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ABSTRAK 

Rifqi Tri Kesuma, 1710412310039, 2022. Pengaruh Orientasi Belanja dan 

Kepercayaan terhadap Minat Beli secara online pada marketplace Tokopedia (Studi 

Mahasiswa FISIP ULM Banjarmasin). Dibawah bimbingan Irwansyah dan Hasanur 

Arifin. 

 

Tujuan penelitian ini adalah untuk menguji secara parsial dan simultan 

pengaruh Orientasi Belanja (X1) dan Kepercayaan (X2) terhadap Minat Beli (Y) 

pada Marketplace Tokopedia. 

 

Penelitian ini menggunakan pendekatan kuantitatif. Sampel dalam penelitian 

ini adalah mahasiswa Fisip ULM Banjarmasin dengan jumlah 140 responden 

dengan teknik pengambilan sampel menggunakan nonprobability sampling, yaitu 

purposive sampling. Teknik pengumpulan data menggunakan kuesioner dan analisa 

data menggunakan analisis regresi liniear berganda. 

 

Hasil penelitian membuktikan terdapat pengaruh signifikan secara parsial 

Orientasi Belanja (X1) terhadap Minat Beli (Y) dengan nilai signifikan sebesar 

0,000 dengan nilat t hitung 5,909 > t tabel 1,65605 dan besar pengaruh secara 

parsial 30,7% dikategorikan cukup rendah. Dengan demikian hipotesis pertama 

(H1) diterima. Terdapat pengaruh signifikan secara parsial Kepercayaan (X2) 

terhadap Minat Beli (Y) dengan nilai signifikan sebesar 0,000 dengan nilat t hitung 

4,032 > t tabel 1,65605 dan besar pengaruh secara parsial 19,3% dikategorikan 

cukup rendah. Dengan demikian hipotesis kedua (H2) diterima. Pengujian secara 

bersama-sama menunjukkan terdapat pengaruh signifikan secara simultan Orientasi 

Belanja (X1) dan Kepercayaan (X2) terhadap Minat Beli (Y) dengan nilai 

signifikan sebesar 0,000 dengan nilat F hitung 68,544 > F tabel 3,06 dan besar 

pengaruh secara simultan 50%. Dengan demikian hipotesis ketiga (H3) dalam 

penelitian ini diterima. 

 

 

 

Kata Kunci: Orientasi Belanja, Kepercayaan, Minat Beli  
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ABSTRACT 

Rifqi Tri Kesuma, 1710412310039, 2022, The Effect of Shopping Orientation 

and Online Trust on Online Purchase Intention in the Tokopedia Marketplace 

(Study on FISIP ULM Students). Under the guidance of Irwansyah and Hasanur 

Arifin.  

 

The purpose of this study was to partially and simultaneously test the effect 

of Shopping Orientation (X1) and Online Trust (X2) on Purchase Intention (Y) on 

Tokopedia Marketplace. 

 

This study uses a quantitative approach. The sample in this study is ULM 

FISIP Banjarmasin Students with a total of 140 respondents with a sampling 

technique using non-probability sampling, namely purposive sampling. Data 

collection techniques using questionnaires and data analysis using multiple linear 

regression analysis. 

 

The results of the study prove that there is a partially significant effect 

Shopping Orientation (X1) on Online Purchase Intention (Y) with a significant 

value of 0.000 with a t count value of 5,909 > t table 1,65605 and a partial effect 

of 30,7% categorized as low. Thus the first hypothesis (H1) is accepted. There is a 

partially significant effect of Online Trust (X2) on Online Purchase Intention (Y) 

with a significant value of 0.000 with a t count value of 4,032 > t table 1,65605 and 

a partial effect of 19,3% categorized as low. Thus the second hypothesis (H2) is 

accepted. The joint test shows that there is a simultaneous significant effect of 

Shopping Orientation (X1) and Online Trust (X2) on Online Purchase Intention (Y) 

with a significant value of 0.000 with a value of F count 68,544 > F table 3.06 and 

a large simultaneous effect 50%. Thus the third hypothesis  (H3) in this study is 

accepted. 

 

 

 

 

 

 

 

Keywords: Shopping Orientation, Online Trust, Online Purchase Intention 



 

vi 

 

DAFTAR ISI 

 

KATA PENGANTAR  ........................................................................................ i 

ABSTRAK ......................................................................................................... iv 

DAFTAR ISI ..................................................................................................... vi 

DAFTAR TABEL ............................................................................................. ix 

DAFTAR GAMBAR ......................................................................................... xi 

DAFTAR LAMPIRAN .................................................................................... xii 

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

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

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

1.3 Tujuan Penelitian ............................................................................... 15 

1.4 Manfaat Penelitian ............................................................................. 15 

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

2.1 Tinjauan Teori ................................................................................... 17 

2.1.1 Pemasaran .............................................................................. 17 

2.1.1.1 Pengertian Pemasaran ............................................... 17 

2.1.1.2 Konsep Pemasaran .................................................... 18 

2.1.1.3 Bauran Pemasaran ..................................................... 20 

2.1.2 Minat Beli .............................................................................. 22 

2.1.2.1 Pengertian Minat Beli ............................................... 22 

2.1.2.2 Tahapan Dalam Minat Beli ....................................... 24 

2.1.2.3 Aspek Minat Beli ...................................................... 25 

2.1.2.4 Faktor Minat Beli ...................................................... 27 

2.1.2.5 Indikator Minat Beli .................................................. 28 

2.1.3 Orientasi Belanja .................................................................... 30 

2.1.3.1 Pengertian Orientasi Belanja ..................................... 30 

2.1.3.2 Jenis Orientasi Belanja .............................................. 31 

2.1.3.3 Indikator Orientasi Belanja ....................................... 32 

2.1.4 Kepercayaan ........................................................................... 32 

2.1.4.1 Pengertian Kepercayaan ............................................ 32 

2.1.4.2 Faktor Kepercayaan .................................................. 34 

2.1.4.3 Indikator Kepercayaan .............................................. 35 

2.2 Hubungan Antar Variabel .................................................................. 36 

2.2.1 Pengaruh Orientasi Belanja Terhadap Minat Beli .................... 36 

2.2.2 Pengaruh Kepercayaan Terhadap Minat Beli .......................... 36 

2.2.3 Pengaruh Orientasi Belanja dan Kepercayaan Terhadap 

Minat Beli .............................................................................. 37 



 

vii 

 

2.3 Hasil Penelitian Terdahulu ................................................................. 38 

2.4 Model Penelitian ................................................................................ 42 

2.5 Hipotesis Penelitian ........................................................................... 42 

BAB III METODE PENELITIAN .................................................................. 44 

3.1 Pendekatan Penelitian ........................................................................ 44 

3.2 Desain Penelitian ............................................................................... 44 

3.3 Lokasi Penelitian................................................................................ 45 

3.4 Populasi, Besar Sampel dan Tehnik Sampling .................................... 45 

3.4.1 Populasi .................................................................................. 45 

3.4.2 Besar Sampel .......................................................................... 45 

3.4.3 Tekhnik Sampling .................................................................. 46 

3.5 Definisi Operasional Variabel ............................................................ 46 

3.5.1 Variabel Independen ............................................................... 46 

3.5.2 Variabel Dependen ................................................................. 49 

3.6 Teknik Pengumpulan data .................................................................. 53 

3.6.1 Data Primer ............................................................................ 53 

3.6.2 Data Sekunder ........................................................................ 53 

3.7 Teknik Analisa data ........................................................................... 54 

3.7.1 Skala Pengukuran ................................................................... 54 

3.7.2 Deskriptif Statistik .................................................................. 54 

3.7.3 Uji Validitas ........................................................................... 55 

3.7.4 Uji Reliabilitas ........................................................................ 56 

3.7.5 Uji Persyaratan Analisis .......................................................... 56 

3.7.5.1 Uji Normalitas .......................................................... 56 

3.7.5.2 Uji Heterokedastisitas ............................................... 57 

3.7.5.3 Uji Multikolinieritas .................................................. 57 

3.7.5.4 Uji Autokorelasi........................................................ 58 

3.7.5.5 Analisis Regresi Linier Berganda .............................. 58 

3.7.6 Alat Uji Hipotesis ................................................................... 59 

3.7.6.1 Uji Signifikan Parsial (Uji-t) ..................................... 59 

3.7.6.2 Uji Signifikan Simultan (Uji F) ................................. 59 

3.7.6.3 Uji Koefisien Determinasi (R2) ................................. 60 

BAB IV HASIL PENELITIAN ....................................................................... 61 

4.1 Profil Responden ............................................................................... 61 

4.2 Analisis Statistik Deskriptif ................................................................ 63 

4.2.1 Analisis Statistik Deskriptif Variabel Orientasi Belanja (X1) .. 64 

4.2.2 Analisis Statistik Deskriptif Variabel Kepercayaan (X2) ......... 73 

4.2.3 Analisis Statistik Deskriptif Variabel Minat Beli (Y) .............. 76 

4.3 Hasil Uji Validitas dan Reliabilitas .................................................... 81 



 

 

viii 

 

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

4.3.2 Uji Reliabilitas ........................................................................ 83 

4.4 Hasil Uji Asumsi Klasik ..................................................................... 84 

4.4.1 Uji Normalitas ........................................................................ 84 

4.4.2 Uji Heterokedastisitas ............................................................. 86 

4.4.3 Uji Multikolinieritas ............................................................... 87 

4.4.4 Uji Autokorelasi ..................................................................... 88 

4.5 Hasil Analisis Regresi Linear Berganda ............................................. 89 

4.6 Pengujian Hipotesis ........................................................................... 91 

4.6.1 Uji Signifikan Parsial (Uji t) ................................................... 91 

4.6.2 Uji Signifikan Simultan (Uji F) ............................................... 93 

4.6.3 Uji Koefisien Determinasi (R2) .............................................. 94 

BAB V PEMBAHASAN HASIL ..................................................................... 95 

5.1 Pembahasan  ...................................................................................... 95 

5.2 Model Akhir Penelitian ...................................................................... 98 

5.3 Implikasi Hasil Penelitian .................................................................. 98 

5.4 Keterbatasan Penelitian ...................................................................... 99 

BAB VI KESIMPULAN DAN SARAN......................................................... 100 

6.1 Kesimpulan ...................................................................................... 100 

6.2 Saran................................................................................................ 100 

  



 

ix 

 

DAFTAR TABEL 

 

Tabel 2.1 Penelitian Terdahulu ........................................................................... 39 

 

Tabel 3.1 Definisi Operasional Variabel ............................................................. 50 

Tabel 3.2 Skala Pengukuran Variabel ................................................................. 54 

Tabel 3.3 Rentang kategori jawaban responden .................................................. 55 

Tabel 3.4 Interpretasi Nilai r .............................................................................. 60 

 

Tabel 4.1 Karakteristik Responden berdasarkan Jenis Kelamin .......................... 61 

Tabel 4.2 Karakteristik Responden Berdasarkan Usia ........................................ 62 

Tabel 4.3 Karakteristik Responden Berdasarkan Jumlah Transaksi .................... 62 

Tabel 4.4 Karakteristik Responden Berdasarkan Pendapatan/Uang Saku ............ 63 

Tabel 4.5 Menikmati berbelanja melalui marketplace Tokopedia ....................... 64 

Tabel 4.6 Belanja di Tokopedia membuat hati menjadi gembira dan puas .......... 64 

Tabel 4.7 Membeli produk di Tokopedia karena marketplace yang sudah 

terkenal .............................................................................................. 65 

Tabel 4.8 Produk yang ditawarkan Up to date dengan tren fashion ..................... 66 

Tabel 4.9 Harga yang ditawarkan Tokopedia Terjangkau dibadingkan 

marketplace lain. ................................................................................ 66 

Tabel 4.10 Kualitas produk sesuai dengan harga ................................................ 67 

Tabel 4.11 Pelayanan Tokopedia membuat saya merasa aman dalam  

melakukan pembelian. ..................................................................... 68 

Tabel 4.12 Yakin bahwa membeli produk di Tokopedia adalah pilihan yang 

tepat ................................................................................................. 68 

Tabel 4.13 Hemat waktu dalam membeli produk yang dibutuhkan ..................... 69 

Tabel 4.14 Membeli karena nyaman dalam berbalanja dan juga bertransaksi. ..... 69 

Tabel 4.15 Berbelanja online di Tokopedia dapat dilakukan kapan saja dan  

dimana saja. ..................................................................................... 70 

Tabel 4.16 Berbelanja online tidak perlu keluar rumah. ...................................... 71 

Tabel 4.17 Tertarik melakukan pembelian ulang di marketplace Tokopedia. ...... 71 

Tabel 4.18 Tidak berpindah toko/merek Ketika terjadi perubahan harga. ............ 72 



 

 

x 

 

Tabel 4.19 Merasa aman saat membeli produk di marketplace Tokopedia .......... 73 

Tabel 4.20 Tokopedia memberikan cukup bukti testimoni .................................. 73 

Tabel 4.21 Tokopedia menjaga data privasi pembeli dengan baik. ...................... 74 

Tabel 4.22 Percaya dalam bertukar informasi dan tidak disalah gunakan ............ 74 

Tabel 4.23 Produk yang ditawarkan meyakinkan dan sesuai dengan harapan. .... 75 

Tabel 4.24 Berbelanja di tokopedia dapat dipercaya dan amanah........................ 76 

Tabel 4.25 Berminat membeli karena banyak pilihan produk. ............................ 76 

Tabel 4.26 Berminat membeli karena produknya berkualitas dan dapat  

dipercaya. ........................................................................................ 77 

Tabel 4.27 Mereferensikan kepada orang lain yang akan membeli produk  

secara online. ................................................................................... 77 

Tabel 4.28 Akan mereferensikannya karena pengalaman Ketika berbelanja 

yang bagus. ...................................................................................... 78 

Tabel 4.29 Berminat membeli di Tokopedia dibandingkan tempat lain. .............. 79 

Tabel 4.30 memiliki referensi dalam memilih karena banyak produk yang 

ditawarkan. ...................................................................................... 79 

Tabel 4.31 Melakukan pembelian ulang dengan produk yang lainnya. ............... 80 

Tabel 4.32 Mencari informasi tentang produk yang akan dibeli. ......................... 81 

Tabel 4.33 Hasil Uji Validitas ............................................................................ 82 

Tabel 4.34 Hasil Uji Reliabilitas ........................................................................ 84 

Tabel 4.35 Hasil uji normalitas One Sample Kolmogorov-Smirnov (K-S) .......... 86 

Tabel 4.36 Hasil uji multikolinearitas ................................................................. 88 

Tabel 4.37 Uji Autokorelasi ............................................................................... 88 

Tabel 4.38 Hasil Uji Regresi Linear Berganda ................................................... 90 

Tabel 4.39 Hasil Uji t ......................................................................................... 91 

Tabel 4.40 Hasil Uji F. ....................................................................................... 93 

Tabel 4.41 Hasil Uji Koefisien Determinasi ....................................................... 94 

Tabel 4.42 Hasil Perhitungan Sumbangan Efektif Error! Bookmark not defined. 

Tabel 4.43 Hasil Perhitungan Sumbangan Relatif . Error! Bookmark not defined. 

 

  



 

xi 

 

DAFTAR GAMBAR 

 

Gambar 1.1 Pengguna Internet di Indonesia ......................................................... 2 

Gambar 1.2 Nominal Transaksi E-Commerce (2017-2020) .................................. 4 

Gambar 1.3 Pengunjung web Bulanan Tertinggi Kuartal III 2021 ........................ 5 

Gambar 1.4 Presentase alasan melakukan Minat Beli secara online ...................... 8 

 

Gambar 2. 1 Model Penelitian ............................................................................ 42 

 

Gambar 4.1 Histogram Hasil Uji Normalitas ...................................................... 85 

Gambar 4.2 P-P Plot Hasil Uji Normalitas ......................................................... 85 

Gambar 4.3 Scatterplot Hasil Uji Heterokedastisitas .......................................... 87 

 

Gambar 5.1 Model Akhir Penelitian ................................................................... 98 

 

  

https://d.docs.live.net/e85396bc26f7af39/Documents/Rifqi%201/Proposal%20Skripsi/SKRIPSI/Skripsi%20Rifqi%20Tri%20Kesuma.docx#_Toc118978264
https://d.docs.live.net/e85396bc26f7af39/Documents/Rifqi%201/Proposal%20Skripsi/SKRIPSI/Skripsi%20Rifqi%20Tri%20Kesuma.docx#_Toc118978833


 

 

xii 

 

DAFTAR LAMPIRAN 

 

LAMPIRAN I Kouesioner Penelitian 

LAMPIRAN II Tabulansi Data Hasil Koesioner  

LAMPIRAN III  Hasil Output Tabel Frekuensi dengan SPSS 26, 2022 

LAMPIRAN IV Hasil Output Uji Validitas, Uji Reliabilitas, Uji Asumsi  

Klasik Dan Uji Regresi Linear Berganda dengan SPSS versi 

26   


