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ABSTRAK 
 

Nama : Davin Ongkadinata (00000045349) 

Judul : Analisis Faktor-faktor Yang Memengaruhi Online Purchase Intention 

Produk Pakaian di Masa Pandemi COVID-19 dengan Pendekatan TPB dan 

TAM 

 

Pandemi COVID-19 membuat terjadinya perubahan perilaku konsumsi konsumen 

menjadi konservatif. Tren konsumsi konsumen mengalami perubahan akibat 

aktivitas di luar rumah yang dibatasi oleh pemerintah. Akan tetapi, data yang 

ditemukan menunjukkan penjualan produk pakaian mendekati akhir tahun 2020 

mengalami peningkatan. Oleh karena itu, penelitian ini bertujuan untuk memahami 

pola pikir konsumen mengenai niat beli produk pakaian secara online di masa 

pandemi COVID-19. 

Penelitian ini menggunakan pendekatan kuantitatif dengan integrasi Theory of 

Planned Behavior (TPB) dan Technology Acceptance Model (TAM) dengan 

perceived risk terhadap niat beli produk pakaian secara online di masa pandemi 

COVID-19 berdasarkan konsumen online Indonesia. Teknik analisis data 

menggunakan analisis regresi linear berganda dengan SPSS 26. 115 responden 

dipilih dengan teknik judgment sampling berdasarkan kriteria konsumen produk 

pakaian yang pernah membeli produk pakaian secara online di masa pandemi. 

Hasil penelitian ini menunjukkan bahwa attitude, subjective norm, dan perceived 

usefulness berpengaruh positif dan signifikan terhadap niat beli produk pakaian 

secara online di masa pandemi COVID-19 (Maret 2020 – Januari 2021). Variabel 

perceived usefulness memiliki pengaruh terbesar dan paling signifikan terhadap niat 

beli online karena keberadaan website dan aplikasi mobile sangatlah berguna untuk 

belanja konsumen demi menghindari penyebaran virus COVID-19.  

Secara teoritis, indikator-indikator model penelitian ini dimodifikasi dan 

dikembangkan dengan penambahan indikator security risk pada variabel perceived 

risk. Secara praktis, penelitian ini berkontribusi pada pengetahuan/insight mengenai 

niat beli produk pakaian secara online di masa pandemi dan memberi saran kepada 

tim pengembang e-commerce maupun marketplace untuk membuat kode 

pemrograman yang bersih dan efisien untuk meningkatkan loading speed dan 

performa website dan aplikasi untuk menghemat waktu konsumen dalam berbelanja. 

 

Kata Kunci: Online purchase intention, TPB, TAM, produk pakaian, COVID-19 
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ABSTRACT 
 

Name : Davin Ongkadinata (00000045349) 

Title : Analysis of Factors Affecting Online Purchase Intention of Clothing 

Products in COVID-19 Pandemic Era with TPB and TAM Approach 

  

The COVID-19 pandemic has led to changes in consumer consumption behavior to 

be conservative. Consumer consumption trends have changed due to activities 

outside the home that are limited by the government. However, the data found 

shows that sales of clothing products near the end of 2020 have increased. 

Therefore, this study aims to understand the mindset of consumers regarding the 

intention to buy clothing products online during the COVID-19 pandemic. 

This study uses a quantitative approach with the integration of Theory of Planned 

Behavior (TPB) and Technology Acceptance Model (TAM) with the perceived risk 

of buying intentions for clothing products online during the COVID-19 pandemic 

based on Indonesian online consumers. The data analysis technique used multiple 

linear regression analysis with SPSS 26. 115 respondents were selected by 

judgment sampling technique based on the criteria of consumers of clothing 

products who had bought clothing products online during the pandemic. 

The results of this study indicate that attitude, subjective norm, and perceived 

usefulness have a positive and significant effect on the intention to buy clothing 

products online during the COVID-19 pandemic (March 2020 - January 2021). 

Perceived usefulness variable has the biggest and most significant influence on 

online purchase intention because the existence of websites and mobile applications 

is very useful for consumer shopping in order to avoid the spread of the COVID-19 

virus. 

Theoretically, the indicators of this research model are modified and developed 

with the addition of security risk indicators to the perceived risk variable. In 

practical terms, this research contributes to knowledge / insights regarding the 

intention to buy clothing products online during the pandemic and provides advice 

to e-commerce and marketplace development teams to create clean and efficient 

programming code to increase loading speed and website and application 

performance to save consumer time in shopping. 

Keywords: Online purchase intention, TPB, TAM, fashion products, COVID-19 
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