ABSTRAK

Skripsi dengan judul “Pengaruh Perilaku Pencarian Informasi Terhadap Konsumen Aida
Branded Matahari Kediri” ini ditulis oleh Inne Arummaisha Chairani, NIM. 186031223068,
dengan pembimbing Corry Asmarany, S.IIP, M.A.
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Perkembangan teknologi informasi mendorong perubahan signifikan dalam perilaku
konsumen, termasuk munculnya fenomena information overload yang memengaruhi
pengambilan keputusan pembelian di sektor fashion. Penelitian ini bertujuan untuk mengetahui
pengaruh perilaku pencarian informasi terhadap konsumsi fashion pada konsumen Aida
Branded Matahari Kediri. Penelitian menggunakan pendekatan kuantitatif deskriptif dengan
teknik purposive sampling terhadap 100 responden. Pengumpulan data dilakukan melalui
kuesioner, kemudian dianalisis menggunakan uji validitas, reliabilitas, normalitas, linearitas,
regresi linear sederhana, uji F, uji t, dan koefisien determinasi. Kajian teoritis berdasarkan pada
model perilaku pencarian informasi David Ellis (1993) yang mencakup delapan indikator yaitu
starting, chaining, browsing, differentiating, monitoring, extracting, verifying, dan ending,
serta teori konsumsi Jean Baudrillard (1994) yang meliputi nilai tanda, simulasi dan simulacra,
hiperrealitas, dan masyarakat konsumsi. Hasil analisis deskriptif menunjukkan bahwa perilaku
pencarian informasi konsumen berada pada kategori baik dengan rata-rata 4,07, sedangkan
konsumsi fashion berada pada kategori baik dengan rata-rata 3,62. Pengujian hipotesis
menghasilkan nilai t hitung sebesar 4,359 (sig. 0,000 < 0,05) dengan persamaan regresi Y =
7,879 + 0,324X dan koefisien korelasi Pearson sebesar 0,403 (kategori sedang) sehingga
hipotesis alternatif diterima dan hipotesis nol ditolak. Nilai koefisien determinasi (R?) sebesar
0,512 menunjukkan bahwa perilaku pencarian informasi memengaruhi konsumsi fashion
sebesar 51,2%, sedangkan 48,8% dipengaruhi oleh faktor lain. Penelitian ini menyimpulkan
bahwa perilaku pencarian informasi berpengaruh positif dan signifikan terhadap konsumsi
fashion, dan disarankan bagi peneliti selanjutnya untuk perluasan lokasi dan metode
pengambilan sampel yang lebih representatif.
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ABSTRACT

The thesis with the title "The Influence of Information Search on Fashion Consumption on
Aida Branded Matahari Kediri Consumers" was written by Inne Arummaisha Chairani, ID No.
186031223068, with supervisor Corry Asmarany, S.IIP, M.A.
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Advances in information technology have driven significant changes in consumer behavior,
including the emergence of the phenomenon of information overload, which influences
purchasing decisions in the fashion sector. This study aims to determine the effect of
information-seeking behavior on fashion consumption among consumers of Aida Branded at
Matahari Kediri. The study employed a descriptive quantitative approach using purposive
sampling of 100 respondents. Data were collected via a questionnaire and analyzed using
validity, reliability, normality, and linearity tests, as well as simple linear regression, the F-test,
the t-test, and the coefficient of determination. The theoretical framework is based on David
Ellis’s (1993) information-seeking behavior model, which includes eight indicators: starting,
chaining, browsing, differentiating, monitoring, extracting, verifying, and ending; as well as
Jean Baudrillard’s (1994) theory of consumption, which covers the value of signs, simulation
and simulacra, hyperreality, and consumer society. The results of the descriptive analysis show
that consumers’ information-seeking behavior falls into the “good” category with a mean of
4.07, while fashion consumption falls into the “good” category with a mean of 3.62. Hypothesis
testing yielded a calculated t-value of 4.359 (sig. 0.000 < 0.05) with the regression equation Y
=7.879 + 0.324X and a Pearson correlation coefficient of 0.403 (moderate category), thus the
alternative hypothesis is accepted and the null hypothesis is rejected. The coefficient of
determination (R?) of 0.512 indicates that information-seeking behavior accounts for 51.2% of
the variation in fashion consumption, while 48.8% is influenced by other factors. This study
concludes that information-seeking behavior has a positive and significant effect on fashion
consumption, and it is recommended that future researchers expand the study location and
employ more representative sampling methods.
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