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ABSTRAK 

 

Fawzia Mulia Sinuraya. 5525155534. “Online Visual Merchandising 
Terhadap Keputusan Pembelian Produk Busana” . Skripsi, Jakarta : Program 

Studi Pendidikan Tata Busana, Fakultas Teknik, Universitas Negeri Jakarta, 
2021. 

 

Penelitian ini bertujuan untuk memperoleh informasi tentang online 
visual merchandising pada produk busana, memperoleh informasi tentang 
keputusan pembelian pada produk busana secara online dan untuk 
mengetahui pengaruh online visual merchandising terhadap keputusan 
pembelian produk busana. 

Metode penelitian menggunakan metode survey dengan pendekatan 
kuantitatif. Sampel penelitian ini berjumlah 122 responden, Pengumpulan 
data dilakukan dengan menggunakan google form. Metode analisis 
menggunakan Chi-Square. 

Hasil penelitian ini menunjukkan bahwa online visual merchandising 
dengan  indikator online visual merchandising yaitu online path finding 
assistance (bantuan pencarian), environment (suasana), dan manner of 
product presntation (visual merchandising produk) berada pada katagori 
kecenderungan sangat tinggi. Indikator rasional, emosional dan tingkah laku 
dalam keputusan pembelian berada pada katagori kecenderungan sangat 
tinggi. Hasil analisis data menunjukkan bahwa terdapat pengaruh antara 
online visual merchandising terhadap keputusan pembelian. 

 

Kata kunci: online visual merchandising, keputusan pembelian 
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ABSTRAC 

 

Fawzia Mulia Sinuraya. 5525155534. " Online Visual Merchandising On 
Purchasing Decisions of Fashion Products". Thesis, Jakarta: Fashion Design 
Education Program, Faculty of Engineering, State University of Jakarta, 
2021. 

 

The purpose of this research to obtain information about online visual 
merchandising on fashion products, to obtain information about purchasing 
decisions on online clothing products and to examine the effect of online 
visual merchandising on purchasing decisions of fashion products. 

The method  used a survey method with a quantitative approach. The 
sample of this research was 122 respondents, data collected by using google 
form. The analyzed using Chi-Square. 

The results of this research indicate that online visual merchandising 
with indicators online path finding assistance , environment, and manner of 
product presentation were in a very high tendency category. Rational, 
emotional and behavioral indicators in purchasing decisions were in the very 
high tendency category. The results of data analyzed indicate that there was 
an effect between online visual merchandising on purchasing decisions of 
fashion products. 
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