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Latar Belakang

Kegunaan lklan dalam pemasaran menjadi faktor yang penting dalam menyampaikan pesan dari perusahaan
untuk membentuk presepsi konsumen terhadap Merek tersebut. Seiring dengan berjalannya waktu yang pada
awalnya Iklan hanya bisa dilihat melalui surat kabar dan televisi pada saat ini Iklan sudah bisa kita lihat dimana
saja melalui internet. Di era digital yang penuh dengan banyak informasi, Iklan memainkan peran sentral dalam
menyoroti manfaat produk, meningkatkan kesadaran Merek, dan menciptakan citra perusahaan yang diinginkan.
Menurut (Aisyah, 2021) Iklan merupakan suatu bentuk informasi yang bersifat persuasif dan bertujuan mengajak
masyarakat supaya memiliki ketertarikan pada suatu produk atau layanan yang ditawarkan. Caraini dapat menjadi
suatu jembatan emosional antara konsumen dan perusahaan Merek.

Pada era digital ini dimana interaksi online sangat mendominasi, klan melalui media digital seperti sosial media
akan menjadi sangat efektif dengan adanya platform-platform yang eksis sekarang seperti Instagram, Tiktok,
Facebook, Youtube, Twitter, dil. Iklan di sosial media juga menjadi dialog antara Merek dan konsumen tidak hanya
dalam mempromosikan produknya tetapi menjadi sebuah ajakan untuk saling terhubung dengan Merek. Di In-
donesia sendiri pengguna sosial media mengalami peningkatan yang pesat dilansir dari data pada tahun 2023,
sejumlah 167 juta user sosial media. Tidak hanya itu, pengguna internet dengan jumiah 78,5% diduga mempunyai
minimal satu akun sosial media. Jumiah angka tersebut diprediksi akan selalu bertambah dari tahun ke tahun
(Yonatan, 2023).

Gambar 1.1 Pengguna media sosial Indonesia

Dilansir dari data Statista melalui Goodstat, yang dirilis pada tahun 2023 pada gambar 11, terlihat bahwa ditahun
2023 terdapat 76,04 % dari populasi masyarakat Indonesia menggunakan sosial media. Dapat dilihat juga bahwa



TABLE OF CONTENTS

PANEL OF EXAMINERS APPROVAL SHEET .......cccocoiiiiiiiii, 1
ADVISOR RECOMMENDATION SHEET ......cccocoviiiiiiiiiii i
ACKNOWLEDGEMENT ......ccoiiiiiiiiiii i i1
PLAGIARISM REPORT .......ocoiiiiiiiiiii v
AT REPORT ... v
CONSENT FOR INTELLECTUAL PROPERTY RIGHTS ......cccooiiiiiiiiiie vii

APPROVAL OF SCIENTIFIC PUBLICATION FOR ACADEMIC PURPOSES ix
ADVISOR APPROVAL FOR JOURNAL OR INSTITUTIONAL REPOSITORYx

TABLE OF CONTENTS ...t xi
LIST OF TABLES ...t Xiv
FIGURE LIST ...ttt XV
ABSTRACT ... xvi
CHAPTER L.ttt sttt 1
INTRODUCTION ..ttt sttt st nneeenes 1
1.1 Background ... 1
1.2 Problem Statement .........ccccooiieiiiiiiiiieiiie e 5
1.3 Research Question & Research Objective..........ccvvviiiiiiiiiiiiiiiiiiiiene 7
1.4 Outline of the Research ...........coccoviiiiiiiiiiie e 8
CHAPTER IL....oiiee ettt 9
LITERATURE REVIEW ....ooiiiiiiiiiiei e 9
2.1 Theoretical FOUuNdations ..........c.cceeiiiriieiiiiiiesie e 9
2.1.1 Purchase INteNtioN..........coiuiiiiiiiiiiiiiiie e 9
2.1.2 Brand IMage.........ccoeieiiiiiiieii e 10
2.1.3  AdVETHISING. . eeiieeiiieiie et 11
2.1.4 Influencer REVIEW .......cccoiuiiiiiii it 13
2.1.5 Online Customer REVIEW .........ccceiiiiiiiiiiiiiierie e 14

2.2 Theoretical Framework ..........cccccoiiiiiiiiiiiii e 16
2.3 Relationship between variables ............cccovviiiiiiiiiiii 16

2.3.1 Advertising and purchase intention with mediation of Brand Image . 16



2.3.2 Influencer Review and purchase intention with mediation of Brand
Image 16

2.3.3 Online Customer Review and Purchase Intention with the mediation of

Brand IMage.........coeiiiiiiiiiiee e 17
2.3.4 Advertising and purchase intention .............ccocererieeneeniniecnieneneens 17
2.3.5 Influencer Review and Purchase Intention ..........ccccoooviiiiiiiiinnnnn, 17
2.3.6 Online Customer Review and Purchase Intention.............cccooveviinnnne 18
2.3.7 Brand Image and Purchase Intention ...........cccccevvveniiiiniiieniiiesiienns 18

2.4 Research Limitations ......c.ceeieeiiieiieiiiieiee e 18
CHAPTER TIL ..ot 20
RESEARCH METHODS ......ooiiiiiiiiiie e 20
3.1 Research DeSiZN ....c.civiiiiiiiiieiieiic s 20
3.2 Sampling Plan.........coooiiiiiiiiiic e 20
3.2.1 POPULAION ...t 20
3.2.2 Sampling TEeChNIQUE........cccuiiiiiiiiiiie e 20
3.2.1 SaMPIE SIZE..ooveiiiiiiiiiiee e 21

3.3 Instrument and Operational Definitions ............cccoeviieiiniienieniic e 22
3.4  Data Collection Design ........ccccveviiiiiiiiiiiiiici e 22
3.5 Data Analysis DeSIZN .....ccoeiiviiiiiiiiiiie e 23
3.5.1 Descriptive ANALYSIS .....veeivieiieiiiiee e 23
3.5.2 Inferential ANalySIS.......cccooiiiiiiiiiiiieic e 23
CHAPTER TV oo 25
RESULTS AND ANALYSIS ..o 25
4.1 Respondent Profile ...........cccovviiiiiiiiiiiiiiiii 25
4.1.1 Respondents Based on Gender ...........c.cceeviviiiiiiiiiiiniiic e 25
4.1.2 Respondents By AZe........ccociiiiiiiiiiiiiicis e 25
4.1.3 Respondents by OCCUPALION.........ccvvirriierriiiierie e 26
4.1.4 Respondents by Domicile: Province...........cccooviiiiiiiiieciiciecnnen 26

4.2 Descriptive Statistical Analysis of Research Variables ..............c.c....... 26
4.2.1 Purchase INtention.........cccooveriiiiiiiiieie e 26
4.2.2 Brand IMae.........ccoeieiiiiiiieie e 27
4.2.3  AdVETHISING....oiiiiiiiiiiiie it 27

4.2.4 INITUCNCET REVIEW ...ttt e et e e e e e e e e e enseeeeaeeeens 27



4.2.5 Online Customer REVIEW .......oiiiiiiieeeeeee et 28

4.3 Inferential AnalysiS........cccviveiiiiiiiiiiiiiiieee e 28
4.3.1 Validity, Discriminant Test, and Reliability..........c.cccooviiiiiiiininnnn 29
4.3.2 R-Square, Predictive Relevance, Effect Size and Hypothesis Testing 33

4.4 DISCUSSION .uveiirieiiisiiiestee st e et e et e et ssn e nb e e s e e s be e e e e e nnnesneenreeanneens 37

CHAPTER Voo 42
CONCLUSIONS ..ottt 42
5.1 CONCIUSION ..ttt ettt ettt 42
5.2 IMPLCALIONS ..o.vviiiiiiiiiieiiieiie s 43
5.2.1 Theoretical IMPlICAtIONS .....ccvvrvveiriiiesiieicre e 43
5.2.2 Managerial Implications ...........ceririiiieiiiieniee e 43
5.2.3 Limitations and Future DIirections ...........ccccerveeiieniiesiiesie e 45
REFERENCES ... ..ottt 46
LIST OF TABLES ...ttt 54
LIST OF FIGURE......coiiiiiiiiiii e 68
APPENDIX ...ttt 72

Filtering QUESTION ........coiviiiiiiiieie e 72

Respondent Profile..........coooviiiiiiii e 72



Table 3.1
Table 4.1
Table 4.2
Table 4.3
Table 4.4
Table 4.5
Table 4.6
Table 4.7
Table 4.8
Table 4.9
Table 4.10
Table 4.11
Table 4.12
Table 4.13
Table 4.14

Table 4.15

LIST OF TABLES

CoNSruCt MEasUrEMENT..........ccviiieeiieiie e 58
Respondent Profile ..o 59
Descriptive Analysis Results of Purchase Intention ............ccccccovenee. 60
Results of Descriptive Analysis of Brand Image ..........c.ccocvevvvenenne. 60
Results of Descriptive Analysis of Advertising.........cccccevvviveiivenenne. 61
Influencer Review Descriptive Analysis Results............cccccveveiieenenn, 62
Results of Descriptive Analysis of Online Customer Review ............ 62
OULEI MOTEN ... et 63
Fornell-Larcker Criterion Test RESUILS .........ccooerereieneniiinisieienen 64
Heterotrait-Monotrait Ratio (HTMT) Results...........ccccceevveieeieiiennn, 64
Construct Reliability Test RESUIS..........ccooveiiiiiiiiiee 65
R-Square TeSt RESUITS ........ccviieiiieieicre e 65
Predictive Relevance Test RESUILS ..........ccoovviiieiiieniicccsesenn 65
Effect Size Test Results (f2) Between Variables............cccccovvevvennnne. 66

Hypothesis Test Results of Indirect Effect of Variable X on
Purchase Intention (Y) through Brand Image (Z2)" ........c.ccoovivieiienn. 66
Effect of Independent Variables on Dependent Variables.................. 67



Figure 1.1
Figure 1.2
Figure 1.3
Figure 1.4
Figure 2.1
Figure 4.1
Figure 4.2

FIGURE LIST

Indonesian social Media USErS..........ccoveveeieiieie e 68
Countries with the Longest Average Social Media Usage (2022)....68

Countries with the most Smartphone USErs ..........ccccooevenerininnnnns 69
Market Sales of Apple smartphones and tablets in Indonesia ......... 69
Theoretical Framework.........cccouviiiiineniiiieeee s 70
Outer Model TeSt RESUILS ......cveveieiieiieiiesieseeeie e 70
Boostrapping Hypothesis Test Results (Inner Model).........c........... 71



ABSTRACT

Purpose - This study aims to examine the influence of advertising, influencer
reviews, and online customer reviews on consumers' purchase intention of Apple

products, with brand image as a mediating variable.

Methodology - This research used a quantitative approach. Data were collected
from 116 respondents who had been exposed to Apple advertisements, influencer
reviews, or online customer reviews on social media or e-commerce platforms. The
sampling technique used was purposive sampling, and the data were analyzed using
Partial Least Square - Structural Equation Modeling (PLS-SEM) with SmartPLS 4.
The variables studied include advertising, influencer reviews, online customer

reviews, brand image, and purchase intention.

Findings - The results show that advertising and online customer reviews have a
significant and positive effect on purchase intention. However, influencer review
does not have a significant direct impact. Furthermore, brand image is proven to
mediate the relationship between advertising and online customer reviews towards

purchase intention and also mediates the indirect effect of influencer reviews.

Originality Values - The novelty of this study lies in integrating three digital
marketing elements-advertising, influencer review, and online customer review-
while also examining the mediating role of brand image in the context of Apple
products. This study provides insight into how digital marketing strategies can be
optimized to strengthen brand image and drive consumer purchase intention,

particularly in the premium gadget segment.

Keywords: Advertising, Influencer Review, Online Customer Review, Brand

Image, Purchase Intention, Apple Products
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