DAFTAR ISI

Halaman

HALAMAN JUDUL.....ooiiiiiiiiiii s 1
PERSETUJUAN SKRIPSI ....ooiiiiiiiiiiiii s i
PENGESAHAN KELULUSAN UJTAN .....ooiiiiiiiiiiieeeee e il
PERNYATAAN ORISINALITAS ..o v
MOTTO DAN PERSEMBAHAN ......oooiiiiiiieiiii s \
ABSTRACT ... s vi
ABSTRAK ..ot vii
KATA PENGANTAR ..ottt viii
DAFTAR IST ...t xi
DAFTAR TABEL......ooiiiiiiiii e Xiv
DAFTAR GAMBAR......oooiiii s XV
DAFTAR LAMPIRAN ....ooiiiiiiiiii e XVi
BABIT  PENDAHULUAN ..ottt 1
1.1  Latar Belakang Masalah .............ccocviiiiniiiiii 1

1.2 Rumusan Masalah .........cccooooiiiiiii e 12

1.3 Tujuan dan Kegunaan Penelitian............c.ccooreniiiiiciiniicnccne 13

1.3.1 Tujuan Penelitian ...........ccocooviieniiiiicieseceec e 13

1.4  Sistematika Penulisan...........coccooieiiiiiiiiciiiee e 14

BABII  TINJAUAN PUSTAKA ..o 15
2.1 Landasan Teori dan Penelitian Terdahulu...............cccooviinnnnnnn 15

2.1.1  Source credibility theory ...........ccccooiioiiiieiiieiiiiie e 15

2.1.2  Influencer Credibility...........ccccoooiiiiiiiiiiiiiiiiiicni e 17

2.1.3  TrUSIWOFTRINESS ... 19

2.1.4  EXPEFTISE ..cccuveiiiiiiiiiiiiie s 19

2.1.5 Information quUAlity ............cccccocovviiniiiiiiiiiiiii e, 21

2.1.6  Purchase intention ..............cccccuoeeenoeciiianieesiieiiesie e 22

2.1.7  Brand attitude .................ccocooviouiiiiiiiiiiiiiiie e 23

2.2 Hubungan Antar Variabel ............cccoooiiiiiiiiiiinec e 24

2.2.1 Hubungan Trustworthiness (TRU) Terhadap brand attitude

xi



BAB III

BAB IV

23
24

3.1

3.2

33

3.4
3.5

2.2.2 Hubungan Trustworthiness (TRU) Terhadap Purchase
intention (PL) ... 24

2.2.3 Hubungan Expertise (EXP) Terhadap brand attitude (BA)25

2.2.4 Hubungan Expertise (EXP) Influencer Terhadap Purchase

intention (PI) ..o 26
2.2.5 Hubungan Information quality (1Q) Terhadap brand attitude
(BA) e s 26
2.2.6 Hubungan Information quality (1Q) Terhadap Purchase
intention (PL) ..o 27
2.2.7 Hubungan Brand Attitude (BA) Terhadap Purchase intention
(PI) e s 27

2.2.8 Hubungan Brand Attitude (BA) Sebagai Mediator Antara
Trustworthiness (TRU), Expertise (EXP), dan Inforamtion
Quality (1Q) Yang Dimiliki Oleh Influencer Terhadap

Purchase intention (PI).......ccccocvviiiiiiiiiiic e, 28
Kerangka Pemikiran TEOTItS .......ccvervvieeiiiiiinieiieie e 29
Hipotesis Penelitian ...........coovviiiieiiiiciicsecec e 30

METODE PENELITIAN .....ccciiiiiiiiiiii e 31
Variabel Penelitian dan Definisi Operasional Variabel .................. 31
3.1.1 Variabel Penelitian............cccocoviiiniiiniiiieneenc e 31
3.1.2  Definisi Operasional..........ccccccourviriieniiiniieniennienee e 32
Populasi dan Sampel...........ccoooiiiiiiiiii 34
3.2.1  Populasi ...cccviiiiiiiiiiiii 34
3.2.2 SamMPel ooiiiiiiii 34
Jenis dan Sumber Data .........ccccviiiiiiiiii 36
3.3.1  Data Primer.......cocviiiiiiiiiiecieeec e 36
3.3.2 Data SeKUNder.........ccooiviiiiiiiieiec e 36
Metode Pengumpulan Data ..........ccoooeviiiiiiiiiiiieeece e 37
Metode Analisis Data .........ccccvvviiiiiiiiciic e 37
3.5.1 Partial Least Square (PLS)........cccocoeiiiiiiiiiiiiicie e 37

3.5.1.1 Evaluasi Measurement Model (Outer
MOdE) ... 38
3.5.1.1.1  Uji Validitas......ccccvvverveneincnienieeeee 38
3.5.1.1.2  Uji Reliabilitas .........cccoervririrvennnnenn. 38
3.5.1.2 Evaluasi Structural Model (Inner Model)............... 39
3.5.1.3 Uji Hipotesis / BoOtStrapping ............cccccueeveevennns 40
HASIL DAN ANALISIS ... 41

xii



4.1  Deskripsi Objek Penelitian..........cccocevviiiiiiiiiiiiiniciiccseceeeee 41
4.2 Gambaran Umum Responden..........ccccovvviiiiiiinnicnicicc e 42
4.2.1 Deskripsi Responden Berdasarkan Jenis Kelamin ............. 42
4.2.2 Deskripsi Responden Berdasarkan Usia...........ccccceeeiinennne 42
4.3 Analisis Data ........ccooiiiiiiii 43
4.3.1 Uji Instrumen Data ..........cceviiiiiiiiiiicieccee e 43
4.3.1.1 Uji Outer Model...............cccoouvuiiiiiiniiniiiiiiennn, 44
4.3.1.2 Uji Reliabilitas ..........cccvvriviiiienieiiiicneee e 49
4.3.1.3 Uji Inner Model ...............ccccoooviviiiiiiiiniiniiiienn, 49
4.3.1.4  Uji HIPOLESIS ..veeviieriiiiiiiiiiiiiesiesi s 52
4.3.1.4.1 Hasil Hipotesis (Direct Effect)............. 53
4.3.1.4.2 Hasil Hipotesis Mediasi (/ndirect Effect)
.............................................................. 55
4.4  Interpetasi Hasil........oooooiiiiiiiiiiiiicc e 57
4.4.1 Pengaruh Trustworthiness Terhadap brand attitude............ 57
4.4.2 Pengaruh Trustworthiness Terhadap Purchase intention....58
4.4.3 Pengaruh Expertise Terhadap brand attitude ..................... 60
4.4.4 Pengaruh Expertise Terhadap Purchase intention.............. 62
4.4.5 Pengaruh Information quality Terhadap brand attitude .....63
4.4.6 Pengaruh Information quality Terhadap Purchase intention64
4.4.7 Pengaruh brand attitude Terhadap Purchase intention ...... 66
4.4.8 Pengaruh Trustworthiness Terhadap Purchase intention
Dengan brand attitude Sebagai Variabel Mediasi .............. 67
4.4.9 Pengaruh Expertise Terhadap Purchase intention Dengan
brand attitude Sebagai Variabel Mediasi............cc.cevvennee. 68
4.4.10 Pengaruh Information quality Terhadap Purchase intention
Dengan........coocvviiiiiiii 70
BAB YV PENUTUP ...t 71
5.1 KeSIMPUIAN....ccoiiiiiiiicic e 71
5.2 Implikasi TEOTIHIS ...ocvveviiiiiiiiiiiiesiec e 74
5.3 Implikasi Manajerial...........ccocviiiiiiiiiiiiiie e 79
5.4 Keterbatasan .........cccovueiiiiiiiiiie e 80
5.5 SArAN ... 81
DAFTAR PUSTAKA ...ttt sttt nnee s 82
LAMPIRAN ...ttt e et e et e e et e e sbeeebeennee s 89

Xiil



