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ABSTRAK 

Ummi Lathifah. Pengaruh Marketplace Affiliate Di Media Sosial Terhadap 

Keputusan Pembelian Produk Busana, Skripsi, Jakarta: Program Studi Pendidikan 

Tata Busana Fakultas Teknik, Universitas Negeri Jakarta, 2023. 

 

Penelitian ini bertujuan untuk mengetahui bagaimana pengaruh marketplace 

affiliate di media sosial terhadap keputusan pembelian produk busana. Penelitian ini 

menggunakan metode survei dengan pendekatan kuantitatif dan desain penelitian 

kuantitatif asosiatif. Populasi dalam penelitian ini adalah konsumen yang berusia 18-

34 tahun di wilayah JABODETABEK dan pernah membeli produk busana melalui link 

marketplace affiliate. Teknik pengambilan sampel dalam penelitian ini adalah non 

probability sampling dengan metode insindental, dan hasil yang didapatkan dalam 

sampel penelitian ini berjumlah 100 orang. Teknik pengumpulan data dilakukan 

menggunakan kuesioner dengan angket yang menggunakan skala likert. Pada variabel 

marketplace affiliate terdapat 34 item pernyataan dan variabel keputusan pembelian 

sebanyak 30 item. Teknik analisis yang digunakan adalah uji chi square. Hasil 

penelitian menunjukkan Asymp. Sig Pearson Chi Square sebesar 0.001 dengan nilai 

signifikansi p = 0.001 (p<0.05), maka dapat disimpulkan hasil dalam penelitian ini 

yaitu terdapat pengaruh yang signifikan pada marketplace affiliate terhadap keputusan 

pembelian produk busana. 

Kata Kunci: keputusan pembelian; marketplace affiliate; produk busana. 
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ABSTRACT 

Ummi Lathifah. The Effect of Marketplace Affiliates on Social Media on Purchasing 

Decisions for Fashion Products, Thesis, Jakarta: Fashion Education Study Program, 

Faculty of Engineering, Jakarta State University, 2023. 

 

This study aims to see how the influence of marketplace affiliates on social 

media on purchasing decisions for fashion products. This research is a quantitative 

approach with a survey methode. This research design is associative quantitative. The 

population in this study are consumers aged 18-34 years in the JABODETABEK area 

and have purchased fashion products through marketplace affiliate links. The sampling 

technique in this study was non-probability sampling with the incindental method, and 

the results obtained in this research sample amounted to 100 people. The data 

collection technique was carried out using a questionnaire using a Likert scale. In the 

affiliate marketplace variable there are 34 statement items and 30 items of purchasing 

decision variables. The analysis technique used is the chi square test. The results 

showed Asymp. Sig Pearson Chi Square of 0.001 with a significance value of p = 0.001 

(p <0.05), it can be concluded that the results in this study are that there is a significant 

influence on marketplace affiliates on purchasing decisions for fashion products. 

Keywords: purchasing decisions; marketplace affiliate; fashion products. 
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