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ABSTRAK 

Safitri Devi, 201710325137, Analisis Pengaruh Instagram Ads, Social Media 

Influencer dan Brand Image terhadap Keputusan Pembelian Konsumen pada 

Online shop MayOutfit. 

Penelitian ini bertujuan untuk mengetahui seberapa besar pengaruh instagram 

ads, social media influencer dan brand image terhadap keputusan pembelian 

konsumen pada online shop MayOutfit. Populasi dalam penelitian ini adalah 

konsumen yang pernah melakukan pembelian pada online shop MayOutfit dan 

mengikuti akun Instagram MayOutfit. Pengumpulan data melalui penyebaran 

kuesioner kepada 95 orang responden, menggunakan teknik non-probability 

sampling. Data yang memenuhi syarat validitas dan reliabilitas selanjutnya diuji 

menggunakan analisis regresi berganda menghasilkan persamaan Y =  

0,420X1+0,558X2+0,603X3+e.  

Berdasarkan hasil pengujian hipotesis menggunakan uji t diperoleh hasil 

variabel instagram ads berpengaruh  positif dan signifikan terhadap keputusan 

pembelian, social media influencer berpengaruh positif dan signifikan terhadap 

keputusan pembelian, dan brand image berpengaruh positif dan signifikan terhadap 

keputusan pembelian. Sedangkan berdasarkan hasil uji f dapat disimpulkan bahwa 

instagram ads, social media influencer, dan brand image berpengaruh secara 

simultan terhadap keputusan pembelian konsumen pada online shop MayOutfit. 

 

Kata Kunci : Instagram ads, Social media influencer, Brand image, Keputusan  

           pembelian 
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ABSTRACT 

Safitri Devi, 201710325137, Analysis of The Influence of Instagram Ads, 

Social Media Influencer and Brand Image on Consumer Purchase Decisions at 

MayOutfit Online Shop. 

This study aims to determine how much influence Instagram ads, social 

media influencer and brand image have on consumer purchasing decisions at the 

MayOutfit online shop. The population in this study were consumers who had made 

purchases at the MayOutfit online shop and followed the MayOutfit Instagram 

account. Collecting data through distributing questionnaires to 95 respondents, 

using non-probability sampling techniques. Data that meet the validity and 

reliability requirements are then tested using multiple regression analysis resulting 

in the equation Y = 0.420X1 + 0.558X2 + 0.603X3 + e. 

Based on the results of hypothesis testing using the t test, the results of the 

instagram ads variable have a positive and significant effect on purchasing 

decisions, social media influencer have a positive and significant effect on 

purchasing decisions, and brand image has a positive and significant effect on 

purchasing decisions. Meanwhile, based on the results of the f test, it can be 

concluded that Instagram ads, social media influencer, and brand image 

simultaneously influence consumer purchasing decisions at the MayOutfit online 

shop. 

Keywords : Instagram ads, Social media influencer, Brand image, Decisions 

         purchase. 
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