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ABSTRACK 

 

This study aims to determine consumer perceptions of women's clothing 

purchasing decisions in social media (Online Shop), the study includes the 

dimensions of consumer perceptions and factors influencing consumer purchasing 

decisions.  Population in this research is all student Akbid Al-Suaibah Palembang 

Level I, Level II, and Level III. While the number of samples used were 49 people 

from a total student have been shopping in Social Media is 97 people.  In this 

study the authors used a technique Probability Sampling using simple random 

sampling method, where sampling of the population was randomly without regard 

to strata that exist in the population. From the analysis using percentage 

calculation result that consumer perception towards women's clothing products in 

social media (Online Shop) is good, because more than half of the respondents 

agreed with the statements contained in each of the dimensions and factors 

affecting consumer purchase decisions towards women's clothing sold in social 

media (Online Shop) is a savings of time, cost, effort, and there are discounts, free 

shipping, as well as models of the products sold are also more updates and rarely 

found in the market / store. 
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