 125 

Gambar 4.25  Garis Kontinum Dimensi Stability in products ........................................ 128 

Gambar 4.26  Garis Kontinum Dimensi Habits in buying products ............................... 131 

Gambar 4.27  Garis Kontinum Dimensi Provide recommendations to others ............... 128 

Gambar 4.28 Garis Kontinum Dimensi Make repeat purchases .................................... 137 

Gambar 4.29 Garis Kontinum Online Purchase Decision .............................................. 140 

Gambar 4.30 Uji Heterokedastisitas Menggunakan Scatterplot ..................................... 141 

Gambar 4.31  Model Analisis Jalur ................................................................................ 150 

 



 
 

Kania Siti Sarah, 2022 
MODEL ONLINE TRUST DALAM MEMEDIASI PENGARUH SOCIAL MEDIA MARKETING MELALUI INSTAGRAM 
TERHADAP ONLINE PURCHASE DECISION  
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 

164 
 

DAFTAR PUSTAKA 
 

Ardyanto, D. (2015). "Pengaruh Kemudahan dan Kepercyaan Menggunakan E-

Commerce Terhadap Keputusan Pembelian Online (Survei Pada Konsumen 

www.petersaysdenim.com ). 22(1), 1–8. 

A, Shimp, Terence. (2003). Periklanan Promosi & Aspek Tambahan Komunikasi  

        Pemasaran Terpadu, Jilid I ( edisi 5), Jakarta :Erlangga. 

A. Richter., M. Koch: Social Software – Status quo und Zukunft, Technischer  

       Bericht Nr. 2007-01, Fakultät für Informatik, Universität der Bundeswehr   

       München, Feb.2007.http://www.unibw.de/wow5_3/forschung/social_software 

Andriani, Dewi. (2021). “Konsumsi Rumah Tangga & Investasi Kunci  

       Pertumbuhan Ekonomi 2021”. [Online]. Diakses dari Http : www.bisnis.com. 

Aji, Prasetyo Matak.,Vanessa Nadhila., & Lim Sanny. (2020). Effect of social  

        media marketing on Instagram towards purchase intention: Evidence from  

        Indonesia’s ready-to-drink tea industry. International  Journal  of  Data  and  

        Network Science 4, 91-104. 

Alsubagh, Helal. (2015). The Impact of Social Networks on Consumer Behaviours.  

        International Journal of Business and Social Science. Vol. 6 No.1 pp 209- 

        216. 

Alwafi, F., Magnadi, R.H. Pengaruh Persepsi Keamanan, Kemudahan Bertransaksi,  

        Kepercyaan Terhadap Toko dan Pengalaman Berbelanja Terhadap Minat Beli  

        Secara Online Pada Situs Jual Beli Tokopedia.com. Diponegoro Journal of  

        Management, Volume 5, Nomor 2, Tahun 2016, Halaman 1-15. 

Athanasopoulou Pinelopi dan Giovanis, Apostolos N. (2014).  Gaining Customer  

        Loyalty in the E  –  Tailing Marketplace  :  The  Role  of  E  –  Service   

        Quality,  E  – Satisfaction  and  E  –  Trust.  Int.  J.  Technology  

        Marketing.Volume 9, No. 3. 

Andrade  E.  (2000).  Identifying  discriminating  variables  of  online  and  offline   

        buyers:  A  perceived-risk approach. In 6 th Americas Conference on  

        Information Systems  (pp. 1386–1392). 

Anggraeni,P. & Madiawati, P. N. (2016). Pengaruh Kepercayaan dan Kualitas  

        Informasi Terhadap Keputusan Pembelian Secara Online pada Situs  

        www.Traveloka.com.e-Proceeding of Management. Vol. 13 No. 2 (ISSN:  

        2395-9357). 



 
 

Kania Siti Sarah, 2022 
MODEL ONLINE TRUST DALAM MEMEDIASI PENGARUH SOCIAL MEDIA MARKETING MELALUI INSTAGRAM 
TERHADAP ONLINE PURCHASE DECISION  
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 

165 
 

Akbar, S. and James, P.T. (2014) Consumers’ Attitude Towards Online Shopping:   

        Factors Influencing Employees of Crazy Domains to Shop Online. Journal  

        of Management and Marketing Research, 14, 1. 

Agustiningrum, A., Andjarwati, A. L. (2021). Pengaruh Kepercayaan, Kemudahan,  

       dan Keamanan Terhadap Keputusan. Jurnal Ilmu Manajemen Volume 9 Nomor  

       3. 

Ba, Sulin,  Paul  A.  Pavlou.  (2002).  Evidence  of  the  Effect  of  Trust  Building  

        Technology  in  Electronic  Market:  Price  Premiums  and  Buyer  Behavior.  

        MIS Quarterly. 26. 243-246. 

Bauman, Antonina., & R. Bachmann. (2017). Online Consumer Trust : Trends in  

        Research. Journal of Technology Management and Innovation. 

Bahtar, Azlin and Mazzini Muda. (2016). The Impact of user Generated Content  

       (UGC) on Products Reviews Toward Online Purchasing A Conceptual 

       Framework. Procedia Economics and Finance. Vol.37 Pp 337-342. 

Baskara.  I.P.,  Hariadi.  G.  (2012).  Analisis  Pengaruh  Kepercayaan,  Keamanan,  

       Kualitas Pelayanan  dan  Persepsi  akan  Resiko  Terhadap  Keputusan  

       Pembelian  Melalui Situs Jejaring  Sosial  (Social  Networking  Websites)  

       (Studi pada Mahasiswa di Kota Semarang).  Jurnal Fakultas Ekonomi dan  

       Bisnis. Universitas Dian Nuswantoro, pp: 1-15. 

Bayu, Dimas Jarot. (2021, 29 Juni). “Perempuan Paling Banyak Gunakan Instagram  

       di Indonesia”.[Online]. Diakses dari https://www. Databoks.katadata.co.id/da 

       tapublish/2021/06/29/perempuan-paling-banyak-gunakan-instagram-di-indo 

       nesia. 

Buchari, Alma. (2016). Manajemen Pemasaran dan Pemasaran  Jasa.  Bandung :  

       Alfabeta. 

Butkeviciene, V., Stravinskiene, J., Rutelione, A. (2008). Impact of Consumer 

Package Communication on Consumer Decision Making Process. 1(1). 

Budiono, S., Adirinekso, G., Purba, J., Rajaguguk, W. (2021). The Influence of 

Brand Image, Perception of Trust, Perceived Convenience and Security 

Transactions on JD.ID Customer Purchase Decision during the Pandemic 

Covid 19. Proceedings of the International Conference on Industrial 

Engineering and Operations Management Bangalore, India, August 16-18, 

2021. 

 

https://www/


 
 

Kania Siti Sarah, 2022 
MODEL ONLINE TRUST DALAM MEMEDIASI PENGARUH SOCIAL MEDIA MARKETING MELALUI INSTAGRAM 
TERHADAP ONLINE PURCHASE DECISION  
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 

166 
 

 

Carr, Caleb T and  Hayes, Rebecca  A. (2015) . Social Media: Defining,  

        Developing, and Divining, Atlantic Journal of Communication. 

Ctriana, Elsa. (2021). “Survei : 73% Konsumen RI Menilai Belanja Online Lebih  

        Mudah Dibandingkan Belanja di Toko”. [Online]. Diakses dari Http :  

        www.kompas.com. 

Chang, Chen. (2016). The Influence of Social Power In Online Purchase Decision.  

       Journal of Applied Science and Technology. Vol.12 No.5. Pp 1-16. 

Chi, Hsu-Hsien. (2011). “Interactive Digital Advertising VS. Virtual Brand  

       Community: Exploratory Study of User Motivation and Social Media  

       Marketing Responses in Taiwan.” Journal of Interactive Advertising12: 44- 

       61. 

Chahal, H., and Rani, A. (2017). How trust moderates social media engagement and  

       brand equity. Journal of Research in Interactive Marketing, 11(3), 312-335. 

Chriesmaya, I. E. (2013). Pengaruh Gaya Hidup Terhadap Keputusan Konsumen  

       Dalam Memilih Minimarket di Alfamart. Jurnal Ekonomi, xi-xxx. 

Chen, Y. (2008). Online Consumer Review : Word-of-Mouth as a New Element of 

Marketing Communication Mix. 54(3), 477–491. 

https://doi.org/10.1287/mnsc.1070.0810. 

Chung-Hoon Park, Young-Gul Kim, (2005),"A framework of dynamic CRM: 

linking marketing with information strategy", Business Process Management 

Journal, Vol. 9 Iss: 5 pp. 652 - 671. 

Cicilia, Maria. (2021). Pandemi Covid-19 Ciptakan Tren Baru di Industri Fesyen. 

[Online]. Diakses dari https://www.google.com/amp/s/m.antaranews. 

com/amp/berita/2000881/pandemi-covid-19-ciptakan-tren-baru-di-industri-fe 

syen. 

Devaraj, S., Fan, M., & Kohli, R. (2003). E-Loyalty — Elusive Ideal or Competitive 

Edge ? 46(9), 184–191. 

Dadvari, Alaleh., Wahyudi Nugroho., & Ben-Roy Do.(2020). The dynamic  

       stimulus of social media marketing on purchase intention of Indonesian airline  

       products and services. Asia Pacific Journal of Marketing and Logistics. Vol.  

       6, 2020. 

Dinas Koperasi UMKM Kota Bandung. (2019). [Online]. Diakses dari  

       Http ://disdagin.bandung.go.id. 

https://ur.booksc.eu/journal/2144


 
 

Kania Siti Sarah, 2022 
MODEL ONLINE TRUST DALAM MEMEDIASI PENGARUH SOCIAL MEDIA MARKETING MELALUI INSTAGRAM 
TERHADAP ONLINE PURCHASE DECISION  
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 

167 
 

Dinas Koperasi UMKM Kota Bandung. (2022). “Data UMKM” [Online]. Diakses  

       dari Http : //diskopumkm.bandung.go.id. 

Dharmmesta, Basu Swastha. (2014). Manajemen Pemasaran. BPFE: Yogyakarta. 

Edyl, I.C., & Brotojoyo, E. (2017). Kajian Model Empiris : Penggunaan Social  

        Media Terhadap Life Style dan Keputusan Pembelian. Geotik, 1(1), 2580- 

        8796. 

Elissa, Ingge  dan  Mujiyana.  (2013).  Analisis  Faktor-Faktor  yang  Mempengaruhi  

        Keputusan  Pembelian  Via  Internet  pada  Toko  Online.  Jurnal  Ekonomi  

        Manajemen. Universitas Diponegoro, Semarang. 

Erasmus, A. C., Boshoff, E., & Rousseau, G. G. (2001). Consumer decision-making 

models within the discipline of consumer science : a critical approach. 29, 82–

90. 

Fachrurrozi, Alchudri. (2016). Analisis Perilaku Berbelanja Online Konsumen  

        Muslim Dalam Perspektif Gender Di Provinsi Riau (Ditinjau dari Perceived  

        Risk, Service Infrastructure, dan Acquisition Utility). Marwah 15, 78. 

 

Fauzan, Rahmad. (2020). “Aktivitas Belanja Online Naik Tapi Tidak Memuaskan,  

        Kenapa”. [Online]. Diakses dari Http : www.bisnis.com. 

Firdayanti,  R.  (2012).  Persepsi  Risiko  Melakukan  E-commerce  dengan  

        Kepercayaan Konsumen  Dalam  Membeli  Produk  Fashion  Online. Journal  

        of Social and Industrial Psychology. Vol. 1. No. 1 (1 – 7). 

Fandy, Tjiptono. 2014. Pemasaran Jasa. Andi: Yogyakarta. 

Gautam, V., Sharma, V. (2017). The Mediating Role of Customer Relationship on  

        the Social Media Marketing and Purchase Intention Relationship with Special  

        Reference to Luxury Fashion Brands.    

        https://doi.org/10.1080/10496491.2017.1323262 

Gefen, David., Karahanna, E. Dan  Straub.  (2003). Trust  And  Tam  In  Online  

        Shopping : An Integrated Model. MIS  Quarterly. Vol. 27 No.1.  March 2003,  

        pp. 51-90. 

Gunelius,  Susan.  (2011).  30-Minute   Social   Media   Marketing.  United   States:  

        McGraw-Hill Companies. 

Gurviesz, A., & Korchia, M. (2003). Proposal for Multidimensional Brand Trust  

        Scale. 32nd Emac-Conference (p. 145). Glasgow: Emac. 



 
 

Kania Siti Sarah, 2022 
MODEL ONLINE TRUST DALAM MEMEDIASI PENGARUH SOCIAL MEDIA MARKETING MELALUI INSTAGRAM 
TERHADAP ONLINE PURCHASE DECISION  
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 

168 
 

Gul, M. S., Shahzad, H., & Khan, M. I. (2018). The relationship of social media 

with fashion consciousness and consumer buying behavior. 1(2), 12–20. 

 

Gunawan, F., Ali, M. M., & Nugroho, A. (2019). Analysis of the Effects of 

Perceived Ease of Use and Perceived Usefulness on Consumer Attitude and 

Their Impacts on Purchase Decision on PT Tokopedia In Jabodetabek. 4(5), 

1–6. 

Golbeck, J., &  Hendler, J. (2004). Accuracy of metrics for inferring trust and  

        reputation in semantic web-based social networks. Lecture Notes in Artificial  

        Intelligence (Subseries of Lecture Notes in Computer Science), 3257, 116– 

        131.  

Gregg, D.G. and Walczak, S. (2010). “The Relationship between Website Quality,  

        Trust, and Price Premiums at Online Auctions”. Journal of Electronic  

        Commerce Research. 

Gul, M. S., Shahzad, H, Khan, M.I. (2014). The Relationship of Social Media With  

         Fashion Consciousness and Consumer Buying Behaviour. Journal of  

         Management Info, 1 (2), 12-20. 

Hafiz, K. A., Anuar, K., & Ali, M. (2018). The Influence of Marketing Stimuli on 

Consumer Purchase Decision of Malaysia ’ s Cosmetic Industry. 7(5), 564–

571. 

Hahn, I. S., Scherer, F. L., & Basso, K. (2016). Consumer Trust in and Emotional 

Response to Advertisements on Social Media and their Influence on Brand 

Evaluation. 49–71. 

Hanaysha, J. R. (2018). An examination of the factors a ff ecting consumer ’ s 

purchase decision in the Malaysian retail market. 2(1), 7–23. 

https://doi.org/10.1108/PRR-08-2017-0034 

Haque, A., Sadeghzadeh, J., & Khatibi, A. (2006). Identifying Potentiality Online 

Sales. 22(4), 119–130. 

Harisur, M., Howladar, R., & Studies, M. (2012). Developing Online Shopping 

Intention among People : Bangladesh Perspective. 2(9), 69–77. 

Haque, A., J. Sadeghzadeh and A. Khatibi, 2011. Identifying potentiality online  

        sales in Malaysia: A study on customer relationships online shopping.  

        Journal of Applied Business Research, 22(4): 119-131. 

Hardey, Mariann. (2011).Generations C Content Creation, Communication,  

        Connections, and Choice. International Journal of Market Research Vol.53  

        Issue 6. Pp 749-770. 



 
 

Kania Siti Sarah, 2022 
MODEL ONLINE TRUST DALAM MEMEDIASI PENGARUH SOCIAL MEDIA MARKETING MELALUI INSTAGRAM 
TERHADAP ONLINE PURCHASE DECISION  
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 

169 
 

Hawkins,  D.I., & Mothersbaugh, D.L. (2010). Consumer  Behavior : Building   

        Marketing Strategy.11th edition. McGraw-Hill, Irwin. 

 

Hurriyati, Ratih. (2005). Bauran Pemasaran dan Loyalitas Konsumen.Bandung :  

        Alfabeta. 

Hu, N., Liu, L., & Sambamurthy, V. (2011). Fraud detection in online consumer 

reviews ☆. Decision Support Systems, 50(3), 614–626. 

https://doi.org/10.1016/j.dss.2010.08.012 

Husnain, A., Din, S. M. U., Hussain, G., & Ghayor, Y. (2017). Estimating Market 

Trends By Clustering Social Media Reviews. 

IS. Hahn, F. L. Scherer, K. Basso, and M. B. dos Santos, “Consumer Trust in and  

        Emotional  Response to Advertisements on Social Media and their Influence  

        on  Brand Evaluation”,  BBR, vol. 13, no. 4, pp. 49–71, Jul. 2016. 

Ilmiyah, K., Krishernawan, I. (2020). Pengaruh Ulasan Produk, Kemudahan,  

        Kepercayaan, dan Harga Terhadap Keputusan Pembelian Pada Market Place  

        Shopee Di Marketplace. Jurnal Manajemen, 6 (1), Juni 2020 - 32. 

Indriyani, Cindy Arisa & M. Rachman Mulyandi. (2019). Pengaruh Penggunaan  

        Media Sosial, E-Wom Terhadap Keputusan Pembelian Konsumen dan  

        Dimediasi oleh Kepercayaan. Prosiding Seminar dan Lokakarya Kualitatif  

        Indonesia. 149-158. 

Indriyani Ratih & Atita Suri. (2020). Pengaruh Media Sosial Terhadap Keputusan  

        Pembelian Melalui Motivasi Konsumen Pada Produk Fast Fashion. Jurnal  

        Manajemen Pemasaran Vol. 14, No.1, April 2020, 25034. 

Ismail, Ahmed Rageh. (2017). The influence of perceived social media marketing  

        activities on brand loyalty: The mediation effect of brand and value  

        consciousness. Asia Pacific Journal of Marketing and Logistics. Vol. 29 No.  

        1, pp. 129-144. doi.org/10.1108/APJML-10-2015-0154. 

Irawan, I. A. (2018). Effect Of Trust , Convinience , Security And Quality Of Service 

On Online Purchase Decision ( Consumer Case Study In Tangerang Selatan 

Area ). XXIII(01), 114–122. 

Ity, K. H. C., Angladesh, B., Uddin, R., & Zahan, N. (2014). F ACTORS A 

FFECTING C USTOMERS ’ B UYING D ECISIONS OF M OBILE P HONE : 

A S TUDY ON. 5(2), 21–28. https://doi.org/10.5121/ijmvsc.2014.5203 

https://www.emerald.com/insight/publication/issn/1355-5855
https://doi.org/10.1108/APJML-10-2015-0154


 
 

Kania Siti Sarah, 2022 
MODEL ONLINE TRUST DALAM MEMEDIASI PENGARUH SOCIAL MEDIA MARKETING MELALUI INSTAGRAM 
TERHADAP ONLINE PURCHASE DECISION  
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 

170 
 

J. Setiadi, Nugroho. 2015.  Perilaku Konsumen. Jakarta: Kencana Prenada Media  

       Group. 

Jingjing Zhang & Shawn P Curley (2017): Exploring explanation effects on  

      consumers’ trust in online recommender agents, International Journal of  

      Human–Computer Interaction, DOI: 10.1080/10447318.2017.1357904. 

Jabar Ekspres. (2021). “Pedagang Distro di Plaza Parahyangan Sepi, Penjualan  

      Beralih Ke Online”. [Online]. Diakses dari Https://www.jabarekspres. 

      com/berita/2021/01/02/pedagang-distro-di-plaza-parahyangan-sepi-beralih-k 

      e-online. 

Jabbar, Abdul & Chaerudin (2021) The Role of Social Media Through Promotion  

       Its Mediating Variable in Affecting Consumer’s Purchase Decisions. Journal  

       of Education Management and Social Science Vo.2 No.6.  

Jatmiko, Leo Dwi. (2021). “Aduan Konsumen Menumpuk, E-commerce dan  

       Logistik Tidak Banyak Berbenah”. [Online]. Diakses dari Http :  

       www.bisnis.com. 

Jerry  C.  Olson  & Peter  J.  Paul. (2014).  Perilaku  Konsumen  dan  Strategi   

       Pemasaran. Edisi Sembilan. Salemba Empat ; Jakarta. 

Kaplan, Andres., &  Michael  HaenLein. (2010) .User  Of   The  World,  Unite!   

       The Challenges and Opportunities Of Social Media, Business Horizons.   

Keshari, P. & Kumar, N. (2011). Purchase Decision Involvement: A Study of  

       Edible Oils. Prestige International Journal of Management and Research,  

       3/4(2/1), 58-62. 

Kelly, Louise., Gayle Kerr., and Judy Drennan. (2010). Avoidance Of Advertising  

       In Social Networking Sites: The Teenage Perspective. Journal of Interactive  

       Advertising 10(2), 16–27. 

Kementerian Keuangan. (2021, 05 Februari). “Ini Pertumbuhan Ekonomi Indonesia  

      2020”. [Online]. Diakses dari https:// www.kemenkeu.go.id/publikasi/berita/ 

      ini-pertumbuhan-ekonomi-indonesia-2020. 

Kementerian Komunikasi dan Informatika. (2022). “BPS Catat Ekonomi Indonesia  

      Tumbuh 3.69% Pada 2021”. [Online]. Diakses dari Http: www.kominfo.go.id. 

Kennedy, John. E; R Dermawan Soemanagara. (2006). Marketing Communication  

       -Taktik dan Strategi. Jakarta. PT Buana Ilmu Populer (kelompok Gramedia). 

Khatib, F. (2016). The Impact of Social Media Characteristics on Purchase 



 
 

Kania Siti Sarah, 2022 
MODEL ONLINE TRUST DALAM MEMEDIASI PENGARUH SOCIAL MEDIA MARKETING MELALUI INSTAGRAM 
TERHADAP ONLINE PURCHASE DECISION  
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 

171 
 

Decision Empirical Study of Saudi Customers in Aseer Region Ibn Rushd 

College for management Sciences Need recognition Literature Review : 7(4), 

41–50. 

 

Khan, M. I., Rehmani, M., & Mubushar, M. (2016). Impact of Social Media  

        Marketing on Customer Purchase Intention : Mediating Role of Customer  

        Trust (Marketing and Communication in Connected Environment. Society  

         for Global Business & Economic Development (SGBED). 

Kim, J., & Park, J. (2005). A consumer shopping channel extension model : attitude 

shift toward the online store. 2002. 

https://doi.org/10.1108/13612020510586433 

Kim, A. J., & Ko, E. (2012). Do social media marketing activities enhance customer 

equity ? An empirical study of luxury fashion brand ☆. Journal of Business 

Research, 65(10), 1480–1486. https://doi.org/10.1016/j.jbusres.2011.10.014 

Kim, A.J. and Ko, E. (2010). The impact of design characteristics on brand attitude  

        and purchase intention: focus on luxury fashion brands.  Journal of the  

        Korean Society of Clothing and Textiles, 34(2), 252-265. 

Kietzmann, J.H, Hermkens, K., McCarthy, I.P., & Silvestre, B.S. (2011). Social  

        media? Get serious! Understanding the functional building blocks of social  

        media. Business Horizons,54, 241-251. 

Kotler and Keller. (2016). Marketing Management. Pearson : Prentice Hall. 

Kotler,  P.  &  Keller,  K.L.  (2012),  Manajemen  Pemasaran  Jilid  I  Edisi  ke  12.  

         Jakarta: Erlangga. 

Kotler,  Philip  dan  Gary  Amstrong.  (2018).  Principles  of  Marketing.  Edisi  15  

        Global Edition. Pearson. 

Kotler,  Philip  dan  Amstrong,  Gary. (2014). Principles  of  Marketin,  12th Edition,  

         Jilid 1 Terjemahan Bob Sabran Jakarta : Erlangga. 

Kotler, Philip dan Keller. (2007). Manajemen Pemasaran, Jilid I, Edisi Kedua belas,  

         PT. Indeks, Jakarta.           

Kozinets, R. V. (2002). The Field Behind the Screen : Using Netnography for 

Marketing Research in Online Communities. XXXIX(February), 61–72. 



 
 

Kania Siti Sarah, 2022 
MODEL ONLINE TRUST DALAM MEMEDIASI PENGARUH SOCIAL MEDIA MARKETING MELALUI INSTAGRAM 
TERHADAP ONLINE PURCHASE DECISION  
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 

172 
 

Kozinets, R. (2010). The Field Behind The Screen: Uisng Netnography for  

         Marketing Research in Online Communities. Journal of Marketing  

         Research, Number 39, pp. 61- 72. 

Lew, S., & Sulaiman, Z. (2014). Consumer Purchase Intention toward Products 

Made in Malaysia vs . Made in China : A Conceptual Paper. Procedia - Social 

and Behavioral Sciences, 130, 37–45. 

https://doi.org/10.1016/j.sbspro.2014.04.005 

Lien, C., Wen, M., Huang, L., & Wu, K. (2015). Asia Paci fi c Management Review 

Online hotel booking : The effects of brand image , price , trust and value on 

purchase intentions. Asia Pacific Management Review, 20(4), 210–218. 

https://doi.org/10.1016/j.apmrv.2015.03.005. 

Lin,  Long-Yi.,  Shih,  Hsing-Yu  (2012).  The  Relationship  of  University   

         Student’s Lifestyle, Money  attitude,  Personal  Value  and  their  Purchase   

         Decision. Journal  of  Research  in Management. Vol. 1. 

Mahkota,  Andi  Putra.,  Imam  Suyadi  dan  Riyadi.  2014. Pengaruh  Kepercayaan   

         Dan Kenyamanan  Terhadap  Keputusan  Pembelian  Online  (Studi  Pada   

         Pelanggan Website Ride Inc)”.Jurnal Administrasi Bisnis (JAB). 8(2) pp:  

        12-23. 

Massie, K. S. (2016). The Effect of Social Media, Direct Email, and Elevtronic  

       Word of Mouth (E-Wom) on Consumer Purchase Decision at Zalora Fashion  

       Store. Jurnal Riset Ekonomi, Manajemen, Bisnis Dan Akuntansi, 4 (2), 714- 

       715.  

Malik, M. E., Ghafoor, M. M., & Iqbal, H. K. (2013). Impact of Brand Image and 

Advertisement on Consumer Buying Behavior. 23(1), 117–122. 

https://doi.org/10.5829/idosi.wasj.2013.23.01.824 

Mangold, W. G., & Faulds, D. J. (2009). Social media : The new hybrid element of 

the promotion mix. https://doi.org/10.1016/j.bushor.2009.03.002 

Meskaran, F., Ismail, Z., & Shanmugam, B. (2013). Online Purchase Intention : 

Effects of Trust and Security Perception. 7(6), 307–315. 

McKnight,  D.  H.,  Choudhury,  V.,  Kacmar,  C.  (2002).  Developing  and   

        validating trust  measure  for  E-Commerce:  An  Integrative  typology.   

         Information System Research. 13 (3). 354-359. 

Mileva, Lubiana & Achmad Fauzi. (2018). Pengaruh Social Media Marketing  

         Terhadap Keputusan Pembelian. Jurnal Administrasi Bisnis Vol.58 No.1. 

Mowen,  John  C  dan  Minor,  Micheal.  (2012). Perilaku  Konsumen  dialih  

        bahasakan oleh Dwi Kartika Yahya. Jakarta : Erlangga. 



 
 

Kania Siti Sarah, 2022 
MODEL ONLINE TRUST DALAM MEMEDIASI PENGARUH SOCIAL MEDIA MARKETING MELALUI INSTAGRAM 
TERHADAP ONLINE PURCHASE DECISION  
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 

173 
 

Murwatiningsih. dan E.P.Apriliani.(2013). Pengaruh Risiko Dan Harga Terhadap  

          Keputusan  Pembelian  Melalui  Kepercayaan  Konsumen.  Jurnal  Dinamika  

          Manajemen, Vol 4 (2) :Hal. 184-191. 

Muslim, A. W. (2018). Pengaruh Social Media, E-Service Quality dan Harga  

        Terhadap Keputusan Pembelian yang di Mediasi Oleh Gaya Hidup. Jurnal  

        Riset dan Manajemen, 6(2), 145-162.   

Mutiah, Dini. (2020, 21 Agustus). “Prediksi Industri Fesyen Indonesia Pasca  

        Pandemi, Kualitas Bukan Lagi Nilai Tambah”. [Online]. Diakses dari  

        https://www.liputan6.com/lifestyle/read/4336115/prediksi-industri-fesyen- 

        indonesia-pasca-pandemi-kualitas-bukan-lagi-nilai-tambah. 

Nababan, Christine Novita. (2022) “Ekonom Kritisi Pertumbuhan Konsumsi  

        Rumah Tangga:Sangat Rendah” [Online]. Diakses dari Http :  

        www.cnnindonesia.com. 

Nam,  K.J.,  Whyatt.,  &  Georgina,  Y.  E.  (2011).  Brand equity,  brand  loyalty   

        and consumer satisfaction. Jurnal University South Korea. Oxford Brookes  

        University UK. 

Nindita, Hasya. (2021). “Bagaimana Industri Fashion Bertahan Selama Tahun  

        Pandemi 2020”. [Online]. Diakses dari Http : www.tirto.id/bagaimana- 

        industri-fashion-bertahan-selama-tahun-pandemi-2020. 

Nugroho, T. A. (2010).  Sukses Bisnis Toko Online Trik  Melipat gandakan  pasar   

        untuk  meraup untung  lebih  besar.  Jakarta:  PT  Gramedia Pustaka Utama. 

Nugraha. (2020). “Plaza Parahyangan”. [Online]. Diakses dari Http :  

        www.info.pikiran-rakyat.com/?q=direktori/mal/kota-bandung/plazaparahyan 

        gan. 

Oladepo, O.I., Abimbola, O.S. (2015). The Influence of Brand Image and  

       Promotional Mix On Consumer Buying Decision : A Study of Beverage  

       Consumers In Lagos State, Nigeria. British Journal of Marketing Studies,  

       Vol.3, No.4,pp.97-109, May 2015. 

Park, C., Kim, Y., Park, C., & Kim, Y. (2005). information strategy A framework 

of dynamic CRM : linking marketing with information strategy. 

https://doi.org/10.1108/14637150310496749 

Park,  Chung-Hoon & Kim, Young-Gul. 2003.  A Framework of Dynamic CRM:  

        Linking Marketing  with  Information  Strategy.  Business  Process  

        Management Journal. Vol. 9, No. 5, pp.652-671, 2003. 



 
 

Kania Siti Sarah, 2022 
MODEL ONLINE TRUST DALAM MEMEDIASI PENGARUH SOCIAL MEDIA MARKETING MELALUI INSTAGRAM 
TERHADAP ONLINE PURCHASE DECISION  
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 

174 
 

Palmatier, Robert W., Rajiv P. Dant, and Dhruv Grewal. (2007). “A Comparative  

         Longitudinal Analysis of Theoretical Perspectives of Interorganizational  

         Relationship Performance,” Journal of Marketing, 71 (October), 172–94. 

Peter dan Olson. (2013). Perilaku Konsumen dan Strategi Pemasaran.  Edisi  

         Kesembilan. Diterjemahkan oleh: Diah Tantri Dwiandani. Penerbit  

         Salemba Empat : Jakarta. 

Pi,  S.,  Liao,  H.,  &  Chen,  H.  (2012).  Factors  That  Affect  Consumers’  Trust   

         and Continuous  Adoption  of   Online  Financial  Services.  International   

         Journal of Business and Management, 7(9), 108-119. 

Priansa, D. J. (2017). Perilaku Konsumen Dalam Persaingan Bisnis Kontemporer.  

         Bandung: Penerbit Alfabeta. 

Prasad, S., Gupta, I. C., & Totala, N. K. (2017). Social media usage, electronic word  

         of mouth and purchase-decision  involvement.  Asia-Pacific  Journal  of   

         Business Administration (Vol.  9). https://doi.org/10.1108/APJBA-06- 

         2016-0063. 

Rafdinal, W. (2019). Increasing Purchase Decisions on Palm Oil Seeds through 

Marketing Mix and Trust. 354(iCASTSS), 192–198. 

Ramirez, O. A., & Shonkwiler, J. S. (2017). A Probabilistic Model of the Crop 

Insurance Purchase Decision. 42(1), 10–26. 

Richter, A., & Koch, M. (2007). Social software: Status quo und Zukunft (pp. 1- 

         49). Fak. für Informatik, Univ. der Bundeswehr München. 

Rusli, C. A., & Mulyandi,  M. R. (2019). Pengaruh penggunaan media sosial ,  

         elektronic word  of  mouth  (ewom),  terhadap  keputusan  pembelian   

         konsumen  dan dimediasi  oleh  kepercayaan.  Prosiding  Seminar  dan   

         Lokakarya  kualitatif Indonesia, 149-158. 

Sangadji, E.M., & Sopiah. (2013). Perilaku Konsumen : Pendekatan Praktis  

         Disertai Himpunan Jurnal Penelitian. Yogyakarta : Penerbit Andi. 

Sari, Chacha  Andira.  (2015). Perilaku  Berbelanja Online Di Kalangan Mahasiswi   

         Antropologi Di Universitas Airlangga, Jurnal AntroUnairdotNet: Vol.  4   

         No. 2. 

Saputra, Dany. (2022). “Menko Airlangga : Pertumbuhan Ekonomi Kuartal I/2022  

        Bisa Capai Hingga 5%”. [Online]. Diakses dari Http: www.bisnis.com. 



 
 

Kania Siti Sarah, 2022 
MODEL ONLINE TRUST DALAM MEMEDIASI PENGARUH SOCIAL MEDIA MARKETING MELALUI INSTAGRAM 
TERHADAP ONLINE PURCHASE DECISION  
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 

175 
 

Schaupp, L. C., & Bélanger, F. (2014). The Value of Social Media for Small  

         Businesses. Journal of Information Systems, 28(1), 187–207.  

Schiffman dan Kanuk. (2015). Consumer Behavior. 11th Edition. Global Edition. 

Schiffman dan Kanuk. 2008. Perilaku konsumen. Edisi 7. Jakarta: Indeks. 

Setyaningrum, Ari. J.U. (2015). Prinsip-Prinsip Pemasaran. Yogyakarta : Andi. 

Setiadi, Nugroho J. (2010).Perilaku Konsumen.Cetakan 4.Edisi Revisi. Jakarta:  

         Kencana. 

Siagian,  Hotlan.,  Cahyono,  Hotlan. (2014). Analisis Website Quality, Trust, dan  

         Loyalty Pelanggan Online Shop,  Jurnal Manajemen Pemasaran Vol 8 No  

         2. 

Singhal, T. K., & Yerpude, S. (2018). Impact of Social Media Expressions on Co - 

        creation of  Innovation.  Amity  Business  Review,  19(1),  22–32. 

Simamora, A.A.N.,  Fatira  AK.,  M.(2019).  Kemudahan Aplikasi  dan  Keragaman   

       Produk  dalam  Membentuk Keputusan Pembelian Generasi Milenial  

       Berbelanja secara Online. J. Maneksi 8, 213–222. 

Sudha, M. & Sheena K. (2017). Impact of Influencers in Consumer Decision  

       Process: the Fashion  Industry.  SCMS  Journal  of  Indian  Management:  14- 

       30. 

Sunarto, 2006. Pengantar Manajemen Pemasaran, Cetakan 1. Yogyakarta : Ust.  

       Press. 

Sujana, K. C., & Suprapti, N. W. S. (2016). Peran Kepercayaan dalam Memediasi  

         Pengaruh Kualitas Situs Terhadap Niat Konsumen untuk Berbelanja di Situs  

         Zalora. E-Jurnal Manajemen Unud, 5(1), 595–622.  

Solomon, M. (2018). Consumer Behavior: Buying, Having, and Being 12th Edition.  

         England : Pearson Education. 

Stephanie, Conney. (2021, 23 Februari). “ Berapa Lama Orang Indonesia Akses  

       Internet dan  Medsos Setiap Hari?”. [Online]. Diakses dari https://www.tekno 

       .kompas.com/read/2021/02/23/11320087/berapa-lama-orang-indonesia-akse 

       s-internet-dan-medsos-setiap-hari-?. 

Sudha, M., & Sheena, K. (n.d.). Impact of Influencers in Consumer Decision 

Process : the Fashion Industry. 14–30. 

https://www.tekno/


 
 

Kania Siti Sarah, 2022 
MODEL ONLINE TRUST DALAM MEMEDIASI PENGARUH SOCIAL MEDIA MARKETING MELALUI INSTAGRAM 
TERHADAP ONLINE PURCHASE DECISION  
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 

176 
 

Tajuk. (2020, 05 Agustus). “Konsumsi Masyarakat Anjlok Menjadi Minus 5,51  

       Persen”. [Online]. Diakses dari https://www.tajuk.co/news/konsumsi- 

       masyarakat-anjlok-menjadi-minus-5-51-persen. 

Tang,  J.,  &  Liu,  H.  (2015).  Trust  in  Social  Media.  Synthesis  Lectures  On   

         Information Security, Privacy, and Trust. 

T. Velnampy,PS  Sivesan. (2012). Customer Relationship  Marketing  and   

        Customer Satisfaction  :  A Studi on  Mobile Service  Providing  Compainess   

        In Srilangka. Journal of Business Org. 

Tjiptono, Fandy. (2014). Pemasaran Jasa-Prinsip, Penerapan dan Penelitian.  

        Yogyakarta: CV. ANDI. 

Tsai, W.-H., and L. R. Men.(2013).“Motivations and Antecedents of Consumer  

         Engagement with Brand Pages on Social Networking Sites.”Journal of  

         Interactive Advertising13 (2): 76 – 87. 

Tuten, Tracy L. (2008). Advertising 2.0: Social Media Marketing in a Web 2.0  

         World. Greenwood Publishing Group. 

Turner, Jamie., & Reshma Shah. (2011). How to Make Money with Social Media :  

         An Insider’s Guide to Using New and Emerging Media to Grow Your  

         Business, 2nd Edition. Pearson FT Press. 

Turban, E., Outland, J., King, D., Lee, K. J., Liang, T. -P., & Turban, D. C. (2017).  

        Electronic  Commerce  2018:  A  Managerial  and  Social  Networks  

        Perspective.Springer. 

Uddin, Md.R.,Lopa,N.Z., & Oheduzzaman,Md. (2014). Factors affecting  

        customers buying decision of mobile phone: A study on Khulna City,  

        Bangladesh. International Journal Of Managing Value and Supply Chain,  

        5 (2),21-28. 

Urena Raquel, dkk. (2019). A review on trust propagation and opinion dynamics in  

        social networks and group decision making frameworks. Information  

        Science. INS-D-18-2581R1. 

Ulya, Fika Nurul. (2021). Riset : Masyarakat Lebih Banyak Belanja Online  

       Dibanding Offline. [Online]. Diakses dari https://www.google.com/ 

       amp/s/amp.kompas.com/money/read/2021/10/22/211000926/riset-masyaraka 

       t-lebih-banyak-belanja-online-dibanding-offline.  



 
 

Kania Siti Sarah, 2022 
MODEL ONLINE TRUST DALAM MEMEDIASI PENGARUH SOCIAL MEDIA MARKETING MELALUI INSTAGRAM 
TERHADAP ONLINE PURCHASE DECISION  
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 

177 
 

Vikas Gautam & Vikram Sharma. (2017). The Mediating Role of Customer  

        Relationship on the Social Media Marketing and Purchase Intention  

        Relationship with Special Reference to Luxury Fashion Brands The  

        Mediating Role of Customer Relationship on the Social Media Marketing  

        and Purchase Intention Relationship with Special Reference to Luxury  

        Fashion Brands. Journal of Promotion Management. Vol. 0, No. 0, 1–17.  

        doi.org/10.1080/10496491.2017.1323262. 

Vizard, S. (2016). Consumer trust in brands on social media falls as line between  

          marketing and non  commercial blurs.   

 

 

Vongurai, R., Elango, D., & Phothikitti, K. (2018). Social Media Usage , Electronic  

         Word of Mouth and Trust Influence Purchase-Decision Involvement in Using  

         Traveling Services. Asia Pasific Journal of Multidisiplin Research, 6(4), 32– 

         37. 

 

Walsh, G., Thurau, H., Gwinner, K., Gremler, D. (2004). Electronic Word of Mouth  

         Via Consumer Opinion Platforms : What Motivates Consumers To Articulate  

         Themselves On The Internet?". Journal of Interactive Marketing Volume  

         18/No 1/Winter 2004. doi : 10.1002/dir.10073. 

 

Walczak, S., Gregg, D. (2010). The relationship between website quality, trust and  

        price premiums at online auctions. Electron Commer Res (2010) 10: 1–25 DOI  

        10.1007/s10660-010-9044-2. 

Wang, Liang. et al. (2015). “Impact of hotel website quality on online booking  

          intentions: eTrust as a mediator”. International Journal of Hospitality  

          Management. Vol. 47. Hlm. 108–115. 

Weinberg, T. (2009). The new community rules: Marketing on the social web.  

          Sebastopol, CA: O’Reilly Media, Inc. 

Wicaksono   Yogi. (2008).  Membangun Bisnis Online  dengan  Mambo. PT.  Elex  

          Media Komputindo : Jakarta. 

Widodo, Agus.,  Honorata Ratnawati Dwi Putranti., & Nurchayati. (2016).  

          Pengaruh Kualitas Sistem Aplikasi dan Kualitas Informasi Terhadap  

          Kepuasan Pengguna Sistem Aplikasi RTS (Rail Ticketing System) DEngan  



 
 

Kania Siti Sarah, 2022 
MODEL ONLINE TRUST DALAM MEMEDIASI PENGARUH SOCIAL MEDIA MARKETING MELALUI INSTAGRAM 
TERHADAP ONLINE PURCHASE DECISION  
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu 

178 
 

          Kepercayaan Sebagai Variabel Mediasi, Studi Penumpang “KAI Ekonomi  

          Operasi 4 Semarang”. Jurnal Vol. 31 No.2 (Juli), 164. 

Wolfinbarger, M., & Gilly, M. C. (2003). eTailQ : dimensionalizing , measuring 

and predicting etail quality. 79, 183–198. https://doi.org/10.1016/S0022-

4359(03)00034-4. 

Yusran, I.P., Usman, O. (2019). Effect of Ease of Use, Service Quality, Price and  

       Brand Image On Purchase Decision In Tokopedia.  

Yousafzai,S.Y,.J.G  dan  Foxall,G.R. (2003). A Propposed Model Of E-trust For  

        Electronic Banking, Technovation. 

Zahay, Roberts.  (2015).  Internet Marketing Intregrating Online & Offline  

        Strategies. International Edition. 

Zharfaningrum, Dhia., dkk (2020). Determinan Keputusan Pembelian Online di  

        Instagram : Perspektif Promosi, Kemudahan, Kualitas Informasi, dan  

        Kepercayaan. Jurnal Studi Manajemen dan Bisnis Vol. 7 No.2. 

Zulfikar, Alif Ryan., &  Mikhriani Mikhriani. (2017). Pengaruh Social Media  

        Marketing Terhadap Brand Trust Pada Followers Instagram Dompet Dhuafa  

        Cabang Yogyakarta. Jurnal Manajemen dan Administrasi Islam, Vol 1, No2.


