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INTISARI

Marketplace memainkan peran penting dalam mengubah perilaku
konsumen termasuk industri penerbitan buku cetak. Dengan melakukan penjualan
buku cetak di marketplace memberikan harapan baru industri penerbitan buku
cetak untuk mendapatkan keuntungan. Penelitian ini bertujuan untuk mengetahui
faktor-faktor perilaku konsumen dalam proses keputusan pembelian buku cetak di
marketplace. Penelitian menggunakan pendekatan deskriptif kualitatif.
Pengumpulan data menggunakan wawancara mendalam terhadap konsumen atau
pelanggan marketplace resmi di PT Kanisius. Hasil penelitian menunjukkan
interaksi antara faktor budaya, faktor sosial, faktor pribadi, dan faktor psikologis
mempengaruhi keputusan pembelian buku terbitan PT Kanisius di marketplace
resmi PT Kanisius. Branding dan perkembangan teknologi juga membentuk
persepi konsumen atau pelanggan dalam mempengaruhi keputusan pembelian.

Kata kunci: Faktor Perilaku Konsumen, Faktor Budaya, Faktor Sosial, Faktor
Pribadi, Faktor Psikologis, Marketplace, Keputusan Pembelian.
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ABSTRACT

The marketplace plays an important role in changing consumer behavior
including the print book publishing industry. By doing print book sales in the
marketplace, it gives a new hope to the print books publishing industries to make
a profit. This research aims to identify consumer behavior factors in the decision-
making process of buying print books on the marketplace. Research uses a
qualitative descriptive approach. Data collection using in-depth interviews of
consumers or customers of the official marketplace at PT Kanisius. The results of
research showed interaction between cultural factors, social factors, personal
factors, and psychological factors influence the decision of purchasing
publications of PT Kanisius at the official marketplace. Branding and
technological developments also shape consumer or customer interference in
influencing purchasing decisions.

Keywords: Consumer behavior factors, cultural factors, social factors, personal
factors, psychological factors, marketplace, purchase decisions.
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