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LAMPIRAN 1: Kuesioner  

  

IDENTITAS RESPONDEN  

Isilah data responden berikut.  

• Nama :  

• Usia  :  th  

• Jenis kelamin Anda  a. Perempuan  b. Laki-Laki  

(Beri tanda (X) pada pilihan diatas)  

• Nama Perguruan Tinggi :  

• Angkatan :  

PETUNJUK PENGISIAN KUESIONER  

Dibawah ini terdapat beberapa pertanyaan. Baca dan pahamilah setiap pertanyaan dengan seksama, 

kemudian saudara memberikan respon dengan memberikan tanda checklist (√) pada lembar yang 

telah disediakan.  

  

Pilihlah Jawaban  Keterangan  

STS  Sangat Tidak Setuju  

TS  Tidak Setuju  

N  Netral  

S  Setuju  

SS  Sangat Setuju  

  

E-WOM  

  

  

  

  
  

No  

  
Pertanyaan  

   
Jawaban  

  

STS  TS  N  S  SS  

 Platform Assistance      

1 Saya sering membuka sosial media untuk 

mengetahui  tentang produk Starbucks         
  

  
Venting Negative Feelings  

    

2 Saya mengungkapkan ketidakpuasan melalui media 

  social tentang Starbucks.         
  

  
Concern for Other Consumer  

    



3  Saya merasakan bahwa media sosial dapat membantu 

orang lain untuk mendapatkan informasi mengenai 

Starbucks.  

          

              

  
Extraversion/positive self-enchancement  

  
4  

Melalui sosial media saya mendapatkan pengalaman 

positif yang berkaitan dengan produk Starbucks  
          

  
Social Benefit  

  

5  

Karena saya telah menyampaian informasi melalui 

media social tentang Starbucs, maka saya dapat 

berinteraksi dengan orang lain.  

          

  
Helping the Company  

6  Saya membantu perusahaan menyampaikan infomasi 

produk melalui media social..  
          

  
Advice seeking  

7  Saya mencari informasi/saran mengenai produk 

Strabucks melalui media sosial.  
          

  

   

Citra Merek  

  

  
No  

  
Pertanyaan  

  
J awaban  

  

STS  TS  N  S  SS  

  
Product Atributes  

    

1  Starbucks memiliki desain dan warna yang menarik            

  
Consumer Benefit  

    

2  Melalui internet saya mengetahui bahwa pengguna 

sosial media membantu konsumen lain mengetahui 

produk dan promo dari Starbucks  

          

  
Brand Personality  

 
 

  

3  Starbuks merupakan produk minuman yang terkesan 

mewah  
          

  
User Imagery  

    

4 Konsumen Starbucks merupakan kalangan menengah  

keatas  
  

     
  

  
Organizational Association  

    

5  Starbucks merupakan minuman internasional yang 

memiliki kredibilitas baik  
          



  
Brand Customer Relationship  

    

6  Saya memilih minuman Starbucks karena saya merasa 

mendapatkan kenyamanan dengan memilih minuman 

ini.  

          

  

Kepercayaan Merek  

  

  
  

No  

  
Pertanyaan  

  
J awaban   

 

STS  TS  N  S  SS  

  
Dimension of Viability  

    

1  Kebutuhan saya terhadap kopi akan terpenuhi ketika 

saya membeli produk starbucks  
          

2  Saya percaya dengan produk minuman Starbucks            

  
Dimension of Intentionality  

    

3  Saya yakin produk Starbucks tidak akan 

mengecewakan  
          

4  Starbucks merupakan produk yang aman untuk di 

konsumsi  
          

  

Minat Beli  

  

  
No  

  
Pertanyaan  

  
J awaban  

  

 STS   

TS  

 N   S   

SS  

  
Attention  

     

1  Saya memiliki kesan yang baik terhadap produk 

Starbucks  
          

  
Interest  

     

2  Saya tertarik mencari informasi lebih lanjut mengenai 

Starbucks  
          

  
Action  

     

3  Saya akan segera membeli produk Starbucks.            

  
Satisfaction  

     

4  Jika saya membeli minuman Starbucks, saya akan 

merasa puas.  
          

  

LAMPIRAN 2 : KARAKTERISTIK RESPONDEN  

  
Jenis Kelamin  



   Frequency  Percent  Valid Percent  Cumulative  

Percent  

 laki-laki  56  28.0  28.0  28.0  

Valid  perempuan  144  72.0  72.0  100.0  

 Total  200  100.0  100.0    

  

  

  
Usia Responden  

   Frequency  Percent  Valid Percent  Cumulative  

Percent  

Valid  

19 tahun  

20 tahun  

21 tahun  

Total  

53  

104  

43  

200  

26.5  

52.0  

21.5  

100.0  

26.5  

52.0  

21.5  

100.0  

26.5  

78.5  

100.0  

  

  

  

  
Perguruan Tinggi  

   Frequency  Percent  Valid Percent  Cumulative  

Percent  

Valid  

UII  

UAD  

UGM  

UMY  

UNY  

Total  

131  

15  

21  

13  

20  

200  

65.5  

7.5  

10.5  

6.5  

10.0  

100.0  

65.5  

7.5  

10.5  

6.5  

10.0  

100.0  

65.5  

73.0  

83.5  

90.0  

100.0  

  

  

  

  

  

  

  

  

  

  

  
Angkatan  



   Frequency  Percent  Valid Percent  Cumulative  

Percent  

Valid  

2014  

2015  

2016  

Total  

130  

33  

37  

200  

65.0  

16.5  

18.5  

100.0  

65.0  

16.5  

18.5  

100.0  

65.0  

81.5  

100.0  

  

LAMPIRAN 3: UJI VALIDITAS & RELIABILITAS  

    Estimate  

CM  <---  EWOM  .887  

KM  <---  EWOM  .887  

MB  <---  CM  .573  

MB  <---  KM  .420  

EWOM1 <---  EWOM  .798  

EWOM2 <---  EWOM  .809  

EWOM3 <---  EWOM  .823  

EWOM4 <---  EWOM  .806  

EWOM5 <---  EWOM  .836  

EWOM6 <---  EWOM  .764  

EWOM7 <---  EWOM  .841  

EWOM8 <---  EWOM  .830  

CM1  <---  CM  .814  

CM2  <---  CM  .745  

CM3  <---  CM  .838  

CM4  <---  CM  .886  

CM5  <---  CM  .824  

CM6  <---  CM  .831  

KM1  <---  KM  .820  

KM2  <---  KM  .862  

KM3  <---  KM  .795  

KM4  <---  KM  .875  

MB1  <---  MB  .791  

MB2  <---  MB  .802  

MB3  <---  MB  .767  

MB4  <---  MB  .789  

  

  
sum est  

kuadrat 
est  

1-kuadrat 
est  

  
error  

kuadrat sum 
est  

    
Cr  

6,507  0,636804  0,363196  2,702977   42,341049  45,0440 
3  

0,939993 



  0,654481  0,345519          

  0,677329  0,322671          

  0,649636  0,350364          

  0,698896  0,301104          

  0,583696  0,416304          

  0,707281  0,292719          

  0,6889  0,3111          

4,938  0,662596  0,337404  1,925602   24,383844  26,3094 
5  

0,926809 

  0,555025  0,444975          

  0,702244  0,297756          

  0,784996  0,215004          

  0,678976  0,321024          

  0,690561  0,309439          

3,352  0,6724  0,3276  1,18690 
6  

11,235904  12,4228 
1  

0,90445 
8  

  0,743044  0,256956          

  0,632025  0,367975          

  0,765625  0,234375          

3,149  0,625681  0,374319  1,52030 
5  

9,916201  11,4365 
1  

0,86706 
6  

  0,643204  0,356796          

  0,588289  0,411711          

  0,622521  0,377479          

  

  

  

  

  

  

  

  

  

  

  

  

  

LAMPIRAN 4: STATISTIK DESKRIPTIF  

Descriptive Statistics  

  N  Minimum  Maximum  Mean  Std. Deviation  

EWOM1  200  1  5  3.65  .902  

EWOM2  200  1  5  3.63  .887  



EWOM3  200  1  5  3.66  .959  

EWOM4  200  1  5  3.66  .889  

EWOM5  200  1  5  3.71  .990  

EWOM6  200  1  5  3.65  .896  

EWOM7  200  1  5  3.62  .964  

EWOM8  200  1  5  3.72  .892  

Valid N (listwise)  200          

  

  
Descriptive Statistics  

  N  Minimum  Maximum  Mean  Std. Deviation  

CM1  200  1  5  3.62  .900  

CM2  200  1  5  3.80  .876  

CM3  200  2  5  3.61  .873  

CM4  200  1  5  3.56  .965  

CM5  200  1  5  3.61  .890  

CM6  200  1  5  3.65  .849  

Valid N (listwise)  200          

  

  
Descriptive Statistics  

  N  Minimum  Maximum  Mean  Std. Deviation  

KM1  200  1  5  3.67  .925  

KM2  200  1  5  3.64  .982  

KM3  200  1  5  3.68  .901  

KM4  200  1  5  3.73  .907  

Valid N (listwise)  200          

  

  
Descriptive Statistics  

  N  Minimum  Maximum  Mean  Std. Deviation  

MB1  200  1  5  3.67  .904  

MB2  200  1  5  3.57  .894  

MB3  200  1  5  3.58  .870  

MB4  200  1  5  3.60  .880  

Valid N (listwise)  200          

LAMPIRAN 5 : MODEL PENELITIAN  

  

  



 
  

  

 
   



LAMPIRAN 6 : DEGREE OF FREEDOM  

  
Computation of degrees of freedom (Default model)  

  

Number of distinct sample moments:  253  

Number of distinct parameters to be estimated:  48  

Degrees of freedom (253 - 48):  205  

  



LAMPIRAN 7 : UJI NORMALITAS  

  
Assessment of normality (Group number 1)  

  

Variable  min  max  skew  c.r.  kurtosis  c.r.  

MB4  1.000  5.000  -.313  -1.807  -.197  -.568  

MB3  1.000  5.000  -.270  -1.557  .037  .108  

MB2  1.000  5.000  -.275  -1.586  -.107  -.310  

MB1  1.000  5.000  -.397  -2.289  -.221  -.638  

KM4  1.000  5.000  -.200  -1.154  -.595  -1.719  

KM3  1.000  5.000  -.361  -2.084  -.228  -.658  

KM2  1.000  5.000  -.251  -1.448  -.803  -2.318  

KM1  1.000  5.000  -.371  -2.143  -.505  -1.458  

CM6  1.000  5.000  -.302  -1.746  -.008  -.023  

CM5  1.000  5.000  -.313  -1.807  -.235  -.679  

CM4  1.000  5.000  -.204  -1.178  -.639  -1.845  

CM3  2.000  5.000  -.097  -.559  -.675  -1.950  

CM2  1.000  5.000  -.626  -3.614  .451  1.301  

CM1  1.000  5.000  -.243  -1.403  -.136  -.392  

EWOM8  1.000  5.000  -.402  -2.321  .055  .159  

EWOM7  1.000  5.000  -.292  -1.685  -.581  -1.678  

EWOM6  1.000  5.000  -.335  -1.935  -.235  -.678  

EWOM5  1.000  5.000  -.546  -3.154  -.218  -.629  

EWOM4  1.000  5.000  -.474  -2.738  .098  .281  

EWOM3  1.000  5.000  -.238  -1.373  -.585  -1.688  

EWOM2  1.000  5.000  -.375  -2.167  .022  .063  

EWOM1  1.000  5.000  -.314  -1.815  -.093  -.268  

Multivariate          -4.228  -.920  

LAMPIRAN 8 : UJI OUTLIER  

  

 
  



Observations farthest from the centroid (Mahalanobis distance) (Group number 1)  

  

Observation number  Mahalanobis d-squared  p1  p2  

10  41.200  .008  .791  

134  41.090  .008  .478  

182  40.505  .009  .293  

113  39.135  .014  .291  

180  39.013  .014  .153  

27  37.714  .020  .205  

169  37.123  .023  .178  

133  36.124  .029  .239  

51  33.991  .049  .655  

83  33.126  .060  .768  

177  32.324  .072  .859  

79  32.160  .075  .822  

12  32.147  .075  .741  

185  32.040  .077  .677  

50  32.002  .077  .588  

36  31.988  .078  .487  

88  31.965  .078  .393  

114  31.448  .087  .482  

165  31.223  .092  .470  

195  30.966  .097  .474  

199  30.400  .109  .607  

52  30.358  .110  .534  

41  30.333  .111  .454  

42  29.900  .121  .548  

24  29.648  .127  .570  

167  29.477  .132  .560  

189  29.321  .136  .547  

 

Observation number  Mahalanobis d-squared  p1  p2  

131  29.235  .138  .503  

89  28.675  .154  .673  

136  28.301  .166  .755  

62  27.916  .178  .831  

49  27.653  .187  .862  

135  27.214  .203  .927  

163  27.197  .204  .901  

90  26.808  .219  .946  

156  26.799  .219  .924  

200  26.589  .227  .937  



37  26.525  .230  .925  

147  26.368  .236  .930  

65  26.295  .239  .919  

183  25.969  .253  .952  

168  25.927  .255  .940  

59  25.844  .258  .934  

151  25.679  .266  .941  

106  25.524  .273  .947  

8  25.456  .276  .939  

1  25.297  .283  .946  

82  24.698  .312  .990  

179  24.615  .316  .989  

11  24.520  .321  .988  

174  24.419  .326  .988  

43  24.389  .327  .984  

192  24.246  .334  .986  

196  23.862  .354  .996  

85  23.804  .358  .995  

33  23.660  .365  .996  

54  23.618  .368  .994  

76  23.351  .382  .997  

178  23.350  .382  .996  

154  23.323  .384  .995  

98  23.245  .388  .994  

32  23.179  .392  .993  

158  23.017  .401  .995  

198  23.017  .401  .993  

123  23.005  .401  .989  

16  22.942  .405  .988  

130  22.789  .414  .991  

191  22.764  .415  .988  

 

Observation number  Mahalanobis d-squared  p1  p2  

81  22.672  .420  .988  

63  22.566  .427  .989  

121  22.522  .429  .986  

101  22.522  .429  .980  

87  22.516  .429  .973  

47  22.455  .433  .970  

152  22.221  .447  .983  

14  22.219  .447  .976  

150  21.951  .463  .989  



68  21.933  .464  .985  

176  21.931  .464  .979  

93  21.857  .468  .978  

56  21.824  .470  .973  

146  21.811  .471  .965  

46  21.581  .485  .980  

132  21.529  .488  .978  

184  21.414  .495  .980  

64  21.294  .503  .983  

2  21.286  .503  .977  

22  21.157  .511  .981  

129  21.134  .512  .976  

19  21.129  .513  .968  

21  21.055  .517  .967  

92  21.045  .518  .956  

29  20.997  .521  .951  

40  20.987  .522  .937  

86  20.909  .526  .936  

74  20.906  .527  .917  

97  20.816  .532  .920  

155  20.707  .539  .927  

141  20.701  .539  .908  

17  20.681  .541  .889  

LAMPIRAN 9 : MODEL FIT  

  
Model Fit Summary  

CMIN  

Model  NPAR  CMIN  DF  P  CMIN/DF  

Default model  48  313.117  205  .000  1.527  

Saturated model  253  .000  0 
 
    

Independence model  22  3950.136  231  .000  17.100  

  
RMR, GFI  

  

Model  RMR  GFI  AGFI  PGFI  

Default model  .035  .878  .849  .711  

Saturated model  .000  1.000 
 
    

Independence model  .484  .113  .028  .103  

  
Baseline Comparisons  

  



Model  
NFI RFI 

Delta1 rho1  
IFI TLI 

Delta2 rho2  
CFI  

Default model   .921  .911   .971  .967  .971  

Saturated model  1.000 
 
 1.000 

 
 1.000  

Independence model   .000  .000   .000  .000  .000  

  
RMSEA  

  

Model  RMSEA  LO 90  HI 90  PCLOSE  

Default model  .051  .040  .063  .404  

Independence model  .284  .277  .292  .000  

LAMPIRAN 10 : UJI HIPOTESIS  

  
Regression Weights: (Group number 1 - Default model)  

  

    Estimate  S.E.  C.R.  P  Label  

CM  <---  EWOM  .904  .078  11.617  ***  par_19  

KM  <---  EWOM  .935  .081  11.544  ***  par_21  

MB  <---  CM  .554  .100  5.557  ***  par_20  

MB  <---  KM  .393  .095  4.121  ***  par_22  

EWOM1 <---  EWOM  1.000 
 
        

EWOM2 <---  EWOM  .998  .076  13.117  ***  par_1  

EWOM3 <---  EWOM  1.097  .082  13.412  ***  par_2  

EWOM4 <---  EWOM  .995  .076  13.013  ***  par_3  

EWOM5 <---  EWOM  1.151  .084  13.768  ***  par_4  

EWOM6 <---  EWOM  .951  .078  12.143  ***  par_5  

EWOM7 <---  EWOM  1.128  .082  13.832  ***  par_6  

EWOM8 <---  EWOM  1.030  .076  13.561  ***  par_7  

CM1  <---  CM  1.000 
 
        

CM2  <---  CM  .890  .075  11.902  ***  par_8  

CM3  <---  CM  .998  .071  14.076  ***  par_9  

CM4  <---  CM  1.167  .076  15.308  ***  par_10  

CM5  <---  CM  1.000  .072  13.807  ***  par_11  

CM6  <---  CM  .962  .069  13.895  ***  par_12  

KM1  <---  KM  1.000 
 
        

KM2  <---  KM  1.117  .077  14.473  ***  par_13  

KM3  <---  KM  .944  .073  12.916  ***  par_14  

KM4  <---  KM  1.047  .070  14.953  ***  par_15  

MB1  <---  MB  1.000 
 
        



MB2  <---  MB  1.003  .080  12.521  ***  par_16  

MB3  <---  MB  .935  .079  11.907  ***  par_17  

MB4  <---  MB  .971  .078  12.393  ***  par_18  

  


