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Analisis Statistik Deskriptif Komunitas dan Word Of Mouth Terhadap 

Purchase intention Buku Pada Anggota Komunitas Jakarta Book Party. 

Wiwi Handayani 

ABSTRAK 

 Perkembangan komunitas literasi memunculkan peran sosial yang tidak 

hanya mendorong minat membaca, tetapi juga memengaruhi perilaku konsumsi 

anggotanya. Penelitian ini bertujuan untuk menggambarkan kontribusi komunitas 

dan Word of Mouth (WOM) terhadap purchase intention anggota komunitas 

Jakarta Book Party. Penelitian ini menggunakan pendekatan kuantitatif dengan 

metode deskriptif. Data dikumpulkan melalui kuesioner yang disebarkan kepada 

269 anggota komunitas Jakarta Book Party. Teknik analisis data yang digunakan 

meliputi tabulasi frekuensi dan tabulasi silang (crosstab) untuk melihat distribusi 

dan kecenderungan hubungan antarvariabel. Hasil penelitian menunjukkan bahwa 

komunitas dan WOM memiliki kontribusi positif terhadap purchase intention 

anggota. Persepsi positif terhadap komunitas serta intensitas keikutsertaan dalam 

kegiatan komunitas berkorelasi dengan tingginya minat beli buku. Selain itu, WOM 

yang diperoleh melalui interaksi langsung dan media komunikasi komunitas turut 

memperkuat purchase intention. Berdasarkan karakteristik demografis, gender 

tidak menunjukkan perbedaan signifikan terhadap purchase intention, sementara 

generasi Z menjadi kelompok dominan dengan minat beli tertinggi. Penelitian ini 

menyimpulkan bahwa keterlibatan aktif dalam komunitas literasi berperan penting 

dalam mendorong purchase intention anggota Jakarta Book Party. 

Kata kunci: Komunitas, Word of Mouth, Purchase intention, Reading intention.  
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Descriptive Statistical Analysis of the Influence of Community and Word of 

Mouth on Book Purchase Intention Among Members of the Jakarta Book 

Party Community 

Wiwi Handayani 

ABSTRAC 

The development of literacy communities has created a social environment that not 

only encourages reading interest but also influences members’ purchasing behavior. 

This study aims to describe the contribution of community and Word of Mouth 

(WOM) to the purchase intention of members of the Jakarta Book Party 

community. This research employed a quantitative descriptive method. Data were 

collected through questionnaires distributed to 269 members of the Jakarta Book 

Party community. The data were analyzed using frequency tabulation and 

crosstabulation to examine the distribution and tendencies between variables. The 

results indicate that both community involvement and WOM contribute positively 

to members’ purchase intention. Positive perceptions of the community and higher 

participation intensity in community activities are associated with higher purchase 

intention for books. In addition, WOM delivered through direct interaction and 

community communication channels strengthens purchase intention. From a 

demographic perspective, gender does not show a significant difference in purchase 

intention, while Generation Z emerges as the dominant group with the highest 

purchase intention. This study concludes that active participation in a literacy 

community plays a significant role in fostering purchase intention among Jakarta 

Book Party members. 

Keywords: Community, Word of Mouth, Purchase intention, Reading intention 
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