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ABSTRAK

Pembelian laptop sebagai produk berketerlibatan tinggi menuntut konsumen
mempertimbangkan banyak informasi sebelum memutuskan. Salah satu rujukan yang
kini banyak diandalkan adalah Key Opinion Leader (KOL) di platform digital.
Dengan menempatkan Purchase Intention sebagai variabel intervening, studi ini
mengkaji bagaimana Key Opinion Leader, Brand Attitude, dan Perceived Quality
mempengaruhi Purchase Decision pada produk laptop. Penelitian eksplanatori
kuantitatif ini melibatkan 140 mahasiswa penonton kanal YouTube Gadgetln di
Surabaya Timur yang dipilih secara purposive. Data dikumpulkan lewat kuesioner
daring (Google Form) berskala Likert, kemudian dianalisis dengan Partial Least
Squares Structural Equation Modeling (PLS-SEM) berbantuan SmartPLS 4.0. Hasil
pengujian menunjukkan ketiga variabel eksogen berpengaruh positif dan signifikan
terhadap Purchase Decision maupun Purchase Intention, sekaligus membuktikan
peran Purchase Intention dalam memediasi pengaruh ketiganya terhadap keputusan
pembelian. Di antara seluruh prediktor, Perceived Quality memberikan pengaruh
terkuat, sedangkan jalur melalui Purchase Intention menjadi mekanisme mediasi
paling dominan. Temuan ini menegaskan pentingnya persepsi kualitas dan niat beli
dalam strategi pemasaran digital berbasis KOL untuk produk berketerlibatan tinggi,
sehingga dapat menjadi acuan bagi perusahaan laptop dalam menyusun strategi
pemasaran. Penelitian selanjutnya disarankan menambahkan variabel seperti brand
trust, electronic word of mouth, dan celebrity endorsement agar gambaran yang
diperoleh lebih komprehensif.

Kata Kunci : Key Opinion Leader, Brand Attitude, Perceived Quality, Purchase
Intention dan Purchase Decision
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ABSTRACT

Purchasing a laptop, as a high-involvement product, requires consumers to weigh a
great deal of information before deciding. One reference increasingly relied upon
today is the Key Opinion Leader (KOL) on digital platforms. By positioning Purchase
Intention as an intervening variable, this study examines how Key Opinion Leader,
Brand Attitude, and Perceived Quality shape Purchase Decision for laptop products.
This quantitative explanatory research involved 140 students who watch the Gadgetin
YouTube channel in East Surabaya, selected purposively. Data were gathered
through a Likert-scale online questionnaire (Google Form) and subsequently
analyzed using Partial Least Squares Structural Equation Modeling (PLS-SEM) with
the aid of SmartPLS 4. The results reveal that all three exogenous variables exert a
positive and significant effect on both Purchase Decision and Purchase Intention,
while also confirming the mediating role of Purchase Intention in channeling their
influence toward the purchase decision. Among the predictors, Perceived Quality
proves the most influential, whereas the pathway through Purchase Intention serves
as the most dominant mediating mechanism. These findings underscore the
importance of perceived quality and purchase intention within KOL-based digital
marketing strategies for products that demand careful purchasing consideration,
offering a reference for laptop companies in formulating their marketing strategies.
Future research is encouraged to incorporate variables such as brand trust,
electronic word of mouth, and celebrity endorsement to obtain a more comprehensive
picture.

Keywords: Key Opinion Leader, Brand Attitude, Perceived Quality, Purchase
Intention, Purchase Decision.
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