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ANALISIS PENGARUH ATRIBUT PRODUK DAN HARGA MELALUI 

ADVERTISING TERHADAP PURCHASE INTENTION CAP LANG 

EUCALYPTUS AROMATHERAPY 

 Hanifah Dzaky Salsabila 

ABSTRAK 

 

Setelah fenomen Covid-19, banyak anak muda yang mudah merasa lelah 

karena sudah terbiasa dengan melakukan semua kegiatan di rumah. Dengan 

adanya fenomena tersebut terdapat perusahaan yang mengeluarkan produk 

minyak angin dengan target anak muda, salah satunya adalah Cap Lang 

Eucalyptus Aromatherapy. Cap Lang Eucalyptus Aromatherapy merupakan 

minyak angin dengan dengan kandungan aromatherapy dari Cap Lang. 

Namun masih banyak konsumen yang masih belum bisa membedakan antara 

Cap Lang Kayu Putih dengan Cap Lang Eucalyptus Aromatherapy. Target 

dari Cap Lang Eucalyptus Aromatherapy adalah anak muda, sedangkan saat 

ini Cap Lang Eucalyptus Aromatherapy belum bisa mencapai targetnya. Dari 

fenomena tersebut,penelitian ini memiliki tujuan untuk meningkatkan 

awareness agar konsumen dapat mengetahui differensiasi antara Cap Lang 

Kayu Putih dengan Cap Lang Eucalyptus Aromatherapy dan mencapai target 

dari Cap Lang Eucalyptus Aromatherapy. Terdapat sebelas hipotesis yang 

akan diuji pada penelitian ini. Data akan dianalisis dengan menggunakan 

Structural Equation Model (SEM) dengan perangkat SMARTPLS 4. Hasil 

pada penelitian ini menunjukan bahwa brand dan price tidak memiliki 

pengaruh positif pada purchase intention, quality, labeling, ingredients dan 

advertising memiliki pengaruh positif pada purchase intention, brand dan 

price tidak memiliki pengaruh positif pada purchase intention di mediasi oleh 

advertising, dan quality, labeling, ingredients dan advertising memiliki 

pengaruh positif pada purchase intention di mediasi oleh advertising. 

Kata kunci: Differensiasi, Cap Lang, Purchase Intention. 
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ANALISIS PENGARUH ATRIBUT PRODUK DAN HARGA MELALUI 

ADVERTISING TERHADAP PURCHASE INTENTION CAP LANG 

EUCALYPTUS AROMATHERAPY 

Hanifah Dzaky Salsabila 

ABSTRACT (English) 

 

After the Covid-19 phenomenon, many young people easily feel tired because 

they are used to doing all their activities at home. With this phenomenon, 

there are companies that produce wind oil products targeting young people, 

one of which is Cap Lang Eucalyptus Aromatherapy. Cap Lang Eucalyptus 

Aromatherapy is a wind oil with aromatherapy content from Cap Lang. 

However, there are still many consumers who still cannot differentiate 

between Cap Lang Kayu Putih and Cap Lang Eucalyptus Aromatherapy. The 

target of Cap Lang Eucalyptus Aromatherapy is young people, while 

currently Cap Lang Eucalyptus Aromatherapy has not been able to reach its 

target. From this phenomenon, this research aims to increase awareness so 

that consumers can know the differences between Cap Lang Kayu Putih and 

Cap Lang Eucalyptus Aromatherapy and achieve the target of Cap Lang 

Eucalyptus Aromatherapy. There are eleven hypotheses that will be tested in 

this research. The data will be analyzed using the Structural Equation Model 

(SEM) with the SMARTPLS 4 tool. The results of this study show that brand 

and price do not have a positive influence on purchase intention, quality, 

labeling, ingredients and advertising have a positive influence on purchase 

intention, brand and price does not have a positive influence on purchase 

intention mediated by advertising, and quality, labeling, ingredients and 

advertising have a positive influence on purchase intention mediated by 

advertising. 

Keywords: Differentiation, Cap Lang, Purchase Intention. 

 

 



 

 

10 
Analisis Pengaruh Atribut Produk dan Harga melalui Adverising terhadap Purchase Intention 

Caplang Eucalyptus Aromatherapy, Hanifah Dzaky Salsabila, Universitas Multimedia Nusantara 

  

DAFTAR ISI 

  
HALAMAN PERNYATAAN TIDAK PLAGIAT ............................................. 2 

HALAMAN PERSETUJUAN ............................................................................. 3 

HALAMAN PENGESAHAN ............................................................................... 4 

HALAMAN PERSETUJUAN PUBLIKASI KARYA ILMIAH UNTUK 

KEPENTINGAN AKADEMIS ............................................................................ 5 

KATA PENGANTAR ........................................................................................... 6 

ABSTRAK ............................................................................................................. 8 

ABSTRACT (English) ............................................................................................ 9 

DAFTAR ISI ........................................................................................................ 10 

DAFTAR GAMBAR ........................................................................................... 15 

DAFTAR TABEL ............................................................................................... 17 

DAFTAR LAMPIRAN ....................................................................................... 18 

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

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

1.2 Rumusan Masalah dan Pertanyaan Penelitian .................................. 12 

1.3 Tujuan Penelitian ................................................................................. 13 

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

1.5 Batasan Penelitian ................................................................................ 15 

1.6 Sistematika Penulisan .......................................................................... 16 

BAB II  LANDASAN TEORI ............................................................................ 17 

2.1 Tinjauan Teori ...................................................................................... 17 

2.1.1 Consumer Behavior ...................................................................... 17 

2.1.2 Brand .............................................................................................. 17 

2.1.3 Price ................................................................................................ 18 

2.1.3   Quality ............................................................................................... 18 

2.1.4 ingredients ........................................................................................... 19 

2.1.5 Labeling ............................................................................................... 19 

2.1.7 Purchase Intention ............................................................................. 20 



 

 

11 
Analisis Pengaruh Atribut Produk dan Harga melalui Adverising terhadap Purchase Intention 

Caplang Eucalyptus Aromatherapy, Hanifah Dzaky Salsabila, Universitas Multimedia Nusantara 

  

2.2 Model Penelitian ........................................................................................ 21 

2.3 Hipotesis ................................................................................................ 21 

2.3.1 Pengaruh Brand terhadap Purchase Intention. .............................. 22 

2.3.2 Pengaruh Price terhadap Purchase Intention. ................................ 22 

2.3.3 Pengaruh Quality terhadap Purchase Intention. ............................ 23 

2.3.4 Pengaruh Ingredients terhadap Purchase Intention. ..................... 24 

2.3.5 Pengaruh Labeling terhadap Purchase Intention. .......................... 24 

2.3.6 Pengaruh Advertising terhadap Purchase Intention. ..................... 25 

2.3.7 Pengaruh Brand terhadap Purchase Intention dimediasi oleh 

Advertising. .................................................................................................. 25 

2.3.8 Pengaruh Price terhadap Purchase Intention dimediasi oleh 

Advertising. .................................................................................................. 26 

2.3.9 Pengaruh Quality terhadap Purchase Intention melalui 

Advertising. .................................................................................................. 26 

2.3.10 Pengaruh Ingredients terhadap Purchase Intention melalui 

Advertising. .................................................................................................. 27 

2.3.11 Pengaruh Labeling terhadap Purchase Intention melalui 

Advertising. .................................................................................................. 27 

2.2 Penelitian Terdahulu ............................................................................ 28 

BAB III  METODOLOGI PENELITIAN ........................................................ 35 

3.1 Gambaran Umum Objek Penelitian ................................................... 35 

3.2 Desain Penelitian .................................................................................. 39 

3.2.1 Jenis Metode Penelitian ..................................................................... 40 

3.2.2 Data Penelitian ................................................................................... 43 

3.3 Populasi dan Sampel Penelitian ............................................................... 43 

3.3.1 Populasi ............................................................................................... 44 

3.3.2 Sampling Frame ................................................................................. 44 



 

 

12 
Analisis Pengaruh Atribut Produk dan Harga melalui Adverising terhadap Purchase Intention 

Caplang Eucalyptus Aromatherapy, Hanifah Dzaky Salsabila, Universitas Multimedia Nusantara 

  

3.3.3 Sampling Techniques ......................................................................... 44 

3.3.4 Sampling Size ...................................................................................... 46 

3.4 Teknik Pengumpulan Data ...................................................................... 46 

3.4.1 Periode Penelitian............................................................................... 46 

3.4.2 Prosedur Penelitian ............................................................................ 46 

3.5 Identifikasi Variabel Penelitian ............................................................... 47 

3.5.1 Variabel Eksogen ............................................................................... 47 

3.5.2 Variabel Endogen ............................................................................... 48 

3.6 Tabel Operasional ..................................................................................... 48 

3.7 Teknik Analisa Data ................................................................................. 53 

3.7.1 Uji Pretest ........................................................................................... 53 

3.7.2 Metode Analisis Data Dengan Structural Equation Model (SEM) 55 

3.7.3 Model Keseluruhan Penelitian .......................................................... 58 

BAB IV  ANALISIS DAN PEMBAHASAN ..................................................... 60 

4.1 Hasil Penelitian Deskriptif ................................................................... 60 

4.2 Karakteristik Responden ..................................................................... 60 

4.1.2 Profil Responden Berdasarkan Usia ................................................ 60 

4.1.3 Profil Responden Berdasarkan Jenis Kelamin ............................... 61 

4.1.5 Profil Responden Berdasarkan Profesi ............................................ 62 

4.1.6 Profil Berdasarkan Anggaran Belanja per Bulan untuk Produk 

Kesehatan ..................................................................................................... 63 

4.3 Analisis Statistik ................................................................................... 64 

4.2.1  Penilaian terhadap Variabel Brand ................................................ 65 

4.2.2  Penilaian terhadap Variabel Price .................................................. 67 

4.2.3  Penilaian terhadap Variabel Quality .............................................. 68 

4.2.4  Penilaian terhadap Variabel Ingredients ........................................ 69 

4.2.5  Penilaian terhadap Variabel Labeling ............................................ 71 



 

 

13 
Analisis Pengaruh Atribut Produk dan Harga melalui Adverising terhadap Purchase Intention 

Caplang Eucalyptus Aromatherapy, Hanifah Dzaky Salsabila, Universitas Multimedia Nusantara 

  

4.2.6  Penilaian terhadap Variabel Advertising ....................................... 73 

4.2.7  Penilaian terhadap Variabel Purchase Intention ........................... 74 

4.4 Uji Instrumen ........................................................................................ 76 

4.3.1 Uji Validitas Pre-test .......................................................................... 76 

4.3.2 Uji Reliabilitas Pre-test ...................................................................... 77 

4.5 Uji Hipotesis .......................................................................................... 79 

4.4.2 Hasil Uji Inner Model (Structural Model) dan Uji Hipotesis ........ 83 

4.6 Interpretasi Model ................................................................................ 90 

4.6.1 Pengaruh Variabel Brand terhadap Purchase Intention ............... 90 

4.6.2 Pengaruh Variabel Price terhadap Variabel Purchase Intention. 91 

4.6.3  Pengaruh Variabel Quality terhadap Variabel Purchase Intention.

 ....................................................................................................................... 91 

4.6.4  Pengaruh Variabel Ingredients terhadap Variabel Purchase 

Intention. ...................................................................................................... 92 

4.6.5 Pengaruh Variabel Labeling terhadap Variabel Purchase 

Intention. ...................................................................................................... 92 

4.6.6 Pengaruh Variabel Advertising terhadap Variabel Purchase 

Intention. ...................................................................................................... 93 

4.6.7 Pengaruh Variabel Brand terhadap Variabel Purchase Intention 

dimediasi oleh Advertising. ........................................................................ 93 

4.6.8 Pengaruh Variabel Price terhadap Variabel Purchase Intention 

dimediasi oleh Advertising. ........................................................................ 94 

4.6.9 Pengaruh Variabel Quality terhadap Variabel Purchase Intention 

dimediasi oleh Advertising. ........................................................................ 94 

4.6.10 Pengaruh Variabel Ingredients terhadap Variabel Purchase 

Intention dimediasi oleh Advertising. ....................................................... 95 



 

 

14 
Analisis Pengaruh Atribut Produk dan Harga melalui Adverising terhadap Purchase Intention 

Caplang Eucalyptus Aromatherapy, Hanifah Dzaky Salsabila, Universitas Multimedia Nusantara 

  

4.6.11 Pengaruh Variabel Labeling terhadap Variabel Purchase 

Intention dimediasi oleh Advertising. ....................................................... 95 

4.7 Implikasi Manajerial ............................................................................ 95 

4.7.1 Upaya dalam Meningkatkan Pengaruh Quality terhadap Purchase 

Intention. ...................................................................................................... 96 

4.7.2 Upaya dalam Meningkatkan Pengaruh Ingredients terhadap 

Purchase Intention. ..................................................................................... 96 

4.7.3 Upaya dalam Meningkatkan Pengaruh Labeling terhadap 

Purchase Intention. ..................................................................................... 98 

4.7.4 Upaya dalam Meningkatkan Pengaruh Advertising terhadap 

Purchase Intention. ..................................................................................... 99 

4.7.5 Upaya dalam Meningkatkan Pengaruh Quality terhadap Purchase 

Intention dimediasi oleh Advertising. ..................................................... 100 

4.7.6 Upaya dalam Meningkatkan Pengaruh ingredients terhadap 

Purchase Intention dimediasi oleh Advertising. ..................................... 101 

4.7.7 Upaya dalam Meningkatkan Pengaruh labeling terhadap Purchase 

Intention dimediasi oleh Advertising. ..................................................... 102 

BAB V  SIMPULAN DAN SARAN ................................................................. 104 

5.1 Simpulan .................................................................................................. 104 

5.2 Saran ........................................................................................................ 107 

5.1.1 Saran untuk Perusahaan ................................................................. 108 

5.2.2 Saran untuk Penelitian Selanjutnya ............................................... 109 

DAFTAR PUSTAKA ........................................................................................ 110 

LAMPIRAN ....................................................................................................... 118 

 



 

 

15 
Analisis Pengaruh Atribut Produk dan Harga melalui Adverising terhadap Purchase Intention 

Caplang Eucalyptus Aromatherapy, Hanifah Dzaky Salsabila, Universitas Multimedia Nusantara 

  

 

DAFTAR GAMBAR 

Gambar 1. 1 Snapcart Gejala apa yang anda rasakan? July 2022 ........................... 2 

Gambar 1. 2 List of Health Care Products that Gen Z Have Ever Used ................. 4 

Gambar 1. 3 Chart anak muda ingin menggunakan produk kesehatan di masa yang 

akan datang.............................................................................................................. 5 

Gambar 1. 4 Data Top Brand Minyak Angin Aromatherapy.................................. 6 

Gambar 1. 5 Minyak Eucalyptus Aromatherapy..................................................... 8 

Gambar 1. 6 Alasan Cap Lang mengambil pasar anak muda ................................. 9 

Gambar 1. 7 Chart pengetahuan produk Cap Lang Eucalyptus Aromatherapy .... 10 

Gambar 1. 8 Chart anak muda membeli produk Cap Lang Eucalyptus 

Aromatherapy ........................................................................................................ 10 

Gambar 1. 9 Alasan tidak membeli produk Cap Lang Eucalyptus Aromatherapy 11 

 

Gambar 2. 1 Model Penelitian .............................................................................. 21 

 

Gambar 3. 1 Logo Cap Lang ................................................................................. 35 

Gambar 3. 2 Cap Lang Eucalyptus Aromatherapy ............................................... 36 

Gambar 3. 3 Kemasan Cap Lang Eucalyptus Aromatherapy Dahulu ................... 38 

Gambar 3. 4 KOL Activation Cap Lang Eucalyptus Aromatherapy .................... 39 

Gambar 3. 5 Desain Penelitian .............................................................................. 40 

Gambar 3. 6 Sampling Design .............................................................................. 44 

Gambar 3. 7 Proses Melakukan SEM ................................................................... 56 

Gambar 3. 8 Model Keseluruhan Penelitian ......................................................... 59 

 

Gambar 4. 1 Pie Chart Usia................................................................................... 60 

Gambar 4. 2 Pie Chart Jenis Kelamin ................................................................... 61 

Gambar 4. 3 Pie Chart Domisili ............................................................................ 62 

Gambar 4. 4 Pie Chart Profesi............................................................................... 63 

Gambar 4. 5 Pie Chart Anggaran Membeli Produk Kesehatan ............................ 64 

Gambar 4. 6 Path Coefficient Uji Outer Model .................................................... 79 

Gambar 4. 7 Ilustrasi Instagram Story Testimoni .. Error! Bookmark not defined. 

Gambar 4. 8 Ilustrasi ingrediens ........................................................................... 97 

Gambar 4. 9 Ilustrasi Workshop ........................................................................... 97 

Gambar 4. 10 Ilustrasi label .................................................................................. 99 

Gambar 4. 11 Ilustrasi label ................................................................................ 100 

Gambar 4. 12 Ilustrasi event JXB ....................................................................... 101 

Gambar 4. 13 Ilustrasi Challenge ........................................................................ 102 



 

 

16 
Analisis Pengaruh Atribut Produk dan Harga melalui Adverising terhadap Purchase Intention 

Caplang Eucalyptus Aromatherapy, Hanifah Dzaky Salsabila, Universitas Multimedia Nusantara 

  

Gambar 4. 14 Ilustrasi Perbedaan Produk ........................................................... 103 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

17 
Analisis Pengaruh Atribut Produk dan Harga melalui Adverising terhadap Purchase Intention 

Caplang Eucalyptus Aromatherapy, Hanifah Dzaky Salsabila, Universitas Multimedia Nusantara 

  

DAFTAR TABEL 

Tabel 2. 1 Tabel Penelitian Terdahulu .................................................................. 28 

 

Tabel 3. 1 Tabel Operasional ................................................................................ 48 

Tabel 3. 2 Tabel Indikator Pengukur Validitas ..................................................... 54 

 

Tabel 4. 1 Skala Interval Kelas ............................................................................. 65 

Tabel 4. 2 Hasil Tanggapan Responden Terhadap Variabel Brand ...................... 65 

Tabel 4. 3 Hasil Tanggapan Responden Terhadap Variabel Price........................ 66 

Tabel 4. 4 Hasil Tanggapan Responden Terhadap Variabel Quality .................... 68 

Tabel 4. 5 Hasil Tanggapan Responden Terhadap Variabel Ingredients .............. 69 

Tabel 4. 6 Hasil Tanggapan Responden Terhadap Variabel Labeling.................. 71 

Tabel 4. 7 Hasil Tanggapan Responden Terhadap Variabel Advertising ............. 73 

Tabel 4. 8 Hasil Tanggapan Responden Terhadap Variabel Purchase Intention .. 74 

Tabel 4. 9 Hasil Uji Validitas Pre-test .................................................................. 76 

Tabel 4. 10 Hasil Uji Reliabilitas Pre-test ............................................................. 77 

Tabel 4. 11 Hasil Uji Convergent Validity Main-Test .......................................... 80 

Tabel 4. 12 Hasil Uji discriminant validity cross loading ..................................... 81 

Tabel 4. 13 Hasil Uji Fornell-Larcker Criterion Main-Test .................................. 83 

Tabel 4. 14 Hasil Uji Boostraping Main-test ........................................................ 83 

Tabel 4. 15 Hasil Uji special indirect effect .......................................................... 84 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

18 
Analisis Pengaruh Atribut Produk dan Harga melalui Adverising terhadap Purchase Intention 

Caplang Eucalyptus Aromatherapy, Hanifah Dzaky Salsabila, Universitas Multimedia Nusantara 

  

DAFTAR LAMPIRAN 
Lampiran 1. 1 turnitin ......................................................................................... 118 

Lampiran 1. 2 Jurnal Utama ................................................................................ 118 

Lampiran 1. 3 Mini Survey ................................................................................. 119 

Lampiran 1. 4 Kuesioner Google Form .............................................................. 122 

Lampiran 1. 5 Bukti Konsultasi Bimbingan Skripsi ........................................... 129 

Lampiran 1. 6 Hasil Olah Data Pre-test .............................................................. 131 

Lampiran 1. 7 Hasil Olah data Maintest SMARTPLS ........................................ 140 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


