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PENGARUH NORMATIVE INFLUENCE, BRAND
CONSCIOUSNESS, PERCEIVED QUALITY, DAN EMOTIONAL
VALUE TERHADAP PURCHASE INTENTION PADA BRAND

STRADIVARIUS

ABSTRAK

Penelitian ini bertujuan untuk mengetahui dan menganalisis
pengaruh normative influence, brand consciousness, perceived quality, dan
emotional value terhadap purchase intention pada brand Stradivarius.
Persaingan dalam dunia fashion semakin besar. Banyak brand ternama yang
bermunculan dan semakin mengembangkan sayapnya di Indonesia.
Berdasar oleh teori planned behaviour, terdapat banyak faktor yang
mempengaruhi normative influence, brand consciousness, perceived
quality, dan emotional value terhadap purchase intention pada store
Stradivarius. Jumlah sampel yang diambil sebanyak 154 responden. Tiap
responden tersebut merupakan individu yang mengetahui mengenai brand
Stradivarius dan produk yang dijual. Data dikumpulkan melalui alat bantu
kuesioner dan selanjutnya diolah dengan teknik analisis structural equation
model menggunakan program LISREL. Hasil penelitian ini menunjukkan
bahwa normative influence memiliki pengaruh positif terhadap brand
consciousness, brand consciousness memiliki pengaruh positif terhadap
perceived quality, brand consciousness memiliki pengaruh positif terhadap
emotional value, perceived quality memiliki pengaruh positif terhadap
emotional value, perceived quality memiliki tidak berpengaruh terhadap
purchase intention, dan emotional value memiliki pengaruh positif terhadap
purchase intention pada brand Stradivarius.

Kata Kunci: Normative Influence, Brand Consciousness, Perceived Quality,

Emotional Value, Purchase Intention, Theory of Planned
Behaviour
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THE INFLUENCE OF NORMATIVE INFLUENCE, BRAND
CONSCIOUSNESS, PERCEIVED QUALITY, AND EMOTIONAL
VALUE TOWARD PURCHASE INTENTION AT STRADIVARIUS
BRAND

ABSTRACT

This research purpose is to find out and analyze the influence of
normative influence, brand consciousness, perceived quality, and emotional
value toward purchase intention at Stradivarius brand. Competition in a
world of fashion is getting bigger. There are many brands spreading its
influences in Indonesia. Based on theory of planned behaviour, there are
many factors that influence normative influence, brand consciousness,
perceived quality, and emotional value toward purchase intention at
Stradivarius brand. The number of samples taken is 154 respondents. Each
respondent is an individual who know the existence of the store and know
about the products. Data was collected with questionnaire and furthermore
processed with analysis technic call structural equation model using
LISREL program. The result of this research shows that normative
influence has a positive influence on brand consciousness, brand
consciousness has a positive influence on perceived quality, brand
consciousness has a positive influence on emotional value, perceived
quality has a positive influence on emotional value, perceived quality has
no influence on purchase intention, and emotional value has a positive
influence on purchase intention at Stradivarius brand.

Keyword: Normative Influence, Brand Consciousness, Perceived Quality,

Emotional Value, Purchase Intention, Theory of Planned
Behaviour
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