DAFTAR ISI

SERTIFTKAS ...ttt sttt sttt ettt et st ese e s e nteseeeneenseeneas il
PERSERTUJUAN TESIS ...ttt il
MOTTO/PERSEMBAHAN ......ootiiiiiiiterteeieieee sttt a e eieessessesseesesesseessensessesssensensensens v
ABSTRACT ........... 4. . "% W o OO o ... v
ABSTRAK.... 48 W'Y . o SS— ... ... W vi
KATA PENGANTAR W........ [SSSS— o W—". . .. ... ... . . vii
DAFTARVIST . . ... .. S SN [——— . ... W . . W . xi
DAFTEAR TABEL,....... S S S, . § S W S ... o W Xiv
DAIAR GEAMBAR W S W} 84 . S —. ... . B XVi
DARBAR LAMPIR AN e L I e 18 xvii
BABNIPENDAHUL UZNN__—_. . N o . ......eoevveeeeen 1
1.1 Latar Belakang Masalah ............ccc.coieviiiniieniienieeeeecceee e 1
1.2 Rumusan Masalah .............cocoiiiiiii e 11
1.3 Tujuan Renelitiaf, . M. S8 4 & 8 8 ... ... . .. 8 13
1.4 Kegunaan Penelitian ...........ccccoooieriiriiiiiinieiieieeseeeesee e 14
1.5 Asumsi-Asumsi Penelitian ............ooooeiiiiiiiiiiiie e 15
1.6 Orisinalitas Penelitian ...........ccoceririieiiiiiie e 16
1.7 OUlRGRTCSIS ........os. . O oo csaca N, . ........ 18
BAB II TINJAUAN PUSTAKA ...ttt 18
2.1 [ didasan MEOry......... S NS B SN SN WL N W W ... 18
2.1.1 Parasocial Interaction TREOTY ............coueeveeieceeieeieeeeeeieeereeseeseeseans 18
222 Celebrity Brand POSE ...........cccccueoieiieiieiiieee ettt 21
223 TrusSt in INSTAGVAM .........eeeeeeeeeieeeeeiee et e et essaesaaeesaeen 24
2.2.4 Positive Word of Mouth (P-WOM) .........c..ccoueveevieciecieciieceecieeveereees 25

Xi



2.2.5 Brand ENgagement .............ccecvueieveecieeiieecienreseeseesvessessessesnessnessnenes 28
2.2.6 Attitude Toward Green Brand................cocooeioieoieoeeciicenieeieieee 31
2.2.7 Brand EVAngGeliSm .............cccoieiiiiiiieiieiieseeseseeseee e 33
2.2 Penelitian Terdahulu.............coooiiiiiien e 35
2.3 Hubungan Antar Variabel..........ccceeveeviiiiieciiiieeeieee e 37
2.3.1 Celebrity Brand Post terhadap Positive Word of Mouth........................ 38
232 Celebrity Brand Post tethadap Brand Engagement .............................. 40
2.3.3 Celebrity Brand Post terhadap Attitude toward Green Brand.............. 45
2.3.4 Trust in Instagram terhadap Positive Word of Mouth........................... 48
2.3.5 Trust in Instagram terhadap Brand Engagement ................cccoeueeuenne... 51
2.3.6 Trust in Instagram terhadap Attitude toward Green Brand.................. 54
2.3.7 Positive Word of Mouth terhadap Brand Evangelism............................ 58
2.3.8 Brand Engagement terhadap Brand Evangelism .....................ccccccou... 61
239 Attitude toward Green Brand tethadap Brand Evangelism ................... 64
2.4 Kerangka Pemikiran TEOTItS .....ev.veruierieriieeiiiiiiiie et 66
BAB IIl METODE PENELITIAN.........ottiiiieeiiienreiontesciteestteeeitneeceeeseneessneessneessssesssasesnees 67
3.1 Jenis dan Sumber Data Penelitian..........ccocceeeiiiinienininieeiveees 67
3.2 Populasi dan Sampel Populasi............cocoeeeveniniiiiinininiiinencecee, 67
33 Definisi Operasional Variabel / Instrumen Penelitian........................... 69
34 Metode Pengumpulan Data..........cccceevvieviieiieiiesicsiieseee e 71
3.5 Teknik ANALISIS .. .oieieriiierie e e e 71
3.5.1 ANALISIS UNIVATIAL ......eeiuieiieiiieniiesiiesieesieeicestee st cestte st este e b eseeesteeneeeeeens 72
352 Analisis MUltivariat..........cccooioiiiiiiii e 72
BAB IV HASIL PENELITIAN DAN PEMBAHASAN .....oooiiiiiieeeeeee e 78
4.1 Deskripsi Objek Penelitian ...........coocvevierienieniinieniesiesieceeeee e 78
4.1.1 Deskripsi Umum Objek Penelitian...........ccoccvevievienieeneenieniesiesieeiens 78

Xii



4.1.2 Deskripsi Umum Responden............cceeeveeierierienienienieneeseeseeseeseeens 80
4.1.3 Analisis Indeks Jawaban Responden.............cceevvvevinienieniesiencresnenenn. 84
4.2 ANALISIS SEM ..ot 101
4.2.1 TEKNIK ANALISIS ...evertieuienieieeeieieste sttt ettt se e eneeneas 102
422 Measurement Model (Confirmatory Factor Analysis) ...........cc..co....... 113
424 Analisis Direct Effect, Indirect Effect, dan Total Effect..................... 128
43.1 Pengaruh Celebrity Brand Post terhadap Positive Word of Mouth ..... 133
4.3.2 Pengaruh Celebrity Brand Post terhadap Brand Engagement............ 134
433 Pengaruh Celebrity Brand Post terhadap Attitude Toward Green
Brand. . 8. . S KN WS AN . & 4 W 135
4.3.4 Pengaruh Trust in Instagram terhadap Positive Word of Mouth......... 136
4.3.5 Pengaruh Trust in Instagram terhadap Brand Engagement ................ 137
4.3.6 Pengaruh Trust in Instagram terhadap Attitude Toward Green
1005017 rrreenc W W Woelrrree . WO coveves . AAOTUOONOOON 138
4.3.7 Pengaruh Positive Word of Mouth terhadap Brand Evangelism......... 138
4.3.8 Pengaruh Brand Engagement terhadap Brand Evangelism ................. 138
4.3.9 Pengaruh Attitude Toward Green Brand terhadap Brand
Evangelisyzi 5 W Wi W BN S S B S ... 140
BAB V PENUTUP ..ottt ettt ettt sbe e 142
5.1. T 19010) 1 20 R . SR A 142
5.2 TihplikasT... M S 0 Sl S0 SRR B WM. 144
53 Keterbatasan Penelitian dan Saran Penelitian Selanjutnya.................. 148
DAFTAR PuiSilis KeAvesms . ssssm. ... S50 . 0S5 SSe S Sesssees . SS9 SSSSS—...... 154
LAMPIRANM....... S8y S0 W0 B WO S O ... 163

Xiii



DAFTAR TABEL

Tabel 1. 1 ReSCArcCh GaP .........cccuoooeeieiiiiiiieieet ettt 8
Tabel 2.1 Artikel mengenai Celebrity Brand Post............cccoevieiieniiiiniiiiieieeee. 24
Tabel 2.2 Artikel mengenai Trust in InStagram............cccoecveevieeiienienieeieeeeenen. 25
Tabel 2.3 Artikel mengenai Positive Word of Mouth ...........cocooiiiinininnnnne. 27
Tabel 2.4 Artikel mengenai Brand Engagement ..........ccc.cocooiviieniininiinicncnnene. 31
Tabel 2.5 Artikel mengenai Aftitude Toward Green Brand..........................c....... 33
Tabel 2.6 Artikel mengenai Brand EVAnGeliSm ..................cccocoveevueeeriesienerennanne. 34
Tabel 2. 7 Artikel Penelitian Terdahulu..............occooiiiiiiiiiii i, 35

Tabel 2.8 Artikel mengenai Hubungan Celebrity Brand Post dengan Positive
Wordj@f Mowmge ™..... AN S BN ... LRL.. N AV W . W 40
Tabel 2.9 Artikel mengenai Hubungan Celebrity Brand Post dengan Brand
Eng@ibenOiims”...... SN TN 101 ... SO S ... 44
Tabel 2.10 Artikel mengenai Hubungan Celebrity Brand Post dengan Attitude
Towlilid Green Branti gt M, e gt O e eeeereeereecneesees . 47
Tabel 2.11 Artikel mengenai Hubungan Trust in Instagram dengan Positive Word
of MOt ...................ou oy T of BN . ..................... ... 50
Tabel 2.12 Artikel mengenai Hubungan Trust in Instagram dengan Brand
Engageni@nt.................. A AN R WA R SV SV A ..................... ... 53
Tabel 2.13 Artikel mengenai Hubungan Trust in Instagram dengan Attitude
Toward Greemn Brand .................cccoocueiouieiiiiiiiiieee ettt 57
Tabel 2.14 Artikel mengenai Hubungan Positive Word of Mouth dengan Brand

Evangelism..... . .......... 00N A A O conuul................... 60
Tabel 2.15 Artikel mengenai Hubungan Brand Engagement dengan Brand
Evangelisngs . oy B - - B -0 . 63
Tabel 2.16 Artikel mengenai Hubungan Attitude Toward Green Brand dengan
Brand EVANGELIST ...........cccooeeuiieiiieeeiieeeiee ettt svte et saveesnnveeen 66
Tabel 3.1 Indikator Variabel Penelitian ...........c.oceeierieiiniiniiniieienieceeeees 68
Tabel 4. 1 Distribusi Responden Berdasarkan Eksposur Konten.......................... 82

Tabel 4. 2 Distribusi Responden Berdasarkan Pengalaman Penggunaan Produk.82

Xiv



Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.

3 Distribusi Responden Berdasarkan Domisili........c.cccceevieerieeieeneennee. 83
4 Distribusi Responden Berdasarkan Usia..........cccceevveeciienienieenieeennnnne, 83
5 Distribusi Responden Berdasarkan Jenis Kelamin............ccccceoeeene. 84
6 Analisis Indeks Jawaban Celebrity Brand Post ...............ccceeeeeeennn... 87
7 Analisis Indeks Jawaban Trust in Instagram...................c.cccocceuene.. 89
8 Analisis Indeks Jawaban Positive Word of Mouth............................... 92
9 Analisis Indeks Jawaban Brand Engagement ............cc.c..ccoueeeveennnnnne. 94
10 Analisis Indeks Jawaban Attitude toward Green Brand.................... 96
11 Analisis Indeks Jawaban Brand Evangelism ..............c......cccouueuenn..... 99
12 Pengecekan Outlier Multivariate.................c..ccooevverceeeiinenceeaninannne. 104
13 Reggilaran NErgiTicasme.... JAL.... ... R B...... . 5. . W . 106
14 Hasil Uji Validitas Konvergen Konstruk Eksogen.........c..cccoccoee. 115
15 Hasil Uji Validitas Konvergen Konstruk Endogen.......................... 118
16 Hasil Uji Fit Variabel Source Credibility ........ccccoeeveecvieeveeniannanns 121
17 Regression Weights Full Model SEM ..........ccccccoevvevvueaiinnieniiiannannn, 122
18 Nilai Standardized Effect .............cccooeevuerouininnensisiinniniinieienecneens 129
19 Nilai Standardized Indirect Effect............c.....cccoocvvucneeviniinienncnnens 130
20 Nilai Tot gl [Camer.. ... S ... S . . .............. N 132

XV



DAFTAR GAMBAR

Gambar 1.1 Launcing Mother of Pearl ...............ccccoevoiiieiiiiniiaiieeeesieeeeeeeens 4
Gambar 2. 1 Kerangka Pikir Penelitian ......c....coooeeiiiiiiiiiiiiienieieeeeeeeee, 67
Gambar 4. 1 Tabel Correlations ................coccooueieiiisiiinseeaniaeieesieeeeeeeeeeeeees 110
Gambar 4. 2 Tabel KOVAFIANS .......cccceecueeeiieiiiiiiecias ittt 112
Gambar 4. 3 CFA Konstruk EESOZENn .........ccccuuuieiiiiiiiiiieiiiieeiesieeie e 114
Gambar 4. 4 CFA Konstruk ENdogen .........ccce..eeverieninniniininiincecseeeene. 117
Gambagl¥. 5 lgll8/odel P ISl SUNN T W, ... 9. . 120

Xvi


file:///C:/Users/OS/Downloads/TESIS%20-%20HARGIANTI%20-%20revisi%20RUPT%20-%20lanjut%20bab%204%205.docx
file:///C:/Users/OS/Downloads/TESIS%20-%20HARGIANTI%20-%20revisi%20RUPT%20-%20lanjut%20bab%204%205.docx
file:///C:/Users/OS/Downloads/TESIS%20-%20HARGIANTI%20-%20revisi%20RUPT%20-%20lanjut%20bab%204%205.docx

DAFTAR LAMPIRAN

Lampiran 1 Draft KUeSIONEeT .......ccc.eoiiieiiiiiiieiieiieeiiee e 163

Lampiran 2 Data Responden ............cooueviiinieeiiienieeiieie e 171

FEB UNDIP



	DAFTAR ISI

