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ABSTRAK 

 

 

ISTI LARASATI. Program Studi Administrasi Bisnis Fakultas Ilmu Sosial & Politik Universitas Yudharta 

Pasuruan, 29 Agustus 2021. Pengaruh Brand Authenticity, Emotional Attachment, dan Word Of Mouth 

terhadap Purchased Intention pada konsumen produk Madame-Gie di Malang. Komisi Pembimbing, Dr. 

Any Urwatul Wusko, S.Sos, M.AB 

 

Tujuan penelitian ini adalah untuk mengetahui sejauh mana pengaruh Brand Authenticity, 

Emotional Attachment, dan Word Of Mouth terhadap Purchased Intention pada konsumen produk 

Madame-Gie di Malang dan untuk mengetahui mana yang lebih signifikan antara Brand Authenticity, 

Emotional Attachment, dan Word Of Mouth secara Parsial dan Simultan di toko Beauty Care Malang. 

Jenis penelitian yang digunakan adalah penelitian kuantitatif. Populasi dalam penelitian ini adalah 100 

responden. Teknik pengambilan sampel ini dilakukan dengan Purposive Sampling. Kemudian konsumen 

akan disebar kuesioner dan hasil jawaban responden akan di analisis data dengan analisis regresi linier 

berganda. Analisis data terbukti secara parsial bahwasanya variabel Brand Authenticity (X1) mempunyai 

pengaruh secara parsial dan simultan yang signifikan terhadap Purchased Intention (Y) dengan nilai 

koefisien beta sebesar 0,205 dengan nilai t hitung 2.154 < t tabel 1,98472 dengan nilai p = 0,034. Variabel 

Emotional Attachment (X2) mempunyai pengaruh secara parsial dan simultan yang signifikan terhadap 

Purchased Intention (Y) dengan nilai koefisien beta sebesar 0,253 dengan nilai t hitung 2.657 < t tabel 

1,98472 dengan nilai p = 0,009. Sedangkan variabel Word Of Mouth (X3) mempunyai pengaruh secara 

parsial dan simultan yang signifikan terhadap Purchased Intention (Y) dengan nilai koefisien beta sebesar 

0,207 dengan nilai t hitung 2.138 < t tabel 1,98472 dengan nilai p = 0,035. 

 

Dari hasil penelitian ini variabel Brand Authenticity (X1), Emotional Attachment (X2), dan Word 

Of Mouth (X3) semuanya memiliki pengaruh terhadap Purchased Intention (Y) pada pengguna produk 

Madame-Gie di toko Beauty Care Malang. 
 Kata Kunci : Brand Authenticity, Emotional 

Attachment, Word Of Mouth, Purchased Intention 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
ABSTRACT 

 

 

 

ISTI LARASATI. Business Administration Study Program, Faculty of Social & Political Sciences, University of 

Yudharta Pasuruan, August 29, 2021. Effect of Brand Authenticity, Emotional Attachment, and Word Of Mouth on 

Purchased Intention of consumers of Madame-Gie products in Malang. Advisory Committee, Dr. Any Urwatul 

Wusko, S.Sos, M.AB 

 

The purpose of this study was to determine the extent of the influence of Brand Authenticity, Emotional Attachment, 

and Word Of Mouth on Purchased Intention to consumers of Madame-Gie products in Malang and to find out 

which is more significant between Brand Authenticity, Emotional Attachment, and Partial Word Of Mouth. and 

Simultaneous at Beauty Care Malang shop. The type of research used is quantitative research. The population in 

this study were 100 respondents. This sampling technique is done by purposive sampling. Then consumers will be 

distributed questionnaires and the results of respondents' answers will be analyzed by using multiple linear 

regression analysis. Data analysis partially proved that the Brand Authenticity (X1) variable had a significant 

partial and simultaneous effect on Purchased Intention (Y) with a beta coefficient value of 0.205 with a t count 

value of 2.154 < t table 1.98472 with a p value = 0.034. The Emotional Attachment variable (X2) has a significant 

partial and simultaneous effect on Purchased Intention (Y) with a beta coefficient of 0.253 with a t-count value of 

2.657 < t-table 1.98472 with a p value of 0.009. While the variable Word Of Mouth (X3) has a significant partial 

and simultaneous effect on Purchased Intention (Y) with a beta coefficient of 0.207 with a t count value of 2.138 < t 

table 1.98472 with a p value of 0.035. 

 

 From the results of this study, the variables Brand Authenticity (X1), Emotional Attachment (X2), and 

Word Of Mouth (X3) all have an influence on Purchased Intention (Y) on Madame-Gie product users at the Beauty 

Care store in Malang. 

 

Keywords: Brand Authenticity, Emotional Attachment, 

Word Of Mouth, Purchased Intention 
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