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INTISARI 

 

Berbeda dengan situs e-commerce, pemasaran toko online di media sosial 

Instagram lebih mengandalkan presentasi produk. Penelitian ini menerapkan SOR 

Framework untuk menganalisis pengaruh atmosphere presentasi produk terhadap 

mood, sikap terhadap toko online, serta niat beli, dengan membandingkan dua toko 

online dengan presentasi yang berbeda. Penelitian melibatkan 200 pengguna 

Instagram dari Generasi Y dan Generasi Z melalui pembagian kuesioner secara 

langsung dan secara online. Kuesioner berisi pertanyaan dengan skala diferensial 

semantik dan skala likert, Metode analisis yang dilakukan meliputi analisis statistik 

deskriptif, regresi sederhana, regresi berganda, uji mediasi, dan uji one way 

ANOVA. 

Hasil analisis menunjukkan adanya perbedaan rata-rata yang signifikan 

antara kedua toko online yang diteliti. Atmosphere dari kedua toko online 

berpengaruh signifikan dan positif terhadap mood serta sikap terhadap toko online. 

Mood yang dihasilkan dari kedua toko online berpengaruh signifikan terhadap sikap 

terhadap toko online dan niat beli. Sikap terhadap toko online berpengaruh 

signifikan dan positif terhadap niat beli untuk kedua toko online. Hasil ini 

mengkonfirmasi bahwa dari stimulus yang berbeda akan mendorong organism 

berbeda dan menghasilkan response berbeda. 

Kata Kunci : Product presentation, Atmosphere, Mood, Attitude towards online 

store, Purchase intention, SOR Framework, Instagram online store  
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ABSTRACT 

 

Unlike those in e-commerce websites, online stores in Instagram rely more 

on their product presentation to attract customers. This study adopts SOR 

Framework to analyze the effect of product presentation atmosphere towards 

consumer’s mood, attitude towards the online store, and purchase intention, by 

comparing two different online stores. The research involves 200 Instagram users 

from Generation Y and Generation Z through online and offline questionnaires. The 

measurement includes questions with 5 points differential semantic scale and 5 

points likert scale. The analysis methods includes descriptive statistical analysis, 

simple regression, multiple regression, mediation tests, and one way ANOVA tests. 

The analytical result shows a significant difference between two online store 

in subjects. Atmosphere from both online store has significant and positive effect 

on mood and attitude towards the online store. Consumers’ mood from both online 

store has positive effect on attitude towards the online store and towards purchase 

intention. The attitude towards the online store has significant and positive effect 

on purchase intention for both online store. The result confirms that different 

stimulus creates different organism and resulting on different response. 

 

Keywords : Product presentation, Atmosphere, Mood, Attitude towards online 

store, Purchase intention, SOR Framework, Instagram online store   
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