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ABSTRAK 

 

UNIVERSITAS TARUMANAGARA 

FAKULTAS EKONOMI DAN BISNIS 

JAKARTA 

 

(A) ANDREAN WILLYANTO (115180160) 

(B) ANALISIS PENGARUH KESADARAN MEREK, E-WOM, DAN 

 HARGA YANG DIPERSEPSIKAN TERHADAP NIAT PEMBELIAN 

 MAKANAN RINGAN CROFFLE MEREK DEAR BUTTER DI 

 KALANGAN MAHASISWA FAKULTAS EKONOMI DAN BISNIS 

 UNIVERSITAS TARUMANAGARA 

(C) XVI + 65 Halaman, 2022, 20 Tabel, 7 Gambar, 10 Lampiran 

(D) MANAJEMEN PEMASARAN 

(E) Abstrak: Penelitian ini bertujuan untuk mengetahui apakah kesadaran 

 merek, e-WOM, dan harga yang dipersepsikan memiliki pengaruh terhadap 

 niat pembelian.  Teknik pengambilan sampel dilakukan dengan purposive 

 sampling. Kuesioner disebarkan pada 100 responden yang merupakan 

 mahasiswa Fakultas Ekonomi dan Bisnis Universitas Tarumanagara.  

 Metode penelitian ini menggunakan uji validitas, uji reliabilitias, uji 

 koefisien determinasi, uji predictive relevance, uji path coefficient, uji 

 signifikansi, effect size, dan uji hipotesis.  Program yang digunakan untuk 

 melakukan analisis data adalah SmartPLS 3.  Hasil dari penelitian ini 

 menunjukkan bahwa adanya pengaruh positif dan signifikan dari variabel 

 kesadaran merek, e-WOM, dan harga yang dipersepsikan terhadap niat 

 pembelian. 

(F) Daftar acuan 1991-2020 

(G) Yenny Lego, S.E., M.M. 
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ABSTRACT 

 

UNIVERSITAS TARUMANAGARA 

FACULTY OF ECONOMICS AND BUSINESS 

JAKARTA 

 

(A) ANDREAN WILLYANTO (115180160) 

(B) THE ANALYSIS OF THE EFFECT OF BRAND AWARENESS, E-WOM, 

 AND PERCEIVED PRICE ON PURCHASE INTENTIONS OF CROFFLE 

 SNACKS FROM DEAR BUTTER AMONG STUDENTS OF THE FACULTY 

 OF ECONOMICS AND BUSINESS UNIVERSITAS TARUMANAGARA 

(C) XVI + 65 Pages, 2022, 20 Tables, 7 Pictures, 10 Attachment 

(D) MARKERTING MANAGEMENT 

(E) Abstract: This study aims to determine whether brand awareness, e-WOM, 

 and perceived price have an influence on purchase intention. The sampling 

 technique was carried out by purposive sampling. Questionnaires were 

 distributed to 100 respondents who are students of the Faculty of Economics 

 and Business, Universitas Tarumanagara. This research method uses 

 validity test, reliability test, coefficient of determination test, predictive 

 relevance test, path coefficient test, significance test, effect size, and 

 hypothesis testing. The program used to analyze the data is SmartPLS 3. 

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

 effect of the variables brand awareness, e-WOM, and perceived price on 

 purchase intention.  

(F) Reference list 1991-2020 

(G) Yenny Lego, S.E., M.M. 
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Opportunities don’t happen. 

 

You create them. 

 

-Chris Grosser- 
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