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CHAPTER 4 

DATA ANALYSIS 

 

This research was conducted at Brilliant Les Privat and Athena Study Center in 

Semarang. The researcher took 40 participants as the sample of research. The aim of 

this research was to find out about the effect of word of mouth on purchase intention 

at Brilliant Les Privat and Athena Study Center in Semarang. The researcher gave a 

questionnaire to the participants which consisted of 30 questions. The data was taken 

by questionnaire which was measured by Skala Likert 1-4 namely Strongly Disagree, 

Disagree, Agree, and Strongly Agree.  Then, the researcher analysed the data of 

research and the finding of research can be seen as follows:  

 

4.1 The Result of Questionnaires Word of Mouth (WOM) 

Figure 1 

Result of WOM 1 

Figure 1 is about whether the sample knew the private les from the other people. 

Based on the result of 40 responses, there were 0% or 0 people who answered strongly 
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disagree, 2.5% or 1 person who answered disagree, 60% or 24 people who answered 

agree and 37.5% or 15 people who answered strongly agree. 

Figure 2 

Result of WOM 2 

 

 

Figure 2 is about the influence of WOM on people's intention join private les. It 

can be seen that there were 0% or 0 people who answered strongly disagree, 5% or 2 

people who answered disagree, 62.5% or 25 people who answered agree and 32.5% or 

13 people who answered strongly agree. 

 

 

 

 

 

 

 



 

20 

 

Figure 3 

Result of WOM 3 

Figure 3 is about analysing the find out about private les from others. It can be 

seen that there were 0% or 0 people who answered strongly disagree, 2.6% or 1 person 

who answered disagree, 66.7% or 26 people who answered agree and 30.8% or 12 

people who answered strongly agree. 

 

Figure 4 

Result of WOM 4 
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Figure 4 is about getting information from other people that this private les has 

good quality. It can be seen that there were 0% or 0 people who answered strongly 

disagree, 0% or 0 people who answered disagree, 85% or 34 people who answered 

agree and 15% or 6 people who answered strongly agree. 

 

Figure 5 

Result of WOM 5 

 

 

Figure 5 is about looking for information about private les based-on testimonials 

in comments on social media posts. It can be seen that there was 2.5% or 1 person who 

answered strongly disagree, 42.5% or 17 people who answered disagree, 47.5% or 19 

people who answered agree and 7.5% or 3 people who answered strongly agree.  

 

 

 

 



 

22 

 

Figure 6 

Result of WOM 6 

 

Figure 6 is about knowing the private les from the comments of social media. It 

can be seen that there were 17.5% or 7 people who answered strongly disagree, 40% 

or 16 people who answered disagree, 37.5% or 15 people who answered agree and 5% 

or 2 people who answered strongly agree.  

 

Figure 7 

Result of WOM 7 
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Figure 7 is about knowing and trying private lessons that can provide positive 

feedback to people who tell private lessons. It can be seen that there were 0% or 0 

people who answered strongly disagree, 0% or 0 people who answered disagree, 84.6% 

or 33 people who answered agree and 15.4% or 6 people who answered strongly agree. 

 

Figure 8 

Result of WOM 8 

Figure 8 is about sharing experiences and information about private les with 

others. It can be seen that there were 0% or 0 people who answered strongly disagree, 

2.5% or 1 person who answered disagree, 60% or 24 people who answered agree and 

37.5% or 15 people who answered strongly agree.  
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Figure 9 

Result of WOM 9 

Figure 9 is about finding out from other people about the quality assurance of 

education from the private les. It can be seen that there were 0% or 0 people who 

answered strongly disagree, 10% or 4 people who answered disagree, 85% or 34 people 

who answered agree and 5% or 2 people who answered strongly agree.  

 

Figure 10 

Result of WOM 10 

 

 



 

25 

 

 

Figure 10 is about knowing from other people that the quality of private les is 

supervised by interested parties. It can be seen that there were 12.8% or 5 people who 

answered strongly disagree, 61.5% or 24 people who answered disagree, 25.6% or 10 

people who answered agree and 0% or 0 people who answered strongly agree.  

 

Figure 11 

Result of WOM 11 

 

 

Figure 11 is about feeling interested in using private tutoring after being told by 

others. It can be seen that there is 0% or 0 people who answered strongly disagree, 5% 

or 2 people who answered disagree, 70% or 28 people who answered agree and 25% 

or 10 people who answered strongly agree.  
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Figure 12 

Result of WOM 12  

 

Figure 12 is about after experiencing the quality of private tutoring then 

recommending it to others. It can be seen that there were 0% or 0 people who answered 

strongly disagree, 0% or 0 people who answered disagree, 70% or 28 people who 

answered agree and 30% or 12 people who answered strongly agree. 

 

Figure 13 

Result of WOM 13 
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Figure 13 is about after trying private les and liking it, then intend to invite other 

people to try it. It can be seen that there is 0% or no people who answered strongly 

disagree, 0% or 0 people who answered disagree, 70% or 28 people who answered 

agree and 30% or 12 people who answered strongly agree.  

 

Figure 14 

Result of WOM 14 

Figure 14 is about after being told by other people about private les, then wanting 

to know more by visiting the place. It can be seen that there was 0% or 0 person who 

answered strongly disagree, 2.5% or 1 person who answered disagree, 65% or 26 

people who answered agree, and 32.5% or 13 people who answered strongly agree. 
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Figure 15 

Result of WOM 15 

 

Figure 15 is about after getting recommendations from other people and finally 

trying the recommended private les, then come again to try the private les products 

offered. It can be seen that there were 0% or 0 people who answered strongly disagree, 

0% or 0 people who answered disagree, 80% or 32 people who answered agree and 

20% or 8 people who answered strongly agree.  

 

4.2 The Result of Questionnaire Purchase Intention 

The researcher gave 15 items of questionnaires to the participants the of research 

in order to measure their purchase intention from the effect of word of mouth (WOM). 

The results of questionnaires were as follows: 
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Figure 16 

Result of Purchase Intention 1  

 

Figure 16 was about buying product on courses. It can be seen that there was 0 

or 0% people who answered strongly disagree, 0 or 0% people who answered disagree, 

23 or 59% people who answered agree and 16 or 41% people who answered strongly 

agree.  

Figure 17 

Result of Purchase Intention 2  
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Figure 17 was about trying product in long term. It can be seen that there was 0 or 

0% people who answered strongly disagree, 0 or 0% people who answered disagree, 

16 or 40% people who answered agree and 24 or 60% people who answered strongly 

agree.  

Figure 18 

Result of Purchase Intention 3 

 

 

Figure 18 was about intention of buying in further. It can be seen that there was 0 

or 0% people who answered strongly disagree, 0 or 0% people who answered disagree, 

20 or 48.8% people who answered agree and 21 or 51.2% people who answered 

strongly agree.  
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Figure 19 

Result of Purchase Intention 4 

Figure 19 was about the interesting of product in the courses. It can be seen that 

there was 0 or 0% people who answered strongly disagree, 0 or 0% people who 

answered disagree, 18 or 45% people who answered agree and 22 or 55% people who 

answered strongly agree.  

Figure 20 

 Result of Purchase Intention 5 
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Figure 20 was about the quality types of classes on the courses. It can be seen that 

there was 0 or 0% people who answered strongly disagree, 0 or 0% people who 

answered disagree, 18 or 45% people who answered agree and 22 or 55% people who 

answered strongly agree. 

Figure 21 

Result of Purchase Intention 6  

Figure 21 was about enjoying the process of learning on the courses. It can be seen 

that there was 0 or 0% people who answered strongly disagree, 0 or 0% people who 

answered disagree, 14 or 35% people who answered agree and 26 or 65% people who 

answered strongly agree. 
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Figure 22 

Result of Purchase Intention 7 

 

Figure 22 was about deciding the product that would be bought on the courses. It 

can be seen that there was 0 or 0% people who answered strongly disagree, 0 or 0% 

people who answered disagree, 19 or 47.5% people who answered agree and 21 or 

52.5% people who answered strongly agree. 

Figure 23 

Result of Purchase Intention 8 
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Figure 23 was about the appropriate of advertisement to product quality. It can be 

seen that there was 0 or 0% people who answered strongly disagree, 0 or 0% people 

who answered disagree, 20 or 50% people who answered agree and 20 or 50% people 

who answered strongly agree. 

 

Figure 24 

Result of Purchase Intention 9  

 

Figure 24 was about increasing the purchase intention to buy the product on the 

courses. It can be seen that there was 0 or 0% people who answered strongly disagree, 

0 or 0% people who answered disagree, 19 or 47.5% people who answered agree and 

21 or 52.5% people who answered strongly agree. 
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Figure 25 

Result of Purchase Intention 10  

 

Figure 25 was about giving consistent quality for consumers. It can be seen that 

there was 0 or 0% people who answered strongly disagree, 0 or 0% people who 

answered disagree, 20 or 50% people who answered agree and 20 or 50% people who 

answered strongly agree. 

Figure 26 

Result of Purchase Intention 11 
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Figure 26 was about the product is related with the customer needed. It can be seen 

that there was 0 or 0% people who answered strongly disagree, 0 or 0% people who 

answered disagree, 15 or 37.5% people who answered agree and 25 or 62.5% people 

who answered strongly agree. 

Figure 27 

Result of Purchase Intention 12 

Figure 27 was about smart decision to choose the place of courses. It can be seen 

that there was 0 or 0% people who answered strongly disagree, 0 or 0% people who 

answered disagree, 13 or 32.5% people who answered agree and 27 or 67.5% people 

who answered strongly agree. 
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Figure 28 

Result of Purchase Intention 13  

 

Figure 28 was about the satisfy after buying decision on the courses. It can be seen 

that there was 0 or 0% people who answered strongly disagree, 0 or 0% people who 

answered disagree, 17 or 42.5% people who answered agree and 23 or 57.5% people 

who answered strongly agree. 
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Figure 29 

 Result of Purchase Intention 14   

 

Figure 29 was about getting no difficulties to get information about the courses. 

It can be seen that there was 0 or 0% people who answered strongly disagree, 0 or 0% 

people who answered disagree, 17 or 42.5% people who answered agree and 23 or 

57.5% people who answered strongly agree. 
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Figure 30 

Result of Purchase Intention 15   

 

Figure 30 was about the affordable price and the good quality of the courses. It 

can be seen that there was 0 or 0% people who answered strongly disagree, 0 or 0% 

people who answered disagree, 20 or 50% people who answered agree and 20 or 50% 

people who answered strongly agree. 

 

 

 

 

 

 

 

 

 



 

40 

 

4.3 The Effect of Word of Mouth (WOM) on Purchase Intention 

The researcher used Pearson Product Moment Formula on SPSS version 0.25 to 

see the effect of word of mouth (WOM) on Purchase Intention from the Brilliant Les 

Privat and Athena Study Center in Semarang. The result of the computation from SPSS 

as follows: 

Table 4.1  

The Effect of WOM on Purchase Intention 

 

Word of 

Mouth 

Purchase 

Intention 

Word of Mouth Pearson 

Correlation 

1 -.103 

Sig. (2-tailed)  .528 

N 40 40 

Purchase 

Intention 

Pearson 

Correlation 

-.103 1 

Sig. (2-tailed) .528  

N 40 40 

 

Based on the table above shows the Pearson correlation coefficient of -103. This 

means there is no correlation between the WOM variable and purchase intention. 

Because there are no stars (*), there are no significant results at a significance value of 

0.05. Based on these criteria, the relationship between the two variables is insignificant, 

or there is no relationship because of  .103 > 0.05. Because the direction of the 

correlation coefficient is negative, then the correlation is inversely proportional. it can 

be concluded that there was no WOM in  purchase intention at Brilliant Les Privat and 

Athena Study Center in Semarang. 
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In other studies, some found no correlation between the variables tested using 

Pearson Correlation. Wahiro, Samifta Alfuma (2013), in the title "The relationship 

between self-control and aggressiveness in adolescents at Madrasah Aliyah (MA) 

Pembangunan Lamongan. Undergraduate thesis, State Islamic University of Maulana 

Malik Ibrahim Malang.” The resulting Pearson correlation was -0.262(*) in his 

research. This means that the correlation between self-control variables and verbal 

aggressiveness is 0.262. One star sign (*) indicates that the correlation is significant at 

a value of 0.05. Where 0.029 < 0.05 because the correlation coefficient is negative, the 

correlation is inversely proportional where if self-control is moderate, then verbal 

aggressiveness is high and vice versa. 
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	CHAPTER 1
	INTRODUCTION
	1.1 Background of the Study

	Human life will not be separated from communication activity, which is a very important part of human survival as a social being. Communication activities between humans usually occur by word of mouth (Kotler, 2008). This activity supports the occur...
	WOM has a significant impact on business survival. Word of mouth spreads quickly and is trusted by potential consumers, so word of mouth does not spread only by providing information through direct communication. But it can also spread through existin...
	WOM is said to be more effective in marketing activities because WOM activities are based on a person's experience in consuming a product or service of a company (Hughes et al., 2007). Therefore, a customer's satisfaction and dissatisfaction greatly i...
	Purchase intention can be interpreted as reflecting the purchase plan of several products with certain brands. As a result, purchase intention is one of the most popular
	outcome variables in WOM communication (Sher & Lee, 2009). Recommendations from consumers will positively affect the choice of potential customers. Kotler et al. (2012) state that purchase intention is customer behaviour that appears in response to ob...
	Customers who make purchases become one of the goals of marketing activities carried out by the company. Customer behaviour occurs when consumers are stimulated by external factors, eventually leading to purchasing decisions based on personal characte...
	Customers' purchase intention can be seen from the tendency to consume a product or service. Many customers make purchase intentions at Brilliant Les Privat and Athena Study Center in Semarang more than other places because they receive good serv...
	A study on the effect of WOM on purchase intention was conducted by Sidik et al. (2017) with a quantitative research method found that WOM had an effect on purchase intention at Rzi Cigondewah Fabric Store with a correlation value of 0.865 and a coeff...
	The phenomenon of customer purchase intention that occurs today is proven by the attitude of someone who will trust the opinions of others who have experience with a product compared to advertisements and media launched by the company. Therefore, word...
	1.2 Field of the Study

	This study focuses on the study of the creative industry.
	1.3 Scope of the Study

	The research is to see whether or not word of mouth affects purchase intention at Brilliant Les Privat and Athena Study Center in Semarang.
	1.4 Research Questions

	The research question is
	Does word of mouth positively affect purchase intention at Brilliant Les Privat and Athena Study Center in Semarang?
	1.5 Objectives of the Study

	The objective of the study is
	To find out about the effect of word of mouth on purchase intention at Brilliant Les Privat and Athena Study Center in Semarang.
	1.6 Significance of the Study

	This research is expected to increase knowledge and reference materials. It can be used as a reference in linguistics and economics related to the influence of word of mouth on purchase intention at Brilliant Les Privat and Athena Study Center in Sema...
	1.7 Definition of Term

	1. Word of Mouth
	Word-of-mouth marketing can be interpreted as oral, written, and electronic communication between people related to the advantages or experiences of buying or using products or services (Kotler et al., 2012).
	2. Purchase Intention
	Purchase intention is a consumer behaviour where consumers desire to buy or choose a product based on experience in choosing, using, consuming, or even wanting a product or service (Kotler et al., 2012).
	CHAPTER 2
	REVIEW OF LITERATURE
	2.1 Word of Mouth
	In the business world, word of mouth is an act where consumers exchange non-commercial information with other consumers about brands, products, and services (Kotler et al., 2012). Word of mouth is the most powerful medium for communicating products o...
	Word of mouth is widely regarded as one of the most influential factors influencing customer behaviour (Daugherty & Hoffman, 2014). This effect is especially important with intangible products that are difficult to evaluate before consumption, such as...
	According to Sumardy & Melone (2011), word of mouth is divided into two types:
	a.        Organic Word of Mouth is a word of mouth that occurs naturally, where people who feel happy and satisfied with a product or service have a natural desire to share their support and enthusiasm.
	b.       Amplified Word of Mouth is a word of mouth that occurs because the company designs it. This is done when the company conducts a campaign to accelerate the delivery of word of mouth to consumers.
	2.1.1 Word of Mouth Elements
	According to Sernoviz (2009), there are five elements needed for word of mouth to spread:
	1. Talkers are speakers who have consumed products or services that have been used. It can be anyone from friends, neighbours’, and family.
	2. The Topic is a conversation that makes word of mouth happen by creating a message about products or services, such as the services provided and the product's advantages.
	3. Tools after knowing the message or subject that makes them talk about the product or service, they need a tool to help make the message work, such as social media, brochures, and banners.
	4. Talking Part is a company's participation in responding to questions regarding products or services from potential customers by explaining about the product or service and doing a follow-up to potential customers so that they carry out a decision-m...
	5. Tracking is monitoring the results of the company's WOM marketing after a tool is useful in the word-of-mouth process and the company responds to potential customers. WOM supervision is carried out by looking at results such as suggestion boxes so ...
	Based on the explanation above, the elements of word of mouth are needed to support the process of purchase intention to attract the interest from prospective consumers who want to use the service or product.
	2.2. Purchase Intention
	Purchase intention is a consumer behaviour where customers desire to buy or choose a product based on experience in choosing, using, consuming, or even wanting a product (Kotler et al., 2012). Purchase intention is a customer's interest in a product ...
	Meanwhile, according to Susetyarsi (2013), external determinant factors, namely awareness of needs, product introduction, and evaluation of alternatives, can lead to customer buying interest. External determinant factors include social factors, market...
	1. Interested in finding information about the product. Customers already aroused by their needs will be motivated to seek more information. At this stage, people are more sensitive to product information. While in the second stage is the active stage...
	2. Consider buying. Through information gathering, customers learn about competing brands and the features of those brands. Evaluate the options and start considering buying the product.
	3.  Interested in trying. After consumers try to meet their needs and learn about competing brands and the features of these brands, customers will look for certain benefits of product solutions and evaluate these products.
	4. Want to know the product. After an interest in trying a product, customers will want to know the product. Customers will view the product as a set of attributes with different abilities to provide benefits that are used to satisfy needs.
	5. Want to own the product. At this stage, customers will pay great attention to the attributes that provide the benefits they seek. Moreover, customers will take an attitude (decision, preference) towards the product through evaluation and intend to ...
	Based on the description above, it can be concluded that buying interest is the tendency of customers to buy a brand or take actions related to purchases as measured by the possibility of customers making purchases.
	2.2.1 Purchase Intention Indicators
	Purchase intention can be identified through the following indicators, according to Ferdinand (2002):
	a. Transactional Interest
	A person's tendency to buy something. This means that consumers are already interested in purchasing a desired product or service.
	b. Referential Interest
	A person's tendency to refer products to others. This means that a customer interested in buying a product will suggest to his closest people to buy the same product.
	c. Preferential Interest
	Interests describe the behaviour of someone with a primary interest or prioritise the product. This preference can only be overridden if something happens to the product of its preference.
	d. Exploratory Interest
	This interest describes the behaviour of someone who is always looking for information about the product they are interested in and looking for information to support the positive characteristics of the product or service.
	Word of mouth is one factor influencing purchasing decisions through buying interest. Small and large companies will continue using word-of-mouth marketing, dominating purchasing decisions (Sumardy & Melone, 2011). With WOM, the company will benefit w...
	CHAPTER 3
	METHOD OF DATA COLLECTION AND ANALYSIS
	3.1 Research Design
	The author used quantitative research methods. Quantitative methods can also be interpreted as research methods based on certain populations or sample studies, data collection using research instruments, and quantitative/statistical data analysis to t...
	3.2 Method of Data Collection
	Dissemination of questionnaires through google Forms using a Likert Scale. This survey is a quantitative survey distributing questionnaires because this research focuses on testing theory by measuring research variables numerically and analysing data ...
	3.2.1 Participants
	1. Population
	The population provides an accurate picture of various events, but large numbers, large areas, and large fluctuations require much money and time (Sugiyono, 2012). The population of this research is customers in Brilliant Les Privat and Athena Study C...
	2. Sample
	In this research, the writer used purposive sampling. Purposive sampling refers to a group of non-probability sampling techniques in which units are selected because they have characteristics that the researcher needs in the sample. In other words, un...
	3.2.2 Instrument
	The instrument used to collect data is an online survey. The survey is a data collection technique that asks respondents a series of questions contained in the questionnaire. This study attempts to replicate Junior’s study (2019). The independent vari...
	The measurement uses a Likert scale to ask each respondent's opinion on a statement (Mulyadi, 2019). On a Likert scale, respondents ticked the boxes.
	Strongly Disagree (SD) = 1
	Disagree (D) = 2
	Agree (A) = 3
	Strongly Agree (SA) = 4
	3.2.3 Procedure
	In carrying out the quantitative data collection procedure, the author would make a list of questions via a google form; the questionnaire distributed online to 40 Brilliant Les Privat and Athena Study Center customers via WhatsApp, after getting the ...
	3.3 Validity and Reliability Test
	The instrument used to measure the variables in this study was developed by previous researchers, testing the validity and reliability of the questionnaire. This means that the effectiveness and reliability of each research tool have been thoroughly t...
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	Figure 29
	Result of Purchase Intention 14
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	The researcher used Pearson Product Moment Formula on SPSS version 0.25 to see the effect of word of mouth (WOM) on Purchase Intention from the Brilliant Les Privat and Athena Study Center in Semarang. The result of the computation from SPSS as follows:
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	Table of Questionnaire word of mouth (WOM)
	Question valid and reliable
	The researcher distributed the valid questions in the form of Google Form to the sample of this study, then the researcher analysed the data from the questionnaire by using Microsoft Excel.
	2. Table of Questionnaire Purchase Intention
	There were 20 questions made by the researcher, and after counting the validity of the item test, there were 15 questions left. These questions were given to the students in form of Google Forms. Here is the basic questionnaire before the validity and...
	20. This tutoring place is a quality tutoring place
	3. Questions after validity and reliability test
	The researcher distributed the valid questions in the form of Google Form to the sample of this study, then the researcher analysed the data from the questionnaire by using Microsoft Excel. (1)
	Table 2.
	The Data Test of 20 Items During SPSS
	Table 3. Result Validation and Reliability Test Using SPSS
	Below is the result of the validation and reliability item test by using SPSS version
	Based on the results of the validity above, there are 15 valid items of Word of Mouth and 5 invalid items. The researcher only used 15 items which would be distributed to customers via google form. The table below contains 15 questions taken by resear...

