DAFTAR ISI

ABSTRAK e i
ABSTRACT .ot b et ane e ne e i
KATA PENGANTAR ..ot iv
DAFTAR ISH ..t v
DAFTAR TABEL ... e X
DAFTAR GAMBAR ...ttt xii
DAFTAR LAMPIRAN ..ottt Xiii
BAB | PENDAHULUAN ...t 1
1.1. Latar Belakang Masalah ... s 1
1.2. Rumusan Masalah ... 11
1.3, TUJUAN PENEIITIAN .....ciiiiiiiccc e 11
1.4, Manfaat Peneltian ..........cooeiiiiiiiei e 12

141, Manfaat TEOIIIS .....coiviieiiiiieieeese e 12

142,  Manfaat Praktis ..........ccoooiiiiiiiiie e 12
BAB 1 KAJIAN PUSTAKA ...t 13
2.1, PUIChase INENTION .........oiiiiiiiie it 13

2.1.1.  Pengertian Purchase INtention .............cccccveviiiiiiienicic e 13

2.1.2.  Indikator Purchase INtention ..o 14
2.2. Celebrity ENCGOISEMENT........cciiiiiiieiiesie e 15

2.2.1.  Pengertian Celebrity ENAOrsement...........ccccooovverinininienenese e 15

2.2.2.  Peran Celebrity ENdOrsement........cccooeiiiiiiiinininsieee e 17



2.3.

2.4.

2.5.

2.6.

2.7.

2.3.3.  Keuntungan Menggunakan Celebrity ENndoser ............ccccoovevviiennnnnnns 17

2.3.4. Indikator Celebrity ENAOrsement.........cccccererienennenie e see e 18
Electronic Word of Mouth (E-WOM) ... 19
2.3.1.  Pengertian Electronic Word of Mouth (E-WOM)..........cccocvvviinnnnnnns 19
2.3.2.  Indikator Electronic Word of Mouth (E-WOM) ........c.ccccevvevviiieinennne 20
PEICEIVEA PIICE ..ottt 21
2.4.1.  Pengertian Perceived PriCe.........ccccoviiiiiiiiii e 21
2.4.1.  Indikator Perceived PriCe ..........ccoiiieiiineiciic e 23
Brand IMage........oiieii ettt an e 23
2.5.1.  Pengertian Brand IMage...........ccccoveiiiiiieiieii e 23
2.5.2.  Faktor-Faktor Pembentuk Brand Image............ccooueveieienenencnenennen 25
2.5.3.  Indikator Brand IMage ..........cccourieiierieiieiesiesiesiisesee e 25
PerceiVed ValUE..........coiiiiiiie e 26
2.6.1.  Pengertian Perceived Value ..........cccooiiiiiiiiiiineeee 26
2.6.2.  Cara Menciptakan Perceived Value............cc.ccoovviiiiiiiiici e 27
2.6.3.  Indikator Perceived Value. ... 28
Kerangka Teori dan Rumusan HipOteSIS ..........ccoviririiiniinieneic e 29
2.7.1.  Celebrity Endorsement dan Purchase Intention ............cccccceeeivveieennnne 40
2.7.2.  Celebrity Endorsement dan Brand Image............cccccevevvieiieiciiieseenns 41
2.7.3.  Celebrity Endorsement dan Perceived Value.............ccccccevveviiiieinennnns 42
2.7.4.  Electronic Word of Mouth (E-WOM) dan Brand Image...................... 42
2.7.5.  Electronic Word of Mouth (E-WOM) dan Purchase Intention............. 43
2.7.6. Perceived Price dan Brand Image ..........cccceoveieeiiecii e, 44

Vi



2.7.7. Perceived Price dan Perceived ValUe ........cooovoe oo, 44

2.7.8.  Perceived Price dan Purchase Intention............c.ccooeveveneneninennnnn 45
2.7.9.  Brand Image dan Purchase INtention ...........c.cccocvviniininneninsieeneenns 45
2.7.10. Perceived Value dan Purchase Intention ..., 46
BAB Il METODE PENELITIAN ..o 63
3.1. Waktu dan Tempat Penelitian..........cc.cocoiiieiiiiiiiieiicc e 63
3.2. Desain PeNelitian ..........ccooiiiiiiiiieictree e 63
3.3. Populasi dan SAMPEL..........coiiiiiie et 64
3.4. Pengembangan INStIUMEN ........cc.ooiviiiiiciiecie e 65
3.4.1.  Celebrity ENAOrSEMENL..........cccoveiiieiiecieiee e 66
3.4.2.  Electronic Word of Mouth (E-WOM) .......c.cccoiviiiniiiiie e 67
343, Brand IMaAgE......cccooiiiiiiiiiiisieiiee et 69
344, PerceiVEd PriCE ....cviiiiiiiii e 70
3.4.5.  Perceived ValUE ...t 71
3.4.6.  Purchase INtention ..........coocoiiiiiieiiii e 71
3.5. Teknik Pengumpulan Data ...........ccooiiiiiiiiiiiic e 73
3.6. Teknik ANAliSiS Data.........cccoeiiiiiiiiiiiieee e 74
3.6.1.  UJIEValiditas ......ccveiveeieiieieee et 74
3.6.2.  UJi REHADIIITAS ...cveeveeiiciiccie e 75
3.6.3.  Uji Analisa Data Structural Equation Modeling (SEM) .........ccccccuene. 75
BAB IV HASIL DAN PEMBAHASAN ... 83
4.1, DESKIIPST DALA .....ccviiiiiiiiicciie et 83
4.1.1.  Profil Jenis Kelamin ReSpoNden .........cccocveiieeiieiie e 83

vii



4.1.2.  Profil Usia RESPONAEN ......ccuoiiiiiiiiiiiieieie e 83

4.1.3.  Profil Status Pernikahan ReSPONden ............ccccovvviiiiieieicnc e 84
4.1.4. Profil Status Pendidikan ReSPONGEN ...........cccovriiiiiniiciiicc e 84
4.1.5.  Profil Pekerjaan RESPONUEN .......cccuiieieiiiieieiiesieses e 85
4.1.6.  Profil Penghasilan ReSPONEN.........cccevvviiiiiiiieiie e 86
4.1.7.  Profil Domisili RESPONUEN .......ccueiieiieiecieie e 87
4.2. Analisis Deskriptif Variabel Penelitian...........ccccccooveieiieii i 90
4.2.1.  Celebrity ENAOrSEMENt.......c.cccooiiiiiiiieie et 90
4.2.2.  Electronic Word of Mouth (E-WOM)........ccccoeiiieiieieie e 93
4.2.3.  Brand IMage.......cccecuiiieii ettt st eae s 95
424,  PerceiVed PriCE ...ttt 97
4.25.  PerceiVed ValUE ..o 99
4.2.6.  PUurchase INtENTION ......cccooveiiiiiiiiiiece e 100
4.3, UJE INSEFUMIBN ..ottt 102
4.3.1. Uji Validitas dan Uji Reabilitas ...........ccooevirininiinieiiienee e 102
4.3.2.  Uji Struktural Model ... 106
4.4. Uji Hasil Kesesuaian HIPOTESIS ..........ccuviiiiiiiiiiiiisiesc s 111
4.5. Pembahasan Uji Structural Equation Modelling (SEM) .........c.ccoccevvevieinnnnee. 115
45.1. Pengaruh Celebrity Endorsement terhadap Purchase Intention ......... 116
4.5.2. Pengaruh Celebrity Endorsement terhadap Brand Image................... 118
4.5.3. Pengaruh Celebrity Endorsement terhadap Perceived Value.............. 120

4.5.4. Pengaruh Electronic Word of Mouth (E-WOM) terhadap Brand Image
122

viii



455. Pengaruh Electronic Word of Mouth (E-WOM) terhadap Purchase
Intention124

45.6. Pengaruh Perceived Price terhadap Brand Image..............cccccvevveennne. 126
4.5.7.  Pengaruh Perceived Price terhadap Perceived Value......................... 128
4.5.8. Pengaruh Perceived Price terhadap Purchase Intention..................... 130
4.5.9. Pengaruh Brand Image terhadap Purchase Intention ......................... 133
4.5.10. Pengaruh Perceived Value terhadap Purchase Intention ................ 134
BAB V KESIMPULAN DAN SARAN ..o 137
5.1, KESIMPUIAN ...ttt sb e 137
5.2. Implikasi Man@Jerial ...........cccoeiiiiiiiiiiiieieese e 139
5.3. Keterbatasan Penelitian ... 141
5.4 Sardmmmm.......... 0. Yoo Ll ] 141
DAFTAR PUSTAKA ettt ab e nreas 144
LAMPIRAN ..ttt e e e e e st e s nbb e e nnneas 153



DAFTAR TABEL
Tabel 1.1 Jumlah Pekerja Aktif BPJS Ketenagakerjaan Bukan Penerima Upah

(BPU) Tahun 2017-2021 ......ocviiieieiesieieesie ettt sbeaese s 3
Tabel 2.1 Penelitian TerdanulU............cocuoiiiiiiiine s 38
Tabel 3.1 Timeline Perencanaan Penyelesaian TesSiS........cccccevvererieienriesiieseeniens 63
Tabel 3.2 Indikator Celebrity ENdOrsement. ..........c.coocviiiineiiciciesesc e 66
Tabel 3.3 Indikator Electronic Word of Mouth ...........c.ccocviinienene e 68
Tabel 3.4 Indikator Brand IMage.........ccooviiiiiiiiiie et 69
Tabel 3.5 Indikator PerceiVed PriCE ........ocuviiieieiie et 70
Tabel 3.6 Indikator Perceived ValUe...........ccoveiiiieiieiiee e 71
Tabel 3.7 Indikator Purchase INtention ...........ccccoveveieiiiiininicieeee e 71
Tabel 3.8 Ringkasan Acuan Validitas .............ccccceeeiiieiiiic e 75
Tabel 3.9 Tabel Kriteria Goodness Of fit.........ccccceoveiieiiiiieiieie e 81
Tabel 4.1 Profil Jenis Kelamin ResSponden ............ccociiiiiiiniieicnesc e 83
Tabel 4.2 Profil Usia RESPONUEN.........cccveiiiiiiiieie et 84
Tabel 4.3 Profil Status Pernikahan ReSponden............cccoevveieevieiecie e 84
Tabel 4.4 Profil Status Perdidikan Responden ............cccooviviiinieiene e 85
Tabel 4.5 Profil Pekerjaan ReSpONdEN........cccoveiiiiiiiiiiiiiicee s 86
Tabel 4.6 Profil Penghasilan ReSPONAEN............cccooeiieiiiieceece e 86
Tabel 4.7 Profil Domisili RESPONUEN ..........ccviiiiiiiieiiece e 88
Tabel 4.8 Pertanyaaan Penyaringan Responden .........c.ccoceovevniineienenienencsienes 90
Tabel 4.9 Analisa Deskriptif Celebrity Endorsement............ccooeieiiniieninnnnnn. 91
Tabel 4.10 Analisa Deskriptif Electonic Word of Mouth (E-WOM).................... 94
Tabel 4. 11 Analisa Deskriptif Brand ImMage .........ccccccevvveieiieie e 96
Tabel 4.12 Analisa Desktiptif Perceived PriCe..........ccccoiiiiiiiiiiiiiiee e 98
Tabel 4.13 Analisa Deskriptif Perceived Value............cccoovviiiiiieiciccce 99
Tabel 4.14 Analisa Deskriptif Purchase Intention ..............cccooeevieiiiiiiciieciinns 101
Tabel 4.15 Uji validitas dan Uji Reabilitas ...........cccccoevvviiiiiiieiie e 103
Tabel 4.16 Hasil Uji Goodness of Fit AWal ............ccccoooiiiiiiniiiccc e 106



Tabel 4.17 Uji Goodness of Fit CFA yang Sudah Fit
Tabel 4.18 Uji Goodness of Fit yang Sudah Fit.........
Tabel 4.19 Hasil Uji Hipotesis Pengaruh Langsung .

Xi



DAFTAR GAMBAR

Gambar 2.1 Kerangka Penelitian ..........cccooeiiiiiiiiiiiece e 29
Gambar 3.1 Path Structural Equation Modeling...........ccccooeviiiiiiecieie e, 82
Gambar 4. 1 Structural Equation Modelling yang Belum Fit.............ccccoovee... 106
Gambar 4.2 Confirmatory Factors Analysis yang Sudah Fit...........ccccccooeee. 107
Gambar 4.3 Structural Equation Modelling yang Sudah Fit ................ccocoe. 109

Xii



DAFTAR LAMPIRAN

Lampiran 1 KUBISONEY .......cuoiiiiiiiisieie et 153
Lampiran 2 SCoring RESPONEN ........ccccviiiiieiieie et 162
Lampiran 3 Profile ReSPONAEN ..........ccccoveiiiiiiicc e 216
Lampiran 4 Hasil Kriteria Goodness of Fit yang Telah Sesuai dengan Persyaratan
................................................................................................................................... 220
Lampiran 5 Hasil Uji Hipotesis Pengaruh Langsung.......cccccccceevvevieveiieseenenn 221

Xiii



