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PENGARUH SUBJECTIVE NORMS DAN EWOM
(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 ISMA. 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, 1ISMA, 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 I1ISMA (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 1ISMA 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, 1ISMA, perceived brand
credibility, subjective norms
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