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INTISARI 

 

Tujuan penelitian ini adalah untuk menguji dan mengetahui pengaruh 

penggunaan media sosial (Social Media Commitment) terhadap niat beli (Purchase 

Intention) produk fashion melalui E-Commerce, serta mengetahui pengaruh dari 

Perceived Benefits, dan Online Customer Experience sebagai faktor yang turut 

mempengaruhi niat seseorang untuk membeli produk fashion di e-commerce yang ada 

di Indonesia. Jumlah sampel yang valid dan digunakan pada penelitian ini adalah 

sebanyak 236 responden yang sesuai dengan kriteria penelitian. Metode pengambilan 

sampel yang digunakan adalah Non-Probality Sampling (Purposive Sampling dan 

Snowball Sampling) dengan kriteria pengguna media sosial yang juga menggunakan 

aplikasi e-commerce untuk membeli produk fashion, dengan didistribusikan melalui 

offline (instrumen pulpen dan kertas kuesioner) dan online (google form). Data untuk 

pengujian hipotesis kemudian diolah dan dianalisis secara inner dan outer model 

menggunakan metode SEM-PLS. 

Hasil dari hipotesis menunjukkan bahwa dari kelompok diskusi di media sosial 

baik secara normative (keluarga, teman, relasi) dan informational (pengguna e-

commerce, media sosial, artis, selebritis, endorser, tokoh politik) tidak berpengaruh 

positif terhadap rasa percaya untuk menggunakan aplikasi dan memunculkan niat 

untuk membeli produk fashion. Tetapi pengaruh utama adalah Social Media 

Commitment yang memiliki pengaruh positif dan signifikan terhadap trust dan 

memunculkan niat untuk membeli di e-commerce. Trust berpengaruh positif dan 

signifikan terhadap purchase intention dan Perceived Benefits juga berpengaruh positif 

dan signifikan terhadap purchase intention, dan hubungan Online Customer 

Experience terhadap Purchase Intention juga turut berpengaruh kepada pengguna 

media sosial untuk memunculkan niat membeli di e-commerce.  

Kata Kunci : Normative Social Influence, Social Media Commitment, 

Informational Social Influence, Trust, Perceived Benefits, Customer Experience, 

Purchase Intention, SEM-PLS, SPSS. 

 

 

 

 



 

v 
 

ABSTRACT 

 

The purpose of this study is to examine and determine the effect of the use of 

social media on the purchase intention of fashion products through e-commerce, as 

well as the effect of Perceived Benefits, and Online Customer Experience as factors 

that also influence the intention for buying fashion products at e-commerce in 

Indonesia. The number of valid samples and used in this study were 236 respondents 

who compatible with the research criteria. The sampling method used is Non-Probality 

Sampling (Purposive Sampling and Snowball sampling) with the criteria of social 

media users who also use e-commerce applications to buy fashion products, the 

questionnaire was distributed via offline (pen instruments and questionnaire papers) 

and online (google form). Data for hypothesis testing is then processed and analyzed 

with inner and outer models using SEM-PLS method. 

The results of the hypothesis show that the discussion groups on social media 

both normatively (family, friends, relations) and informational (e-commerce users, 

social media, artists, celebrities, endorsers, political figures) do not have a positive 

effect on trust to use the application and led to the intention to buy fashion products. 

But the main influence is the Social Media Commitment which has a positive and 

significant influence on trust and has led to the intention to buy in e-commerce. Trust 

has a positive and significant effect on purchase intention and Perceived Benefits also 

has a positive and significant effect on purchase intention, and the Online Customer 

Experience relationship to Purchase Intention also influences social media users to 

bring up purchase intentions in e-commerce. 

Keywords: Normative Social Influence, Social Media Commitment, 

Informational Social Influence, Trust, Perceived Benefits, Customer Experience, 

Purchase Intention, SEM-PLS, SPSS 
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