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ABSTRAK 

Muhammad Akmal, 2010412210024, 2025. Pengaruh Pemasaran Sosial 

Media Instagram dan Store Atmosphere Instagram Terhadap Keputusan Pembelian 

Produk Younki’s Pizza & Mocktails di Kota Banjamasin, di bawah bimbingan 

bapak Fitriyadi. 

Penelitian ini bertujuan untuk menguji pengaruh pemasaran sosial media 

Instagram dan store atmosphere Instagram terhadap keputusan pembelian produk 

Younki’s Pizza & Mocktails di Kota Banjamasin. 

Penelitian ini menggunakan pendekatan kuantitatif, tipe penelitian yang 

digunakan yaitu eksplanatori. Pengambilan sampel yang digunakan dalam 

penelitian ini adalah non-probability sampling sebanyak 50 responden yang 

berlokasi di Kota Banjarmasin. Pengumpulan data dilakukan dengan metode 

kuisioner. Analisis data menggunakan analisis regresi linear berganda dengan 

software IBM SPSS statistic versi 30. 

Hasil penelitian ini menunjukan bahwa pemasaran sosial media 

berpengaruh signifikan secara parsial terhadap keputusan pembelian produk 

Younki’s Pizza & Mocktails di Kota Banjarmasin. Store atmosphere berpengaruh 

signifikan secara parsial terhadap keputusan pembelian produk Younki’s Pizza & 

Mocktails di Kota Banjarmasin. Serta pemasaran sosial media dan store atmosphere 

berpengaruh signifikan secara simultan terhadap keputusan pembelian produk 

Younki’s Pizza & Mocktails di Kota Banjarmasin. 

Kata Kunci : Pemasaran Sosial Media, Store Atmosphere, Keputusan Pembelian 

 

 

 

 

 

 

 



ABSTRACT 

Muhammad Akmal, 2010412210024, 2025. The Influence of Instagram 

Social Media Marketing and Store Atmosphere Instagram on Purchasing Decision 

for Younki’s Pizza & Mocktails Product in Banjarmasin City, under the guidance 

of Mr. Fitriyadi. 

This study aims to determine the effect of Instagram social media marketing 

and store atmosphere Instagram on purchasing decision for Younki’s Pizza & 

Mocktails Product in Banjarmasin City. 

This research used a quantitative approach, the type of research is 

explanatory. Sampling in this research using non-probability sampling with 50 

respondents with location of Banjarmasin City. Data collection was taken using 

quisionnaire. Data analysis used multiple linear regression with IBM SPSS statistic 

version 30 software. 

The results of the research shows that social media marketing has 

significant influence partially on purchasing decision for Younki’s Pizza & 

Mocktails Product in Banjarmasin City. Store atmosphere has significant influence 

partially on purchasing decision for Younki’s Pizza & Mocktails Product in 

Banjarmasin City. Social media marketing and store atmosphere has significant 

influence simultaniously on purchasing decision for Younki’s Pizza & Mocktails 

Product in Banjarmasin City 

Keywords : Social Media Marketing, Store Atmosphere, purchasing decision 

 

 

 

 

 

 

 



DAFTAR ISI 

LEMBAR PENGESAHAN ................................................................................ ii 

SURAT TUGAS ................................................................................................ iii 

BERITA ACARA UJIAN SKRIPSI................................................................. iv 

KATA PENGANTAR .......................................................................................  v 

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

PERNYATAAN ORISINALITAS ................................................................. viii 

ABSTRAK ......................................................................................................... ix 

ABSTRACT......................................................................................................... x 

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

DAFTAR TABEL ........................................................................................... xvi 

DAFTAR GAMBAR ..................................................................................... xviii 

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

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

1.2. Rumusan Masalah .................................................................................. 17 

1.3. Tujuan Penelitian .................................................................................... 17 

1.4. Manfaat Penelitian .................................................................................. 18 

BAB II TINJAUAN PUSTAKA ...................................................................... 19 



2.1. Landasan Teori ....................................................................................... 19 

2.1.1. Pemasaran................................................................................. 19 

2.1.2. Perilaku Konsumen ................................................................... 21 

2.1.3. Konsep Pemasaran Sosial Media ............................................... 22 

2.1.4. Indikator Pemasaran Sosial Media ............................................ 23 

2.1.5. Konsep Store Atmosphere ......................................................... 25 

2.1.6. Indikator Store Atmosphere ....................................................... 26 

2.1.7. Konsep Keputusan Pembelian ................................................... 26 

2.1.8. Indikator Keputusan Pembelian................................................. 29 

2.2. Penelitian Terdahulu............................................................................... 29 

2.3. Hipotesis dan Model Penelitian .............................................................. 35 

2.3.1. Hipotesis ................................................................................... 35 

2.3.2. Model Penelitian ....................................................................... 39 

BAB III METODE PENELITIAN .................................................................. 40 

3.1. Pendekatan Penelitian ............................................................................. 40 

3.2. Desain Penelitian .................................................................................... 40 

3.3. Lokasi Penelitian .................................................................................... 41 

3.4. Populasi, Besar Sampel dan Teknik Sampling ........................................ 41 

3.4.1. Populasi .................................................................................... 41 

3.4.2. Sampel ...................................................................................... 41 

3.4.3. Teknik Sampling ....................................................................... 42 

3.5. Definisi Operasional Variabel ................................................................. 42 

3.5.1. Variabel Bebas (Independent Variable) ..................................... 43 



3.5.1.1.Pemasaran Sosial Media ................................................ 43 

3.5.1.2.Store Atmosphere .......................................................... 44 

3.5.2. Variabel Terikat (Dependent Variable) ..................................... 46 

3.5.2.1.Keputusan Pembelian .................................................... 46 

3.6. Teknik Pengumpulan Data ...................................................................... 52 

3.7. Teknik Analisa Data ............................................................................... 52 

3.7.1. Skala Pengukuran ..................................................................... 52 

3.7.2. Uji Validitas dan Reabilitas ....................................................... 53 

3.7.2.1.Uji Validitas .................................................................. 53 

3.7.2.2.Uji Reabilitas ................................................................. 53 

3.7.3. Uji Asumsi ................................................................................ 54 

3.7.4. Deskriptif Statik ........................................................................ 56 

3.7.5. Alat Uji Hipotesis ..................................................................... 56 

3.7.5.1.Uji T .............................................................................. 56 

3.7.5.2.Uji F .............................................................................. 57 

3.7.5.3.Uji Koefisien Determinasi (R2) ...................................... 58 

BAB IV HASIL PENELITIAN ....................................................................... 59 

4.1. Profil Responden .................................................................................... 59 

4.1.1. Domisili ...................................................................................... 59 

4.1.2. Jenis Kelamin ............................................................................. 60 

4.1.3. Usia ............................................................................................ 61 

4.1.4. Pekerjaan .................................................................................... 62 

4.1.5. Penghasilan/Uang Saku............................................................... 63 



4.2. Deskriptif Variabel ................................................................................. 64 

4.2.1. Pemasaran Sosial Media (X1) ..................................................... 64 

4.2.2. Store Atmosphere (X2) ............................................................... 69 

4.2.3. Keputusan Pembelian (Y) ........................................................... 74 

4.3. Uji Validitas dan Reabilitas .................................................................... 81 

4.3.1. Uji Validitas ............................................................................... 81 

4.3.2. Uji Reabilitas .............................................................................. 82 

4.4. Hasil Uji Asumsi Klasik ......................................................................... 83 

4.4.1. Uji Normalitas .......................................................................... 83 

4.4.2. Uji Multikolinearitas ................................................................. 85 

4.4.3. Uji Heterokedastisitas ............................................................... 86 

4.4.4. Uji Regresi Linear Berganda ..................................................... 87 

4.5. Uji Hipotesis .......................................................................................... 89 

4.5.1. Uji T (Parsial) ........................................................................... 89 

4.5.2. Uji F (Simultan) ........................................................................ 91 

4.5.3. Uji Koefisien Determinasi (R2) ................................................. 91 

BAB V PEMBAHASAN HASIL ..................................................................... 93 

5.1. Pembahasan ............................................................................................ 93 

5.1.1. Pengaruh Pemasaran Sosial Media Terhadap Keputusan 

Pembelian ................................................................................. 93 

5.1.2. Pengaruh Store Atmosphere Terhadap Keputusan Pembelian .... 95 

5.1.3. Pengaruh Pemasaran Sosial Media dan Store Atmosphere 

Terhadap Keputusan Pembelian ................................................ 96 



5.2. Implikasi Hasil Penelitian ....................................................................... 98 

5.2.1. Pemasaran Sosial Media Terhadap Keputusan Pembelian ......... 98 

5.2.2. Store Atmosphere Terhadap Keputusan Pembelian ................... 99 

5.2.3. Pemasaran Sosial Media dan Store Atmosphere Terhadap 

Keputusan Pembelian .............................................................. 101 

5.3. Keterbatasan Penelitian ........................................................................ 103 

BAB VI PENUTUP ........................................................................................ 104 

6.1. Kesimpulan .......................................................................................... 104 

6.2. Saran .................................................................................................... 104 

DAFTAR PUSTAKA ..................................................................................... 107 

LAMPIRAN ................................................................................................... 109 

 

  



DAFTAR TABEL 

Tabel 1.1 .............................................................................................................. 5 

Tabel 1.2 .............................................................................................................. 7 

Tabel 1.3 .............................................................................................................. 8 

Tabel 2.1 ............................................................................................................ 29 

Tabel 3.1 ............................................................................................................ 47 

Tabel 3.2 ............................................................................................................ 52 

Tabel 3.3 ............................................................................................................ 56 

Tabel 4.1 ............................................................................................................ 59 

Tabel 4.2 ............................................................................................................ 60 

Tabel 4.3 ............................................................................................................ 61 

Tabel 4.4 ............................................................................................................ 62 

Tabel 4.5 ............................................................................................................ 63 

Tabel 4.6 ............................................................................................................ 64 

Tabel 4.7 ............................................................................................................ 69 

Tabel 4.8 ............................................................................................................ 74 

Tabel 4.9 ............................................................................................................ 81 

Tabel 4.10 .......................................................................................................... 82 

Tabel 4.11 .......................................................................................................... 85 

Tabel 4.12 .......................................................................................................... 86 

Tabel 4.13 .......................................................................................................... 88 

Tabel 4.14 .......................................................................................................... 90 

Tabel 4.15 .......................................................................................................... 91 



Tabel 4.16 .......................................................................................................... 92 

 

  



DAFTAR GAMBAR 

Gambar 1.1 .......................................................................................................... 9 

Gambar 1.2 ........................................................................................................ 14 

Gambar 1.3 ........................................................................................................ 15 

Gambar 2.1 ........................................................................................................ 39 

Gambar 4.1 ........................................................................................................ 83 

Gambar 4.2 ........................................................................................................ 84 

Gambar 4.3 ........................................................................................................ 87 

Gambar 5.1 ...................................................................................................... 101 


