DAFTAR ISI

PERSETUJUAN SKRIPSI .....ooiiiiiiiieieeieeete ettt ii
PENGESAHAN KELULUSAN UJTAN. ...ttt iii
PERNYATAAN ORISINALITAS SKRIPSI....coiueiiiiiiiiiiieeeeeeeeeee, v
MOTTO DAN PERSEMBAHAN ....c.ooiiiiiiiiieeee et \
ABSTRACT ........... ... 2. ERM . S LM W ... vi
ABSTRAK...... 4. 2% 9. ... g ... .. &8 . ... vii
KATA PENGANTAR .....ccoo ettt ettt e st viil
DAFTAR JB1 ....2. .Y ...... AV A S ... €Y o ... Xi
DAFTAR TABEL........ooeoiiieiieieeiesie e cte et eestesntsn saesaaneesseenseestaensnssanssessnessesnsens Xiv
DAFTAR GAMBAR 4% S5 0. L84 S0 L BA. ... N XV
DAETAR LAMPIRAN ..ot eieiiiiiteiee st st seessifennnenseenessns funshnaseeessesibeennanseesesantas XVi
BAB I PENDAHULUAN ...coutiiiiiiitatnt ettt sttt et enesite s saee et steeaeenaesnneenees 1
1.1 Latar Belakang Masalah............ccccociiiiiiiiiiiiieie e 1
1.2 Rumusan Masalah ............ciiiieiiineiiin i 24
1.3 Tujuan Penelitian .......ccccoerieiiiieneeeiierieecieesee et e staeeseesieeeveeenreeeeesevesnneees 26
1.4 Manfaat Penelitian.......ccoooeiiiiiieioniienie ettt ses e 27
1.5 Sistematika Penulisan.............ccveeiiviiniiniiiiioneciieeceeee s 28
BAB II TELAAH PUSTAKA ... .ottt et ste e 31
2.1 Landasan TEOTT .........cccereerueeriereiiteeitesieestteitesteenteeieeseeeteetesiee st eneesaeeeeenee 31
2.1.1 Elaboration Likelihood Model..................ccccccccveviinioinnoiniianinaene. 31
2.1.2  Electronic word of mouth (EWOM) .......ccccceeviiiiiueiiiianieniieeieeieeeene 33
2.1.3 Socidimtlucnce.....”. . X8 MW A8 0T ... 33
2.1.4 BFANA IMAZE ..........ooeeieiiiiiiieiie st esee ettt ens 35
2.15 By assds. w5000 B R - 37
2.1.6  Purchase INtention ............cc..cceuuueiieeiiieeieeeiie e e eeee e iee e 38

2.2 Penelitian Terdahulu.........cccoooiiiiiiiiinieeee e 40
2.3 Hubungan Antar Variabel ..........ccccoooiiiiiiiiiiiieeceece e 44
2.3.1 Hubungan eWOM dengan Purchase Intention..................ccceecuveeueen. 44
2.3.2 Hubungan eWOM dengan Brand Image ................cccoeeecvveeecueeeecunenns 46
2.3.3 Hubungan Brand Image dengan Purchase Intention.......................... 48

xi



2.3.4 Hubungan eWOM dengan Brand Trust ..........ccccccvueeeeeeenceeescveennnnnnn 50

2.3.5 Hubungan Brand Trust dengan Purchase Intention............................ 52
2.3.6 Hubungan Social Influence dengan Brand Image .............................. 53
2.3.7 Hubungan Social Influence dengan Brand Trust ................ccccoueunee... 55

2.3.8 Brand Image memediasi hubungan eWOM dan Purchase Intention . 57
2.3.9 Brand Trust memediasi hubungan eWOM dan Purchase Intention... 59

2.4 Kerangka Pemikiran .........cccoiiiiiiioniiiii ittt 61
BAB III METODE PENELITIAN.......cccoiitiite ittt 63
3.1 Variabel Penelitian serta Definisi Operasional Variabel............................. 63
3.1.1 gWariaBgifPeTic]iti e A N N o W 63
3.1.2 Definisi Operasional Variabel...............coccoiiiiinniiiiieeee 64
3.2 Bopul@eidin SohTHEES. M. ..... L B)..... . UN.AEYA.. .. .Y _a. 0. 66
2.1 PopulasiGh B EE W 100 A SEEAN . o 66
0.2 “Swifipc] N, U———. 1. S . 67
3.3 Jenis dan Sumber data ..............ccoiiiiiiiiiiiii e 68
.1 Jenis Datd”. ot vt e 68
3.3.2 Sumber Data ......ccooiiiiiiiii e 68
3.4 Metode Pengumpulan Data ........ccc.coceeniiiiiiiniiiiiiiiicecccteee 70
3.4.1 Studi Pustaka.........coooiiiiiiiiniiiiiete e 70
3.5 Metode Analisis Data ........ccceeiiiiiiiiiniieieee e 71
3.5.1 Evaluasi Model Pengukuran (Outer Model)..................c..coeeuueune.... 72
3.5.2 Evaluasi Model Struktural (Inner Model)...............ccoueeeiiueeecueeennnanns 74
3.5.3 Pengujian Hipotesis Penelitian .............ccccooeieeiiieniieiiiiniecieeeeeenne, 75
3.5.4 Analisis Efek Mediasi........ccoccoiiiiiiiiiiiiiesiiisie e 75
3.6 Uji Kelayakan KuiSIONeT ........ccciiiiiiiiiiiiii et 76
3.6.1 jikhigies. R 0. B B - R W 76
3.6.2 Uji Realibilitas .....covueeueiiiiniieniiniiiiiiciiei sttt 77
BAB IV HASIL DAN PEMBAHASAN......coiiiteteeeesee e 79
4.1 Deskripsi Objek Penelitian..........ccccecvveeeiiieeiiiieciiieeiie e 79
4.1.1 Deskripsi Umum Objek Penelitian ............cccceevverciienienieenienieenneenns 79
4.1.2 Deskripsi Umum Responden ............ccccveeeiiieiiieeniieesiieeeiee e 79
4.2 Hasil ANalisis Data ........ccceevuiriiiriiniiiieiiesieeeee e 83



4.2.1 Uji Outer MOdel.......cooouiiiiiiieeiieeciie ettt 83

4.2.2 Model Struktural (Inner Model) ............cccoovveiiieiiiiiiiiiiiieeeene 90
4.2.3  Uji Hipotesis (Direct Effect) ......ccouuuuemuiecienieeiienieecieeeeeeveesee e, 94
4.2.4 Uji Hipotesis (Indirect Effect).........cccuuvueveiviiioiiiiiaiiieiiesieeieeseene 97

4.3 Pembahasan ...........cocueiieriiiiinieneeiee st 99
4.3.1 Pengaruh eWOM terhadap Purchase intention ........................c........ 99
4.3.2 Pengaruh eWOM terhadap Brand Image.............ccccccuuevuevueennnnn.n. 101
4.3.3 Pengaruh Brand Image terhadap Purchase Intention....................... 102
4.3.4 Pengaruh eWOM terhadap Brand Trust ...........ccccccoueeeiieieeennnnnnnn. 103
4.3.5 Pengaruh Brand Trust terhadap Purchase Intention......................... 105
4.3.6 Pengaruh Social Influence terhadap Brand Image............................ 106
4.3.7 Pengaruh Social Influence terhadap Brand Trust ............ccceueenvnnn.... 107
4.3.8 Peran Mediasi Brand Image dan Brand Trust .................cccccuueeueenunes 108
BABJY PENGH UP SN, U—— 1 ... SO Sy ... ... ;.. 110
5.1@Kesimpulan SR N .......... I8\ ... B e ... N 110
5.28Implikasi Teol T Sammumdi " Svuiimr=mn i e ...........oocveeeneeo JNo. 113
5.3 Implikasi Manajerial..............cooiiieiiiiiiiiee et 114
5.4 Keterbatasan ...c.ociiieueiruieieieie et it e et siee bt e siaeeabtaih s et e s ateebeesaaeebeesneeens 118
5.5 Saran untuk Penelitian Selanjutnya........cc.cccceeoiieeeiiieeeiiieeniieeiee e, 119
DAFTAR PUSTAKA ... oottt ett et eteenae e enae e saeenseesaesnaenseeneas 120
LAMPIRAN ...ttt et sttt et st e st sitesate b e eeteesteteentesseenseeneesstanseensesaean 126

xiil



