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ABSTRACT 

 

This study aims to analyze the effect of Emotional Value on Willingness to Pay with 

Brand Love as a mediating variable among iPhone users in Bandung City. This 

study employed a quantitative approach using purposive sampling and involved 385 

respondents. Data were collected through an online questionnaire consisting of 16 

statement items and analyzed using Covariance-Based Structural Equation 

Modeling (CB-SEM) with the assistance of IBM SPSS AMOS version 31. The 

mediation effect was tested using the Bias-Corrected Bootstrap method. The results 

show that Emotional Value has a positive and significant effect on Brand Love, with 

a Critical Ratio (C.R.) of 3.740 and a p-value < 0.05. Brand Love has a positive 

and significant effect on Willingness to Pay, with a C.R. of 9.999 and a p-value < 

0.05. Furthermore, Emotional Value has a positive and significant effect on 

Willingness to Pay, with a C.R. of 4.445 and a p-value < 0.05. The mediation test 

using Bias-Corrected Bootstrap resulted in a Lower Bound of 0.048, an Upper 

Bound of 0.148, and a Two-Tailed Significance of 0.002, indicating that Brand Love 

significantly mediates the effect of Emotional Value on Willingness to Pay. 

Therefore, Brand Love plays a mediating role in the relationship between Emotional 

Value and Willingness to Pay among iPhone users in Bandung City. 

Keywords: Brand Love, Emotional Value, Willingness to Pay,  
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ABSTRACT 

 

Penelitian ini bertujuan untuk menganalisis pengaruh Emotional Value terhadap 

Willingness to Pay dengan Brand Love sebagai variabel mediasi pada pengguna 

iPhone di Kota Bandung. Penelitian menggunakan pendekatan kuantitatif dengan 

teknik purposive sampling dan melibatkan 385 responden. Data diperoleh melalui 

penyebaran kuesioner secara daring dengan 16 butir pernyataan dan dianalisis 

menggunakan Covariance-Based Structural Equation Modeling (CB-SEM) dengan 

bantuan IBM SPSS AMOS versi 31. Pengujian mediasi dilakukan menggunakan 

metode Bootstrap Bias-Corrected. Hasil penelitian menunjukkan bahwa Emotional 

Value berpengaruh positif dan signifikan terhadap Brand Love, dengan nilai Critical 

Ratio (C.R.) sebesar 3,740 dan p-value < 0,05. Brand Love berpengaruh positif dan 

signifikan terhadap Willingness to Pay, dengan nilai C.R. sebesar 9,999 dan p-value 

< 0,05. Selanjutnya, Emotional Value berpengaruh positif dan signifikan terhadap 

Willingness to Pay, dengan nilai C.R. sebesar 4,445 dan p-value < 0,05. Hasil 

pengujian mediasi melalui Bootstrap Bias-Corrected menunjukkan nilai Lower 

Bound sebesar 0,048, Upper Bound sebesar 0,148, dan Two-Tailed Significance 

sebesar 0,002, sehingga Brand Love terbukti memediasi secara signifikan pengaruh 

Emotional Value terhadap Willingness to Pay. Dengan demikian, Brand Love 

berperan sebagai mediator dalam hubungan Emotional Value terhadap Willingness 

to Pay pada pengguna iPhone di Kota Bandung. 

Kata kunci: Brand Love, Emotional Value, Willingness to Pay. 
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