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REPUTATION, BRAND ATTITUDE, DAN PERCEIVED VALUE 

 

TODOAN FALDY 

 

ABSTRAK 

Penelitiian ini memiliki tujuan untuk menganalisis pengaruh dari 

social media influencer terhadap purchase intention melalui corporate 

reputation, brand attitude dan perceived value. Penelitian ini dilakukan pada 

pengguna Bibit yang merupakan generasi milenial. Tekhnik sampling yang 

digunakan adalah stratified random sampling serta analisis data 

menggunakan Smart PLS 3. Hasil dari analisis menunjukan bahwa social 

media influencer memiliki pengaruh terhadap corporate reputation, brand 

attitude dan perceived value. Hasil penelitian juga menunjukan bahwa 

corporate reputation, brand attitude dan perceived value memiliki pengaruh 

terhadap purchase intention. Hasil penelitian juga menunjukan bahwa social 

media influencer memiliki pengaruh terhadap purchase intention melalui 

corporate reputation dan perceived value. 

 

Kata Kunci: milenial, investasi, social media influencer corporate 

reputation, brand attitude, perceived value, purchase intention 
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EFFECT OF SOCIAL MEDIA INFLUENCER (RADITYA DIKA) ON 

PURCHASE INTENTION (BIBIT) THROUGH CORPORATE 

REPUTATION, BRAND ATTITUDE, AND PERCEIVED VALUE 

 

TODOAN FALDY 

 

ABSTRACT 

This study aims to analyze the influence of social media influencers 

on purchase intention through corporate reputation, brand attitude and 

perceived value. This research was conducted on Bibit users who are the 

millennial generation. The sampling technique used is stratified random 

sampling and data analysis using Smart PLS 3. The results of the analysis 

show that social media influencers have an influence on corporate 

reputation, brand attitude and perceived value. The results of the study also 

show that corporate reputation, brand attitude and perceived value have an 

influence on purchase intention. The results also show that social media 

influencers have an influence on purchase intention through corporate 

reputation and perceived value. 

 

Keywords: millennials, investment, social media influencer corporate 

reputation, brand attitude, perceived value, purchase intention 

 

 

 

 



ix 
 

DAFTAR ISI 

 

DAFTAR ISI .......................................................................................... ix 

DAFTAR TABEL.................................................................................. xii 

DAFTAR GAMBAR ............................................................................ xiii 

BAB 1 PENDAHULUAN...................................................................... 14 

1.1. Latar Belakang Masalah ......................................................... 14 

1.2. Rumusan Masalah .................................................................. 20 

1.3. Tujuan Penelitian ................................................................... 20 

1.4. Identifikasi Masalah ............................................................... 21 

1.5. Manfaat Penelitian ................................................................. 22 

1.4.1. Bagi perusahaan ..................................................................... 22 

1.4.2. Bagi Penelitian Selanjutnya .................................................... 22 

BAB 2 TINJAUAN TEORITIS ............................................................. 23 

2. 1. Social Media .......................................................................... 23 

2. 2. Social Media Influencer ......................................................... 25 

2. 3. Corporate Reputation ............................................................. 27 

2. 4. Brand Attitude ........................................................................ 29 

2. 5. Perceived Value ..................................................................... 31 

2. 6. Purcahse intention. ................................................................ 32 

2. 7. Generasi Milenial .................................................................. 34 

2. 8. Penelitian Terdahulu .............................................................. 35 

2. 9. Pengembagan Hipotesis ......................................................... 38 

2. 10. Kerangka Pemikiran ............................................................... 42 

2. 11. Perumusan Hipotesis .............................................................. 43 



x 
 

BAB 3 METODOLOGI PENELITIAN.................................................. 44 

3. 1. Desain Penelitian ................................................................... 44 

3. 2. Operasional Variabel Penelitian ............................................. 44 

3. 3. Jenis dan Sumber Data Penelitian ........................................... 47 

3.3.1. Jenis Data............................................................................... 47 

3.3.2. Sumber Data .......................................................................... 47 

3. 4. Teknik Pengumpulan Data ..................................................... 48 

3. 5. Populasi dan Sampel .............................................................. 48 

3.5.1. Populasi ................................................................................. 48 

3.5.2. Sampel ................................................................................... 48 

3.5.3. Teknik Pengambilan Sampel .................................................. 49 

3. 6. Pengujian Instrumen Penelitian .............................................. 49 

3.6.1. Uji Validitas ........................................................................... 49 

3.6.2. Uji Reliabilitas ....................................................................... 49 

3. 7. Analisis Structural Equation Modelling Basis Partial Least 

Square.................................................................................... 51 

3. 8. Pengujian Hipotesis ................................................................ 52 

3. 9. Statistik Deskriptif ................................................................. 52 

BAB 4 ANALISIS DAN PEMBAHASAN ............................................ 54 

4.1. Karakteristik Responden ........................................................ 54 

4.2. Analisis Deskriptif ................................................................. 56 

4.3. Analisis SEM PLS ................................................................. 57 

4.3.1. Evaluasi Measurement Model (Outer Model) ......................... 58 

4.3.1.1. Hasil Uji Validitas ............................................................... 59 

4.3.2. Hasil Uji Reliabilitas .............................................................. 63 



xi 
 

4.3.3. Evaluasi Model Struktural (Inner Model) ............................... 64 

 Nilai R-Square .................................................................... 68 

Sumber: Data Primer diolah. 2021 .......Error! Bookmark not defined. 

 Evaluasi Q2 ......................................................................... 69 

 Evaluasi F-Square ............................................................... 70 

4.4. Pengujian Hipotesis ................................................................ 70 

4.5. Pembahasan Hasil Penelitian .................................................. 75 

4.5.1. Pengaruh Social Media Influener terhadap Corporate Reputation

 75 

4.5.2. Pengaruh Social Media Influencer terhadap Brand Attitude .... 75 

4.5.3. Pengaruh Social media influencer terhadap perceived value ... 76 

4.5.4. Pengaruh corporate reputation terhadap purchase intention ... 77 

4.5.5. Pengaruh Brand Atittudfe  Terhadap Purchase Intention ........ 77 

4.5.6. Pengaruh Perceived Value  Terhadap Purchase Intention ....... 77 

4.5.7. Pengaruh Social Media Influener  Terhadap Purchase Intention 

Melalui Corporate Reputation ................................................ 78 

4.5.8. Pengaruh Social Media Influener  Terhadap Purchase Intention 

Melalui Brand Atttiude ........................................................... 78 

4.5.9. Pengaruh Social Media Influener  Terhadap Purchase Intention 

Melalui Percevied value ......................................................... 79 

BAB 5.................................................................................................... 80 

KESIMPULAN DAN SARAN .............................................................. 80 

5.1. Kesimpulan ............................................................................ 80 

5.2. Saran ...................................................................................... 81 

DAFTAR PUSTAKA ............................................................................ 83 

 



xii 
 

DAFTAR TABEL 

 

Tabel 2. 1 Penelitian Terdahulu .................... Error! Bookmark not defined. 

 

Tabel 3. 1  Operasional Variabel ................................................................. 45 

Tabel 3. 2  Kriteria Skor ............................... Error! Bookmark not defined. 

 

Tabel 4. 1  Karakteristik Responden ........................................................... 54 

Tabel 4. 2  Statistik Deskriptif ...................... Error! Bookmark not defined. 

Tabel 4. 3  Uji Validitas Konvergen (Factor Loading) ................................ 59 

Tabel 4. 4  Cross Loading ........................................................................... 60 

Tabel 4. 5  Hasil Uji AVE ........................................................................... 62 

Tabel 4. 6  Fornel Lacker ........................................................................... 62 

Tabel 4. 7  Composite Realibility dan Croncbach’s AlphaError! Bookmark 

not defined. 

Tabel 4. 8  Hasil R Square ............................ Error! Bookmark not defined. 

Tabel 4. 9  Hasil Q Square ............................ Error! Bookmark not defined. 

Tabel 4. 10  Effect Size ................................. Error! Bookmark not defined. 

Tabel 4. 11  Hasil Pengujian Hipotesis .......... Error! Bookmark not defined. 



xiii 
 

DAFTAR GAMBAR 

 

Gambar 1. 1  Pertumbuhan Investor Pasar Modal........................................ 14 

Gambar 2. 1  Kerangka Pemikiran .............................................................. 42 

 

Gambar 4. 1  Hasil Analisis PLS-Algoritma (Outer Model) ........................ 58 

Gambar 4. 2  Perhitungan Bootstrapping..................................................... 65 

 

 


