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ABSTRAK

AFIFAH NATHANIA NAJIB 02220220119 PENGARUH E-COMMERCE DAN
SOSIAL MEDIA TERHADAP VOLUME PENJUALAN PEDAGANG PAKAIAN NEW
MAKASSAR MALL. Pembimbing: Prof. Dr. St. Sukmawati Samad S, SE., MM. dan Dr.
Achriansyah Ahmad Gani, SE., MM.

E-commerce dan media sosial kerap digadang sebagai berkah ekonomi
digital, namun bagi pedagang pakaian di New Makassar Mall, keduanya menjelma
tantangan serius. Studi ini hendak mengupas paradoks tersebut dengan
menganalisis secara sistematis bagaimana transformasi digital justru berkorelasi
dengan penurunan pendapatan mereka yang masih setia pada mode konvensional.

Penelitian ini mengadopsi pendekatan kuantitatif berbasis survei untuk
menjaring data dari para pedagang pakaian di New Makassar Mall. Dari total
populasi yang ada, ditetapkan 92 responden sebagai sampel penelitian. Instrumen
berupa kuesioner Skala Likert disebarkan secara digital, kemudian data yang
terkumpul dianalisis melalui serangkaian uji statistik: validitas konstruk, reliabilitas
instrumen, regresi linier berganda, uji parsial (t), uji simultan (F), serta koefisien
determinasi untuk mengukur proporsi pengaruh variabel independen terhadap
penurunan pendapatan.

Temuan penelitian mengungkap bahwa e-commerce terbukti menjadi
variabel yang secara signifikan menekan pendapatan pedagang pakaian di New
Makassar Mall. Kekuatan hubungan ini terbilang erat dengan koefisien korelasi
0,635, di mana e-commerce mampu menjelaskan 38% variasi penurunan
pendapatan (R² = 38%). Sebaliknya, media sosial menunjukkan arah pengaruh
positif namun tidak cukup kuat secara statistik untuk disebut sebagai determinan
utama; ia lebih berperan sebagai katalis yang mempercepat pergeseran preferensi
belanja konsumen. Ketika diuji bersama, baik e-commerce maupun media sosial
secara simultan berkontribusi nyata terhadap fenomena penurunan omzet para
pedagang.

Kata Kunci: E-Commerce, Sosial Media, dan Volume Penjualan.
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ABSTRACT

AFIFAH NATHANIA NAJIB 02220220119 THE INFLUENCE OF E-
COMMERCE AND SOCIAL MEDIA ON SALES VOLUME OF CLOTHING
VENDORS AT NEW MAKASSAR MALL. Supervisors: Prof. Dr. St. Sukmawati
Samad S, SE., MM. and Dr. Achriansyah Ahmad Gani, SE., MM.

E-commerce and social media are often hailed as blessings of the digital
economy, but for clothing merchants at New Makassar Mall, both have become
serious challenges. This study aims to explore that paradox by systematically
analyzing how digital transformation is, in fact, correlated with a decline in their
income, especially for those who remain loyal to conventional fashion.

This study adopts a survey-based quantitative approach to collect data from
clothing vendors at NewMakassar Mall. Out of the total population, 92 respondents
were selected as the research sample. The instrument, in the form of a Likert Scale
questionnaire, was distributed digitally, and the collected data were analyzed
through a series of statistical tests: construct validity, instrument reliability, multiple
linear regression, partial test (t), simultaneous test (F), as well as the coefficient of
determination to measure the proportion of the influence of independent variables
on the decline in income.

The research findings reveal that e-commerce has been proven to be a
variable that significantly suppresses the income of clothing merchants at New
Makassar Mall. The strength of this relationship is considered strong with a
correlation coefficient of 0.635, where e-commerce is able to explain 38% of the
variation in income decline (R² = 38%). In contrast, social media shows a positive
influence, but it is not statistically strong enough to be considered a major
determinant; it plays more of a role as a catalyst that accelerates shifts in consumer
shopping preferences. When tested together, both e-commerce and social media
simultaneously contribute significantly to the phenomenon of declining sales
among merchants.

Keywords: E-Commerce, Social Media, and Sales Volume.
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