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MOTTO

“ Attitude and personality are two different things. My personality stays

within me wherever I am. My attitude depends on the people in front of

me.”

“Masa depan kita gemilang, The Future is yours do your best, berbuat

yang baik jangan sakiti orang”

(Prabowo Subianto)

“Apapun yang kita mau dan kita lakukan dengan penuh tekad, akan

menghasilkan sesuatu hal yang berharga untuk hidup kita”

(Dea)
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RINGKASAN

Dea Eka Febrianti, NIM.21415398, Program Studi Manajemen, Fakultas Ekonomi

Universitas Muhammadiyah Ponorogo, skripsi: “Pengaruh Social Media

Communication dan Lifestyle Terhadap Purchase Intention Dengan Brand

Trust Sebagai Variabel Intervening Pada Toko Thriftku.png”.

Pakaian Thrift semakin marak dilakukan di era sekarang. Para anak muda atau

remaja lebih mengikuti perkembangan dunia fashion yang saat ini sudah

berkembang pesat dengan adanya media sosial dalam pemasaran yang dilakukan.

Tulisan ini bertujuan untuk memahami tingkat pengaruh Social Media

Communication dan Lifestyle terhadap Purchase Intention dengan Brand Trust

sebagai Variabel Intervening pada Toko Thriftku.png.Metode pengambilan sampel

menggunakan teknik Simple Random Sampling sebanyak 100 responden.

Pengumpulan data menggunakan kuesioner dan menggunakan SmartPLS 4. Hasil

dari penelitian ini menunjukan bahwa Social Media Communication tidak punya

pengaruh positif dan signifikan terhadap keputusan pembelian.Tetapi Social Media

Communication berpengaruh signifikan terhadap Brand Trust. Variabel Lifestyle

berpengaruh signifikan terhadap Brand Trust, namun tidak berpengaruh signifikan

terhadap keputusan pembelian. Sedangkan Brand Trust berpengaruh secara

signifikan,serta memediasi Social Media Communication dan Lifestyle terhadap

keputusan pembelian.

Kata Kunci : Social Media Communication, Lifestyle, Purchase Intention,

Brand Trust, Thrifty



xi

DAFTAR ISI

HALAMAN SAMPUL DEPAN............................................................................. i

HALAMAN PENGESAHAN............................................................................... iii

KATA PENGANTAR........................................................................................... iv

PERSYARATAN TIDAK MELANGGAR KODE ETIK PENELITIAN....... vi

PERSEMBAHAN.................................................................................................vii

MOTTO..................................................................................................................ix

RINGKASAN..........................................................................................................x

DAFTAR ISI.......................................................................................................... xi

DAFTAR TABEL.................................................................................................xv

DAFTAR GAMBAR........................................................................................... xvi

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

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

1.2 Rumusan Masalah....................................................................................14

1.3 Tujuan Dan Manfaat Penelitian............................................................... 14

1. Tujuan...................................................................................................... 14

2. Manfaat.................................................................................................... 15

BAB II TINJAUAN PUSTAKA.......................................................................... 17

2.1 Landasan Teori........................................................................................ 17

1. Manajemen...............................................................................................17

2. Manajemen Bisnis Digital....................................................................... 18

3. Pemasaran Digital.................................................................................... 20



xii

5. Perilaku Konsumen..................................................................................26

6. Keputusan Pembelian (Purchase Intention)............................................ 29

7. Gaya Hidup (Lifestyle).............................................................................32

8. Kepercayaan Merek (Brand Trust)..........................................................33

2.2 Penelitian Terdahulu................................................................................ 35

2.3 Kerangka Penelitian................................................................................. 38

2.4 Hipotesis Penelitian................................................................................. 39

BAB III METODE PENELITIAN......................................................................48

3.1 Ruang Lingkup Penelitian........................................................................48

3.2 Populasi dan Sampel................................................................................48

1. Populasi Penelitian...................................................................................48

2. Sampel Penelitian.....................................................................................49

3.3 Metode Pengambilan Data.......................................................................50

1. Sumber Data............................................................................................ 50

2. Skala Pengukuran.....................................................................................51

3. Teknik Pengumpulan Data.......................................................................52

3.4 Definisi Operasional Variabel..................................................................53

1. Social Media Communication (X1)....................................................... 53

2. Lifestyle (X2)...........................................................................................54

3. Brand Trust (Z)........................................................................................55

4. Purchase Intention (Y)............................................................................ 56

3.5 Metode Pengolahan Data......................................................................... 57

3.6 Metode Analisis Data...............................................................................59



xiii

3.7 Analisis Structural Equation Modeling (SEM)........................................59

3.8 Partial Least Square (PLS).......................................................................60

3.9 Analisis Jalur (Path Analysis)..................................................................60

3.10 Uji Instrumen........................................................................................... 62

1. Uji Validitas.............................................................................................62

2. Uji Reliabilitas......................................................................................... 63

3.11 Pengujian Model Pengukuran (Outer Model)..........................................64

1. Uji Convergent Validity...........................................................................64

2. Uji Discriminant Validity.........................................................................65

3. Composite Reliability...............................................................................65

3.12 Evaluasi Model Struktural (Inner Model)................................................66

1. R-square (R2)...........................................................................................66

2. Pengujian Hipotesis (bootstrapping)....................................................... 67

3. Analisis SEM Dengan Efek Mediasi....................................................... 68

BAB IV HASIL DAN PEMBAHASAN.............................................................. 70

4.1 Hasil Penelitian........................................................................................ 70

1. Gambaran Umum Objek Penelitian......................................................... 70

2. Gambaran Umum Responden..................................................................73

3. Deskripsi Jawaban Responden.................................................................76

4. Pengujian................................................................................................. 81

5. Pengujian Model Struktural (Inner Model)............................................. 84

6. Pengujian Hipotesis Dan Mediasi............................................................86

7. Pembahasan Hipotesis dan Mediasi.........................................................92

BAB V KESIMPULAN DAN SARAN..............................................................105



xiv

5.1 Kesimpulan............................................................................................ 105

5.2 Saran...................................................................................................... 107

DAFTAR PUSTAKA......................................................................................... 110

LAMPIRAN........................................................................................................ 118



xv

DAFTAR TABEL

Tabel 1.Penelitian Terdahulu.................................................................................35

Tabel 2.Skala Likert.............................................................................................. 51

Tabel 3. Parameter Uji Validitas Parameter Uji Validitas Dalam Model

Pengukuran Pls....................................................................................................... 63

Tabel 4.Nilai Interval R-Square............................................................................ 67

Tabel 5.Jenis Produk Toko Thriftku.png...............................................................71

Tabel 6.Karakteristik Responden Jenis Kelamin.................................................. 73

Tabel 7.Karakteristik Responden Usia.................................................................. 74

Tabel 8.Karakteristik Responden Berdasarkan Pekerjaan.....................................75

Tabel 9.Karakteristik Responden Berdasarkan Frekuensi Pembelian...................75

Tabel 10.Skala Interval Skor Persepsi Variabel.................................................... 76

Tabel 11.Tanggapan Responden Terhadap Variabel Social Media

Communication (XI)..............................................................................................77

Tabel 12. Tanggapan Responden Terhadap Variabel Lifestyle (X1)....................78

Tabel 13.Tanggapan Responden Terhadap Variabel Brand Trust (Z).................. 79

Tabel 14.Tanggapan Responden Terhadap Variabel Purchase Intention (Y)....... 80

Tabel 15. Nilai outer Loading............................................................................... 82

Tabel 16. Nilai Average Variance Extracted (AVE).............................................83

Tabel 17. Nilai Cronbach’s Alpha dan Composite Reliability.............................. 84

Tabel 18. Kriteria R-Square.................................................................................. 85

Tabel 19. Nilai R-Square.......................................................................................85

Tabel 20. Hasil estimasi Path Coefficient............................................................. 87



xvi

DAFTAR GAMBAR

Gambar 1. Diagram Anak Muda Yang Melakukan Pembelian Thrift Tahun 2022............10

Gambar 2. Metode Perilaku Konsumen..............................................................................28

Gambar 3. Kerangka Konseptual........................................................................................39

Gambar 4.Kerangka Inner Model.......................................................................................69

Gambar 5.Logo Thriftku.png..............................................................................................70

Gambar 6. Pakaian Thrift di Toko Thriftku.png.................................................................71

Gambar 7.Akun Instagram Thriftku.png............................................................................ 72

Gambar 8.Akun Tiktok Thriftku.png..................................................................................73

Gambar 9. Skema Model Partial Least Square...................................................................81

Gambar 10. Kurva Penerimaan Ho1 dan penolakan Ha1................................................... 88

Gambar 11. Kurva Penolakan Ho2 dan Penerimaan Ha2..................................................89

Gambar 12. Kurva Penolakan Ho 3 dan Penerimaan Ha3.................................................89

Gambar 13. Kurva Penerimaan Ho4 dan penolakan Ha4...................................................90

Gambar 14.Kurva Penolakan Ho5 dan Penerimaan Ha5...................................................91

Gambar 15. Kurva Penolakan Ho 6 Dan Penerimaan Ha6................................................92

Gambar 16. Kurva Penolakan Ho 7 Dan Penerimaan Ha7.................................................92

file://localhost/C:/Users/Itnkl/Downloads/Skripsi%20Dea%20Eka%20F%2021415398...docx%23_Toc196587915
file://localhost/C:/Users/Itnkl/Downloads/Skripsi%20Dea%20Eka%20F%2021415398...docx%23_Toc196587915

	PERSEMBAHAN
	MOTTO
	RINGKASAN
	DAFTAR ISI
	DAFTAR TABEL
	DAFTAR GAMBAR

