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ABSTRAK

Penelitian ini menganalisis pengaruh User Generated Content (UGC) dan
Price Discount terhadap Purchase Intention konsumen Tomoro Coffee, dengan
Consumer Engagement sebagai variabel mediasi. Data dikumpulkan dari 237
responden melalui kuesioner. Analisis dilakukan menggunakan metode Structural
Equation Modeling - Partial Least Squares (SEM-PLS) dengan perangkat lunak
SmartPLS v.4.0.9.9.

Hasil penelitian menunjukkan bahwa: (1) User Generated Content
memiliki pengaruh positif dan signifikan secara langsung terhadap Purchase
Intention; (2) User Generated Content juga berpengaruh positif dan signifikan
secara langsung terhadap Consumer Engagement; (3) Price Discount memiliki
pengaruh positif dan signifikan secara langsung terhadap Purchase Intention; (4)
Consumer Engagement memiliki pengaruh positif dan signifikan secara langsung
terhadap Purchase Intention; dan (5) User Generated Content berpengaruh positif
dan signifikan terhadap Purchase Intention yang dimediasi oleh Consumer
Engagement.

Secara keseluruhan, penelitian ini mengonfirmasi bahwa baik User
Generated Content maupun Price Discount berperan penting dalam meningkatkan
Purchase Intention konsumen Tomoro Coffee. Selain itu, Consumer Engagement
terbukti efektif dalam memediasi hubungan tersebut. Temuan ini mengindikasikan
bahwa strategi pemasaran yang mengintegrasikan konten buatan pengguna,
penawaran diskon, dan fokus pada peningkatan keterlibatan konsumen dapat
secara efektif mendorong niat beli pada konsumen Tomoro Coffee.

Kata Kunci: User Generated Content, Price Discount, Purchase Intention,
Consumer Engagement, Tomoro Coffee.
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ABSTRACT

This study analyzes the influence of User Generated Content (UGC) and
Price Discount on Purchase Intention among Tomoro Coffee consumers, with
Consumer Engagement acting as a mediating variable. Data was collected from
237 respondents through questionnaires. The analysis was conducted using the
Structural Equation Modeling - Partial Least Squares (SEM-PLS) method with the
aid of SmartPLS v.4.0.9.9 software.

The results indicate that: (1) User Generated Content has a direct positive
and significant influence on Purchase Intention; (2) User Generated Content also
has a direct positive and significant influence on Consumer Engagement; (3) Price
Discount has a direct positive and significant influence on Purchase Intention; (4)
Consumer Engagement has a direct positive and significant influence on Purchase
Intention; and (5) User Generated Content has a positive and significant influence
on Purchase Intention, mediated by Consumer Engagement.

Overall, this research confirms that both User Generated Content and Price
Discount play a crucial role in increasing consumers' Purchase Intention.
Furthermore, Consumer Engagement is proven to effectively mediate this
relationship. These findings suggest that marketing strategies involving user-
generated content and price discounts, alongside a focus on enhancing consumer
engagement, can effectively drive purchase intent among Tomoro Coffee
consumers.

Keywords: User Generated Content, Price Discount, Purchase Intention,
Consumer Engagement, Tomoro Coffee.



x

DAFTAR ISI

HALAMAN PERSEMBAHAN............................................................................. i

MOTTO..................................................................................................................ii

LEMBAR PERSETUJUAN................................................................................ iii

HALAMAN PENGESAHAN.............................................................................. iv

PERNYATAAN..................................................................................................... v

KATA PENGANTAR.......................................................................................... vi

ABSTRAK...........................................................................................................viii

ABSTRACT.......................................................................................................... ix

DAFTAR ISI .......................................................................................................... x

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

DAFTAR TABEL...............................................................................................xiv

DAFTAR LAMPIRAN........................................................................................xv

BAB I PENDAHULUAN...................................................................................... 1

1.1 Latar Belakang ........................................................................................... 1

1.2 Rumusan Masalah .................................................................................... 13

1.3 Tujuan Penelitian ......................................................................................14

1.4 Manfaat Penelitian ....................................................................................14

1.5 Sistematika Penulisan ...............................................................................15

BAB II TINJAUAN PUSTAKA......................................................................... 17

2.1 Penelitian Terdahulu .................................................................................17

2.2 Kajian Teori ..............................................................................................25

2.2.1 Theory Of Reasoned Action ........................................................... 25

2.2.2 Purchase Intention ......................................................................... 28

2.2.3 User Generated Content ................................................................ 31

2.2.4 Price Discount ................................................................................33

2.2.5 Consumer Engagement .................................................................. 35

2.3 Kerangka Pemikiran ................................................................................. 38



xi

2.4 Hubungan Antar Variabel ........................................................................ 39

2.4.1 Hubungan User Generated Content terhadap Purchase Intention 39

2.4.2 Pengaruh Price Discount terhadap Purchase Intention ................. 40

2.4.3 Pengaruh User Generated Content terhadap Consumer
Engagement .............................................................................................40

2.4.4 Pengaruh Consumer Engagement terhadap Purchase Intention ....41

2.4.5 Pengaruh User Generated Content terhadap Purchase Intention
dengan di mediasi Consumer Engagement ............................................. 42

BAB III METODE PENELITIAN.....................................................................44

3.1 Desain Penelitian ......................................................................................44

3.2 Waktu dan Lokasi Penelitian ....................................................................44

3.2.1 Lokasi Penelitian ............................................................................44

3.2.2 Waktu Penelitian ............................................................................ 45

3.3 Populasi, Sampel dan Teknik Pengambilan Sampel ................................ 45

3.3.1 Populasi ..........................................................................................45

3.3.2 Sampel ............................................................................................45

3.3.3 Teknik Pengambilan Sampel ......................................................... 47

3.4 Variabel dan Definisi Operasional Variabel ............................................ 48

3.4.1 Variabel ..........................................................................................48

3.4.2 Definisi Operasional Variabel ........................................................49

3.5 Kerangka Konseptual dan Hipotesis ........................................................ 51

3.5.1 Kerangka Konseptual .....................................................................51

3.5.2 Hipotesis .........................................................................................51

3.6 Jenis dan Sumber Data ............................................................................. 53

3.5.1 Jenis Data ....................................................................................... 53

3.5.2 Sumber Data ...................................................................................53

3.7 Teknik Pengumpulan Data ....................................................................... 53

3.8 Skala Pengukuran Data ............................................................................ 54

3.8.1 Garis Kontinum..............................................................................55



xii

3.9 Teknik Analisis Data ................................................................................ 56

3.9.1 Struktural Equation Modeling (SEM) ............................................ 57

3.9.2 Partial Least Square (PLS) ............................................................58

3.9.3 Analisa Outer Model (Model pengukuran) ....................................60

3.9.4 Analisa Inner Model (model structural) .........................................62

3.9.5 Uji Hipotesis .................................................................................. 64

BAB IV PEMBAHASAN.................................................................................... 65

4.1 Penyajian Data ..........................................................................................65

4.1.1 Gambaran Umum...........................................................................65

4.2 Data Fokus Penelitian ...............................................................................67

4.2.1 Analisis Sampel ..............................................................................67

4.2.2 Analisis Deskriptif Responden .......................................................68

4.2.3 Diskripsi Identitas Sampel ............................................................. 88

4.3 Pengujian SEM-PLS .................................................................................95

4.3.1 Analisa Outer Model ......................................................................95

4.3.2 Analisa Inner Model .....................................................................102

4.3 Uji Hipotesis ...........................................................................................104

4.4 Uji Mediasi ............................................................................................. 106

4.2 Analisis Dan Interpretasi Data ............................................................... 108

4.2.1 Analisis .........................................................................................108

4.2.2 Interpretasi Data ...........................................................................109

BAB V PENUTUP............................................................................................. 118

5.1 Kesimpulan .............................................................................................118

5.2 Saran .......................................................................................................119

5.3 Saran Untuk Penelitian Selanjutnya ....................................................... 122

DAFTAR PUSTAKA.........................................................................................126

KUISIONER PENELITIAN.............................................................................131

LAMPIRAN....................................................................................................... 138



xiii

DAFTAR GAMBAR

Gambar 1. 1 Roadmap Produksi, Ekspor, dan Konsumsi kopi Indonesia ......... .2

Gambar 1. 2 Grafik jumlah pengguna internet (2014-2024) ...............................4

Gambar 1. 3 Aplikasi Medsos yang paling banyak digunakan diIndonesia ...... .5

Gambar 1. 4 Bentuk UGC pada Produk Tomoro Coffe......................................10

Gambar 1. 5 Price Discount dari Tomoro Coffee............................................... 11

Gambar 3. 1 Kerangka Konseptual..................................................................... 51

Gambar 3.2 Garis Kontinum...............................................................................56

Gambar 4 1 Logo Tomoro Coffee.......................................................................65

Gambar 4.2 Garis Kontinum Variabel User Generated Content.........................69

Gambar 4.3 Garis Kontinum Variabel Price Discount........................................74

Gambar 4.4 Garis Kontinum Variabel Purchse Intention................................... 79

Gambar 4.5 Garis Kontinum Variabel Consumer Engagement..........................85

Gambar 4.6 Hasil outer loading.......................................................................... 97

../SKRIPSI IKEW/BISMILLAH SKRIPSI FIXX (1).docx%23_Toc187510983
../SKRIPSI IKEW/BISMILLAH SKRIPSI FIXX (1).docx%23_Toc187510983
../SKRIPSI IKEW/BISMILLAH SKRIPSI FIXX (1).docx%23_Toc187510983
../SKRIPSI IKEW/BISMILLAH SKRIPSI FIXX (1).docx%23_Toc187510983
../SKRIPSI IKEW/BISMILLAH SKRIPSI FIXX (1).docx%23_Toc187510983
../SKRIPSI IKEW/BISMILLAH SKRIPSI FIXX (1).docx%23_Toc187510983


xiv

DAFTAR TABEL

Tabel 2 1 Penelitian Terdahulu........................................................................... 17

Tabel 3 1 Definisi Operasional Variabel............................................................. 49

Tabel 3 2 Skala Likert......................................................................................... 55

Tabel 3.3 Kategori Intrepretasi Data................................................................... 56

Tabel 4.1 Analisis Sampel................................................................................... 67

Tabel 4.2 Deskripsi Variable User Generated Content....................................... 68

Tabel 4.3 Deskripsi Variable Price Dsicount...................................................... 73

Tabel 4 4 Deskripsi Variabel Purchase Intention................................................ 78

Tabel 4.5 Deskripsi Variabel Consumer Engagement........................................ 84

Tabel 4.6 Usia Responden................................................................................... 88

Tabel 4.7 Domisili Responden............................................................................ 90

Tabel 4.8 Jenis kelamin responden..................................................................... 92

Tabel 4.9 Pekerjaan Responden.......................................................................... 93

Tabel 4.10 Pengguna Media Sosial..................................................................... 94

Tabel 4.11 Convergent Validity.......................................................................... 96

Tabel 4.12 Nilai Loading Factor......................................................................... 98

Tabel 4.13 Nilai Cross Loading.......................................................................... 100

Tabel 4 14 Construct reliability and validity.......................................................101

Tabel 4 15 R-Square............................................................................................102

Tabel 4.16 Q2 Predictive Relevance...................................................................103

Tabel 4.17 Path coefficients................................................................................104

Tabel 4.18 Uji Hipotesis..................................................................................... 104

Tabel 4 19 Uji Mediasi........................................................................................106



xv

DAFTAR LAMPIRAN

1. Kuisioner Penelitian.

2. Print Out hasil Data Mentah.

3. Print Out hasil Analisis Data.

4. Print Out Penyebaran Kuisioner melalui google form.


	HALAMAN PERSEMBAHAN
	MOTTO
	LEMBAR PERSETUJUAN
	HALAMAN PENGESAHAN
	PERNYATAAN
	KATA PENGANTAR
	ABSTRAK
	ABSTRACT
	DAFTAR ISI
	DAFTAR GAMBAR
	DAFTAR TABEL
	DAFTAR LAMPIRAN

