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(ELECTRONIC WORD OF MOUTH) TERHADAP PERCEIVED 

BRAND CREDIBILITY SERTA IMPLIKASINYA PADA BRAND 

EQUITY PROGRAM PERTUKARAN PELAJAR IISMA 

(INDONESIAN INTERNATIONAL STUDENT MOBILITY 

AWARDS) 

(Jovinka Kelsey) 

ABSTRAK 

Untuk membangun sumber daya manusia Indonesia yang berkualitas, pemerintah 

Indonesia perlu mengoptimalkan mutu pendidikan di tanah air, termasuk jenjang 

pendidikan tinggi. Dalam perguruan tinggi, salah satu program yang banyak dicari 

oleh mahasiswa adalah program pertukaran pelajar. Begitu banyaknya program 

pertukaran pelajar yang ada di Indonesia menyebabkan muncul persaingan yang 

semakin ketat, sehingga masing-masing program harus bisa mengelola ekuitas 

merek yang kuat agar dikenal oleh banyak orang. Salah satu program student 

exchange yang diadakan oleh pemerintah dinamakan Indonesian International 

Student Mobility Awards (IISMA). Dalam program ini, mahasiswa Indonesia akan 

mendapat beasiswa dari pemerintah untuk menjalani perkuliahan selama satu 

semester ke berbagai universitas terkemuka di luar negeri. Namun karena program 

ini masih baru, brand equity mereka pun juga masih rendah. Terdapat 3 dimensi 

pada brand equity, yaitu social image, performance, dan attachment. Beberapa 

faktor yang dapat menentukan brand equity adalah subjective norms, eWOM, dan 

perceived brand credibility. Oleh karena itu, peneliti ingin mengetahui apakah 

perceived brand credibility memediasi pengaruh subjective norms dan eWOM 

terhadap social image, performance, dan attachment. Metode penelitian yang 

digunakan pada penelitian ini adalah metode kuantitatif dan data dikumpulkan 

melalui penyebaran kuesioner kepada 145 responden yang merupakan pria dan 

wanita berusia 18 tahun ke atas yang berdomisili di Indonesia dan pernah 

berpartisipasi sebagai peserta dari program pertukaran pelajar IISMA. Sementara 

itu, pengolahan data dilakukan dengan memanfaatkan software SPSS versi 25, 

LISREL versi 8.8, dan Macro PROCESS. Hasil penelitian menunjukkan bahwa 

perceived brand credibility memberikan efek mediasi yang signifikan pada 

pengaruh dari subjective norms dan eWOM terhadap social image, performance, 

dan attachment. 

 

Kata kunci: Brand equity, electronic word of mouth, IISMA, perceived brand 

credibility, subjective norms  
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THE EFFECT OF SUBJECTIVE NORMS AND EWOM 

(ELECTRONIC WORD OF MOUTH) ON PERCEIVED BRAND 

CREDIBILITY AND ITS IMPLICATIONS FOR BRAND EQUITY 

OF THE IISMA (INDONESIAN INTERNATIONAL STUDENT 

MOBILITY AWARDS) STUDENT EXCHANGE PROGRAM 

(Jovinka Kelsey) 

ABSTRACT (English) 

To build high-quality Indonesian human resources, the Indonesian government 

needs to optimize the quality of education in the country, including higher 

education. In university, one of the programs that many students are looking for is 

a student exchange program. The increasing number of student exchange programs 

in Indonesia has resulted in increasingly fierce competition, which results in each 

program having to be able to manage strong brand equity so that it is recognized 

by many people. One of the student exchange programs held by the government is 

called the Indonesian International Student Mobility Awards (IISMA). In this 

program, Indonesian students will receive scholarships from the government to 

study for one semester at various leading universities abroad. However, because 

this program is still new, their brand equity is still low. There are 3 dimensions to 

brand equity, namely social image, performance, and attachment. Several factors 

that can determine brand equity are subjective norms, eWOM, and perceived brand 

credibility. Therefore, researcher want to know whether perceived brand credibility 

mediates the influence of subjective norms and eWOM on social image, 

performance, and attachment. The research method used in this study is a 

quantitative method and data was collected by distributing questionnaires to 145 

respondents who are men and women aged 18 years and over who live in Indonesia 

and have participated as participants in the IISMA student exchange program. 

Meanwhile, data processing was carried out using SPSS software version 25, 

LISREL version 8.8, and Macro PROCESS. The results show that perceived brand 

credibility has a significant mediating effect on the influence of subjective norms 

and eWOM on social image, performance, and attachment. 

 

Keywords: Brand equity, electronic word of mouth, IISMA, perceived brand 

credibility, subjective norms  



 

ix 

Pengaruh Subjective Norms …, Jovinka Kelsey, Universitas Multimedia Nusantara 

DAFTAR ISI 

HALAMAN PERNYATAAN TIDAK PLAGIAT …………………………….… ii 

HALAMAN PENGESAHAN ………………………………………….……….. iii 

HALAMAN PERSETUJUAN PUBLIKASI KARYA ILMIAH UNTUK 

KEPENTINGAN AKADEMIS ………………………………………..…….….. iv 

KATA PENGANTAR ……………………………………………………….…... v 

ABSTRAK ……………………………………………………………………... vii 

ABSTRACT (English) ………………………………………………………….. viii 

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

DAFTAR TABEL ……………………………………………………………... xiii 

DAFTAR GAMBAR …………………………………………………………... xiv 

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

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

1.1      Latar Belakang Penelitian ………………………………………………. 1 

1.2 Rumusan Masalah dan Pertanyaan Penelitian ………………………… 10 

1.3 Tujuan Penelitian ……………………………………………………… 11 

1.4 Manfaat Penelitian ………………………………………………...…... 11 

1.4.1 Manfaat Akademis ………………..……………………………… 11 

1.4.2 Manfaat Praktis …….……………………………..……………… 12 

1.4.3 Manfaat Bagi Program …….………………………………...…… 12 

1.5 Batasan Penelitian …………………………………………………….. 12 

1.6 Sistematika Penulisan  ………………………………………………… 13 

BAB II  LANDASAN TEORI………………………………………………...… 15 

2.1 Tinjauan Teori ………………………………………………………… 15 

2.1.1 Subjective Norms ………………………………………………… 15 

2.1.2 EWOM (Electronic Word of Mouth) ……………………………... 16 

2.1.3 Perceived Brand Credibility ……………………………………... 17 

2.1.4 Brand Equity …………………………...………………………… 19 

2.2 Model Penelitian ……………………………………………………… 21 

2.3 Hipotesis ………………………………………………………………. 22 

https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.gjdgxs
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.30j0zll
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.2et92p0
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.2et92p0
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.gjdgxs
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.tyjcwt
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.gjdgxs
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.3dy6vkm
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.gjdgxs
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.4d34og8
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.4d34og8
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.4d34og8
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.4d34og8
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.gjdgxs
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.2s8eyo1
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.gjdgxs
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.17dp8vu
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.3rdcrjn
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.gjdgxs
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.gjdgxs
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.35nkun2
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.1ksv4uv
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.1ksv4uv
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.1ksv4uv
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.1ksv4uv
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.44sinio
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.gjdgxs
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.gjdgxs
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.1ci93xb
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.1ci93xb
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.1ci93xb
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.1ci93xb


 

x 

Pengaruh Subjective Norms …, Jovinka Kelsey, Universitas Multimedia Nusantara 

2.3.1 Efek Mediasi Perceived Brand Credibility pada Pengaruh (a) 

Subjective Norms terhadap Social Image, (b) Subjective Norms 

terhadap Performance, dan (c) Subjective Norms terhadap 

Attachment  ………..………………………………………….….. 22 

2.3.2 Efek Mediasi Perceived Brand Credibility pada Pengaruh (a) EWOM 

(Electronic Word of Mouth) terhadap Social Image, (b) EWOM 

(Electronic Word of Mouth) terhadap Performance, dan (c) EWOM 

(Electronic Word of Mouth) terhadap Attachment ……………….. 24 

2.4 Penelitian Terdahulu ………………………………………………….. 25 

BAB III  METODOLOGI PENELITIAN……………………………………….. 29 

3.1 Gambaran Umum Objek Penelitian ………………………………….... 29 

3.2 Desain Penelitian ……………………………………………………… 33 

3.2.1 Jenis Penelitian …..……………………………………………….  34 

3.2.2 Data Penelitian …..……………………………………………….. 37 

3.3 Populasi dan Sampel Penelitian ………………………………………. 38 

3.3.1 Populasi …………..………………………………………………. 39 

3.3.2 Sampel ………….....……………………………………………... 40 

3.3.3 Sample Size …….....…………………………………………….... 40 

3.3.4 Sampling Frame .....………………………………………………. 41 

3.4 Teknik Pengumpulan Data ……………………………………………. 41 

3.4.1 Sampling Technique …...…………………………………………. 41 

3.4.2 Prosedur Penelitian ………….....………………………………… 44 

3.4.3 Identifikasi Variabel Penelitian ………….....………………..…… 45 

3.4.3.1 Variabel Eksogen …...……………………………………..… 45 

3.4.3.2 Variabel Endogen …...……………………………………….. 45 

3.4.3.3 Variabel Intervening …...…………………………………….. 45 

3.4.3.4 Variabel Teramati …...……………………………………..… 46 

3.5 Operasionalisasi Variabel ……………………………………………... 46 

3.6 Teknik Analisis Data ………………………………………………..… 49 

3.6.1 Analisis Data Pre-Test dengan Menggunakan Analisis Faktor ...... 50 

3.6.1.1 Uji Validitas …...…………………………………………..… 50 

3.6.1.2 Uji Reliabilitas ……...……………………………………...… 51 

https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.gjdgxs
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.gjdgxs
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.4i7ojhp
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.4i7ojhp
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.gjdgxs
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.4i7ojhp
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.4i7ojhp
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.4i7ojhp
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.4i7ojhp
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.gjdgxs
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.4i7ojhp
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.gjdgxs
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.1hmsyys
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.1hmsyys
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.1hmsyys
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.1hmsyys


 

xi 

Pengaruh Subjective Norms …, Jovinka Kelsey, Universitas Multimedia Nusantara 

3.6.2 Analisis Data Penelitian dengan Structural Equation Model (SEM) 

……………………………………………………………………. 52 

3.6.2.1 Kecocokan Model Pengukuran (Measurement Model Fit) ….. 52 

3.7 Uji Hipotesis …………………………………………………………... 55 

3.7.1 Uji Analisis Jalur (Path Analysis) dengan Macro PROCESS ......... 55 

BAB IV  ANALISIS DAN PEMBAHASAN …………………………………… 58 

4.1 Deskripsi Hasil Penelitian …………………………………………..… 58 

4.2 Profil Responden ……………………………………………………… 58 

4.2.1 Profil Responden Berdasarkan Jenis Kelamin ……………………. 58 

4.2.2 Profil Responden Berdasarkan Usia …….……………..………..... 59 

4.2.3 Profil Responden Berdasarkan Status Pekerjaan …………………. 60 

4.2.4 Profil Responden Berdasarkan Domisili …………………………. 60 

4.2.5 Profil Responden Berdasarkan Angkatan IISMA ………………… 61 

4.2.6 Profil Responden Berdasarkan Benua Tujuan di IISMA …………. 62 

4.3 Analisis Deskriptif ……………………………………………...……... 63 

4.3.1 Subjective Norms ………………………………………………… 64 

4.3.2 EWOM (Electronic Word of Mouth) …………………………...… 65 

4.3.3 Perceived Brand Credibility …………………………………...… 67 

4.3.4 Social Image …………….……………………………………...… 68 

4.3.5 Performance …………….……………………………………..… 69 

4.3.6 Attachment …………...………………………………………...… 70 

4.4 Uji Instrumen Pre-Test ………………………………………………... 71 

4.4.1 Uji Validitas Pre-Test ….………...………………………………. 71 

4.4.2 Uji Reliabilitas Pre-Test …………...…………………………...… 73 

4.5 Hasil Analisis Data Structural Equation Model (SEM) ……………….. 74 

4.5.1 Hasil Analisis Kecocokan Model Pengukuran (Measurement Model 

Fit) ……………………………………………………………….. 74 

4.5.1.1 Hasil Uji Goodness of Fit …..………….....………………..… 77 

4.5.1.2 Hasil Uji Validitas Main Test …...……...……...………........... 78 

4.5.1.3 Hasil Uji Reliabilitas Main Test …...……...…….......……..… 79 

4.6 Hasil Uji Hipotesis ………...………………………………………….. 81 

4.6.1 Hasil Analisis Jalur dengan Macro PROCESS …………….…..… 82 

https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.vx1227
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.vx1227
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.vx1227
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.vx1227
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.gjdgxs
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.gjdgxs
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.gjdgxs


 

xii 

Pengaruh Subjective Norms …, Jovinka Kelsey, Universitas Multimedia Nusantara 

4.7 Pembahasan …………………………………………………………… 95 

4.7.1 Hasil Uji Efek Mediasi Perceived Brand Credibility pada Pengaruh 

(a) Subjective Norms terhadap Social Image, (b) Subjective Norms 

terhadap Performance, dan (c) Subjective Norms terhadap 

Attachment ………………………………………...……………... 95 

4.7.2 Hasil Uji Efek Mediasi Perceived Brand Credibility pada Pengaruh 

(a) EWOM (Electronic Word of Mouth) terhadap Social Image, (b) 

EWOM (Electronic Word of Mouth) terhadap Performance, dan (c) 

EWOM (Electronic Word of Mouth) terhadap Attachment ……..... 99 

4.8 Implikasi Manajerial ……………………………………………...…. 103 

4.8.1 Upaya Meningkatkan Efek Perceived Brand Credibility sebagai 

Mediator pada Pengaruh (a) Subjective Norms terhadap Social Image, 

(b) Subjective Norms terhadap Performance, dan (c) Subjective 

Norms terhadap Attachment ……………....………………….… 103 

4.8.2 Upaya Meningkatkan Efek Perceived Brand Credibility sebagai 

Mediator pada Pengaruh (a) EWOM (Electronic Word of Mouth) 

terhadap Social Image, (b) EWOM (Electronic Word of Mouth) 

terhadap Performance, dan (c) EWOM (Electronic Word of Mouth) 

terhadap Attachment ………………………………...….………. 105 

BAB V  SIMPULAN DAN SARAN  ……………………………………….… 108 

5.1 Simpulan …………………………………………………………..… 108 

5.2 Saran …………………………………………………………………. 110 

5.2.1 Saran bagi Program ……………………………………………... 111 

5.2.2 Saran bagi Penelitian Selanjutnya ………………………………. 112 

DAFTAR PUSTAKA …………………………………………………….…… 113 

LAMPIRAN …………………………………………………………………... 120 

  

https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.gjdgxs
https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.gjdgxs


 

xiii 

Pengaruh Subjective Norms …, Jovinka Kelsey, Universitas Multimedia Nusantara 

DAFTAR TABEL 

Tabel 2.1 Penelitian Terdahulu …………………………………………………. 25 

Tabel 3.1 Tabel Definisi Operasionalisasi Variabel Penelitian ……………….… 46 

Tabel 3.2 Tabel Syarat Uji Validitas …………………………………………….. 51 

Tabel 3.3 Perbandingan Ukuran Goodness of Fit ………………………….……. 54 

Tabel 4.1 Tabel Kriteria Interval Kelas ………………………….…………….... 64 

Tabel 4.2 Penilaian Responden terhadap Variabel Subjective Norms ………....... 64 

Tabel 4.3 Penilaian Responden terhadap Variabel EWOM …..……………….… 66 

Tabel 4.4 Penilaian Responden terhadap Variabel Perceived Brand Credibility .. 67 

Tabel 4.5 Penilaian Responden terhadap Variabel Social Image ……...……...… 68 

Tabel 4.6 Penilaian Responden terhadap Variabel Performance ……...……....... 69 

Tabel 4.7 Penilaian Responden terhadap Variabel Attachment ……...…..…...…. 70 

Tabel 4.8 Hasil Uji Validitas Pre-Test ……...…..…...…......…..…......…......…... 72 

Tabel 4.9 Hasil Uji Reliabilitas Pre-Test ……...…..…...…......…………......…... 73 

Tabel 4.10 Hasil Uji Goodness of Fit …………...........………....….........…........ 77 

Tabel 4.11 Hasil Uji Validitas Main Test …………...........…………………....... 78 

Tabel 4.12 Hasil Perhitungan Construct Reliability dan Variance Extracted …... 79 

Tabel 4.13 Hasil Uji Reliabilitas Main Test …………...........…………...……..... 80 

Tabel 4.14 Output Analisis Macro PROCESS Hipotesis 1a ………..…...……..... 82 

Tabel 4.15 Output Analisis Macro PROCESS Hipotesis 1b ………..…...…….... 84 

Tabel 4.16 Output Analisis Macro PROCESS Hipotesis 1c ………..…...……..... 86 

Tabel 4.17 Output Analisis Macro PROCESS Hipotesis 2a ………..…...……..... 88 

Tabel 4.18 Output Analisis Macro PROCESS Hipotesis 2b ………..…...…….... 90 

Tabel 4.19 Output Analisis Macro PROCESS Hipotesis 2c ………..…...……..... 92 

Tabel 4.20 Rangkuman Hasil Uji Hipotesis ……………..……………………… 94 

  

https://docs.google.com/document/d/1z5PH-lauLdH0WvMqcBdthpS6EmNMovcP/edit#heading=h.gjdgxs


 

xiv 

Pengaruh Subjective Norms …, Jovinka Kelsey, Universitas Multimedia Nusantara 

DAFTAR GAMBAR 

Gambar 1.1 Pertanyaan 1 Survei Brand Awareness Program IISMA …………… 6 

Gambar 1.2 Pertanyaan 2 Survei Brand Awareness Program IISMA ………….... 7 

Gambar 2.1 Model Penelitian ………………..………………………………….. 22 

Gambar 3.1 Logo IISMA ………………………………….……………….…… 29 

Gambar 3.2 Pelepasan Awardee IISMA 2022 …………………………………. 31 

Gambar 3.3 Penerima Beasiswa IISMA 2022 University College Cork …….… 32 

Gambar 3.4 Kegiatan BATIK Challenge IISMA 2022 …………….………….. 33 

Gambar 3.5 Klasifikasi Desain Penelitian ………………………………….….. 34 

Gambar 3.6 Sampling Design Process ………………………………….…….... 38 

Gambar 3.7 Klasifikasi Sampling Techniques …………………………………. 41 

Gambar 4.1 Profil Responden Berdasarkan Jenis Kelamin …….……………… 58 

Gambar 4.2 Profil Responden Berdasarkan Usia ……………….…………........ 59 

Gambar 4.3 Profil Responden Berdasarkan Status Pekerjaan …….………...…. 60 

Gambar 4.4 Profil Responden Berdasarkan Domisili ……….….…………….... 61 

Gambar 4.5 Profil Responden Berdasarkan Angkatan IISMA …….…...……… 62 

Gambar 4.6 Profil Responden Berdasarkan Benua Tujuan di IISMA …….…… 63 

Gambar 4.7 Measurement Model Path Diagram Standardized Solution ……… 75 

Gambar 4.8 Measurement Model Path Diagram T-values ….…….….……..…. 76 

Gambar 4.9 Hasil Analisis Jalur Macro PROCESS Hipotesis 1a .….…….......... 83 

Gambar 4.10 Hasil Analisis Jalur Macro PROCESS Hipotesis 1b ...……........... 85 

Gambar 4.11 Hasil Analisis Jalur Macro PROCESS Hipotesis 1c .….……........ 87 

Gambar 4.12 Hasil Analisis Jalur Macro PROCESS Hipotesis 2a .….……........ 89 

Gambar 4.13 Hasil Analisis Jalur Macro PROCESS Hipotesis 2b ….……......... 91 

Gambar 4.14 Hasil Analisis Jalur Macro PROCESS Hipotesis 2c .….……........ 93 

  



 

xv 

Pengaruh Subjective Norms …, Jovinka Kelsey, Universitas Multimedia Nusantara 

DAFTAR LAMPIRAN 

Lampiran A Jurnal Utama ……………………………………………………... 120 

Lampiran B Tampilan Kuesioner ……………………………………………... 132 

Lampiran C Hasil Kuesioner ………………………………………………..…. 141 

Lampiran D Hasil Pre-Test ……………………………………………..…...… 143 

Lampiran E Hasil Main Test …………………………………………..….……. 150 

Lampiran F Lembar Konsultasi Dosen Pembimbing 1 ………………………... 161 

Lampiran G Lembar Konsultasi Dosen Pembimbing 2 ……………………….. 163 

Lampiran H Hasil Cek Turnitin ……………………………………………..… 166 

 


