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TERHADAP MINAT BELI  

(Survei terhadap Smartphone Xiaomi pada Mahasiswa Cluster Universitas di 
Tangerang) 

 
 

ABSTRAK 
 

Oleh: Meichaella Widjanarko 
 

Penelitian ini bertujuan untuk dapat mengetahui pengaruh word of mouth 
terhadap minat beli smartphone Xiaomi. Seperti yang diketahui bahwa word of 
mouth yang telah tersebar tentang smartphone Xiaomi adalah Xiaomi merupakan 
smartphone yang berasal dari Cina dan memiliki harga yang terbilang murah, 
sedangkan saat ini terdapat persepsi yang negative mengenai smartphone Cina 
dan kebanyakan dari kaum anak muda bukan hanya memilih ponsel yang canggih 
untuk digunakan, namun merek juga menjadi penting dalam menaikkan kelas 
sosialnya.  

Penelitian ini menggunakan pendekatan kuantitatif dengan sifat penelitian 
eksplanatif. Sampel dalam penelitian ini adalah 384 mahasiswa dari 10 
Universitas di Tangerang. Teknik pengambilan sampel pada penelitian ini 
menggunakan cluster random sampling dan menggunakan metode non-
probability sampling, serta teknik purposive. Instrumen dalam penelitian ini 
menggunakan kuesioner.  

Hasil dari penelitian ini menunjukkan bahwa variabel word of mouth (X) 
mempengaruhi minat beli smartphone Xiaomi (Y) sebesar 69.7% dan 30.3% 
dipengaruhi faktor lainnya yang tidak termasuk dalam pembahasan penelitian ini. 
Penelitian ini diharapkan dapat memberikan manfaat bagi pembaca dan bagi 
peneliti selanjutnya. 
 
 
Kata kunci: Word of Mouth, Minat Beli, Smartphone, Xiaomi, Kuantitatif 
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EFFECT OF WORD OF MOUTH  
ON INTEREST BUYING  

(Survey of Xiaomi Smartphone for Students at the University Cluster in 
Tangerang) 

  
 

ABSTRACT 
 

By: Meichaella Widjanarko 
 
 

This study aims to determine the effect of word of mouth on buying interest 
Xiaomi smartphone. As known that the word of mouth that has been spread about 
Xiaomi smartphone is Xiaomi is a smartphone that comes from China and has a 
fairly cheap price, while there is currently a negative perception about the 
Chinese smartphone and most of the young people not just choose a sophisticated 
phone to be used, but the brand also becomes important in raising its social class. 

This research uses quantitative approach with explanative research 
characteristic. The sample in this research is 384 students from 10 universities in 
Tangerang. The sampling technique in this study used cluster random sampling 
and using non-probability sampling method, and purposive technique. 
Instruments in this study using questionnaires. 

The result of this research shows that word of mouth (X) variables 
influence the buying interest of Xiaomi (Y) smartphone by 69.7% and 30.3% 
influenced by other factors not included in the discussion of this research. This 
research is expected to provide benefits for the reader and for the next researcher. 
 
 
Keywords: Word of Mouth, Buy Interest, Smartphone, Xiaomi, Quantitative 

 

 

 

 

 

Pengaruh Word Of Mouth..., Meichaella Widjanarko, FIKOM UMN, 2017



DAFTAR ISI 

 

DAFTAR ISI                                                                                                            Hlm. 

HALAMAN JUDUL ....................................................................................................  i 

HALAMAN PERNYATAAN .....................................................................................  ii 

HALAMAN PERSETUJUAN .....................................................................................  iii 

HALAMAN PERSEMBAHAN ...................................................................................  vi 

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

ABSTRAK ...................................................................................................................  vii 

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

DAFTAR GAMBAR ...................................................................................................  xii 

DAFTAR DIAGRAM ..................................................................................................  xiii 

DAFTAR TABEL ........................................................................................................  xvi 

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

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

1.2 Rumusan Masalah ...............................................................................................  6 

1.3 Tujuan Penelitian ................................................................................................  7 

1.4 Kegunaan Penelitian  ..............................................................................................  7 

 1.4.1 Kegunaan Akademis  .................................................................................  7 

 1.4.2 Kegunaan Praktis  ......................................................................................  7 

BAB II KERANGKA TEORI ......................................................................................  8 

2.1 Penelitian Terdahulu ...........................................................................................  8 

2.2 Teori dan Konsep ...................................................................................................  11 

2.2.1 Marketing Communication ........................................................................  11 

2.2.2 Public Relations .........................................................................................  15 

2.2.3 Word of Mouth ..........................................................................................  17 

2.2.4 Minat Beli ..................................................................................................  20 

2.3 Hipotesis Teoritis ...................................................................................................  23 

2.4 Hipotesis Statistik  ..................................................................................................  24 

2.5 Kerangka Pemikiran  ..............................................................................................  24 

Pengaruh Word Of Mouth..., Meichaella Widjanarko, FIKOM UMN, 2017



BAB III METODOLOGI PENELITIAN .....................................................................  25 

3.1 Sifat Penelitian ....................................................................................................  25 

3.2 Metode Penelitian ...............................................................................................  26 

3.3 Populasi dan Sampel ...........................................................................................  27 

3.3.1 Populasi .....................................................................................................  27 

3.3.2 Sampel ........................................................................................................  28 

3.4 Operasionalisasi Konsep .....................................................................................  30 

3.5 Teknik Pengambilan Data  ..................................................................................  31 

3.6 Teknik Pengukuran Data  .......................................................................................  32 

 3.6.1 Uji Validitas ...............................................................................................  32 

 3.6.2 Uji Reliabilitas ...........................................................................................  36 

 3.6.3 Uji Normalitas ...........................................................................................  37 

3.7 Teknik Analisis Data ..............................................................................................  38 

BAB IV HASIL PENELITIAN DAN PEMBAHASAN .............................................  40 

4.1 Objek Penelitian ..................................................................................................  40 

 4.1.1 Profil Xiaomi .............................................................................................  40 

 4.1.2 Sekilas Tentang Xiaomi .............................................................................  41 

4.2 Hasil Penelitian ...................................................................................................  42 

 4.2.1 Karakteristik Responden ............................................................................  42 

          4.2.1.1 Jenis Kelamin .................................................................................  42 

          4.2.1.2 Domisili .........................................................................................  43 

          4.2.1.3 Usia ................................................................................................  44 

          4.2.1.4 Pendidikan .....................................................................................  45 

          4.2.1.5 Universitas .....................................................................................  46 

 4.2.2 Hasil Data dan Jawaban Responden ..........................................................  47 

          4.2.2.1 Variabel Word of Mouth (X) .........................................................  47 

          4.2.2.2 Variabel Minat Beli (Y) .................................................................  65 

          4.2.2.3 Uji Normalitas ...............................................................................  83 

          4.2.2.4 Uji Koefisien Korelasi ...................................................................  84 

          4.2.2.5 Uji Regresi Sederhana ...................................................................  86 

4.3 Pembahasan ............................................................................................................  90 

Pengaruh Word Of Mouth..., Meichaella Widjanarko, FIKOM UMN, 2017



BAB V SIMPULAN DAN SARAN ............................................................................  97 

5.1 Simpulan ................................................................................................................  97 

5.2 Saran .......................................................................................................................  98 

 5.2.1 Saran Akademis .........................................................................................  98 

 5.2.2 Saran Praktis ..............................................................................................  99 

DAFTAR PUSTAKA ..................................................................................................  100 

LAMPIRAN .................................................................................................................  103 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Pengaruh Word Of Mouth..., Meichaella Widjanarko, FIKOM UMN, 2017



DAFTAR GAMBAR 
 
 

Gambar 4.1 Logo Xiaomi ............................................................................................  40 

Gambar 4.2 Normalitas P-P Plot of Regression Standardized Residual ......................  84 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Pengaruh Word Of Mouth..., Meichaella Widjanarko, FIKOM UMN, 2017



DAFTAR DIAGRAM 

 
 

Diagram 4.1 Persentase Jenis Kelamin ........................................................................  42 

Diagram 4.2 Persentase Domisili Responden ..............................................................  43 

Diagram 4.3 Hasil Persentase Usia Responden ...........................................................  44 

Diagram 4.4 Hasil Persentase Jenjang Pendidikan ......................................................  45 

Diagram 4.5 Hasil Persentase Universitas di Tangerang .............................................  46 

Diagram 4.6 Jawaban Responden Terhadap Pernyataan 1 Indikator Ketika 

Khalayak Membicarakan Produk Xiaomi ....................................................................  51 

Diagram 4.7 Jawaban Responden Terhadap Pernyataan 2 Indikator Ketika  

Khalayak Membicarakan Produk Xiaomi ....................................................................  52 

Diagram 4.8 Jawaban Responden Terhadap Pernyataan 1 Indikator Ketika  

Khalayak Senang Berbagi Informasi Tentang Produk Xiaomi ....................................  53 

Diagram 4.9 Jawaban Responden Terhadap Pernyataan 2 Indikator Ketika  

Khalayak Senang Berbagi Informasi Tentang Produk Xiaomi ....................................  54 

Diagram 4.10 Jawaban Responden Terhadap Pernyataan 1 Indikator  

Ketika Khalayak Merekomendasikan Produk Xiaomi ke Orang Lain .........................  55 

Diagram 4.11 Jawaban Responden Terhadap Pernyataan 2 Indikator  

Ketika Khalayak Merekomendasikan Produk Xiaomi ke Orang Lain  ........................  56 

Diagram 4.12  Jawaban Responden Terhadap Pernyataan 1 Indikator  

Pembahasan/Pembicaraan Berhubungan Dengan Produk Xiaomi ..............................  58 

Diagram 4.13 Jawaban Responden Terhadap Pernyataan 2 Indikator  

Pembahasan/Pembicaraan Berhubungan Dengan Produk Xiaomi ..............................  59 

Diagram 4.14 Jawaban Responden Terhadap Pernyataan 1 Indikator  

Khalayak Mengetahui Keunggulan yang Terdapat pada Smartphone Xiaomi ............  60 

Diagram 4.15 Jawaban Responden Terhadap Pernyataan 2 Indikator  

Khalayak Mengetahui Keunggulan yang Terdapat pada Smartphone Xiaomi ............  61  

Diagram 4.16 Jawaban Responden Terhadap Pernyataan 1 Indikator  

Media/Alat Penyebaran Informasi Tentang Produk Xiaomi yang Digunakan ............  62 

 

Pengaruh Word Of Mouth..., Meichaella Widjanarko, FIKOM UMN, 2017



Diagram 4.17 Jawaban Responden Terhadap Pernyataan 2 Indikator  

Media/Alat Penyebaran Informasi Tentang Produk Xiaomi yang Digunakan ............  63 

Diagram 4.18 Jawaban Responden Terhadap Pernyataan 3 Indikator  

Media/Alat Penyebaran Informasi Tentang Produk Xiaomi yang Digunakan ............  64 

Diagram 4.19 Jawaban Responden Terhadap Pernyataan 1 Indikator  

Kebutuhan Khalayak Memiliki Smartphone ................................................................  68 

Diagram 4.20 Jawaban Responden Terhadap Pernyataan 2 Indikator  

Kebutuhan Khalayak Memiliki Smartphone ................................................................  69 

Diagram 4.21 Jawaban Responden Terhadap Pernyataan 1 Indikator Harapan  

Terhadap Produk ..........................................................................................................  70 

Diagram 4.22 Jawaban Responden Terhadap Pernyataan 2 Indikator Harapan  

Terhadap Produk ..........................................................................................................  71 

4.23 Jawaban Responden Terhadap Pernyataan 1 Indikator  

Kepercayaan yang Dimiliki Khalayak Terhadap Produk .............................................  72 

4.24 Jawaban Responden Terhadap Pernyataan 2 Indikator  

Kepercayaan yang Dimiliki Khalayak Terhadap Produk .............................................  73 

4.25 Jawaban Responden Terhadap Pernyataan 1 Indikator  

Perilaku Positif Khalayak Terhadap Produk ................................................................  74 

4.26  Jawaban Responden Terhadap Pernyataan 2 Indikator  

Perilaku Positif Khalayak Terhadap Produk ................................................................  75 

4.27 Jawaban Responden Terhadap Pernyataan 1 Indikator Perilaku  

Khalayak dalam Memilih Produk ................................................................................  76 

4.28 Jawaban Responden Terhadap Pernyataan 2 Indikator Perilaku  

Khalayak dalam Memilih Produk ................................................................................  77 

4.29 Jawaban Responden Terhadap Pernyataan 1 Indikator  

Khalayak Mencari Informasi tentang Produk ..............................................................  78 

4.30 Jawaban Responden Terhadap Pernyataan 2 Indikator  

Khalayak Mencari Informasi tentang Produk ..............................................................  79 

4.31 Jawaban Responden Terhadap Pernyataan 3 Indikator  

Khalayak Mencari Informasi tentang Produk ..............................................................  80 

 

Pengaruh Word Of Mouth..., Meichaella Widjanarko, FIKOM UMN, 2017



4.32 Jawaban Responden Terhadap Pernyataan 1 Indikator  

Keinginan Khalayak untuk Membeli Produk ...............................................................  81 

4.33 Jawaban Responden Terhadap Pernyataan 2 Indikator  

Keinginan Khalayak untuk Membeli Produk ...............................................................  82 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Pengaruh Word Of Mouth..., Meichaella Widjanarko, FIKOM UMN, 2017



DAFTAR TABEL 
 

 

2.1 Tabel Penelitian Terdahulu ....................................................................................  9 

3.1 Tabel Operasionalisasi Konsep ..............................................................................  30 

3.2 Tabel Uji Validitas Data Variabel Word of Mouth (X) .........................................  34 

3.3 Tabel Uji Validitas Data Variabel Minat Beli (Y) .................................................  35 

3.4 Tabel Uji Reliabilitas Data Variabel Word of Mouth (X) .....................................  36 

3.5 Tabel Uji Reliabilitas Data Variabel Minat Beli (Y) .............................................  37 

4.1 Tabel Tabulasi Pernyataan Responden Terhadap Variabel Word of Mouth (X) ...  48 

4.2 Tabel Tabulasi Pernyataan Responden Terhadap Variabel Minat Beli (Y) ...........  65 

4.3 Tabel Nilai Koefisien Korelasi ...............................................................................  85 

4.4 Tabel Nilai Uji Korelasi .........................................................................................  86 

4.5 Tabel Regresi Sederhana Variabel X dan Y ..........................................................  87 

4.6 Tabel Uji Anova .....................................................................................................  88 

4.7 Tabel Nilai Koefisien .............................................................................................  89 

4.8 Tabel Besar Pengaruh Dimensi Talkers Terhadap Minat Beli ...............................  90 

4.9 Tabel Besar Pengaruh Dimensi Topics Terhadap Minat Beli ................................  91 

4.10 Tabel Besar Pengaruh Dimensi Tools Terhadap Minat Beli ...............................  91 

4.11 Tabel Tingkat Besat Pengaruh Dimensi Talkers, Topics, dan Tools  

Terhadap Minat Beli ....................................................................................................  92 

 
	
 

 

 

 

 

 

Pengaruh Word Of Mouth..., Meichaella Widjanarko, FIKOM UMN, 2017




