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ABSTRAK 

REZHA DEVI ANGGREINI, 1542010088, Pengaruh Media Sosial 

dan Kepercayaan Konsumen Terhadap Keputusan Pembelian Online di 

Adorable Projects Cimahi Jawa Barat.  

Penelitian ini bertujuan untuk mengetahui : (1) pengaruh media sosial dan 

kepercayaan konsumen secara bersama-sama terhadap keputusan pembelian 

online di Adorable Projects Cimahi Jawa Barat ; (2) pengaruh media sosial 

terhadap keputusan pembelian online di Adorable Projects Cimahi Jawa Barat. (3) 

pengaruh kepercayaan terhadap keputusan pembelian online di Adorable Projects 

Cimahi Jawa Barat.  

Metode penelitian ini menggunakan metode kuantitatif. Sampel yang 

digunakan dalam penelitian ini sampling insidental jumlah 100 responden yang 

telah membeli produk Adorable Projects Cimahai Jawa Barat. Teknik analisis data 

yang digunakan adalah analisis regresi linier berganda untuk mengetahui seberapa 

besar pengaruh variabel bebas terhadap variabel terikat secara bersama-sama serta 

mengetahui seberapa besar pengaruh variabel bebas terhadap variabel terikat 

secara individu.  

Berdasarkan hasil penelitian ini bahwa hasil Fhitung yaitu dimana nilai 

Fhitung (43,314 ) > Ftabel (3,09) sehingga dapat disimpulkan bahwa variabel media 

sosial (X1), kepercayaan (X2) berpengaruh secara simultan terhadap keputusan 

pembelian (Y). Hasil thitung 3,699) > ttabel (1,660) maka H0 ditolak dan H1 diterima, 

hal ini berarti media sosial (X1) mempunyai pengaruh secara parsial terhadap 

keputusan pembelian (Y). Hasil thitung (4,566) > ttabel (1,660), maka H0 ditolak dan 

H1 diterima hal ini berarti kepercayaan (X2) mempunyai pengaruh signifikan 

secara parsial terhadap keputusan pembelian (Y). 

 

 

Kata Kunci : Media Sosial, Kepercayaan, dan Keputusan Pembelian.  
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ABSTRACT 

REZHA DEVI ANGGREINI, 1542010088, The influence of social 

media and consumer trust in online purchasing decisions at adorable projects 

Cimahi West Java.  

This study aims to determine: (1) the influence of social media and 

consumer trust together on online purchasing decisions at Adorable Projects 

Cimahi, West Java; (2) the influence of social media on online purchasing 

decisions at Adorable Projects Cimahi, West Java. (3) the influence of trust in 

online purchasing decisions at Adorable Projects Cimahi, West Java. 

This research method uses quantitative methods. The sample used in this 

study incidental sampling was the number of 100 respondents who had purchased 

the Cimahai Adorable Projects product in West Java. The data analysis technique 

used is multiple linear regression analysis to find out how much influence the 

independent variables have on the dependent variables together and find out how 

much influence the independent variables have on individual dependent variables. 

Based on the results of this study, the results of Fcount are where the value 

of F value (43,314)> Ftable (3,09) so that it can be concluded that the variable 

social media (X1), trust (X2) has a simultaneous effect on purchasing decisions 

(Y). Results of t value 3,699)> t table (1,660) then H0 is rejected and H1 is 

accepted, this means that social media (X1) has a partial influence on purchasing 

decisions (Y). The result of t value (4,566)> t table (1,660), then H0 is rejected 

and H1 is accepted this means that trust (X2) has a significant influence partially 

on the purchasing decision (Y). 

 

 

Kata Kunci : Social Media, Trust, and Purchasing Decisions. 


