DAFTAR ISI

HALAMAN SAMPUL ..ottt e et e e e e et e e e et e e e e eeeeeeananes i
A B S T R A K oottt e e e ettt e e et e e e et e e e e e et e e aa i —eeean—teeaaaataeaans i
LEMBAR PENGESAHAN SKRIPSI ...ttt een e aeeseeeeeaeaans iv
LEMBAR PERNY ATAAN . ..ottt ee et et et eeeeeeeeeseeseeeseeesesseassasssessenseeseeanseas \
LEMBAR PENGESAHAN SIDANG SKRIPSI ...ttt Vi
AT A PEN G AN T AR ettt e e e e et e e e e e e e e e ae e eeeeeeaeeenneees vii
(DA AN = S 1] ISR X
DAFTAR T ABEL ..ottt et e e e et e e e et e e e aeeeeeeaneeaeaaas Xiv
DAFTAR GAMBAR ..ottt e e e e e ettt e e e e e e e e e e e e e e e e e eaeennneees XVi
DAFTAR DIAGRAM .ottt e e ettt e e e e e e e e e e e e e e e e e e eenneees Xvii
DAFTAR LAMPIRAN ...ttt e et e e e e e et e e e e e e e e e e eneeeesanerenaeaans XViii
BAB | PENDAHULUAN ... ..ottt e e e e eeeeeeaaneeaeeaeneeeeeannees 1
1.1, Latar BelaKang ......ccooeiieiiiieieciec e 1
1.2, RUMUSAN MASAIAN ......ooe et e e 12
1.3, Tujuan Penelitian .......cccoceiiriiiiiniicsceeee e 13
1.4, Manfaat PeNItIaN .....oooooiiieeeeeeeeeeeeeeeeeeeee et 14
BAB I KAJIAN PUSTAKA ..ot et ee e e e e eee e e e aeeeaeanneeens 16
2.1, KJIAN TOOM ..t 16
2.1.1. Perilaku KONSUMEN ...ueeeeeeeeeeeeeeeeeeee e e 16

2.1.2. Consumer Switching intention (Intensi Berpindah

Pelanggan) ......ooveeieeieciese e e 16
2.1.3. Perubahan Perilaku Pelanggan (Consumer Switching
BENAVION) ...eiiiiiic e 17
2.1.4. Tipe Consumer SWItChING ......ccoocvevviiiriiiieiiee e 19
2.1.5. Faktor-faktor Penyebab Consumer Switching.................. 20
2.1.6. Push Pull Mooring Factor .........cccccceviiiiiiiieeiiee e, 23
X

http://mercubuana.ac.id/



2.1.7. Faktor Pendorong (Push Factor).........cccccvoeeiiiiiieninnnne. 24

2.1.8. Faktor Penarik (Pull Factor) .........cccoovviiiiiieiiciiciee 27
2.1.9. Faktor Penghambat (Mooring Factor) ..........c.cccocvernennen. 27
2.1.10. Periklanan (AdVertiSing).......ccccceererreeeneniieesieeseee e 30
2.1.11. Tujuan dan Fungsi Periklanan............c.ccccooiinininininicnnens 31
2.1.4. Konsep AIDA (Attention, Interest, Desire, Action) ......... 33
2.1.5. Generasi Milenial ............ccocooiiiiiiiiniiee 37
2.2. Penelitian Terdahulu ... 38
2.3. Kerangka PEmMIKIran .........cccocviiiiiiiiinineseeeee e 40
2.3.1. Dinamika Hubungan Push Pull Mooring Factor dengan

Consumer Switching INtention ..........cccceeveeviee e 40

2.3.2. Dinamika Hubungan Advertising dengan Consumer
Switching INtention..........cccooe i 41

2.3.3. Dinamika Hubungan Push Pull Mooing Factor dan
Advertising Terhadap Consumer Switching Intention......42
2.4, HIPOTESIS...ccuiiiieiiesieeie sttt sre e 43
BAB [ METODE PENELITIAN ..ot 44
3.1, Metode Penelitian .........cccoiiiiiiiiii e 44
3.2. Desain Penelitian........ccoceiiirininiiiseeeee s 45
3.3, Obyek Penelitian ........cccoiieiiiiiiiiesee s 45
3.4. Definisi Operasional Variabel Penelitian ..........cccccoevvveiinienennen. 45
3.4.1. Consumer Switching Intention...........cccccceevveeiiiee e, 46
3.4.2. Push Pull Mooring Factor .........cccocceeieiieiieiieesie e 46
3.4.3. Advertising (AIDAMOodel) ......cocoeriiiiiiiiieeeee 47
3.5. Populasi dan Sampel Penelitian ..........ccccccovvvieniiieniieieciese e, 47
3.5.1. Populasi Penelitian .........cccocevviiieniiieiieie e 47
3.5.2. Sampel Penelitian .........ccooiriiininiieeeee e 47
3.6. Teknik Pengambilan Sampel dan Data..........cccccevvvinieninieneenn. 49
3.6.1. Teknik Pengambilan Sampel ..........ccccoovvieviiiiiiiicieiiee 49
3.6.2. Teknik Pengumpulan Data...........cccceevveeienenieiieiieseenns 50
3.7. Skala Pengukuran Variabel .............ccooniiniinne, 51
3.7.1. Alat Ukur Consumer Switching Intention .............cc.cc...... 51

Xi

http://mercubuana.ac.id/



3.7.2. Alat Ukur Push Pull Mooring Factor............ccccccevieennnn. 52

3.7.3. Alat UKUr AdVEITISING ..ecoivveeiiiieiiiee e 54

3.8. Teknik Analisa Data ..........cccooveiiiriniiinieeeeseee s 55

3.8.1.  Analisis DesKriptif ........cccooririniiinieeeeseeee 55

3.8.2.  UJi NOrMalitas .....cccoeveriiiiirinesesee e 55

3.8.3.  Uji KOrelasi ..o 56

3.8.4.  UJi HIPOESIS ...coiiiiiiiiiiieie e 56

3.9.  Uji Instrumen Penelitian...........cccooviieiiniieniiieseeeseee e 57

3.9.1.  UjJi Validitas ....cccoeviiieiiiiesecie e 57

3.9.2.  Uji Reliabilitas.......cccooueiiiieiiiieiieeseee s 57

3.10. Hasil Uji Instrumen Penelitian ..........ccoceveineniininineceseeeeeeee 58

3.10.1. Uji Validitas ......ccoeieeiieiieieciese e 58

3.10.1.1. Uji Validitas Variabel Push Pull Mooring

FACLON ... 58

3.10.1.2. Uji Validitas AdVertising.........ccocceeervercerenenenncns 58

3.10.1.3. Uji Validitas Consumer Switching Intention......58

3.10.2. Uji Reliabilitas........cccoueviiieiiiieieeeseee e 58

3.10.2.1. Uji Reliabilitas Push Pull Mooring Factor.......... 59

3.10.2.2. Uji Reliabilitas AdVertising .........c.ccoceeeererenennens 59

BAB IV HASIL PENELITIANDAN PEMBAHASAN .......cocciiieiie e 60

4.1. Deskripsi Umum SUDJEK ......cccocieiiiiiiiiiiese e 60
4.1.1. Pernah atau Tidaknya Menggunakan Dompet Digital

DANA dalam 2 Bulan Terakhir ...........ccocoovininincinnnnn. 60

4.1.2. Jenis Kelamin . ... 61

R R U L] T TSSOSO 62

4.0.4, DOMISHI cocvveiiieie e 63

4.2. Teknik Analisis Data........cccooeriririninieneeeeee s 64

4.3.1. Analisis DesKriptif.......ccccoiviieiiiiiiiie e 64

4.3.2. Uji NOrmMalitas.....cccooeeveiierieiieiesieseee e 65

4.3.3. Uji KOrelasi ......ccooceviiiiiiiiiieieeeee e 67

O O N o [T 0T0] (1] [ U 69

4.3.4.2. Dasar Pengambilan Keputusan............cccceveuee. 69

Xii

http://mercubuana.ac.id/



4.3.4.3. Hasil Uji Korelasi.......c.ccoovoviiinininininincniens 70

4.3.4.3.1. Hi Masing-masing Faktor Variabel Push Pull
Mooring Facto dengan Consumer Switching

INEENTION ... 70

4.3.4.3.2. H Advertising dengan Consumer Switching
INEENTION . 72
4.3, Pembahasan ... 73
BAB V KESIMPULAN DAN SARAN ...t 81
5.1 KeSIMPUIAN ..ooiiiiiiicccee e 81
5.2  Keterbatasan ... 81
5.3 SAIAN . 82
5.4 IMPIEMENTAST ...cviiiiiieiiiie s 83
DAFTAR PUSTAKA ..ttt 84
N 1Y o N S SS 91
xiii

http://mercubuana.ac.id/



	DAFTAR ISI



