DAFTAR ISI

HALAMAN PENGESAHAN ...t 1
PERNYATAAN ORISINALITAS ...t i
IMIOT TO . ittt ettt ettt e e e ettt e e e et bt e e e e enbb e e e s antbeeaeaas WY
ABSTRAKSI ...t Y
KATAPENGANTAR L.ttt anbaee e vi
DAFTAR IS] ittt a e et e e e nntaeeas Xi
DAFTAR GAMBAR ... XVI
DAFTAR TABEL ..ot XViil
BA B | s 1
PENDAHULUAN ...ttt 1
1.1 Latar BelaKang.........ccooveiiiiiiiiee e 1
1.2 Rumusan Masalah............ccoooiiiiiiiiii e 20
1.3 Tujuan Penelitian ..........cocvveiiiieiiiie e 21
1.4 Manfaat Penelitian ............coooiiiiiiiiii e 21
141 Manfaat TEOIELiS......ccueiviiieiieiieec e 21
1.42  Manfaat Praktis...........cocoiiiiiiiiiii e 22

1.5 TiNjauan PUSTAKA...........cccveeiiiie et 22
151 TINJAUAN TEOM ceoiiiiiieeiiiiie ettt a e 22

Xi



1.52  TinJauan EMPIFS .....cooviiiiiiiieiiee e 45

1.6 Kerangka PEMIKIraN .........cccooviiiiiiiiiiic e 74
1.7 Pengaruh Antar Variabel...........cccoiiiiiiii 76
1.7.1  Pengaruh Electronic word of mouth terhadap Brand image........... 76
1.7.2  Pengaruh Key Opinion Leader terhadap Brand image.................... 77

1.7.3  Pengaruh Electronic word of mouth terhadap Purchase Intention.. 78

1.7.4  Pengaruh Key Opinion Leader terhadap Purchase Intention.......... 79
1.7.5  Pengaruh Brand image terhadap Purchase Intention..................... 80
1.8  Hipotesis Penelitian ............cccouveeiiii i 81
1.9 MOl HIPOTESIS. . .eeeiiiee ettt 82
1.10 Definsi Konseptual dan Operasional ............cccccceeviveiiineiiiie i, 83
1.10.1  DefiniSi KONSEP ..veeiviieiiieieciiee et se et 83
1.10.2  Definisi OPerasional ............cccueevieeeiiieeiiiie e 85
1.11  Metode PeNelitian ...........c.ooviiieiiiiiiie e 91
1.11.1 Jenis PENEIAN .......ccvviiiiiiiieie e 91
1.11.2  Obyek Penelitian ..........cccoveiiiieiiie e 92
1.11.3  Variabel Penelitian ...........cccoovoiiiiiiiiiciie e 92
1.11.4 Ruang Lingkup Penelitian...........ccccccoovviiiiiiiiii e 93
1.11.5 Populasi dan Sampel...........ccoveoiiieiiiii e 93
1.11.6  Teknik SAMPlING ...ocoooiiiiiieii e 94

Xii



1.11.7  Teknik Pengumpulan Data...........ccccoovviiiieniiiiiiiienie e 95

1.11.8 Teknik Pengukuran Data...........c.ccoveiiieniienieiie e 96
1119 UjJEINSEIUMEN ..ottt 97
1.11.10  Teknik AnaliSis Data...........cccuveiiiiiiiiiiieiieiie e 99
11111 UJi HIPOTESIS ..ttt 102
BAB Ll s 104
GAMBARAN UMUM OBYEK PENELITIAN ....ccoiiiiiiieiiiee e 104
2.1 Sejarah Perusahaan ... 104
2.1.1  Visi dan Misi SOMELNINC.........ccoiiiiiiiiieice e 105
2.1.2  Produk yang ditawarkan .............cccccveeiiieiiiiesiiee e 106

2.2 Gambaran Electronic word of mouth SomethinC .............cccoooveinennn 107
2.3 Gambaran Key Opinion Leader SOmethinc ...........ccccceeviveeviiveecvneenn, 108
2.4 Gambaran Brand image SOMEthiNC..........cccocveeviveeiiie i 110
2.5  Gambaran Purchase Intention SOMethine ...........ccccoevviiiiiiiiiciiennn, 111
BAB L. 113
HASIL PENELITIAN DAN PEMBAHASAN ..o 113
3.1 Hasil Uji INStIUMEN.......viiiiii et 114
3.1.1  Hasil Uji Validitas .........ccooveeeiiiieiiii e 114
3.1.2  Hasil Uji Reliabilitas.............cccoceeiiiieiiic e, 117

3.2 Karakteristik ReSpONdeN .........ccccovvvieiiiiiie et 118

Xiii



3.3 ANALISIS DA ..ot 120

3.3.1  Analisis Statistik Deskriptif Variabel Penelitian...............c......... 120
3.4 Analisis Statistik Inferensial............ccccooiiiiiiiiini 144
3.4.1  Evaluasi Outer Model (Model Pengukuran) ...........ccccooveniiieninns 145
3.4.2  Evaluasi Inner Model (Model Struktural)............cccoooeiiiiiiennn, 149
3.5 UJEHIPOTESIS ...ttt 150
3.6 PeMDANASAN .......ooiiiiiii i 157
3.6.1  Pengaruh Electronic word of mouth terhadap Brand image......... 157
3.6.2  Pengaruh Key Opinion Leader terhadap Brand image................. 159

3.6.3  Pengaruh Electronic word of mouth terhadap Purchase Intention 162
3.6.4  Pengaruh Key Opinion Leader terhadap Purchase Intention........ 164
3.6.5  Pengaruh Brand image terhadap Purchase Intention.................... 166

3.6.6  Pengaruh Electronic word of mouth terhadap Purchase Intention

melalui Brand iMage.........cvveiiiieiiie e 168

3.6.7  Pengaruh Key Opinion Leader Terhadap Purchase Intention Melalui

Brand iMage .......cveveiiie et 170
3.6.8  Pembahasan pengaruh antar variabel secara komprehensif.......... 171
3.6.9  Keterbatasan Penelitian.............cccoooiiiiiiiiiiiiiee 172
BAB IV e 174
PENUTUP ...ttt et e e 174

Xiv



XV



	4e681293d30bd349fd430625a398a6bf8a0203dc1c5bfd4b36f7dc4d69bd95d5.pdf
	DAFTAR ISI


