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ABSTRAK

Penelitian ini dilakukan untuk menguji apakah produk yang diciptakan
selama ini telah sesuai dengan symbolic representation, dan self image congruence
calon konsumen yang berpengaruh terhadap purchase intention melalui attitude
pada produk Istana Boneka di Jawa Timur. Penelitian ini menggunakan 200
responden yang datanya diperoleh dari kuesioner yang di sebar secara online
melalui google form, data tersebut diolah menggunakan SEM (Structural Equation
Model) Lisrel (Linear Structure Relationship) untuk menganalisis model-model
struktural antar variabel.

Hasil penelitian ini membuktikan bahwa terdapat pengaruh positif dan
signifikan antara: (1) symbolic representation terhadap attitude, (2) self image
congruence terhadap attitude, (3) attitude terhadap purchase intention, (4) symbolic
representation terhadap purchase intention melalui attitude, (5) self image
congruence terhadap purchase intention melalui attitude.

Saran untuk penelitian yang akan datang adalah melakukan pengembangan
model penelitian dengan menambahkan variabel lainnya yang tidak ada dalam
penelitian ini, sehingga penelitian yang dilakukan akan menjadi lebih luas dan
dalam, melakukan improvisasi dengan kelompok usia tertentu dan wilayah tertentu
agar menambah khasanah ilmu pengetahuan tentang strategi pemasaran yang lebih
efektif serta efisien.

Saran praktis penelitian ini adalah produsen produk Istana Boneka, Jawa
Timur harus mampu: (1) Menghasilkan produk-produk yang memiliki symbolic
representation (narrative) yang baik, menarik, unik, memiliki daya kreatif yang
tinggi, sehingga calon konsumen tertarik untuk melakukan purchase intention. (2)
Mempertahankan reputasi yang unggul, agar calon konsumen dapat tertarik untuk
melakukan purchase intention, dengan terus-menerus melakukan inovasi,
diferensiasi produk, membuat karakter yang lucu, menarik, dapat mencerminkan
self congruence dari calon konsumen, dan dapat melakukan edukasi pada calon
konsumen tentang produk-produk yang dihasilkan. (3) Memperhatikan attitude dari
calon konsumen, dengan mempertimbangkan budaya setempat, dan marketing mix
khususnya pada produk yang dihasilkan selama ini. (4) Mengkombinasikan
symbolic representation dan self image congruence agar dapat mendorong attitude
dari calon konsumen agar tetap terciptanya purchase intention secara berkelanjutan.

Kata Kunci: Symbolic Representation, Self Image Congruence, Attitude, Purchase
Intention
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ABSTRACT

This study was conducted to determine whether the products created so far
have been in accordance with the symbolic representation, and self-image
congruence of potential consumers which affects purchase intention through
attitude on Istana Boneka products in East Java. This study uses a minimum of 200
respondents whose data is obtained from a questionnaire distributed online via
google form, the data is processed using SEM (Structural Equation Model) Lisrel
(Linear Structure Relationship) to analyze structural models between variables.

The results of this study prove that there is a positive and significant

influence between: (1) symbolic representation to attitude, (2) self-image
congruence to attitude, (3) attitude to purchase intention, (4) symbolic
representation to purchase intention through attitude, (5) self -image congruence
to purchase intention through attitude.
The theoretical suggestion of this research is that future researchers can develop
research models by adding other variables that are not in this study, so that the
research conducted will be broader and deeper, improvising with certain age
groups and certain regions in order to add to the repertoire of knowledge about
marketing strategies that are more effective and efficient.

The practical suggestion of this research is that the product manufacturers
of the Istana Boneka, East Java must be able to: (1) Produce products that have a
good symbolic representation (narrative), are attractive, unique, have high creative
power, so that potential customers are interested in making purchase intentions.
(2) Maintaining a superior reputation, so that potential customers can be attracted
to purchase intention, by constantly innovating, product differentiation, creating
funny, interesting characters, can reflect the self congruence of potential customers
and being able to educate potential customers about the products produced. (3) Pay
attention to the attitude of potential customers, taking into account local culture,
and the marketing mix, especially in the products produced so far. (4) Combining
symbolic representation and self-image congruence in order to encourage the
attitude of potential customers so that purchase intention is still created in a
sustainable manner.

Key Words: Symbolic Representation, Self-Image Congruence, Attitude, Purchase
Intention
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