Lampiran 3

Hasil Jawaban Responden

Timestamp Fiter1  Fier2  Fikerd  Filterd Jenis Kelamin Usia Pendapatan atau uang saku perbulan  Pendidikan Terakhir Pekerjaan BAT  BAZ BA3  BAY  BAS  BAE SMMI SMMZ SMM3 SMME SMMG  SMIME EwWOM! EWOMZ EVOM3I EWOM4 CMI CM2  CM3  CM4 CME KPI KP2 KPD
41172026 8:34:09 a Va a a Laki-Laki #-29 Tahun Fip 1000000 - Fip 3.000.000 SMAISME Pelajarfiviahasiswa 4 ) 4 4 § § A § 4 i 4 § 8 4 4 4 4 § 4 5 § 0 5 4
41172026 85453 a Ya a a Laki-Laki 1#-29 Tahun +Fp 31000000 - Fp 5.000.000 il Pelajarfiviahasiswa 4 4 3 3 3 4 4 ) 3 4 3 § 4 4 3 i 4 4 4 4 3 i 5 4
42026 3285 a Va a a Laki-Laki #-29 Tahun +Fip 31000000 - Fp 5.000.000 bl Kanjawan i ) § i § § 3 [} 4 4 4 L] i 3 3 § 4 § 0 5 § 0 5 4
41172026 34628 a Ya fa a Laki-Laki 1429 Tahun »Fip 300,000 - Fp 5.000.000 il Karyawan § 4 4 § 4 4 4 § 4 4 8 § § 8 § 4 4 4 8 8 § 4 4 4
41708 1100:23 a Ya fa a Perempuan 1#-29 Tahun +Fip 300,000 -Fp 5,000,000 SMALSME Karyawan 5§ § § 5§ § § 5§ § § 5§ 8 § § 8 § § 8 § 5 8 § 5 8 §
417028 110549 a Ya fa a Laki-Laki 1429 Tahun Fip 1000000 - Fip 3.000.000 il Pelajarfiviahasiswa § § § § § § 5 § § § 8 § 5 8 § § 8 § 8 8 § 8 8 §
47026 1207.20 a Ya fa a Laki-Laki 1#-29 Tahun +Fip 300,000 - Fp 5.000.000 il Karyawan ! 5§ § § 5§ § § 4 3 1 3 4 1 3 8 4 4 8 § 3 8 § 3 3 §

ABE026 180 Ya Ya o Tidak
12026 34024 Y Ya o Tidsk

2026 5T Y fa fa Y LekiLaki - 23 Tahun +Fp 000000 2 Wiaswasta § 4 4 3 4 K ) 3 K 3 4 4 3 3 4 k 3 4 4 4 § 4 3 4
2026 E1652 Ya Va Ya Ya Laki-Laki 14-2 Tahun +Fip 200000 - Fp 5.000.000 il Pelsjaribahasisva & 2 4 3 H 3 4 § 4 3 H § H 3 4 4 § § 1 H § 1 1 3
A BIT4T Ya Va Ya Ya Laki-Laki 14-2 Tahun <Fp 1000000 SMAISMK Pelsjaribahaziona 4 4 4 4 § § 4 § § 4 4 4 4 § 4 4 § § 4 4 § 4 3 §
025 R4 Ya Va Ya Ya Laki-Laki 14-2 Tahun +Fip 300,000 - Fp 5.000.000 il Pelsjaribahaziova & § § § § § 5 § 4 5 § § 5 § § § § § § § § § § §
0 TS 44 Ya Va Ya Ya Laki-Laki 14-2 Tahun Fip 1000000 - Fip 300,000 il Pelsfariblahasiona & 4 § § 4 § 5 i § 4 4 3 § § 4 5 4 § 4 4 § § § 4
2026 051 Ya Va Ya Ya Laki-Laki 14-2 Tahun Fip 1000000 - Fip 300,000 il Pelsjaribahaziona 4 4 4 § § 4 3 3 4 § § § 4 § § § 4 § 3 3 § H H §
432026 83552 Ya Va Ya Ya Perempuan 1428 Tahun »FpB.000.000 il Kanjawan 1 L) § 5 § 4 4 L) 3 k] 3 3 k] 3 § 5 5§ § 4 4 4 4 3 3
82026 94350 Ya Va Ya Ya Laki-Laki 14-29 Tahun +Rp 3000000 Rp 5.000.000 il Kanyawan § 4 4 § § 3 4 4 4 4 1 3 4 4 4 § § § 4 § § § 4 §
HNEI0A0E Ya Va Ya Ya Laki-Laki 14-29 Tahun »Fp 000000 il Wiraswasta § 4 § 4 § 3 4 § 3 4 § 4 3 4 § § § 3 4 § 4 § 3 §
N0 Ya Va Ya Ya Laki-Laki 14-29 Tahun Fip 1000000 - Fip 3000000 il Pelsjariblahaziona 4 5 4 4 § § 4 4 3 § § 4 4 4 § 4 § § § 3 § 4 4 §
N IEE Ya Va Ya Ya Laki-Laki 14-29 Tahun Fip 1000.000 - Fip 3000000 il Kanyawin 4 4 9 4 2 2 § 3 2 4 3 § 1 4 § 4 4 § 3 § 3 4 4 §
MNEEZN Ya Va Ya Ya Laki-Laki 14-29 Tahun »FpE.000000 SMAISME Pelsfaribahasiona & 4 4 3 4 3 4 4 4 3 3 4 3 4 4 § § § 4 4 3 4 3 4
HIBI2026 17:20:22 Ya Va Ya Ya Perempuan 1429 Tahun »RpB.000000 SIMAISME Pelgjarfahasizna & L) 4 4 L) 3 4 L) L) 4 4 3 i 4 3 4 5 § 4 4 3 4 3 4
2026 42537 Ya Va Ya Ya Laki-Laki 14-29 Tahun +Rp 3000000 Rp 5.000.000 SMAISMK Kanyawan § 4 4 4 4 4 4 4 § § 3 § 3 4 1 § § 4 k] 4 § k] 3 §

B2 44124 a Ya Ya o Tidsk

B0 ED24 a Ya Ya a LakiLaki 14-28Tahun <Fp L000.000 SMAIEMK Pelajartblshagions & 4 § § § § § § § § § § § § § § § § § § § § § §
AAI2026 2224 a Ya Ya a LakiLaki 14-20Tahun +Fp 5000000 il Kanpzinan § 4 4 4 4 3 § 4 4 § § § 4 4 4 § § § § § § 4 4 §
B2 81260 a Ya o Tidak

HBH2026 82162 a Ya Ya a LakiLaki 14-20Tahun +Fp 3000000 - Rp 6.000.000 SMAIEMK Kanpzinan 4 4 4 4 4 4 § § 4 4 4 § § § 4 § § § § 4 § 4 4 §
412026 52453 a Ya o Tidak

HIBR026 100223 a Ya Ya a LakiLaki 14-20Tahun Fip1000.000 - Fip 2,000,000 SMAIEMK Pelajartblshagions 4 4 4 § 4 4 § 4 4 § § 3 3 3 4 § § 4 K 3 § 4 3 4
2028 10496 a Ya Ya a LakiLaki 14-28Tahun Fip1.000.000 - Fip 2000000 SMAIEMK Kanpinan K 3 4 4 3 3 4 4 3 4 4 § K 4 3 § § § 1 4 4 1 3 4
AHBE202E 10157 Ya Ya fa Ya LakiLaki 14-29Tahun Fip1000.000 - Fip 3,000,000 kil Pelajartbahasions 3 3 3 4 3 3 4 4 3 4 § § 4 3 4 § § § 4 § 4 3 3 4
AHBHE02E 110416 Ya Ya fa Ya LakiLaki 14-28Tahun <Fp 1000000 SMAIEMK Pelajartblahasions 4 4 3 4 4 2 H 3 2 H 4 4 4 4 4 4 4 4 4 4 4 4 4 4
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Timestamp Fiter] Fiker? Fiterd Fiterd  Jenis Kelamin Usia Pendpatan stauuang sahuper bulan  Pendidkan Tevabhii ~ Pekerjzan BAl  BAI BA3 BAY  BAS  BAG IMMI SMM2 SMMD SMMM EAMME  SMME EWOMY EWOMZ EWOMD EWORM OB M2 CMD CM4 CMB

LAUIEEY: B R PR R ¢ LaiLaki - 2 Tshun Fip L000000-Fp 3000000 i Kiryaman 4 3 4 4 3 4 4 4 3 3 4 4 4 4 ¢ 3 4 4 4 4 4
2202 2560 E‘ TR R LaiLaki A-45Tehn +Fp 3000.000- Rp S000.000 El Karyanan 1 : 1 H § H 1 ¢ 1 1 1 l 1 : 1 ! l § : i !
WA Ve ' BN M LaLaki -2 Tdhun +Fip 3000.000- Rp S.000.000 El Wirasuasts § 4 § § § 4 4 4 4 § 4 § 1 2 i H § 4 § 4 i
MENETEEE Ve Y Yoo Ya LaLaki A-45Tahn FipL000.000-Fp 3000400 El Karyanen 4 4 3 4 3 4 i 4 4 3 E 3 4 3 4 3 3 4 i K 3
LADET S R R R ¢ Perempuzn -2 Tdhun 4Fp 1000000 EMASME  Peljatbdabacions 4 4 § 4 4 4 § 4 4 § 4 4 § § § 4 4 4 § § i
LADCENIE T R PR R ¢ LaLaki -2 Tdhun FipL000.000-Fp 300000 El Karyanan 4 4 § 4 4 4 i § § 4 § 4 5 § 4 4 4 § i § i
L ¢ I R F R Laki-Laki -2 Tshun R L000000-Fp 300000 8 Pelgjtichasions & § 4 4 4 § § 4 § 4 4 4 § [ § § 4 § [ § §
AR T R PR R 1 Laki-Laki - 28 Tshun R 000000 -Fp 300000 Oiploms~ Pelgatbdshasions 4 § 4 § § 4 2 1 H 1 1 1 § § 4 4 § 4 [ 4 §
L T R PR U | Laki-Laki - 2Tshun Fip 000000 - Fp 3000000 i Haryanan 1 H 1 H 2 H § § § 4 i § 5 [ 4 § § § [ 4 [
LA T A R PR R 1 Laki-Laki -4 Tehun sFpB0000 ) Haryanan 5 4 4 fi § 5 § § 4 4 4 4 § § 4 4 4 § [ 4 [
LA TR R PR R 1 Laki-Laki - 2Tshun Fip 000000 - Rp 3000000 8 Pelgjfichasions & 4 § 4 § § [ § 4 4 fi 4 4 § § § 4 § § § §
LA R PR R 1 Petempuzn - 2 Tshun R L000000-Fp 3000000 8 Pelgjriichasions 4 § § 4 § 4 2 H 1 1 1 1 4 § 4 § § 4 § 4 [
L I ER I N ¥ LkiLaki - 2Tshun FipL000.000-Fp 2000000 & Pelgtshasians 6 § 4 4 4 4 § 4 4 § b § b 4 5 4 § 4 § 5 [
LU I PI T I ¥ Perempuan - 2 Tshun FipL000.000-Fp 300000 & Wirasuasts 4 § 4 § § § i § § 4 § 4 4 § 4 4 § § i § §
LU CRNS PR R ¢ LaiLaki - 2 Tshun Fip 000000 Fp 3000000 & Kiryanan 5 § § 4 4 § § ¢ § 4 § 4 4 § 4 4 § § § § 4
L I T I LaiLaki - 2 Tshun Fip 000000 Fp 3000000 & Pelguflahasisns 1 i 1 i 1 H § § 4 4 4 4 4 § 4 4 § 4 i 4 i

L R T I LaiLaki - 2 Tshun FipL000000-Fp 000000 EMMEME Peljutbabacizns 6 § 4 4 § 4 § ¢ 4 § 4 § § § § § 4 4 § § §

LA T I I I | LaiLaki -2 Tdhn FipL000.000-Fp 3000000 El Pelgrtlehasiana 2 H l K l i 3 K H l K 3 L 3 3 H 3 i : i 3
LA I I I | LaLaki -2 Tdhun FipL000000-Fp 3000000 El Pelgrtichasiang  § 4 4 § § 4 { 4 § 4 4 § 4 § 4 § 4 § i § i
LTI I I I | Perempuan -2 Tdhun FipL000.000 - Rp 3000000 El Karyanen 4 4 § 4 § 4 i § 4 § 4 4 4 i § 4 § 4 § 4 §
LT R R t R ¢ LaLaki -2 Tdhun Fip L000000-Rp 3000000 El Karyanan 4 H § | 1 1 2 L H 2 1 1 1 2 1 ! 1 L ! L 2
LTV I I I | LaLaki -2 Tdhun +FpB00000 El Karyanan § § 4 4 4 § § 4 § § 4 § § § 4 4 l 1 ! L !
L2y T I N PO R Perempuan - 2T ahun Fip 000.000- Ry 3000000 i Pelgjatbzhasions & § § 4 § 4 i 4 § § 4 4 4 § 4 4 § § § 4 i
Ll P2V CUS PR ¢ I 1 LakiLaki - 28 Tahin Fip 000,000 - Rp 3000000 Ll Pelgjatshasious & § 4 § § 4 4 § 4 4 § 4 4 4 4 4 § 4 § § 4
LT T R T U LakiL ki 18- 28 Tahin Fip 000,000 Ry 3000000 il Karyanan 4 § 4 § § § 4 § § § § § 1 ! 2 ! § § 4 4 §
w0eRRG Yo Ya o Vi Ya LakiL ki 18- 23 Tahin »Rp 1000000 Rp 5000000 kil Pelgjartshasizus & 4 4 4 4 4 § 4 4 4 4 § 4 { 4 4 4 § § 4 {
LU R C T R Perempuan 18- 28 Tahin »Rp 1000000 Rp 5000000 il Karyanan § § § 4 § 4 § § § § 4 § § § § 4 4 § 4 4 §
L v R T U LakiLaki 18- 29 Tahun »Rp 1000000 Rp 5000000 2 Karyanan 3 3 3 3 4 4 3 3 3 4 4 3 3 { 4 3 3 3 3 3 3
L v R T R LakiLaki 18- 29Tahun Fip L000.000- R 3000000 i Wirasuzsta § 4 4 4 § § § 4 § § § 4 1 [ l4 H 4 4 4 4 4
LAY I I T I | LaiLaki - 2 Tshun <Fp 1000000 EMASME Peljutbabacions 4 4 § § § § § § 4 § § § § i § 4 4 4 i 4 §
RN Ve Y Yoo Ya Perempuan 045 Tehun +Fip 3000.000- Rp S000.000 i Kiryaman § § 4 4 4 § 4 ¢ 4 4 4 4 § § ¢ § 4 4 § § 4
HIEREE Yao Ya Yoo Ya LaiLaki - 2 Tshun +Fip 3000.000- Rp S000.000 & Kiryaman § 4 4 4 4 § i § 4 § § 4 4 i 4 § § 4 § § i
LA G I I T I | LaiLaki - 2 Tshun Fip L000000-Fp 3000000 i Pelgufshasions ~ § § 4 § 4 4 4 ¢ 4 § § 4 4 § § § § § § 4 §
NS Ve Y Y& Ya LaiLaki -2 Tdhn Fip L000.000-Fp 3000000 El Pelgtehesizna  § § § 4 § 4 § § 4 4 4 § 4 i 4 4 § § i 4 i

LTV



Timestamp ~ Fiter? Fiter2 Fiterd  Fierd  JenisKelamin Usia Pendapatan daunang sshuperbulen - Pendidkan Terskhir ~ Peherjaan BAf  BAZ BAD BAl BAG  BAE  SMAMY SMAZ SMMD SMME SMAME SMME EUOMI EWOME EVOMS EwOM4 CMI CMZ CME CME CME KR KR KPY KR4
dommuza o Ya Ya Yao Ya LafHLahi - 29Tshun +Fp 3000.000- Fip £.000.000 & Wirasasts 4 [ 4 3 4 4 4 4 3 4 3 4 3 4 4 4 4 3 4 [ 4 3 4 4 4
L R CR B LakHLdhi -2 Tshun R L000.000-Rp 2000000 & PelgjartMahasioua 4 § § § § § 4 4 § 4 § 4 § 4 § § § § 4 [ § § § §
LR 7 I R CH T LafLahi -2 Tshun Fip L000.000-Fp 2000000 & PelgariMehaziaus 4 J 4 3 3 ] 3 4 3 4 3 3 3 3 4 3 4 [ 3 3 3 [ 3 3
L A N R CR N LakHLdhi -2 Tshun sRp 5000000 & Faryaan 4 § 4 4 § 4 4 § § § [ 4 § 4 § 4 4 § § § § § 4 § §

Lt O PR I O LakiLaki -4 Tshun »Rp 1000000 - p 00000 SMALEMK Karyaan 4 { E 4 4 4 4 3 3 4 4 4 4 4 4 3 3 4 4 3 3 3 3 4 3

HROEHRMEE Y2 v Ya Ya LakiLaki -2 Tahn Fip 000,000 - R 3000.000 kil Karyanan b 2 ! 3 E 2 2 3 2 b 3 E 3 H 2 H 3 3 [ 2 $ 3 H 2 3
LT S C U B ] LakHLaki -2 Tahun Fip L000.000 - R 3000000 SMASME PelgjatMahasizug & 4 5 § 4 § 4 4 { 5 § 5 § 4 4 § § 4 4 4 § 4 § 4 §
HOOETEE N Ya Ve Ma LakiLaki -2 Tahn Fip 000,000 - Ry 3000000 il Karyaan § | § § 4 4 § 4 § § | § 4 4 4 4 4 i 4 i § § 4 § §
Ll IS C U ¢ R ] Perempuan -2 Tahun +Rp 000000 - Fip 2000000 il PelafatMahzzizus 1 4 i § 1 2 ! [ 1 [ 2 i 2 1 2 ! 1 4 H ! i 3 § 2 §
HORBRIE Ve e Ve Ma LakiLaki -2 Tahn Fip 000,000 - Ry $000.000 & Wiraswasta LS 3 ! 3 E 2 2 b 2 b 3 ! b ! 3 3 2 3 [ 3 $ 3 H 3 3
LR I I E I O LakHLaki -2 Tahun Fip L000.000- Rp 3000000 il PelafatMhazizus 2 2 i 2 E 3 3 [ 3 3 3 E 2 E 2 2 2 3 H 2 3 3 3 3 3
LPEEE v I I CR B LakiLdi -2 Tshun Fip L000.000-Rp 4000000 Diploma Karyatan 3 } 4 4 3 4 4 4 { 3 3 E 4 E 3 3 3 i 4 3 K 3 K 4 3
LR I I E I O LakHLaki -2 Tahun Fip L000.000 - Rp 3000000 Diploma PelafatMhizioug & 3 4 3 3 4 4 3 3 3 4 4 3 E 3 3 3 4 4 3 4 3 3 4 4
LY T I CR B Perempuan -2 Tshun +Fip 3000.000- R £.000.000 El PelgartMehasiaua  § i § § § § 4 4 i 4 i 4 § § 4 § § § 4 i 4 § § 4 §
Ll I IS F U ¢ B ] LakHLaki -2 Tahun <Fip1.000.00 SMASME  PelgjafMahasizug 4 { § 4 § 4 4 5 4 4 4 5 4 § 4 § § § 5 § 4 4 4 4 4
HMOEIE  Ya Ya Y2 Ma LakiLaki 0-45Tahn +Rp 1000000 - Fi 5000000 il Karyanan 4 § § § § § 4 4 4 § 4 5 § § § 4 § 4 § § 4 4 § § 4
HOMOBRE W Ya Ve M LakHLaki -2 Tahun Fip L000.000 - Rp 3000000 El Karyaan 5 { 4 4 5 4 § 5 § 4 i § 4 § 4 § § 4 5 § § 4 § 4 §
wpNEeMd Y2 Y3 Ya M LakiLaki -2 Tahn Fip L000.000-Fp 5000000 SMARME  Pelgrfbahasizng 1 & 1 2 L [ H 4 & 1 ! L 1 L [ H [ ! 4 ! 1 ! L [ H
Lt PR - I O LakHLaki -2 Tahun +FpAn0a0n il Wirsswasta 5 § 4 § § 4 4 4 4 4 § 4 § 5 4 § 4 4 5 4 § 4 4 § 4
HMABBAN  Ya Y& Y M Ferempuan -2 Tahn +Rp 000000 Fip 500000 il Pelgtahzzizuz & § 4 § 4 4 § 4 4 § 4 4 § 4 4 4 § 4 4 § 4 § § 4 4
et Yoo va o Ya M LakHLaki -2 Tahim Fip 000,000 - Rp 3000.000 Diploma Pelajatbshizizus - & 3 4 4 4 3 4 3 4 4 4 E 3 3 4 3 3 4 3 4 3 3 3 3 4
Rt R I C B ¢ LakiLaki -2 Tahn +Rp 1000000 - Fip 500000 il Karganan 4 3 4 3 3 4 3 3 4 3 3 3 4 4 3 3 3 4 3 3 3 3 4 3 3
L O I I C N LakHLaki 30-45Tshun sRpf000000 kil Karyahan H 2 l 2 3 2 3 3 3 2 2 3 3 3 2 2 3 2 3 3 3 3 3 2 2
R R R I C B ¢ LakiLaki -2 Tahn Fip L000.000-Rp 3000000 El PelgtMahzsisua 2 ! 1 1 1 [ ! 1 & 4 & L 1 L [ ! [ & 4 & 1 ! 1 [ H
L I I C N LakHLaki -2 Tahim Fip 000,000 - R 3000000 kil Wiraswista 4 4 § 4 § § 4 § 4 4 4 4 4 4 § 4 4 4 4 § 4 4 4 4 §
HMABEAM Y2 Y& Y T LakiLaki -2 Tahn Fip L000.000-Rp 3000000 SMARME  PelgrfMahasisna 3 3 3 4 3 4 4 4 3 3 3 4 4 3 3 3 4 4 4 4 3 4 3 4 3
Ly P I - I C R Perempuan -2 Tahim »Rp 000,000 - 1000000 kil Pelajarthasizus & 4 § 4 4 4 4 § § § 4 4 4 § 4 § § 4 4 § § § § 4 §
HOMABWER Y2 Y& Y M Ferempuan -2 Tahn Fip L000.000-Rp 3000000 El Wiraswasta 4 & 3 3 L [ H 4 & 3 & 3 [ 3 [ 3 3 3 3 & 3 & L 3 3
HORBANE N e Vo Ma LakHLaki -2 Tahim Fip 000,000 - R 3000000 kil Karyahan 4 3 4 4 3 3 3 4 3 4 4 3 4 4 3 4 3 4 3 4 4 3 4 3 3
HOMABUME N2 Ya Y T LakiLaki -2 Tahun Fip L000.000-Rp 3000000 El PelajatMahasizus & 3 3 3 4 3 3 3 3 3 3 3 4 3 3 3 3 3 3 4 3 3 3 3 3
L TR I - I C N Perempuan -2 Tahim <Fp 100000 SMASME Pelgjatbahasius 6 4 4 4 § 4 4 § 4 § 4 § § 4 4 4 4 § 4 § § 4 4 § §
HMABEES i Ya i LakiLaki -2 Tahun Fip L000.000-Rp 3000000 Diploma PelajatMahasizus 5 4 4 § 4 § § § 4 § 4 4 § 4 4 4 4 § 4 4 § 4 § § §
L7ERe 0 B CUS F U ¢ T | LakHLaki -2 Tahim sRpf000000 kil Pelajarthasizus & 3 4 3 3 4 4 3 3 4 3 4 4 4 4 3 3 3 4 4 4 3 4 3 4
HMABTED Wi Y4 i LakiLaki -2 Tahn Fip L000.000-Rp 3000000 El PelajatMahasizus & 4 4 § § 4 § 4 4 § § 4 § § 4 § § § 4 4 4 4 § § 4



Timestamp Fiter!  Fiter2 Filer3  Filterd Jeniz Kelamin Usia Pendapatan atau uang zakuper bulan  Pendidik.an Terakhir Pekerjaan BAl BAz  EA3 Bad  BAS  BAE  SMMI SMMZ  SMM3 MMM SMME  SMME  EWORM EWOMEZ EWOM3 EwOM4 CMI CM2  CM3  CWMM CME KPI kKFZ  KP3 | kP4

H2H2026 74456 Ya T Ya T LahiLaki #-29 Tahun »Fp 2000000 - Rp 5000000 ] Kanyawan 4 4 b 4 4 5 4 4 g 5 4 5 4 5 § 4 4 4 § § 4 § 4 4 4
H2H2026 8:4523 Ya T Ya T LahiLaki #-29 Tahun FRp 1000,000 - Fp 3000000 ] Pelsjarfivahazsiswa 1] i 4 i 4 5 4 5 i 4 g 4 4 5 4 4 4 4 g 4 g § 4 4 4
W02 103717 Ya T Ya T LahiLaki #-29 Tahun FRp 1000,000 - Fp 3000000 &l Pelsjarfivahazsiswa 3 b z 3 z K] z ] 3 ] 2 3 3 2 3 2 3 2 3 2 2 2 3 2 2
4122026 10:30:44 Ya Ya Ya Ya Lakidaki -2 Tahun Fip 1000.000- Rp 3.000.000 SMASIMK Karyanan 4 4 4 3 4 B 4 el 4 4 3 3 4 3 4 4 3 4 3 i 4 4 3 4 3
HRH2026 102:04 Ya T Ya T LahiLaki 30- 46 Tahun »Fp 5000000 &l Kanyawan 4 i 4 4 b 5 ] 4 4 5 i 4 § 4 § 5 4 5 4 § § § § 4 4
H2H2026 1108:23 Ya T Ya T LahiLaki #-29 Tahun »Fp 3000000 - Rp 5000000 &l ‘iraswasta 4 4 1 3 4 4 3 3 4 3 8y 4 3 4 3 4 3 3 4 3 3 3 3 4 3
412412026 111657 Ya T Ya T LahiLaki #-29 Tahun FRp 1000,000 - Rp 3000000 Diplom.a Pelsjarfivahaziswa 4 i b 4 4 4 ] 4 g 5 i 5 § 5 4 5 1 1 2 2 1 4 4 § 4
W02 14:12:40 Ya T Ya T Perempuan #-29 Tahun Fip 1000.000- Fip 3000.000 &l Karyawan 4 4 1] 4 4 5 4 E i 5 g 5 4 5 4 5 2 1 2 1 1 § 4 § 4
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The Role of Brand Image as a Mediating
Variable
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Abstract

This study sims to determine the influence of brand ambassador, social media marketing, and E-WOM on
thie purchase decision of Tos Tos snack products, considering brand image as & mediating variable. The
rescarch method used in this stody is o quantitative method with data collection techniques nsing google
forms. A total of 264 respondents were collectod using purposive sampling. The criteria for respondents
set are in the millenial or Gen 2 generation, knowing that MCT Dream is the brand ambassador for Tos
Tos snack, and have purchased Tos Tos smack at least 3 months ago. This study uses SmanPLS statistical
analysis tools o process the data. The results showed that brand ambassador and social media marketing
have a positive and significant effect on brand image: E-WOM has a positive but insignificant offisct on
beand image: brand image has a positive but insignificant effiect on purchase decision; brand ambassador,
social media marketing, and E-WOM have a positive but insignificant effect on purchase decision with
beand image as a mediating variable; brand ambassador has a positive but insignificant effect on purchase
decision; and social media marketing and E-WOM have a positive and significant cffeet on purchase
decision.

Keywords: Brand Ambaszador, Social Media Marketing, E-WOM, Brand Image, Purchase Decision

1. Introduction

The snack industry in Indonesia is projected to grow annually by B.01% from 2024 to 2028 (Statista,
2024). Millenials and Gen £ constitwte the largest consumer groups for snacks in Indonesia, accounting
for 55% of the market (Statista, 2024). Digital-era consumers tend to seck product information across
various online platforms before making purchase decisions, supported by an internet penctration rate of
T9.5% (APIIL, 2024). Social media plays a crucial role in product marketing, offering a platform for
consumers o share reviews through Flecromie Word of Mok (E-WOM), which enhances brand image
and influences purchase decisions (Marliva & Tafiprios, 2023).

This stady aims to examine the influence of brand ambassador, social media marketing, and E-WOM on
purchasing decisions for Tos Tos snack with brand image as a mediating variable. Tos Tos, a prodwct
innovation by PT Dua Kelinci, was launched in 2023 with NCT Dveam as its brand ambassador. The
selection of MCT Drearn leverages the significant impact of the Korean Wave in Indonesia, which creates
a positive perception of Korean-related products (Kim & Choe, 2004). Previous studics imdicate that these
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factors influence consumer purchasing decisions amid an increasingly competitive market (Marliva &
Tafiprios, 2023)

This research is significant as it provides insights for the snack industry 1o optimize marketing strategics
in the digital era. A quantitative rescarch approach = used to measure the infloenee of independent
vartables (bramd ambassador, sosial media marketing, and E-WOM) on purchase decisions, with brand
image as an mediating variable. The findings are expecied to provide practical contributions to snack
producers, particularly in formulating social media-based marketing strategics and optimizing brand
ambassador to build strong brand image and enhance consumer loyalty.

I Literature Review

11 Brand Ambassador

Brand ambassador is an individual or group selected for their popularity or appealing appearance 1o aftract
consumer attention and recall in advertising (Kotler & Eeller, 2021} The purpose of utilizing brand
ambassador is to ensure that advertising messages are easily acoepted by comsumers, enhancing their
confidence in the advertised product (Kertamukti, 2017). According to Royan (2005], brand ambassador
are evaluated through fowr indicators known as VisCAP: visibility, credibilaty, attraction. and power.
Studics by Syarifudin & Aminah (2023), show that selecting an appropriate Aramd amixessador increases
puschase decisions. Furthermore, a positive image of a brand ambassador improves a prodoet’s brand
imnage (Andarista et al., 2022). Consumers belicye that celebrities influence their trust and attitudes tow ard
a product (Marliya & Tafiprios, 2023). Prior research also shows that brand ambassador have a positive
and significant impact on brand image and influence purchasing decisions through brand image as a
mediator (Ayuni & Aulia, 2022; Marliya & Tafiprios, 2023).

1.1 Social Media Marketing

Social media marketing refers w utilizing social media and online communities to raise brand awareness
through markets efforts, enabling businesses wo reach a broader market (Zanjabila er al., 2023). According
o Gunelius {2001}, social media marketing consists of four indicators: content ereation, content sharing,
connecting, and community building.

Rescarch by Taan et al. (2021) and Adiningtyas & Hasanah (2023) indicates a positive and significant
impact of social media marketing on brand image. Meanwhile, Marliva & Tafiprios {2023) found that
while social media marketing docs not directly impact brand image significantly, well-cxeeuted social
media marketing focusing on creating a positive brand image can significantly influence  purchase
decisions. Additional studies mdicate that social nwedia marketing has a significant effect on purchasing
decision, particularly when supported by a stroig braed image (Narayvana & Rahanatha, 2020).

13 E-WOM

E-WOM is a marketing strategy that leverages the mbernet to create word-of-mouth communication effects
o support marketing cfforts (Kotler & Keller, 2021). According o Goyette 1 ef al., (2010), E-WOM
involves consumer-to-consumer commumnication, exchanging product of service information through
clectronic media. E-WOM is assessed using three indicators: intensity, valence of opinion, and content
(Goyette 1. et al., 20000

Consumers highly mvelved in evaluating E-WOM actively shape and cnhance brand image via social
media (Marliyva & Tafiprios, 2023). Rescarch by Saputra Juliana & Wardana (2020) dan Marliva &
Tafiprios (2023) shows that E-WOM positively and significantly influences brand image, which mediates
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the relationship between E-WOM and purchase decisions. Additionally, E-WOM has a direct and
significant impact on purchase decisions (Marliva & Tafiprios, 2023; Saputra Juliana & Wardana, 2020).
14 Brand lmage

Brand image refers to the combination of consumer perceptions and belicfs that influence their interest in
purchasing a product (Kotler & Keller, 2021). Brand image serves as a mediating variable by linking the
indirect relationship between brand ambassador, social media marketing, and E-WOM with purchasing
decisions (Andarista et al., 2022). According to Pasaribu (2022), brand image is evaluated through theee
indicators: superiority, strength, and uniquencss.

A positive brand image fosters consumer trust, ultimately encouraging them to make purchases (Maravana
& Rahanatha, 2020). Stwdies by Marliva & Tafiprios (2023} dan Putra (3009), confirm that brand image
significantly influences purchase decisions.

15 Purchase Decision

A purchase decision represents the stage at which consumers decide to buy a prodwct (Imani & Martini,
20201y Murhasanah er af . (2021) describe it a5 consumer behavior where individuals, groups, or
organizations select, purchase, and use goods, services, or expericnces o fulfill needs or desires. Kotler
& Keller (2021) define purchase decisions through three indicators: confidence in a product, willingness
to recommend it, and repeat purchases.

L6 50-R Theory

The 5-0-R theory examines how pliyvsical and social stimuoli influence emotions and cognition, affecting
behavioral responses (Mehrabian & Russell, 1974). This siudy applics the 5-0-R theory to analyze how
hrand ambassador, social media mark cting, E-WOM, and brand image mflucace purchase decisions for
snack Tos Tos snacks “Stimuolus™ involves brand ambassador, social media marketing, and E-WOM,
“Organism"” relates to brand anage, and “Response™ pertains to puschase decisions. The theory has been
applied in prior rescarch, such as cxamining the cffcet of green brand image on green WOM, customer
cngagement, and purchase intentions on Tik Tok (Lee et al, 2024}

H1: Brand ambassador influences the brand image of Tos Tos snacks.

H2: Social media marketing influences the brand image of Tos Tos snacks.

H3: E-WOM influences the brand image of Tos Tos snacks.

H4: Brand image influences the purchase decision of Tos Tos snacks.

HS5: Brand ambassador influences the purchase decision of Tos Tos smacks through brand image as a
midiator.

Hé: Social media maketing imfluences the purchase decision of Tos Tos snacks through beand image as a
mediator.

HT: E-WOM influences the purchase decision of Tos Tos snacks through beand image as a mediator.

HE: Brand ambassador influences the purchase decision of Tos Tos snacks.

H%: Social media marketing influences the purchase decision of Tos Tos snacks.

H1d: E-WOM influences the purchase decision of Tos Tos snacks.
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Figure 1. Research Framework
(Source: Marliva & Tafiprios (2023))

3. Method

This study cmploys a quanditative method with data collection using non probability sampling through a
purpocive sampling approsch. Data were gathered using a questionaire designed with a likert scale. The
onlinc gquestionnaire was created in Google Fors and distributed via social media. Respondents were
required to be from the millennial and Gen Z gencrations, aware of MCT Diream as the brand ambassador
fior Tos Tos snacks, and had purchascd Tos Tos snacks within the last three months. The formuola by Selearan
& Bougic (2019) was used to calculate the sample size, resulting in a total 264 respondents. The
independent variables in this stody ane brand ambassador (301}, social media marketing {32, and E-WOM
(X3). The dependent variable is purchase decision (Y. with beand fnsage (Z) as the mediating variable_
The analysis method used is SEM-PLS with SmanPL5 3 softwarc. Instrument validity and reliability were
rested through the outer model test, while bypotheses were wested using the inner model test with path
cocfficients, t-values. and p-values.

d.  Result and Discussion
4.1 Descriptive Statistical Analysis of Respondents
Among the 264 respondents, 88 were male and 176 female. In terms of age, 166 respondents wene aged
12-27 years, and 98 were aged 28-43 years. Based on occupation, 32 were students, 76 were university
students. 104 weic utlp]u'_l.u;s. 46 were CNIFCPRCACrs, and b were in othes uukgutirs. Rl’.‘galllihg I1'||:l|'|l|!||.:-.'
income or allowance, 41 respondents carned less than Rp 10000000, 83 camed Rp 1.000.000 — Rp
300000, 99 carned Rp 3.000.000 — Rp S000.000, and 41 carned more than = Rp 5.000.000.
4.2 Ouiter Model Evaloation

Table 1. Validity and Reliability Tests

Ouiter Compaosite | Cronbach’s
Secale lte AVE

e Themms Loading Reliability Alpha
Brand Ambassador (BA) (lswanto & Sanaji, 2021)
NCT Deam is popular among the public. 0850
NCT Diream has a positive image. 0.771 "
MCT Dream s relisble as a brand | 0834 0.666 0,523 0,899
ambassador.

LIFMR250133682 Wolume T, ksue 1, January-Fabniany 2025 4
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MCT Dream has strong appeal_ 0838

MCT Diream possesses advantages as a brand 0.TER

ambassador.

MCT Dream enhances the brand image of Tos 0813

Tos smacks.

Social Media Marketing (SMM) (Palda et al., 2024)

The creation of Tos Tos snacks social media | 0LE1E
content i cngaging.
Thie social media platforms of Tos Tes snacks | 0,833
present updated and informative content.
Tos Tos snacks social media s effiective in 0860

sharing content 0,685 0914 0,885
The social media content of Tos Tos skacks is 0,846

COMERUALC alive.

Feedback from consumers is available. 0,792

Online communities provide information that | 0,816
is quick and accessible.

E-WOM (EWM) (Goyette L et al., 2000)
1 talk mose about Tos Tos snacks compared to | 0,821

other snacks.
I speak positively about Tos Tos smacks. 0812
I recommend Tos Tos snacks to others. 0838 0.6% 05902 0,854

Positive reviews from others about Tos Tos 0865
spacks give mc confidence to make a

purchase.

Brand Image (BI) (Wisnu Wardhana ot al., 2021)

Tos Tos snacks have good quality. 0828

Tos Tos snacks have an attractive appearance, 0832

The price of Tos Tos snacks is competitive 0.821

wiith sirmilar products. 0,686 0914 0.874

Tos Tos snacks have unique features 0811

cosripared to similar products.

Tos Tos snacks are casy to remember. 0848

Purchase Decision (KP) (lswanto & Sanaiji, 2021)

Tos Tos snacks are my priority snack choice 08TH

Having NCT Dream as the brand ambassador | 0,811

msakees Tos Tos snacks the best choice. 0,727 0,929 0,908
Recommending Tos Tos snacks to others. 0835

Repeating purchases of Tos Tos snacks. 0885

The result showed that the loading factor for each indicator was greater than 0.7, indicating that all
indicators in this study are valid. The average extracted variance ( AVE) for cach indicator was greater than
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0.5, confirming the validity of the indicators. The composite reliability value was = 06 and cronbach’s
alpha = 0.7, indicating that all indicators in this study meet the reliability requiremsents.

43 Inner Model Evaluation
Tahle 2. R-Square Adjusted and ()-Square Result

Construet R-5quare (-Square
Adjusted
Brand Image 0893 0,6y
Purchase Decision 0,804 0,640

Based on Table 2, the R-Square Adjusted value for brand image is 0,893, and for purchase decision, it is
0894, These valoes indicate that the R-Square Adjusted for brand image and purchase decision is
categorized as strong. Additionally, the ©-Square value for brand image is 0,606, and for purchase
decision, it is 0,540, demonstrating strong predictive capabilitics for both variables

4.4 Hypothesis Test Result
Table 3. Direct Hypothesis Test Result

Path T P Keteramga
Coefficient Valoe | Vialues n
HBrand Ambassador = Brand Image 0519 1098 0,000 Significant
Social Media Marketing - Brand Image 0280 2548 001l Significant
E-WOM = Brand [nage 0.17% 1679 0.092 Mot
Significant
Brand Image = Purchase Decision 0,045 0389 0,698 Nt
Significant
Brand Ambassador < Purchase Decision 0212 1.78] 0.076 Mt
Significant
Social Media Marketing - Purchase 0,362 4.T08 .00 Significant
Decision
E-WOM - Purchase Decision 0.364 3987 0,000 Significant
Tahle 4. Indirect H:\. |:l~'-|l|a.'.mi:. Tist Resule
Kocfiswen T P Eeterang
Jalur Value | Values an
Hrand Ambassador = Brand Image = Purchase 0023 0383 | 0702 Mot
Decision Significa
nt
Social Media Marketing < Brand Image = Purchase 0.013 0a6s | DLTI1S Mot
Decision Significa
nt
E-WOM - Brand Image = Purchase Decision 0,008 0,328 | 0,743 Mot
Significa
nt
LIFMR250133692 Volume T, kssiee 1, January-Febaniany 2025 i

154



=Y International Journal for Multidisciplinary Research (IJFMR)

LIFMER E-I55M: 2582-2160 » Websile: www ifimr.com = Ermail edibor@Eijlmr. com

Based on Table 3. and Table 4. Above, the analysis results are follows:

The Influence of Brand Ambassador on the Brand Image of Tos Tos Snacks

This study indicates that brand ambassador have an impact on the brand image of Tos Tos snacks. The
influence of Brand ambassador is positive and significant on brand image of Tos Tos snacks. This finding
aligns with the sudies by Andarista o al. (2022) and Marliva & Tafiprios (2023) which state that brand
ambassador have a positive and significant impact on brand image. According to Andarisia et al. {2022),
the more positive the image of the brand ambassadoe, the more positive the brand image of a product or
brand. Conswmers rust the celebritics can influcnce their belicfs and attitodes toward a brand (Marliva &
Tafiprios, 2023}

The Influence of Social Media Marketing on the Brand Image of Tos Tos Snacks

This study shows that social media marketing affects the brand image of Tos Tos snacks positively and
significantly. These results are consistent with previous rescanch by Taan et al . (2021) and Adiningtyas &
Hasanah (2023} which state that social media marketing has a positive and significant effect on brand
image. However. this finding contradicts the study by Marliva & Tafiprios (2023) which suggests that
social media marketing does not direcily and significantly impact brand inage. Social media enables direct
communication between brands and consumers, enhancing engagement and emotional connection with
the audicnee (Taan et al., 2021).

The lnfluence af E-WOM on the Brand Image of Tos Tos Snacks

The stady reveals that E-WOM has no significant impact on the brand image of Tos Tos snacks, despite
showing a positive but insignificant influence. This finding contradicts the studies by Sapotra Juliana &
Wardana (2020} and Marliya & Tafiprios (2023 ), which report a positive amnd significant impact of E-
WOM on brand image. However, it alipns with stodics by Afreh & Al-adaileh (2020) and Pratama &
Azizah (2022) which state that E-WOM does not significantly influcnce brand image. This suggests that
while consumers actively engage in E-WOM. it is not strong cnough to significantly cnhance brand image.
Excessive E-WOM may ercate noise that disturbs consumers” perception of the brand image (Afrch & Al-
adaileh. 20300

The Influence of Brand Image on the Purchase Decision of Tos Tos Snacks

The study shows that brand image has a positive but insignificant impact on purchase decisions of Tos Tos
snacks. This result contrasts with studics by Marliya & Tafiprios {2023} and Putra (2019) which report a
pasitive and significant cffect of brand image on purchase decisions. However, it aligns with Foster (2017)
and Maupa (2019, which found that brand image positively but insignificantly influences purchase
decisions. The brand mmage of Tos Tos snascks is not strong enough to significantly affect consumer’™s
purchasing decisions. Althouglh a brand may have a good image, it is not always the primary factor
infloencirg consumer puschase decisions (Suardana et al . 2024).

The Influence of Brand Ambassador on the Purchase Decision of Tos Tos Snacks with Brand Image
as 4 Mediating Variable

The study finds that brand ambassador have no significant impact on purchase decisions fior Tos Tos snacks
with brand image as mediating variable. This result contrasts with the studies by Marliya & Tafiprios
(2023) and Ayvuni & Aulia (2022), which report a significant mflucnee of brand ambassados on purchase
decisions mediated by brand image. However, it aligns with Al-Fatwa et al. (2024) who state that brand
ambassador positively but insignificantly affect puschase decisions through brand image. Although a brand
has a good image, it is not always the main factor influencing consumer purchase decisions (Suardana et
al, 2024)
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The Influence of Social Media Marketing on the Purchase Decision of Tos Tos Snacks with Brand
Image as a Mediating Variable

The study finds that social media marketing does not significantly impact purchase decisions for Tos Tos
snacks through brand irmage as a mediating variable. This result contrasts with the sdies by Marliya &
Tafiprios (2023) and Marayana & Rahanatha {2020) which report a significant influence of social media
marketing on purchase decisions mediated by brand image. However, these findings align with Arief et
al_, {2024) who report that social media marketing does not significantly affect purchase decisions through
brand imsage. The brand image of Tos Tos snacks is not strong enough to mediate social media marketing s
impact on purchase decisions. Although a brand has a good image, it is not always the main factos
infloencing consumer purchase decisions (Suardana ctal, 2024).

The Influence of E-WOM on the Purchase Decision of Tos Tos Snacks with Brand Image as a
Mediating Variahle

The study finds that E-WOM does nod significantly affect purchase decisions for Tos Tes snacks through
brand image as a mediating variable. This result conirasts with the studies by Marliya & Tafiprics (2023)
and Saputra Juliana & Wardana (2020) which report a significant influence of E-WOM on puschase
decisions mediated by brand image. However, these findings align with Hasan & Enka (2023) which state
that E-WiOM does not significantly influence purchase decisions through brand image. The brand image
of Tz Tos snacks is sot strong enough o mediate E-WOM's impact on purchacse decisions. Although a
beand has a good image, it is oot always the main factor mfluencing consumer purchase decisions
(Suardana et al_, 20324).

The Influence of Brand Ambassador on the Purchase Decision of Tos Tos Snacks

The results of this study find that brand ambassador has no significant influence on the parchase decision
of Tos Tos snacks. The effect of brand ambassador positive but not significant regarding purchase decision.
This finding contradicts the stadics by Syarifudin & Aminah (2023} and Marliva & Tafiprios (2023, which
state that brand ambassador have a significant influcnce on parchase decision. However, this stady aligns
with the findings of Gusdaputra ¢t al. (2023) and Iswanto & Sanaji (2021}, which conclude that brand
ambaszadors do not significantly influcice purchase decisions because brand ambassadors arc not fully
correlated with parchase decisions, as other factors play a role. Snacks fall into the catcgory of daily
consumer goods, ofien purchased impulsively, with purchase decisions being more influenced by factors
sueh as taste, price, and social media marketing rather than the brand ambassadors (Duarie etal., 2013).
The Influence of Social Media Marketing on the Purchase Decision of Tos Tos Snacks

The results of this siudy show that social media marketing significanily influences the purchase decision
of Tos Tos snacks. The effect of soeial media marketing is positive and significant regarding purchase
decisions. This finding aligns with the studies by Marliva & Tafiprios (2023) and Zanjabila et al. (2023)
which state that social media marketing has a significant influence on purchase decisions. Social media
serves as a platform for two-way interaction between consumers and brands, which influences conswmers'
purchase decisions (Raichuor et al., 2023 ). When social media marketing is utilized effectively, it increases
product visibility and frequency of exposure, ultimately boosting puschase decisions (Marayana &
Rahanatha, 2020

The Influence of E-WOM on the Purchase Decision of Tos Tos Snacks

The resulis of this study indicate that E-WOM significantly influences the purchase decision of Tos Tos
snacks. The effect of E-WOM is positive and significant regarding purchase decisions. This finding aligns
with the studics by Marliva & Tafiprios (2023) and Saputra Juliana & Wardana (2020) which conclude
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that E-WiOM has a positive and significant impact on purchase decizions. When consumers see positive
E-WOM, they tend to feel more confident in making a purchase (Marliva & Tafiprios, 2023). In the digital
era, E-WOM plays a significant role in influencing purchase decisions because it contains authentic and
independent information, particularly when it reinforces aspects such as the quality, taste, and price of a
product, which are perceived as more objective by consumers (Duarte et al., 20013).

5 Conclusion

Based on the findings, the study concludes that brand ambassador and social media marketing have a
positive and significant influence on brand image; E-WiOM has a positive but not significant infloence on
brand image, brand image has 3 positive but not significant influence on purchase decision; brand
ambassador, social media marketing, and E-WOM have 2 positive but not significant imflucnce on
purchase decision when mediated by brand image; brand ambassador has a positive but not significant
influence on purchase decision; and social media marketmg and E-WOM have a positive dan significant
influence on puichase decision. This study highlights the importance for company 10 focus more on social
media marketing and Positive E-WOM o enhance purchase decision. Additicoally, company could
explore moderating factors that could strengthen the relationship between brand ambassador and purchase
decision. Futwre rescarch could incorporate other variables, such as price and flavor preference, and
imvestigate other relevant mediating variables.
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