
 X 

DAFTAR ISI 

 
PERNYATAAN DAN PERSETUJUAN UNGGAH TUGAS AKHIR……………II 

PERNYATAAN KEASLIAN KARYA TUGAS AKHIR ......................................... III 

PERSETUJUAN DOSEN PEMBIMBING TUGAS AKHIR .................................... IV 

PERSETUJUAN TIM PENGUJI TUGAS AKHIR .................................................... V 

ABSTRAK .................................................................................................................. VI 

ABSTRACT .............................................................................................................. VII 

KATA PENGANTAR ……………………………………………………………VIII 

DAFTAR ISI ............................................................................................................... X 

DAFTAR GAMBAR ............................................................................................... XIV 

DAFTAR TABEL ..................................................................................................... XV 

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

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

1.2 Rumusan Masalah .......................................................................................... 9 

1.3 Tujuan Penelitian ........................................................................................... 9 

BAB 2 TINJAUAN PUSTAKA ........................................................................... 11 

2.1 Brand experience .......................................................................................... 11 

2.2 Self-brand congruency ................................................................................. 13 



 XI 

2.3 Online Brand engagement ............................................................................ 16 

2.4 Brand usage intention ................................................................................... 20 

2.5 Positive E-WOM .......................................................................................... 21 

2.6 Penelitian Terdahulu .................................................................................... 22 

2.7 Pengembangan Hipotesis ............................................................................. 25 

2.7.1 Kaitan Sensory Brand experience dan online brand engagement ......... 25 

2.7.2 Kaitan affective Affective Experience dan online brand engagement . 26 

2.7.3 Kaitan behavior Brand experience dan online brand engagement ....... 26 

2.7.4 Kaitan intellectual Brand experience dan online brand engagement .... 27 

2.7.5 Kaitan self-brand congruency dan online brand engagement ............... 27 

2.7.6 Kaitan online brand engagement dan Brand usage intention ............... 28 

2.7.7 Kaitan online brand engagement dan Positive E-WOM ....................... 29 

2.8 Model Penelitian .......................................................................................... 30 

BAB 3 METODE PENELITIAN ......................................................................... 31 

3.1 Objek Penelitian ........................................................................................... 31 

3.2 Unit Analisis ................................................................................................ 31 

3.3 Tipe Penelitian ............................................................................................. 32 

3.4 Operasionalisasi Variabel ............................................................................. 32 

3.4.1 Pengukuran Variabel ............................................................................. 33 

3.4.2 Definisi Konseptual dan Operasionalisasi Variabel ............................. 34 



 XII 

3.5 Populasi dan Sampel .................................................................................... 38 

3.5.1 Penentuan Jumlah Sampel .................................................................... 38 

3.5.2 Metode Penarikan Sampel .................................................................... 39 

3.6 Metode Pengumpulan Data .......................................................................... 39 

3.6.1 Data Primer ........................................................................................... 39 

3.6.2 Data Sekunder ....................................................................................... 40 

3.7 Teknik Analisis Data .................................................................................... 40 

3.7.1 Outer Model .......................................................................................... 40 

3.7.2 Inner Model .......................................................................................... 42 

BAB 4 HASIL PENELITIAN DAN PEMBAHASAN ........................................ 45 

4.1 Profil Demografi Responden ........................................................................ 45 

4.2 Profil Perilaku Responden ........................................................................... 48 

4.3 Analisis Deskriptif Responden ..................................................................... 49 

4.3.1 Variabel Sensory Experience ................................................................ 50 

4.3.2 Variabel Affective Experience .............................................................. 51 

4.3.3 Variabel Behavioral Experience ........................................................... 52 

4.3.4 Variabel Intellectual Experience ........................................................... 53 

4.3.5 Variabel Self-brand congruency ........................................................... 54 

4.3.6 Variabel Online Brand engagement ...................................................... 55 

4.3.7 Variabel Brand usage intention ............................................................. 56 

4.3.8 Variabel E-WOM .................................................................................. 57 



 XIII 

4.4 Analisis Outer Model ................................................................................... 58 

4.4.1 Reliabilitas ............................................................................................ 59 

4.4.2 Validitas ................................................................................................ 60 

4.5 Analisis inner Model .................................................................................... 62 

4.5.1 Multikolinearitas ................................................................................... 63 

4.5.2 Koefisien Determinasi (R-Squared) ...................................................... 64 

4.5.3 Effect Size (F-Squared) ........................................................................ 65 

4.5.4 Predictive Relevance (Q-Squared) ........................................................ 66 

4.5.5 Hasil Uji Hipotesis ................................................................................ 67 

4.5.6 Hasil Uji Indirect Effect ........................................................................ 73 

4.5.7 Analisis Importance-Performance (IPMA) ........................................... 74 

4.6 Diskusi ......................................................................................................... 76 

BAB 5 KESIMPULAN DAN SARAN ................................................................ 81 

5.1 Kesimpulan .................................................................................................. 81 

5.2 Implikasi Manajerial .................................................................................... 82 

5.4  Implikasi Teoritis ………………….………………………………………84 

5.4 Keterbatasan dan Saran bagi Penelitian Selanjutnya………………………  85  

DAFTAR PUSTAKA ................................................................................................. 86 

 

  



 XIV 

DAFTAR GAMBAR 

Gambar 1.1 Perkembangan Pendapatan Domestik Bruto Industri Tekstil ................... 1 

Gambar 1.2 Trend Industri Sepatu Global .................................................................... 3 

Gambar 1.3 Trend Top Brand Eiger 2018-2022 ........................................................... 5 

Gambar 4.1 Hasil Uji Outer Model ............................................................................ 59 

Gambar 4.2 Importance Performance Map ................................................................. 75 

Gambar 4.3 Model Hasil Penelitian ............................................................................ 78 

 

  



 XV 

DAFTAR TABEL 

Tabel 1.1 Top Brand Eiger Kategori Sepatu dan Tas ................................................... 4 

Tabel 3.1 Operasionalisasi Variabel ........................................................................... 34 

Tabel 4.1 Profil Demografi Responden ...................................................................... 45 

Tabel 4.2 Profil Demografi Lanjutan .......................................................................... 46 

Tabel 4.3 Profil Perilaku Responden .......................................................................... 48 

Tabel 4.4 Kriteria Kategori Jawaban Responden ....................................................... 50 

Tabel 4.5 Data Deskriptif Variabel Sensory Experience ............................................ 50 

Tabel 4.6 Data Deskriptif Variabel Affective Experience ........................................... 51 

Tabel 4.7 Data Deskriptif Variabel Behavioral Experience ....................................... 52 

Tabel 4.8 Data Deskriptif Variabel Intellectual Experience ....................................... 53 

Tabel 4.9 Data Deskriptif Variabel Self-brand congruency ....................................... 54 

Tabel 4.10 Data Deskriptif Variabel Online Brand engagement ................................ 55 

Tabel 4.11 Data Deskriptif Variabel Brand usage intention ...................................... 56 

Tabel 4.12 Data Deskriptif Variabel E-WOM ............................................................ 57 

Tabel 4.13 Hasil Pengujian Reliabilitas ...................................................................... 59 

Tabel 4.14 Hasil Pengujian Validitas HTMT ............................................................. 62 

Tabel 4.15 Hasil Pengujian Multikolinearitas ............................................................ 63 

Tabel 4.16 Hasil Uji F Square .................................................................................... 65 

Tabel 4.17 Hasil Pengujian Q Square ......................................................................... 66 

Tabel 4.18 Hasil Uji Hipotesis .................................................................................... 67 

Tabel 4.19 Hasil Uji Indirect Effect ............................................................................ 73 




