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The Influence of Instagram Social Media, Service Quality, and Product Quality 

on purchasing Decisions at Naycraft Bekasi 

Oktavia Andanara 1) 

Asral 2) 

 

Abstract 

 

The development of the bouquet creative industry has undergone transformation 

and innovation so that there are various variations of bouquet types. A drastic 

decline in sales occurred during the Covid-19 pandemic. Sales are carried out 

through Instagram social media with creative and interesting marketing strategies 

to reach consumers online. This study aims to find out the extent of the influence of 

Instagram social media and service quality on the purchase decision of Naycraft 

bouquet consumers in Central Cikarang, Bekasi district. The data collection 

method uses a questionnaire. This study has 80 respondents to be used as a sample, 

the number of samples is obtained from the calculation of the Slovin formula. The 

results of the data collection were then analyzed using the help of SPSS version 26. 

The data analysis technique used is quantitative. The analysis methods used are 

validity tests, reliability tests, classical assumption tests, multiple linear regression 

analyses, and hypothesis tests. Based on the results of all tests that have been 

carried out, all variables show that the T calculation is greater than the T table, 

which states that the hypothesis presented by the researcher is accepted, namely 

that there is a positive and significant influence between the variables of Instagram, 

social media, service quality, and product quality on the variables of purchase 

decision. 

  

Keywords : Instagram Social Media, Service Quality, Product Quality, Purchasing 

Decisions 

1) Mahasiswa 

2) Dosen Pembimbing  
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ABSTRAK 

 

Perkembangan industri kreatif buket telah mengalami transformasi dan inovasi 

sehingga terdapat beraneka ragam variasi jenis buket. Penurunan penjualan secara 

drastis terjadi selama masa pandemi Covid-19. Penjualan dilakukan melalui media 

sosial instagram dengan strategi pemasaran yang kreatif dan menarik untuk 

menjangkau konsumen secara online. Penelitian ini bertujuan untuk mengetahui 

sejauh mana pengaruh media sosial instagram, kualitas pelayanan terhadap 

keputusan pembelian konsumen buket Naycraft di Cikarang Pusat kabupaten 

Bekasi. Metode pengumpulan data menggunakan kuesioner. Penelitian ini memiliki 

80 responden untuk dijadikan sampel jumlah sampel tersebut diperoleh dari 

perhitungan rumus slovin . Hasil pengumpulan data selanjutnya di analisis dengan 

menggunakan bantuan SPSS versi 26. Teknik analisis data yang digunakan adalah 

kuantitatif. Metode analisis yang digunakan yaitu uji validitas, uji reliabilitas, uji 

asumsi klasik, analisis regresi linier berganda dan uji hipotesis. Berdasarkan hasil 

semua pengujian yang telah dilakukan semua variabel menunjukkan T hitung lebih 

besar dari T tabel, yang menyatakan bahwa hipotesis yang sampaikan oleh peneliti 

diterima yaitu terdapat pengaruh positif dan signifikan antara variabel Media Sosial 

Instagram, Kualitas Pelayanan dan Kualitas Produk terhadap variabel Keputusan 

Pembelian. 

 

Kata Kunci : Media Sosial Instagram, Kualitas Pelayanan, Kualitas Produk, 

Keputusan Pembelian 

1) Mahasiswa 

2) Dosen Pembimbing   


