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ABSTRACT 

Indonesia is a developing country that has various environmental problems. 
Environmental problems in Indonesia include solid waste and pollution of water sources 
from consumption activities. In addition, in 2020 , the Food and Drug Supervisory Agency 
(BPOM) reported tha t it had uncovered the circulation of illegal cosmetics of more than 
Rp. 10 billion in Indonesia. Environmental and illegal cosmetic problems can change the 
consumption patt ern of green cosmetics. In addition, values in consumers can affect 
consumption p atterns, such as attitudes and intentions to buy green cosmetics. Two 
values that have a very high impact on consumer behavior toward green products and are 
negatively correlated are altruistic and egoistic values. Therefore, the main objective of 
this s tudy is to analyze the effect of altruistic and egoistic values on attitudes and 
purchase intentions of green cosmetics. Sampling was done by purposive sampling with 
400 data that can be used. Data analysis was performed using structural equa tion model 
analysis (SEM). The results showed that altruistic and egoistic values positively affected 
attitudes and purchase intentions of green cosmetics. Selfish values have a more 
significant influence on attitudes and purchase intentions of green cosmetics than 
altruistic values. However, egoistic values were found to have more impact on attitudes 
and purchase intentions of green cosmetics. This research is one of the initial attempts to 
understand t he importance of altruistic and egoistic values related to green cosmetic 
products in the Indonesian context. 
Keywords: Green cosmetics, altruistic value, egoistic value, attitude, purchase intention 

 
1. Introduction 

Indonesia is a developing country that has various environmental problems. 
Indonesia is one of the m ost waste- producing countries, ranked 11th in the world 
(Ritchie & Roser, 2018) . Indonesia also has other environmental problems, namely water 
quality tha t is not too good (Badan Pusat Statistik, 2020) . The Indonesian government 
has made efforts to improve environmental problems by issuing Sustainable 
Development Goals (TPB/SDGs). However, this is difficult to achieve if the 
consumption of goods is not co ntrolled (Chan, 2001). One of the products consumed 
every day by both women and men is cosmetic products. Therefore, Indonesia is one of 
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the potential markets for the cos metic industry. In 2020, the growth of the cosmetic 
industry increased by 5.59% from the previous year (Rizanty, 2021) . However, the Food 
and Drug Supervisory Agency (BPOM) reported that it had revealed the circulation of 
more than 10 bil lion rupiahs of illegal cosmetics in Indonesia (Badan POM, 2020). This 
issue makes people more sel ective in choosing cosmetic products because synthetic 
materials and cosmetic chemicals affect health and the environment (Hsu et al., 2017; 
Patnaik et al., 2021). Therefore, it is very important to understand green consumption 
behavior because consumers are mem bers of society and significant stakeholders in the 
market (Paswan et al., 2017) . 

Previous research on consumer buying behavior toward green cosmetic prod ucts 
is still limited (ElHaffar et al., 2020; Jaini et al., 2020; Paul et al., 2016) . In addition, 
research on green products, especially the cosmetic category in the context of 
developing countries, is still very rare (Shimul et al., 2022) , such as in Indonesia. 
Therefore, this study tries to explain the buying behavior of Indonesian consumers 
toward green cosmetic products. Several factors influence the buying behavior of green 
cosmetics. In the existing literature, most studies focused mainly on atti tudes, 
subjective norms, and perceived behavioral control over purchasing behavior, but little 
attention was paid to estimati ng value ideas (H. Kim et al., 2015). However, consumer 
values play an essential role in buying behavior (Jayawardhena et al., 2016 ). Because of 
the scarcity of research and the important role consumer values play in consumer 
behavior, this stud y tries to explain the buying behavior of Indonesian consumers by 
knowing the influence of altruistic and egoistic values o n attitudes and purchase 
intentions of green cosmetic products. This study classifies values into two values, 
namely values that emphasize 

self-determination or can be said to be an egoistic value system and values that 
emphasize the welfare of others without personal gain or are called altruistic values 
(Yadav, 2016)). Previous studies claim that altruistic and egoistic values significantly 
impact consumer attitudes toward green products (Prakash et al., 2019; Yadav, 2016) . 
Research conducted by Prakash et al. (2019) shows that altruistic values have a greater 
influence than egoistic values on attitudes and product purchase intentions. 

On the other hand, research conducted (Yadav, 2016) in India showed that egoistic 
values were found to have more impact on consumers' purchase intention of organic 
food. Therefore, this study aimed to determine the effect of altruis tic and egoistic 
values on attitudes and green cosmetics purchase intention in Indonesia and the effect 
of attitudes on green cosmetic purchase intentions. This study also offers a new 
perspective on the findings of previous studies. 

 
2. Literature Review 
2.1. Consumer Behavior 

Consumer behavior studies how consumers, individuals, groups, and organizations 
choose, use, and dis pense products (goods, services, ideas, or experiences) to satisfy 
consumer needs and want (Kotler & Keller, 2016) . Many previous studies predict the 
buyi ng behavior of green products using the Theory of Reasoned Action (TRA) (Fishbein 
& Ajzen, 1975) and the Theory of Planned Behavior (TPB) (Ajzen, 1991). Both models 
support the view that intention significantly influences behavior (Ajzen, 1991). The 
intention indicates how hard someone wants to try and how much effort they plan to 
put in or perform a behavior (Ajzen, 1991). Purchase intention can be used as an essential 
measure to anticipate buying behavior by evaluating consumer attitudes toward a  
product (Fishbein & Ajzen, 1975) . Attitudes can be shown in the evaluation, behavior, and 
tendencies of individuals in a conflict, whether favorable or unfavorable (Ajzen, 1991). 
Consumer attitudes are shaped by a comprehensive evaluation of the produc t or 
service (Eagly & Chaiken, 1993) . Therefore, attitude is an essential antecedent of 
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the potential markets for the cos metic industry. In 2020, the growth of the cosmetic 
industry increased by 5.59% from the previous year (Rizanty, 2021) . However, the Food 
and Drug Supervisory Agency (BPOM) reported that it had revealed the circulation of 
more than 10 bil lion rupiahs of illegal cosmetics in Indonesia (Badan POM, 2020). This 
issue makes people more sel ective in choosing cosmetic products because synthetic 
materials and cosmetic chemicals affect health and the environment (Hsu et al., 2017; 
Patnaik et al., 2021). Therefore, it is very important to understand green consumption 
behavior because consumers are mem bers of society and significant stakeholders in the 
market (Paswan et al., 2017) . 

Previous research on consumer buying behavior toward green cosmetic prod ucts 
is still limited (ElHaffar et al., 2020; Jaini et al., 2020; Paul et al., 2016) . In addition, 
research on green products, especially the cosmetic category in the context of 
developing countries, is still very rare (Shimul et al., 2022) , such as in Indonesia. 
Therefore, this study tries to explain the buying behavior of Indonesian consumers 
toward green cosmetic products. Several factors influence the buying behavior of green 
cosmetics. In the existing literature, most studies focused mainly on atti tudes, 
subjective norms, and perceived behavioral control over purchasing behavior, but little 
attention was paid to estimati ng value ideas (H. Kim et al., 2015). However, consumer 
values play an essential role in buying behavior (Jayawardhena et al., 2016 ). Because of 
the scarcity of research and the important role consumer values play in consumer 
behavior, this stud y tries to explain the buying behavior of Indonesian consumers by 
knowing the influence of altruistic and egoistic values o n attitudes and purchase 
intentions of green cosmetic products. This study classifies values into two values, 
namely values that emphasize 

self-determination or can be said to be an egoistic value system and values that 
emphasize the welfare of others without personal gain or are called altruistic values 
(Yadav, 2016)). Previous studies claim that altruistic and egoistic values significantly 
impact consumer attitudes toward green products (Prakash et al., 2019; Yadav, 2016) . 
Research conducted by Prakash et al. (2019) shows that altruistic values have a greater 
influence than egoistic values on attitudes and product purchase intentions. 

On the other hand, research conducted (Yadav, 2016) in India showed that egoistic 
values were found to have more impact on consumers' purchase intention of organic 
food. Therefore, this study aimed to determine the effect of altruis tic and egoistic 
values on attitudes and green cosmetics purchase intention in Indonesia and the effect 
of attitudes on green cosmetic purchase intentions. This study also offers a new 
perspective on the findings of previous studies. 

 
2. Literature Review 
2.1. Consumer Behavior 

Consumer behavior studies how consumers, individuals, groups, and organizations 
choose, use, and dis pense products (goods, services, ideas, or experiences) to satisfy 
consumer needs and want (Kotler & Keller, 2016) . Many previous studies predict the 
buyi ng behavior of green products using the Theory of Reasoned Action (TRA) (Fishbein 
& Ajzen, 1975) and the Theory of Planned Behavior (TPB) (Ajzen, 1991). Both models 
support the view that intention significantly influences behavior (Ajzen, 1991). The 
intention indicates how hard someone wants to try and how much effort they plan to 
put in or perform a behavior (Ajzen, 1991). Purchase intention can be used as an essential 
measure to anticipate buying behavior by evaluating consumer attitudes toward a  
product (Fishbein & Ajzen, 1975) . Attitudes can be shown in the evaluation, behavior, and 
tendencies of individuals in a conflict, whether favorable or unfavorable (Ajzen, 1991). 
Consumer attitudes are shaped by a comprehensive evaluation of the produc t or 
service (Eagly & Chaiken, 1993) . Therefore, attitude is an essential antecedent of 

behavioral intentions toward green products of eac h individual in various settings, such 
as purchasing environmentally friendly products (Yadav & Pathak, 2016). 

 
2.2 Altruistic Values 

Altruistic  value is shown in caring for  others  about the environment (Swami et 
al., 2010) ). Altruistic values encourage a person to be more concerned about the 
environment (Birch et al., 2018; Dunlap & Jones, 2002; Zou & Chan, 2019). Many previous 
studies have stated that altruistic values are reflected by one's concern for the en 
vironment (Birch et al., 2018; Prakash et al., 2019; Yadav, 2016; Zou & Chan, 2019) . 
Altruistic values are very important to shaping one's behavior toward the environment 
(Heberlein, 1972) . Individuals with a higher orientation toward altruistic values are 
usually more concerned about environmental issues and more motivated in pro -
environmental behavior (Rahman & Reynolds, 2016). In green marketing, altruistic values 
are part of the assessment for pro -environmental behavior (Kaufmann et al., 2012) . 

 
2.3 Egoistic Values 

Egoistic values focus on maximizing the results one gets from self -interest -based 
behavior (Rahman & Reynolds, 2016). The concept of egoistic values is defined as a self -
concept showing health concern for individuals and their families (Prakash et al., 2019) . 
Someone with a higher level of egoistic value orientation specifically considers the costs 
they ha ve to personally incur in carrying out pro -environmental behavior as well as the 
benefits derived from pro -environmental behavior. When their perceived benefits 
exceed their perceived costs, they adopt environmentally fri endly behavior and vice-
versa (S. Y. Kim et al., 2012). Egoistic values can motivate someone to show 
environmentally friendly behavior (Verma et al., 2019) . 

 
2.4 Altruistic Values, Attitude toward Green Cosmetics, and Green Cosmetics Purchase 

Intention 
Altruistic value is a personal value structure that significantly influences behavior 

(Teng et al., 2015). Altruistic values have shown promising effects on pro -environmental 
consumer attitudes, intentions, and behaviors (Kaufmann et al., 2012; Mas'od & Chin, 
2014; Straughan & Roberts, 1999) . The altruistic value in a person is reflected in their 
efforts to overcome environmental problems through environmentally friendly 
purchases (Birch et al., 2018; Dunlap & Jones, 2002; Zou & Chan, 2019). Environmental 
concern shows how someone cares about the environment and can be a determining 
factor in consumer behavior (Dunlap & Jones, 2002). Previous studies have shown that 
consumers who care about the environment will have a good attitude toward 
environment ally friendly products or services (Y. Kim & Han, 2010) and purchase green 
products (Maichum et al., 2016) . Based on the preceding literature, the following can be 
hypothesized: 
 H1. Altruistic values have a positive and significant impact on attitudes toward green 

cosmetic s. 
 H2. Altruistic value s have a positive and significant impact on green cosmetics 

purchase intention. 
 

2.5 Egoistic Values, Attitude toward Green Cosmetics, and Green Cosmetics Purchase 
Intention 

Egoistic values can motivate individuals to behave environmentally friendly (Verma 
et al., 2019) . The concept of egoistic value in this study is defined as a self -concept that 
shows concern for the health of individuals and their families (Prakash et al. , 2019). 
Many consumers switch to the cosmetic product category to adverse health effects, 
from chemical cosmetics to green cosmetic purchases (Jaini et al., 2020) . Previous 
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studies have shown that health problems affect consumer attitudes toward envir 
onmentally friendly products (Kumar, 2019; Prakash & Pathak, 2017) . Most previous 
studies considered health and safety concerns as the main factors that attract attention 
when buyin eco-friendly products (Prakash et al., 2019; Yadav, 2016) . Previous r esearch 
has shown that egoistic values can influence attitudes and purchase intentions of 
environmentally friendly products (Prakash et al., 2019) . Based on the preceding 
literature, the following can be hypothesized: 
 H3. Egoistic values have a positive and significant impact on attitudes toward green 

cosmetic s. 
 H4. Egoistic values have a positive and significant impact on green cosmetics 

purchase intention. 
 

2.6 Attitude toward Green Cosmetics and Green Cosmetics Purchase Intention 
Attitude is an essential predictor of behavioral intention (Paul et al., 2016) . Attitude 

is a personal evaluation that each individual manifests toward a particular object 
(Fishbein & Ajzen, 1975) . Previous studies on environmentally friendly products and 
environmental -related behavior also support the claim that green attitudes and 
purchase intentions have a positive relationship (Prakash et al., 2019; Yadav & Pathak, 
2016) . Based on the preceding literature, the following can be hypothesized: 
 H5. Attitude toward green cosmetic s positively and significantly impacts green 

cosmetics purchase intention. Those all hypotheses are drawn in figure 1 below . 

 
Figure 1. Conceptual Model 

 
Table 1: Characteristics of Respondents 

Demographic Variables Category Frequency 
Number Percentage (%) 

Gender 
Male 70 17.50 

Female 330 82.50 

Age 

18-29 317 79.25 
30-39 56 14.00 
40-49 15 3.75 
> 50 12 3.00 

Last Education 

SMA/ SMK 102 25.50 
D1/ D2/ D3 28 7.00 

S1/ D4 249 62.25 
S2/S3 21 5.25 

Green Cosmetic Usage 
Experience 

Ever 377 94.25 
Never 23 5.75 

Green Cosmetics Group 
Ever Used 

Personal care products 
(cream, lotion, oil, 

shampoo, soap, 
352 47.83 
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studies have shown that health problems affect consumer attitudes toward envir 
onmentally friendly products (Kumar, 2019; Prakash & Pathak, 2017) . Most previous 
studies considered health and safety concerns as the main factors that attract attention 
when buyin eco-friendly products (Prakash et al., 2019; Yadav, 2016) . Previous r esearch 
has shown that egoistic values can influence attitudes and purchase intentions of 
environmentally friendly products (Prakash et al., 2019) . Based on the preceding 
literature, the following can be hypothesized: 
 H3. Egoistic values have a positive and significant impact on attitudes toward green 

cosmetic s. 
 H4. Egoistic values have a positive and significant impact on green cosmetics 

purchase intention. 
 

2.6 Attitude toward Green Cosmetics and Green Cosmetics Purchase Intention 
Attitude is an essential predictor of behavioral intention (Paul et al., 2016) . Attitude 

is a personal evaluation that each individual manifests toward a particular object 
(Fishbein & Ajzen, 1975) . Previous studies on environmentally friendly products and 
environmental -related behavior also support the claim that green attitudes and 
purchase intentions have a positive relationship (Prakash et al., 2019; Yadav & Pathak, 
2016) . Based on the preceding literature, the following can be hypothesized: 
 H5. Attitude toward green cosmetic s positively and significantly impacts green 

cosmetics purchase intention. Those all hypotheses are drawn in figure 1 below . 

 
Figure 1. Conceptual Model 

 
Table 1: Characteristics of Respondents 

Demographic Variables Category Frequency 
Number Percentage (%) 

Gender 
Male 70 17.50 

Female 330 82.50 

Age 

18-29 317 79.25 
30-39 56 14.00 
40-49 15 3.75 
> 50 12 3.00 

Last Education 

SMA/ SMK 102 25.50 
D1/ D2/ D3 28 7.00 

S1/ D4 249 62.25 
S2/S3 21 5.25 

Green Cosmetic Usage 
Experience 

Ever 377 94.25 
Never 23 5.75 

Green Cosmetics Group 
Ever Used 

Personal care products 
(cream, lotion, oil, 

shampoo, soap, 
352 47.83 

cleanser, toothpaste) 

Make-up (lipstick, 
blush, compact 

powder, eyebrow 
pencil) 

173 23.51 

Fragrance (cologne, 
perfume, essence) 199 27.04 

Styling gels and 
mousses 12 1.63 

Green Cosmetics Brands 
That Have Been and Are in 

Use 

The Body Shop 145 25.00 
Garnier 96 16.55 

Innisfree 47 8.10 
SASC 46 7.93 

Wardah 41 7.07 
Love Beauty and Planet 41 7.07 

SeconDate Beauty 39 6.72 
L'occitane 38 6.55 

Klend and Kind 33 5.69 
Mineral Botanicals 17 2.93 

The Soap Story 12 2.07 
Rose All Day 10 1.72 

Sensatia Botanicals 6 1.03 
Trope Cosmetic 5 0.86 

Skin Dewi 4 0.69 
 

3. Research Methodology 
The type of research conducted in this research is causal research with 

quantitative techniques. The questionnaires were distributed in a structured and 
independent manner to the Indonesian people using a cross -sectional survey 
conducted in one research pe riod. This study questionnaire includes respondent's 
profile questions such as gender, age, education level, knowledge, and experience 
regarding green cosmetics. The concluding part of the que stionnaire had queries about 
respondents' perceptions of green p roduct purchase intentions with 13 measurement 
instruments. The altruistic value was measured using four -question items, and the 
egoistic value, attitude, and purchase intention of green cosmetics were measured using 
three question items. This item is desi gned on a five-point Likert scale, from one 
indicating  'strongly  disagree'  to five indicating  'strongly  agree.'  The population in this 
study is Indonesian society consisting of educated adults (aged 18 years and over) who 
are likely to use or even have use d green products. The sampling method used in this 
research is non -probability sampling using the purposive sampling technique, 
consisting of 400 usable data  from 442 respondents. The data  collected from 400 
respondents  were analyzed  using a two-step structural equation modeling (SEM) 
analysis, namely the measurement and structural models (Anderson et al., 1988) . AMOS 
(Analysis of Moment Structure) version 24 analyzes the relationship between constructs. 

 
4. Research Findings and Discussions 
4.1. Descriptive Statistics 

The characteristics of the respondents were explained by using descriptive 
analysis techniques. The characteristics of the respondents in this study include gender, 
age, education level, experience of using green cos metics, groups of green cosmetics 
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that have been used, and brands of green cosmetics that have been and are currently 
being used. The results of the descriptive analysis of the respondent's profile obtained 
can be seen in Table 1. 

Table 1 shows the characteristics of the responde nts by gender in this study. As 
many as 330 respondents (82.5%) were female, while male respondents were 17.5%. Th is 
result shows that more women have the potential to use or even have used green 
cosmetic products. In addition, these results may indicate t hat women are generally 
more interested in using green cosmetics than men. 

The respondents' age characteristics showed that respondents between 18 and 29 
years (79.25%) were m ore dominant in having the potential to use or even have used 
green cosmetic prod ucts than respondents with an age range of 30-39 years (14%). And 
then, there were respondents between 40 and 49 years (3.75%). In the fourth plac e, 
there were respondents with an age of more than 50 years (3%). People aged between 18 
and 29 years dominate in having the potential to use or even have used green cosmetic 
products. 

Most respondents have the latest education level S1/ D4, as many as 249 
respondents (62.25%), while r espondents with the newest education are SMA/ SMK, as 
many as 25.50%. Then there are only 5.25% of respondents with the latest education 
S2/ S3. Therefore, based on education, the majority of respondents in this study had the 
la test education level S1/ D4. 

Most of the respondents had used green cosmetics, as many as 377 respondents 
(94.2 5%). On the other hand, only 5.75% of respondents have never used green cosmetic 
products. Therefore, it can be concluded that cu rrently, many Indonesian people use 
environmentally -friendly cosmetic products. The group of green cosmetic products 
used by respondents was the Personal care products group (cream, lotion, oil, shampoo, 
soap, cleanser, toothpa ste) with 352 respondents (47.83%). Therefore, most 
respondents have used the Personal care products group (cream, lotion, oil, shampoo, 
soap, cleanser, toothpaste). In second place is the green cosmetic Fragrance group 
(cologne, perfume, essence) with 27.04% and the Make-up group (lipstick, blush, 
compact powder, eyebrow pencil) with 23.51%. Meanwhile, the green cosmetic group 
that the respondents used the l east was the Styling gels and mousses group, as much as 
1.63%. Respondents have used various types of local brands, such as SASC, Wardah, 
SeconDate Beauty, Klend and Kind, Mineral Botanicals, The Soap Story, Rose All Day, 
Sensatia Botanical, Trope Cosmetic , and Skin Dewi. Even so, the brands of green 
cosmetic products that the most respondents have used are the body shop brands from 
global companies , with a total of 145 respondents (25%). Meanwhile, the Skin Dewi 
brand is a green cosmetic brand with the few est users, namely four respondents 
(0.69%). 

 
Table 2: Measurement Model 

Construct 
Name Items Factor Loadings Cronbach’s Alpha CR AVE 

 
AV 

AV1 1.000 
 

0.754 
 

0.914 
 

0.729 
AV2 0.934 
AV3 0.903 
AV4 0.820 

 
EV 

EV1 1.000 
 

0.807 
 

0.938 
 

0.836 EV2 1.056 
EV3 1.166 

 
A 

A1 1.000  
0.776 

 
0.923 

 
0.799 A2 0.980 
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that have been used, and brands of green cosmetics that have been and are currently 
being used. The results of the descriptive analysis of the respondent's profile obtained 
can be seen in Table 1. 

Table 1 shows the characteristics of the responde nts by gender in this study. As 
many as 330 respondents (82.5%) were female, while male respondents were 17.5%. Th is 
result shows that more women have the potential to use or even have used green 
cosmetic products. In addition, these results may indicate t hat women are generally 
more interested in using green cosmetics than men. 

The respondents' age characteristics showed that respondents between 18 and 29 
years (79.25%) were m ore dominant in having the potential to use or even have used 
green cosmetic prod ucts than respondents with an age range of 30-39 years (14%). And 
then, there were respondents between 40 and 49 years (3.75%). In the fourth plac e, 
there were respondents with an age of more than 50 years (3%). People aged between 18 
and 29 years dominate in having the potential to use or even have used green cosmetic 
products. 

Most respondents have the latest education level S1/ D4, as many as 249 
respondents (62.25%), while r espondents with the newest education are SMA/ SMK, as 
many as 25.50%. Then there are only 5.25% of respondents with the latest education 
S2/ S3. Therefore, based on education, the majority of respondents in this study had the 
la test education level S1/ D4. 

Most of the respondents had used green cosmetics, as many as 377 respondents 
(94.2 5%). On the other hand, only 5.75% of respondents have never used green cosmetic 
products. Therefore, it can be concluded that cu rrently, many Indonesian people use 
environmentally -friendly cosmetic products. The group of green cosmetic products 
used by respondents was the Personal care products group (cream, lotion, oil, shampoo, 
soap, cleanser, toothpa ste) with 352 respondents (47.83%). Therefore, most 
respondents have used the Personal care products group (cream, lotion, oil, shampoo, 
soap, cleanser, toothpaste). In second place is the green cosmetic Fragrance group 
(cologne, perfume, essence) with 27.04% and the Make-up group (lipstick, blush, 
compact powder, eyebrow pencil) with 23.51%. Meanwhile, the green cosmetic group 
that the respondents used the l east was the Styling gels and mousses group, as much as 
1.63%. Respondents have used various types of local brands, such as SASC, Wardah, 
SeconDate Beauty, Klend and Kind, Mineral Botanicals, The Soap Story, Rose All Day, 
Sensatia Botanical, Trope Cosmetic , and Skin Dewi. Even so, the brands of green 
cosmetic products that the most respondents have used are the body shop brands from 
global companies , with a total of 145 respondents (25%). Meanwhile, the Skin Dewi 
brand is a green cosmetic brand with the few est users, namely four respondents 
(0.69%). 

 
Table 2: Measurement Model 

Construct 
Name Items Factor Loadings Cronbach’s Alpha CR AVE 

 
AV 

AV1 1.000 
 

0.754 
 

0.914 
 

0.729 
AV2 0.934 
AV3 0.903 
AV4 0.820 

 
EV 

EV1 1.000 
 

0.807 
 

0.938 
 

0.836 EV2 1.056 
EV3 1.166 

 
A 

A1 1.000  
0.776 

 
0.923 

 
0.799 A2 0.980 

A3 1.029 

 
I 

I1 1.000 
 

0.727 
 

0.919 
 

0.791 I2 1.111 
I3 0.950 

 
Note: AV-altruistic values , EV-egoistic values, A-attitude toward green cosmetics, 

I-green cosmetics purchase intention. 
 

4.2 Measurement Model 
This study implemented covariance -based Structural Equation Modeling (CB -

SEM) to test the proposed research model using AMOS 24 software. Before testing the 
hypothesis, reliability and validity were calculate d of the measurement variables. The 
validity test consists of convergent validity and discriminant validity. The parameter use 
d in the convergent validity test and Average Variance Extracted (AVE) value show that 
all measurement variables are val id and fulfill the AVE value standard > 0.6 (Hair et al., 
2014) . The discriminant validity test looks at the Fornell -Larcker criterion and cross - 
loading. Discriminant validity also shows that the measurement of the variables used is 
valid. The c riteria used in testing the reliability in th is study were Cronbach's Alpha 
(CA) and Composite Reliability (CR), meeting the predetermined standard of more than 
0.7. The results of the measurement model analysis show that all values meet t he 
recommended values, which can be seen in Table 2. 

The next phase, SEM analysis, requires measurement of the goodness of fit. The 
results show that the fit mode l measurement fulfills the criteria. The statistical fit of the 
conceptual framework was assessed usin g a structural model. The measurement results 
of the f it model can be done by comparing the recommended fit index as presented in 
Table 3. Table 3 shows that the conceptual framework considered in the present study 
represents a good data f it well above the recommended value. Thus, the goodness of fit 
test sho ws that the observed data is by the theory or model. 

The R-Square test shows that the R -Square value of the attitude variable is 0.558, 
and the R -Square value of the purchase intention variable is 0.716. These results mean 
that all the independent/ independ ent variables in this study simultaneously have an 
effect of 55.8% on the attitude variable. In contrast, 44.2% compared to the study by 
other variables not tested in the study. Therefore, the R -Square value of the attitude 
variable is in the moderate cate gory. In addition, the results of the R -Square test mean 
that all independent variables in this study simultaneously have an effect of 71.6% on the 
purchase intention variable. 

In contrast, 28.4% were influenced by other variables not tested in the study. 
Therefore, the R-Square value of the purchase intention variable is categorized as 
strong. In addition, the R -Square value is categorized as strong if it is more than 0.67, 
moderate if it is more than 0.33 but lower than 0.67, and weak if it is more than 0 .19 but 
lower than 0.33 (Chin, 1998). 

 
4.3. Structure Model 

After analyzing the measurement model, the next step is to test the results of the 
hypothesis by usi ng Structural Model Results. The t -statistic value of the five 
hypotheses is greater than the current t -table value of 1.96, with a significance of 5%. 
The results of hypothesis testing show that altruistic and egoistic values have a positive 
and significan t effect on attitudes and purchase intentions of green cosmetics that 
support the hypothesis (H1, H2, H3, H4, and H5), respectively. The results can be seen in 
Table 4. 
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Table 3: Measurement of the Goodness of Fit 
GOF Acceptable Match Level Model Index Explanation 
CMIN CMIN ≤2df (good fit), 2df < CMIN ≤3df 

(marginal fit), CMIN > 3df (bad fit) 
1.001 Good Fit 

p-value P ≥ 0.05(good fit), p<0,05 (bad fit) 0.472 Good Fit 
GFI GFI ≥ 0.9 (good fit), 0.8 ≤ GFI ≤ 0.9 (marginal fit) 0.982 Good Fit 
RMR RMR ≤ 0.5 (good fit) 0.011 Good Fit 
RMSEA 0.05 < RMSEA ≤ 0.08 (good fit), 0.08 < RMSEA 

≤1 (marginal fit) 
0.001 Good Fit 

TLI TLI ≥ 0.9 (good fit), 0.8 ≤ TLI≤0.9 (marginal fit) 1.000 Good Fit 
NFI NFI ≥ 0.9 (good fit), 0.8 ≤ NFI ≤ 0.9 (marginal fit) 0.980 Good Fit 
AGFI AGF I≥ 0.9 (good fit), 0.8 ≤ AGFI ≤ 0.9 (marginal 

fit) 
0.966 Good Fit 

RFI RFI ≥ 0.9 (good fit), 0.8 ≥ RFI ≤ 0.9 (marginal fit) 0.969 Good Fit 
CFI CFI ≥ 0.9 (good fit), 0.8 ≤ CFI ≤0.9 (marginal fit) 1.000 Good Fit 

 
Table 4. Hypothesis Testing on 

Constructs Hypothesis Path coefficient t-value Results 
Altruistic values have a positive and 
significant impact on attitudes toward 
green cosmetic s 

H1 0.271 2.954 Supported 

Altruistic value s have a positive and 
significant impact on green cosmetics 
purchase intention 

H2 0.187 2.350 Supported 

Egoistic values have a positive and 
significant impact on attitudes toward 
green cosmetic s 

H3 0.666 5.760 Supported 

Egoistic values have a positive and 
significant impact on green cosmetics 
purchase intention 

H4 0.347 2.667 Supported 

Attitude toward green cosmetics has a 
positive and significant impact on 
green cosmetics purchase intention 

H5 0.518 3.899 Supported 

 
4.4. Discussions 

This study tries to analyze the influence of altruistic and egoistic values in 
determining attitudes and purchase intentions toward green cosmetic products in 
Indonesia, a developing country. The results of the str uctural model test show that 
altruistic and egoistic values significantly affect consumers' attitudes and purchase 
intentions toward green cosmetic products. The results of this study indicate that 
egoistic values have a greater influence on attitudes and purchase intentions of green 
cosmeti cs than altruistic values. This study's findings align with the results of research 
(Magnusson et al., 2003), which states that egoistic values are more important than 
altruistic values in influencing consumer purchasing decisions for organic food. T he 
results of this study contradict the results of research (Prakash et al., 2019) which 
observed the influence of altruistic and egoistic values on attitudes and purchase 
intentions of environmentally friendly packaged products. The results of the stu dy 
(Prakash et al., 2019) state that altruistic values have a greater influence than egoistic 
values on attitudes and purchase intentions of environmentally friendly packaged 
products. Differences in r esearch results can be caused because cosmetic pr oducts 
used daily directly in the consumer's body will directly impact health more than 
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Table 3: Measurement of the Goodness of Fit 
GOF Acceptable Match Level Model Index Explanation 
CMIN CMIN ≤2df (good fit), 2df < CMIN ≤3df 

(marginal fit), CMIN > 3df (bad fit) 
1.001 Good Fit 

p-value P ≥ 0.05(good fit), p<0,05 (bad fit) 0.472 Good Fit 
GFI GFI ≥ 0.9 (good fit), 0.8 ≤ GFI ≤ 0.9 (marginal fit) 0.982 Good Fit 
RMR RMR ≤ 0.5 (good fit) 0.011 Good Fit 
RMSEA 0.05 < RMSEA ≤ 0.08 (good fit), 0.08 < RMSEA 

≤1 (marginal fit) 
0.001 Good Fit 

TLI TLI ≥ 0.9 (good fit), 0.8 ≤ TLI≤0.9 (marginal fit) 1.000 Good Fit 
NFI NFI ≥ 0.9 (good fit), 0.8 ≤ NFI ≤ 0.9 (marginal fit) 0.980 Good Fit 
AGFI AGF I≥ 0.9 (good fit), 0.8 ≤ AGFI ≤ 0.9 (marginal 

fit) 
0.966 Good Fit 

RFI RFI ≥ 0.9 (good fit), 0.8 ≥ RFI ≤ 0.9 (marginal fit) 0.969 Good Fit 
CFI CFI ≥ 0.9 (good fit), 0.8 ≤ CFI ≤0.9 (marginal fit) 1.000 Good Fit 

 
Table 4. Hypothesis Testing on 

Constructs Hypothesis Path coefficient t-value Results 
Altruistic values have a positive and 
significant impact on attitudes toward 
green cosmetic s 

H1 0.271 2.954 Supported 

Altruistic value s have a positive and 
significant impact on green cosmetics 
purchase intention 

H2 0.187 2.350 Supported 

Egoistic values have a positive and 
significant impact on attitudes toward 
green cosmetic s 

H3 0.666 5.760 Supported 

Egoistic values have a positive and 
significant impact on green cosmetics 
purchase intention 

H4 0.347 2.667 Supported 

Attitude toward green cosmetics has a 
positive and significant impact on 
green cosmetics purchase intention 

H5 0.518 3.899 Supported 

 
4.4. Discussions 

This study tries to analyze the influence of altruistic and egoistic values in 
determining attitudes and purchase intentions toward green cosmetic products in 
Indonesia, a developing country. The results of the str uctural model test show that 
altruistic and egoistic values significantly affect consumers' attitudes and purchase 
intentions toward green cosmetic products. The results of this study indicate that 
egoistic values have a greater influence on attitudes and purchase intentions of green 
cosmeti cs than altruistic values. This study's findings align with the results of research 
(Magnusson et al., 2003), which states that egoistic values are more important than 
altruistic values in influencing consumer purchasing decisions for organic food. T he 
results of this study contradict the results of research (Prakash et al., 2019) which 
observed the influence of altruistic and egoistic values on attitudes and purchase 
intentions of environmentally friendly packaged products. The results of the stu dy 
(Prakash et al., 2019) state that altruistic values have a greater influence than egoistic 
values on attitudes and purchase intentions of environmentally friendly packaged 
products. Differences in r esearch results can be caused because cosmetic pr oducts 
used daily directly in the consumer's body will directly impact health more than 

products with environmentally friendly packaging. Many consumers are more 
concerned with the health of cosmetic products than the environmental impact of 
cosmetic produ cts. The results of this study indicate that consumers buy green 
cosmetics with environmental concerns in mind, but their benefits regarding health 
benefits are the most important to them. According to the statement (Jaini et al., 
2020) , many consumers turn to green cosmetics instead of cosmetics due to health 
problems. 

This study's findings indicate a positive and significant influence between altruistic 
values and public attitudes toward green cosmetics. A person's high altruistic value can 
lead to a positive attitude toward green cosmetic products. Altruistic values refer to 
feelings or concern for others toward the environment (Swami et al., 2010) . Individuals 
with a higher orientation toward altruistic values are usually more concerned with en 
vironmental issues and more motivated to participate in pro -environmental behavior 
(Rahman & Reynolds, 2016). In addition, the study results indicate a positive and 
significant influence between altruistic values and the purchase intention of green cos 
metic consumers. Altruistic value is understood as a concern for the environment 
because individuals behave in protecting the na tural environment with little thought of 
profit for themselves (Ebreo et al., 2002) . Environmental problems that arise today c 
ause people to care more about the environment. Previous research has shown that 
consumers with solid altruistic va lues also have strong ecological beliefs, leading them 
to exhibit pro -environmental behavior (Groot et al., 2016; Y. Kim & Han, 2010) . Previous 
research on environmental concern and purchase intention of green products, such as 
research (Maichum et al., 2016), reported a positive relationship between environmental 
concern and purchase intention for green pr oducts among Thai consumers. 

In addition, the study results indicate a positive and significant influence between 
the egoistic value and consumer attitudes toward green cosmetics and the purchase 
intention of green cosmetics. The concept of egois tic values, such as concern for good 
healt h and a better quality of life, can motivate individuals to exhibit environmentally 
friendly behavio r (Verma et al., 2019) . A person's health problems can affect his attitude 
toward environmentally friendly products (Kumar, 2019; Prakash & Pathak, 2017) , thus 
making someone with high health care has a positive attitude toward green cosmetic 
products. According to a recent global survey on health and wellness (Masory, 2019), 
these shoppers want beauty and personal  care  products  with natural ingredients
 sourced and manufactured following ethical and environmental standards. 
Previous studies have considered health and safety issues as the main factors that attrac 
t attention when purchasing environmentally friendly products (Prakash et al., 2019; 
Yadav, 2016). In accordance with the previous statement, the results of the study state 
that the egoistic value can significantly and positively i nfluence consumers' attitudes 
and purchase intentions toward green cosmetic products. 

Furthermore, the results showed a positive and significant effect on attitudes 
toward green cosmetics and consumer buying intentions toward green cosmetics. 
Individuals with a positive attitude toward a product tend to have a stronger intention 
to buy the product, and vice versa. The re sults of this study follow the research 
conducted by (Jaiswal et al., 2020), which states that the observed positive attitudes of 
consumers can lead consumers to stronger purc hase intentions for green products. If 
individuals feel that green cosmetics be nefit them and their environment, they intend 
to buy. On the other hand, individuals with negative attitudes toward green cosmetics 
are unlikely to have the inte ntion to buy green cosmetics. 

It can be concluded that egoistic values have a stronger influe nce than altruistic 
values on attitudes and purchase intentions of green cosmetics. Therefore, green 
cosmetic companies must be able to guarantee that th eir products are safe to use and 
that there is no influence from the effects of using cosmetics on co nsumer health. The 
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product must not endanger consumers' health both now and in the future. In addition, 
green cosmetic companies must be able to provide an overview of the benefits that can 
be obtained from the use of cosmetic products. In marketing their products, companies 
should provide education about the composition of the ingredients used in 
manufacturing green cosmet ic products. Education about composition can involve the 
benefits and effects of using green cosmetics so that co nsumers can gain better 
knowledge about green cosmetics. Green cosmetic companies can provide consumer 
education by directly positioning, promoting, and advertising their green cosmetic 
products with campaigns and advertiseme nts through electronic media such as social 
media such as Facebook, Twitter, Instagram, WhatsApp, etc. 

In general, these two values have a significant and positive effect on attitudes and 
purchase intentions toward green cosmetics. Therefore, companies must pay attention 
not only to the health impact but al so to the environmental impact of green cosmetics. 
For example, companies can disseminate green marketing message content such as 
prod uct quality and ingredients and demonstrate product life cycles that have minimal 
impact on the environment. In addi tion, companies can use packaging that can reflect 
green cosmetic products and can use convincing, environmentally frien dly labeling. 

This study also found that many consumers have tried various green cosmetics 
from local companies, s uch as 
 SASC, Wardah, 
 SeconDate Beauty, 
 Klend and Kind, 
 Mineral Botanicals, 
 The Soap Story, 
 Rose All Day, 
 Sensatia Botanical, 
 Trope Cosmetics, and 
 Goddess Skins. 

These results indicate that many Indonesians are interested in green cosmetics 
from local companies. Even so, the most widely used green cosmetic brand is The Body 
Shop, a green cosmetic brand from a global company . The Body Shop is a company that 
has been operating for a long time and consistently produces in the field of green 
cosmetics and campaigns for world environmental issues to gain more trust from 
Indonesian consumers. 

 
5. Summary and Conclusions 

This study confirms that egoistic value is the most critical factor influencing 
consumer attitudes and intentions to buy green cosmetic products. Therefore, 
companies must build trust regarding the effects and benefit s consumers can get from 
using green cosmetics. Furthermore, egoistic and altruistic values significantly and 
positively affect attitudes and purchase intentions toward green cosmetics. Therefore, 
companies must guarantee products that do not have a negative impact on consumer 
health and the consumer environment from the use of green cosmetics. 

 
5.1. Recommendations of the Study 

This study uses two values, namely altruistic values and egoistic values. In the 
future, more detail ed research can be carried out on the relationship between 
consumer values and behavior toward green cosmetics, such as adding the value of the 
biosphere as a comparison. In addition, this study also suggests that further research 
can co nsider various categories of green cosmetic products in detail and compare the 
results between categories of green cosmetic products. In addition, this study also 
suggests that 
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product must not endanger consumers' health both now and in the future. In addition, 
green cosmetic companies must be able to provide an overview of the benefits that can 
be obtained from the use of cosmetic products. In marketing their products, companies 
should provide education about the composition of the ingredients used in 
manufacturing green cosmet ic products. Education about composition can involve the 
benefits and effects of using green cosmetics so that co nsumers can gain better 
knowledge about green cosmetics. Green cosmetic companies can provide consumer 
education by directly positioning, promoting, and advertising their green cosmetic 
products with campaigns and advertiseme nts through electronic media such as social 
media such as Facebook, Twitter, Instagram, WhatsApp, etc. 

In general, these two values have a significant and positive effect on attitudes and 
purchase intentions toward green cosmetics. Therefore, companies must pay attention 
not only to the health impact but al so to the environmental impact of green cosmetics. 
For example, companies can disseminate green marketing message content such as 
prod uct quality and ingredients and demonstrate product life cycles that have minimal 
impact on the environment. In addi tion, companies can use packaging that can reflect 
green cosmetic products and can use convincing, environmentally frien dly labeling. 

This study also found that many consumers have tried various green cosmetics 
from local companies, s uch as 
 SASC, Wardah, 
 SeconDate Beauty, 
 Klend and Kind, 
 Mineral Botanicals, 
 The Soap Story, 
 Rose All Day, 
 Sensatia Botanical, 
 Trope Cosmetics, and 
 Goddess Skins. 

These results indicate that many Indonesians are interested in green cosmetics 
from local companies. Even so, the most widely used green cosmetic brand is The Body 
Shop, a green cosmetic brand from a global company . The Body Shop is a company that 
has been operating for a long time and consistently produces in the field of green 
cosmetics and campaigns for world environmental issues to gain more trust from 
Indonesian consumers. 

 
5. Summary and Conclusions 

This study confirms that egoistic value is the most critical factor influencing 
consumer attitudes and intentions to buy green cosmetic products. Therefore, 
companies must build trust regarding the effects and benefit s consumers can get from 
using green cosmetics. Furthermore, egoistic and altruistic values significantly and 
positively affect attitudes and purchase intentions toward green cosmetics. Therefore, 
companies must guarantee products that do not have a negative impact on consumer 
health and the consumer environment from the use of green cosmetics. 

 
5.1. Recommendations of the Study 

This study uses two values, namely altruistic values and egoistic values. In the 
future, more detail ed research can be carried out on the relationship between 
consumer values and behavior toward green cosmetics, such as adding the value of the 
biosphere as a comparison. In addition, this study also suggests that further research 
can co nsider various categories of green cosmetic products in detail and compare the 
results between categories of green cosmetic products. In addition, this study also 
suggests that 

 Green cosmetic companies should educate consumers about the ingredients used 
and 

 Green cosmetics hugely benefit both health and the consumer's environment by 
using green marketing, social media influencers, and digita l media advertising to 
attract consumers' interest in purchasing green cosmetics. 
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ABSTRACT 
The effect of job satisfaction on employees' Organizational Citizenship Behavior 

(OCB), the effect of job satisfaction on employees' organizational commitment, the 
effect of organizational commitment on employees' Organizational Citizenship Behavior 
(OCB), and mediating organizational commitment on the effect of job satisfaction on the 
Organizational Citizenship Behavior (OCB) of PT Cipta employees Great Sweet.This 
study uses a quantitative approach. The population of this study was 340 people with 
sampling through stratified random sampling method obtained a total sample of 180 
people. Data collected through questionnaires that have been tested for validity and 
reliability. The data analysis technique used is multiple regression and mediation 
calculation through path analysis and Sobel test by using SPSS software. The results of 
this study support all the proposed hypotheses where job satisfaction has a positive 
effect on Organizational Citizenship Behavior, job satisfaction has a positive effect on 
organizational commitment, organizational commitment has a positive effect on 
Organizational Citizenship Behavior and the role of organizational commitment is able 
to mediate the effect of job satisfaction on Organizational Citizenship Behavior. 
Suggestions in this study are that leaders should better approach employees of PT Cipta 
Agung Manis,Increased motivation in terms of giving rewards or compensation for 
employees is further enhanced for the achievements that have been achieved, 
employees see the conditions in their work by bringing up a higher sense of soprtivity. 
Keywords: Job Satisfaction, Organizational Commitment, and Organizational 

Citizenship Behavior. 
 

I. INTRODUCTION 
The development of a very dynamic business worldpresent unique challenges for 

companies. With the arrangement of the business development system, it is necessary 
to increase the company's competitiveness and increase the effectiveness of human 
resource development. 

Organizational performance cannot be separated from employee behavior. Katz & 
Kahn (1966) in Setiawan (2010) explain that there are three categories of employee 
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effect of organizational commitment on employees' Organizational Citizenship Behavior 
(OCB), and mediating organizational commitment on the effect of job satisfaction on the 
Organizational Citizenship Behavior (OCB) of PT Cipta employees Great Sweet.This 
study uses a quantitative approach. The population of this study was 340 people with 
sampling through stratified random sampling method obtained a total sample of 180 
people. Data collected through questionnaires that have been tested for validity and 
reliability. The data analysis technique used is multiple regression and mediation 
calculation through path analysis and Sobel test by using SPSS software. The results of 
this study support all the proposed hypotheses where job satisfaction has a positive 
effect on Organizational Citizenship Behavior, job satisfaction has a positive effect on 
organizational commitment, organizational commitment has a positive effect on 
Organizational Citizenship Behavior and the role of organizational commitment is able 
to mediate the effect of job satisfaction on Organizational Citizenship Behavior. 
Suggestions in this study are that leaders should better approach employees of PT Cipta 
Agung Manis,Increased motivation in terms of giving rewards or compensation for 
employees is further enhanced for the achievements that have been achieved, 
employees see the conditions in their work by bringing up a higher sense of soprtivity. 
Keywords: Job Satisfaction, Organizational Commitment, and Organizational 

Citizenship Behavior. 
 

I. INTRODUCTION 
The development of a very dynamic business worldpresent unique challenges for 

companies. With the arrangement of the business development system, it is necessary 
to increase the company's competitiveness and increase the effectiveness of human 
resource development. 

Organizational performance cannot be separated from employee behavior. Katz & 
Kahn (1966) in Setiawan (2010) explain that there are three categories of employee 

behavior needed for the organization to function properly and efficiently, namely, (a) 
employees are in the system, through the recruitment process, low absenteeism and 
turn-over; (b) the employee performs the requested role in accordance with his job 
description that meets the specified quality and quantity standards, (c) Demonstrates 
innovative and spontaneous behavior outside the defined role description to achieve the 
goal. 

Job suitabilityeach worker represents their own propensity to achieve the highest 
level of job performance. By positioning a job that is considered aptitude and passion for 
employees, the job is certainly satisfying. Job satisfaction is a positive emotional state 
resulting from the assessment of one's work experience (Fattah & Husein, 2017). 
Organizations that have succeeded in achieving their goals are one of them because the 
organization is able to fulfill the job satisfaction of its employees (Dharma & Surya, 
2005). It is able to describe a positive or pleasant emotional state from the results of 
one's work experience (Van Scotter, 2000). With the existence of job satisfaction in 
employees is able to have a positive impact on the work of each employee.  

Organizational Citizenship Behavior(OCB) is a term expressed by Organ and 
Bateman (1983), Robbin (2008) Organizational Citizenship Behavior (OCB) emphasizes 
cooperative behavior and mutual help that is beyond formal requirements. With the 
existence of extra individual behavior that is not directly or explicitly recognized in the 
formal work system and in the aggregate it is able to increase the effectiveness of 
organizational functions (Turnipseed, 2005). Along with job satisfaction, organizational 
commitment is often a precursor to Organizational Citizenship Behavior (OCB) (Ngunia 
& Sleegers, 2006). Employees who are committed are more likely to engage in behaviors 
to increase their value to support the organization (Zeinabadi, 2010). An employee who 
has a commitment will remain with his organization in pleasant conditions or not that 
occurs within the organization itself (Handaru, 2017). 

PT Cipta Agung Manis is a company engaged in the tapioca industry. The company 
is located in Andoolo District, South Konawe Regency, Southeast Sulawesi. Employees 
who have a strong commitment will remain consistent with the organization. The strong 
commitment of employees determines the behavior of these employees in the company 
(Nasution, 2017). There are factors that influence employees to feel satisfied at work as 
stated by Luthans (2006): the work itself, support from leaders, wages, promotions, and 
mutual support from co-workers. Employees who have a high level of satisfaction will 
always have a lot of time for their organization. However, there is pre-survey data on 20 
employees in November 2021 which describes the level of job satisfaction dimensions 
through the table below: 

 
Table 1. Employee Pre-Surver Data in terms of Job Satisfaction Dimensions of PT 

Cipta Agung Manis November 2021 

NO Job satisfaction 
indicators Scale Amount Average 

 

  1STS 2TS 3N 4S 5SS   

1. 
Satisfied with working 
conditions  

0 
 

0 

 
11 
 

 
8 

 
1 70 3.5 

2 
Number of jobs 
according to Salary 

 
2 

 
10 

 
3 

 
1 

 
1 34 1.7 

3 
Satisfied with the 
opportunity for 
employee promotion 

 
0 

 
5 

 
10 

 
5 

 
0 60 3.0 
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NO Job satisfaction 
indicators Scale Amount Average 

 

4 

Satisfied with the way 
superiors handle their 
subordinates 
(employees) 

1 2 8 8 1 66 3.3 

5 
Satisfied with co-
workers who support 
each other 

1 9 7 3 0 52 2.6 

 
Table1 is the result of a preliminary survey that only determines employee job 

satisfaction, then the data above is used as a measure of job satisfaction, and employee 
job satisfaction is shown as an index of job satisfaction. The existence of employee 
satisfaction with work affects the emergence of organizational civil behavior (OCB). 
Employees act more aggressively outside of their responsibilities. This attitude is a state 
of employees who have citizenship in the organization. 

Similar to the research conducted by Zaenabadi (2010) that organizational 
engagement is closely related to job satisfaction and  organizational citizenship behavior 
(OCB) is related to job satisfaction, organizational civic activity. Studies on the impact of 
network involvement on (OCB) have significant positive results. , the variables prove 
each other. Although there are many studies showing that job satisfaction and 
organizational engagement have a significant impact on civic organizational behavior 
(OCB), the nature of casual relationships remains questionable, and such studies have 
drawn contradictory conclusions. This is due to the complex relationship between job 
satisfaction and organizational engagement. 

 
II. THEORY 
Job satisfaction 

Robbins and Judge (2008) defines job satisfaction as a form of attitude that is 
raised by individuals in general towards their work. It is explained that every individual 
who is satisfied with his performance will have a positive impact on the continuity of his 
work, while individuals who are not satisfied with his work will show a negative attitude 
towards his work. Meanwhile, Veithzal (2006) that job satisfaction describes an 
individual's attitude towards his work by bringing out his emotional dimension in 
himself which is manifested through the desires, demands, and expectations of his work. 
 
Organizational Commitment 

Kreitner and Kinicki (2014) define organizational commitment as the degree to 
which a person knows an organization and its goals. Robbins and Judge (2016) define 
organizational commitment as the degree to which a person is able to identify 
organizational commitment as the level of an employee who deeply understands the 
organization in which he works, and has high expectations to remain part of his or her 
organization's members. 
 
Oganizational Citizenship Behavior  

Organ (1988) states Organizational Citizenship Behavior (OCB) is an extra 
individual behavior, which cannot be directly or explicitly recognized in a formal work 
system and which in aggregate can increase the effectiveness of organizational 
functions. Hannam, R and Jimmieson, N (2004) Organizational Citizenship Behavior 
(OCB) is behavior in the workplace that exceeds work requirements or goes beyond the 
call of duty. 
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NO Job satisfaction 
indicators Scale Amount Average 

 

4 

Satisfied with the way 
superiors handle their 
subordinates 
(employees) 

1 2 8 8 1 66 3.3 

5 
Satisfied with co-
workers who support 
each other 

1 9 7 3 0 52 2.6 

 
Table1 is the result of a preliminary survey that only determines employee job 

satisfaction, then the data above is used as a measure of job satisfaction, and employee 
job satisfaction is shown as an index of job satisfaction. The existence of employee 
satisfaction with work affects the emergence of organizational civil behavior (OCB). 
Employees act more aggressively outside of their responsibilities. This attitude is a state 
of employees who have citizenship in the organization. 

Similar to the research conducted by Zaenabadi (2010) that organizational 
engagement is closely related to job satisfaction and  organizational citizenship behavior 
(OCB) is related to job satisfaction, organizational civic activity. Studies on the impact of 
network involvement on (OCB) have significant positive results. , the variables prove 
each other. Although there are many studies showing that job satisfaction and 
organizational engagement have a significant impact on civic organizational behavior 
(OCB), the nature of casual relationships remains questionable, and such studies have 
drawn contradictory conclusions. This is due to the complex relationship between job 
satisfaction and organizational engagement. 

 
II. THEORY 
Job satisfaction 

Robbins and Judge (2008) defines job satisfaction as a form of attitude that is 
raised by individuals in general towards their work. It is explained that every individual 
who is satisfied with his performance will have a positive impact on the continuity of his 
work, while individuals who are not satisfied with his work will show a negative attitude 
towards his work. Meanwhile, Veithzal (2006) that job satisfaction describes an 
individual's attitude towards his work by bringing out his emotional dimension in 
himself which is manifested through the desires, demands, and expectations of his work. 
 
Organizational Commitment 

Kreitner and Kinicki (2014) define organizational commitment as the degree to 
which a person knows an organization and its goals. Robbins and Judge (2016) define 
organizational commitment as the degree to which a person is able to identify 
organizational commitment as the level of an employee who deeply understands the 
organization in which he works, and has high expectations to remain part of his or her 
organization's members. 
 
Oganizational Citizenship Behavior  

Organ (1988) states Organizational Citizenship Behavior (OCB) is an extra 
individual behavior, which cannot be directly or explicitly recognized in a formal work 
system and which in aggregate can increase the effectiveness of organizational 
functions. Hannam, R and Jimmieson, N (2004) Organizational Citizenship Behavior 
(OCB) is behavior in the workplace that exceeds work requirements or goes beyond the 
call of duty. 

III. METHODS 
Research design 

The research design uses a quantitative approach by comparing events with other 
events or more by taking data from various sources and it is stated in the form of 
statistics or numbers (Sugiyono, 2013). By using the approach to the form of a causal 
relationship (Cause-Effect) between several variables developed. 
 
Object of research 

This research was conducted on employees of PT Cipta Agung Manis in Southeast 
Sulawesi. With a research study on the mediating role of organizational commitment on 
the effect of job satisfaction on the Organizational Citizenship Behavior (OCB) of 
employees. 
 
Population and Research Sample 

Sugiyono (2013) population is a generalization consisting of objects or subjects that 
have certain qualities and characteristics determined by researchers to be studied and 
then conclusions are drawn. In this study, the population of the total number of 
employees in the company PT Cipta Agung Manis in 2021 amounted to 340 people. The 
sample is a representative unit of the number and characteristics possessed by the 
population (Sugiyono, 2013).This study considers the special characteristics of 
respondents who are able to provide the required information. Therefore, using 
purposive sampling technique in determining the sample size. 
 
Variable Operational Definition 

The operational definition of research variables according to Sugiyono (2013) is an 
attribute or nature or value of objects or activities that have certain variations that have 
been determined by researchers to be studied and then drawn conclusions. 
 
Research Instrument Test 

Sugiyono (2013) suggests that good, valid and reliable research requires valid and 
reliable instruments. Valid instruments can measure what should be measured with the 
measuring instruments used to obtain research data and reliable research if using 
instruments that are used several times in research produce the same data. 
 
Validity test 

According to Ghozali (2013) the validity test is used to measure the validity of a 
questionnaire. The questionnaire is said to be valid if the questionnaire statement is able 
to reveal something that will be measured by the questionnaire. In other words, the 
validity test can be accounted for the validity of the instrument. 
 
Reliability Test 

Sugiyono (2013) reliability test has the principle of how far the measurement 
results remain consistent if two or more measurements are made of the same symptoms 
using the same measuring instrument. 
 
IV. RESULTS AND DISCUSSION 
4.1.1 Data Instrument Quality Test 
1. Validity test 

A test or instrument tool shows that all statement indicators are feasible to take 
research data by conducting a large sample test of 180 respondents. The significance 
level is 5% if the probability is < 0.05 then the statement is valid. Meanwhile, if the 
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probability value 0.05 then the statement is not valid. The following are the results of 
the validity test: 

 
Table 2. Validity Test of Job Satisfaction 

Statement R count Probability 
(sig) Information 

X.1 0.866 0.000 Valid 
X.2 0.912 0.000 Valid 
X.3 0.901 0.000 Valid 
X.4 0.909 0.000 Valid 
X.5 0.888 0.000 Valid 
X.6 0.866 0.000 Valid 
X.7 0.912 0.000 Valid 
X.8 0.909 0.000 Valid 
X.9 0.913 0.000 Valid 
X.10 0.897 0.000 Valid 
X.11 0.918 0.000 Valid 
X.12 0.897 0.000 Valid 
X.13 0.864 0.000 Valid 
X.14 0.910 0.000 Valid 
X.15 0.911 0.000 Valid 
X.16 0.912 0.000 Valid 
X.17 0.905 0.000 Valid 
X.18 0.920 0.000 Valid 
X.19 0.887 0.000 Valid 
X.20 0.907 0.000 Valid 

 
The overall job satisfaction validity test is valid because it meets the criteria for R 

table with a level of 5% = 0.146, Rcount> Rtable and the probability value (sig) <0.05. 
 

Table 3. OCB Validity Test 
 

Statement R count Probability 
(sig) Information 

Y.1 0.903 0.000 Valid 
Y.2 0.913 0.000 Valid 
Y.3 0.923 0.000 Valid 
Y.4 0.914 0.000 Valid 
Y.5 0.927 0.000 Valid 
Y.6 0.924 0.000 Valid 
Y.7 0.927 0.000 Valid 
Y.8 0.911 0.000 Valid 
Y.9 0.920 0.000 Valid 
Y.10 0.934 0.000 Valid 
Y.11 0.916 0.000 Valid 
Y.12 0.913 0.000 Valid 
Y.13 0.928 0.000 Valid 
Y.14 0.909 0.000 Valid 
Y.15 0.929 0.000 Valid 
Y.16 0.928 0.000 Valid 
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probability value 0.05 then the statement is not valid. The following are the results of 
the validity test: 

 
Table 2. Validity Test of Job Satisfaction 

Statement R count Probability 
(sig) Information 

X.1 0.866 0.000 Valid 
X.2 0.912 0.000 Valid 
X.3 0.901 0.000 Valid 
X.4 0.909 0.000 Valid 
X.5 0.888 0.000 Valid 
X.6 0.866 0.000 Valid 
X.7 0.912 0.000 Valid 
X.8 0.909 0.000 Valid 
X.9 0.913 0.000 Valid 
X.10 0.897 0.000 Valid 
X.11 0.918 0.000 Valid 
X.12 0.897 0.000 Valid 
X.13 0.864 0.000 Valid 
X.14 0.910 0.000 Valid 
X.15 0.911 0.000 Valid 
X.16 0.912 0.000 Valid 
X.17 0.905 0.000 Valid 
X.18 0.920 0.000 Valid 
X.19 0.887 0.000 Valid 
X.20 0.907 0.000 Valid 

 
The overall job satisfaction validity test is valid because it meets the criteria for R 

table with a level of 5% = 0.146, Rcount> Rtable and the probability value (sig) <0.05. 
 

Table 3. OCB Validity Test 
 

Statement R count Probability 
(sig) Information 

Y.1 0.903 0.000 Valid 
Y.2 0.913 0.000 Valid 
Y.3 0.923 0.000 Valid 
Y.4 0.914 0.000 Valid 
Y.5 0.927 0.000 Valid 
Y.6 0.924 0.000 Valid 
Y.7 0.927 0.000 Valid 
Y.8 0.911 0.000 Valid 
Y.9 0.920 0.000 Valid 
Y.10 0.934 0.000 Valid 
Y.11 0.916 0.000 Valid 
Y.12 0.913 0.000 Valid 
Y.13 0.928 0.000 Valid 
Y.14 0.909 0.000 Valid 
Y.15 0.929 0.000 Valid 
Y.16 0.928 0.000 Valid 

Statement R count Probability 
(sig) Information 

Y.17 0.922 0.000 Valid 
Y.18 0.921 0.000 Valid 
Y.19 0.923 0.000 Valid 
Y.20 0.913 0.000 Valid 
Y.21 0.917 0.000 Valid 
Y.22 0.917 0.000 Valid 
Y.23 0.920 0.000 Valid 
Y.24 0.918 0.000 Valid 

 
The overall validity test of Organizational Citizenship Behavior is valid because it 

meets the criteria for Rtable with a level of 5% = 0.146, Rcount> Rtable and the 
probability value (sig) <0.05. 

 
Table 4. Organizational Commitment Validity Test 

Statement R count Probability 
(sig) Information 

Z.1 0.863 0.000 Valid 
Z.2 0.887 0.000 Valid 
Z.3 0.881 0.000 Valid 
Z.4 0.888 0.000 Valid 
Z.5 0.863 0.000 Valid 
Z.6 0.861 0.000 Valid 
Z.7 0.884 0.000 Valid 
Z.8 0.881 0.000 Valid 
Z.9 0.888 0.000 Valid 
Z.10 0.858 0.000 Valid 
Z.11 0.881 0.000 Valid 
Z.12 0.888 0.000 Valid 
Z.13 0.864 0.000 Valid 
Z.14 0.863 0.000 Valid 

 
 

Validity test with a total of 180 respondents can be seen that all statements 
regarding job satisfaction, organizational commitment and Organizational Citizenship 
Behavior submitted to respondentsemployee at PT Cipta Agung Manis Southeast 
Sulawesi is valid because it is seen from the significant level <0.05, so it can be 
concluded that all statements in the questionnaire can be said to be feasible as an 
instrument to measure research data. 

 
2. Reliability Test 

In general, reliability is defined as something that can be trusted or can be trusted. 
In statistical analysis in research, reliability test serves to determine the level of 
consistency of a questionnaire used by researchers, so that the questionnaire can be 
relied upon to measure research variables. The statement variable that deserves to be 
used as an instrument for this research is to test a large sample of 180 respondents 
which can be said to be reliable if the Cronbach's Alpha value> 0.70. The following are 
reliable test results: 
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Table 5. Reliability Test Results 
Variable Cronbach's Alpha Information 

Job satisfaction 0.987 Reliable 
Organizational 
Commitment 0.976 Reliable 

Organizational 
Citizenship Behavior 0.992 Reliable 

 
Table 5. The results of the reliability test of 180 respondents can be seen that the 

Cronbach's Alpha value of the variablejob satisfactionas big as0.987,organizational 
commitmentas big as0.976, andOrganizational Citizenship Behavioras big as0.992, so it 
can be concluded that all variables in the statement are declared reliable because they 
have met the required value, namely the Cronbach Alpha value> 0.70. 

 
3. Hypothesis testing 
Model 1 Regression Test 

The first model analyzes the effect of job satisfaction on organizational 
commitment partially with a simple linear regression test as follows: 

 
Table 6. Linear Regression of Job Satisfaction on Organizational Commitment 

Variable Test coefficient R2 Sig. 
Job Satisfaction with Organizational 

Commitment (a) 0.782 0.611 0.000 

 
Table 6. has a standard value of the beta coefficient of the effect of job satisfaction 

on organizational commitment beta coefficient of (β) 0.782 with a significance of p = 
0.000, and to describe the large influence that occurs on the regression results the 
effect of job satisfaction on organizational commitment can be known through the 
results of R square of 0.611 or 61.1 percent. Meanwhile, the rest are other factors that 
were not taken into account in this study. In addition, it can be seen that the 
significance value of the job satisfaction variable on organizational commitment is 
0.000, where if the significance is <0.05 then Ha is accepted and Ho is rejected, and if 
the significance is > 0.05 then Ha is rejected and Ho is accepted. 
 
Model 2 Regression Test 

The following model aims to analyze the variables of organizational commitment 
and job satisfaction on Organizational Citizenship Behavior (OCB) either simultaneously 
or partially with multiple linear regression tests. The following are the results of the 2nd 
model regression test: 

 
Table 7. Linear Regression of Job Satisfaction and Organizational Commitment 

toOrganizational Citizenship Behavior(OCB) 
 

Variable Test coefficient R2 Sig. 
Job Satisfaction with Organizational 
Citizenship Behavior (c') 0.213 0.52 0.011 

Organizational Commitment to 
Organizational Citizenship Behavior (b) 0.545 0.52 0.000 
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Table 5. Reliability Test Results 
Variable Cronbach's Alpha Information 

Job satisfaction 0.987 Reliable 
Organizational 
Commitment 0.976 Reliable 

Organizational 
Citizenship Behavior 0.992 Reliable 

 
Table 5. The results of the reliability test of 180 respondents can be seen that the 

Cronbach's Alpha value of the variablejob satisfactionas big as0.987,organizational 
commitmentas big as0.976, andOrganizational Citizenship Behavioras big as0.992, so it 
can be concluded that all variables in the statement are declared reliable because they 
have met the required value, namely the Cronbach Alpha value> 0.70. 

 
3. Hypothesis testing 
Model 1 Regression Test 

The first model analyzes the effect of job satisfaction on organizational 
commitment partially with a simple linear regression test as follows: 

 
Table 6. Linear Regression of Job Satisfaction on Organizational Commitment 

Variable Test coefficient R2 Sig. 
Job Satisfaction with Organizational 

Commitment (a) 0.782 0.611 0.000 

 
Table 6. has a standard value of the beta coefficient of the effect of job satisfaction 

on organizational commitment beta coefficient of (β) 0.782 with a significance of p = 
0.000, and to describe the large influence that occurs on the regression results the 
effect of job satisfaction on organizational commitment can be known through the 
results of R square of 0.611 or 61.1 percent. Meanwhile, the rest are other factors that 
were not taken into account in this study. In addition, it can be seen that the 
significance value of the job satisfaction variable on organizational commitment is 
0.000, where if the significance is <0.05 then Ha is accepted and Ho is rejected, and if 
the significance is > 0.05 then Ha is rejected and Ho is accepted. 
 
Model 2 Regression Test 

The following model aims to analyze the variables of organizational commitment 
and job satisfaction on Organizational Citizenship Behavior (OCB) either simultaneously 
or partially with multiple linear regression tests. The following are the results of the 2nd 
model regression test: 

 
Table 7. Linear Regression of Job Satisfaction and Organizational Commitment 

toOrganizational Citizenship Behavior(OCB) 
 

Variable Test coefficient R2 Sig. 
Job Satisfaction with Organizational 
Citizenship Behavior (c') 0.213 0.52 0.011 

Organizational Commitment to 
Organizational Citizenship Behavior (b) 0.545 0.52 0.000 

 
 
 

Table 7. has a standard value of beta coefficient of the effect of job satisfaction on 
Organizational Citizenship Behavior beta coefficient of (β) 0.213 with a significance of p = 
0.011, then the results indicated that organizational commitment has a direct effect on 
Organizational Citizenship Behavior by having a beta coefficient value of (β) 0.545 
significance p=0.000. 

It is known that the influence of organizational commitment and job satisfaction 
on Organizational Citizenship Behavior (OCB) through the adjusted R square results 
shows a value of 0.520, it shows that the large influence of organizational commitment 
and job satisfaction on Organizational Citizenship Behavior (OCB) is 52% while the rest 
is contribution of other variables not included in the study. 

 
4.2 Path Coefficient Analysis 
1. Direct Influence 

The direct effect is indicated by one arrow on the diagram and corresponds to the 
given hypothesis. The following is a direct influence on this research model: 

 
Table 8. Direct Effect 

Direct Influence Coefficient Sig. 
Job satisfaction Organizational 
commitment (a) 0.782 0.000 

Organizational 
Commitment Organizational 
Citizenship Behavior (OCB) (b) 

0.545 0.000 

Job satisfaction Organizational 
Citizenship Behavior (OCB) (c') 0.213 0.011 

 
2. Indirect Influence 

The indirect effect of the job satisfaction variable (X) on the OCB variable (Y) 
through the organizational commitment variable (Z), the indirect effect is obtained 
based on the multiplication result between ax b. The following is the magnitude of the 
indirect effect on the research model: 

 
Table 9. Indirect Effect 

Indirect Influence Coefficient 
Job satisfaction Organizational Commitment  
Organizational Citizenship Behavior  (0.782 x 0.545) = 0.426 

 
The results of the path analysis data in Table 9. can be seen that the indirect effect 

of the job satisfaction variable onOrganizational Citizenship Behavior(OCB) through 
organizational commitment of 0.426 where the effect is greater than the direct effect of 
job satisfaction onOrganizational Citizenship Behavior(OCB) of 0.213. Thus, the indirect 
effect of job satisfaction onOrganizational Citizenship Behavior(OCB) through 
organizational commitment is greater than the direct effect of job satisfaction 
onOrganizational Citizenship Behavior(OCB). 

 
3. Total Influence 

Then the total effect is determined. The total effect is the sum of the direct and 
indirect effects contained in the research model. The following is the magnitude of the 
total effect on the research model by following the following formula: 
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Table 10 Total Effect 
Total influence Coefficient 

Job Satisfaction with Organizational 
Commitment 0.782 + 0.166 = 0.948 

Organizational Commitment to Organizational 
Citizenship Behavior 0.545 + 0.116 = 0.661 

Job Satisfaction withOrganizational Citizenship 
Behavior 0.213 + 0.116 = 0.329 

 
Table 10. shows that the variable job satisfaction has a total effect on the 

organizational commitment variable of 0.948. Then, the organizational commitment 
variable has a total effect on the variable Organizational Citizenship Behavior(OCB) of 
0.661. And the job satisfaction variable has a total influence on the variable 
Organizational Citizenship Behavior (OCB) of 0.329. 

 
4.3 Discussion 

This study aims to determine the role of organizational commitment in explaining 
the effect of job satisfaction and organizational citizenship behavior (OCB) of employees 
at PT Cipta Agung Manis Southeast Sulawesi. 

 
1. The Effect of Job Satisfaction on Organizational Citizenship Behavior (OCB) 

The results showed that the beta coefficient (β) was 0.213 and p = 0.011, this 
indicates that job satisfaction has a positive influence on Organizational Citizenship 
Behavior (OCB), so it can be concluded that Hypothesis H1 has an influence on job 
satisfaction on organizational citizenship behavior ( OCB) is accepted. 

The results of testing the first hypothesis support the results of research 
conducted by Zaenabadi (2010), and Etruk, et al (2004) job satisfaction provides a 
positive relationship to Organizational Citizenship Behavior (OCB) in employees.The 
first indicator of job satisfaction is job satisfaction. An employee who is satisfied with the 
job can increaseOrganizational Citizenship Behavior(OCB). This is because employees 
have positive feelings about their work, so it will bring job satisfaction. A positive 
attitude towards work is a motivator in spurring work creativity to do the job as well as 
possible. In addition, employees who are satisfied with their work will view their work as 
interesting work, their work is able to provide opportunities for learning, and their work 
provides opportunities to accept responsibility. These things can ultimately improve 
Organizational Citizenship Behavior (OCB). 

 
2. The Effect of Job Satisfaction on Organizational Commitment 

The results obtained that the beta coefficient (β) of 0.782 and p = 0.000, this 
indicates thatjob satisfactionhas a positive influence on organizational commitment, it 
can be concluded that Hypothesis H2, there is an effect of job satisfaction on 
organizational commitment is accepted. 

The results of testing the second hypothesis support the results of research 
conducted by Chabbra (2014), and Prasetya.A (2019) thatJob satisfaction is positively 
related to organizational commitment.Organizational commitment has a positive impact 
on employee job satisfaction. Employees who get a higher level of job satisfaction tend 
to feel they have a higher affective and normative commitment, this is evidenced by the 
high average value of affective and normative indicators in the answers of PT Cipta 
Agung Manis employees. 
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Table 10 Total Effect 
Total influence Coefficient 

Job Satisfaction with Organizational 
Commitment 0.782 + 0.166 = 0.948 

Organizational Commitment to Organizational 
Citizenship Behavior 0.545 + 0.116 = 0.661 

Job Satisfaction withOrganizational Citizenship 
Behavior 0.213 + 0.116 = 0.329 

 
Table 10. shows that the variable job satisfaction has a total effect on the 

organizational commitment variable of 0.948. Then, the organizational commitment 
variable has a total effect on the variable Organizational Citizenship Behavior(OCB) of 
0.661. And the job satisfaction variable has a total influence on the variable 
Organizational Citizenship Behavior (OCB) of 0.329. 

 
4.3 Discussion 

This study aims to determine the role of organizational commitment in explaining 
the effect of job satisfaction and organizational citizenship behavior (OCB) of employees 
at PT Cipta Agung Manis Southeast Sulawesi. 

 
1. The Effect of Job Satisfaction on Organizational Citizenship Behavior (OCB) 

The results showed that the beta coefficient (β) was 0.213 and p = 0.011, this 
indicates that job satisfaction has a positive influence on Organizational Citizenship 
Behavior (OCB), so it can be concluded that Hypothesis H1 has an influence on job 
satisfaction on organizational citizenship behavior ( OCB) is accepted. 

The results of testing the first hypothesis support the results of research 
conducted by Zaenabadi (2010), and Etruk, et al (2004) job satisfaction provides a 
positive relationship to Organizational Citizenship Behavior (OCB) in employees.The 
first indicator of job satisfaction is job satisfaction. An employee who is satisfied with the 
job can increaseOrganizational Citizenship Behavior(OCB). This is because employees 
have positive feelings about their work, so it will bring job satisfaction. A positive 
attitude towards work is a motivator in spurring work creativity to do the job as well as 
possible. In addition, employees who are satisfied with their work will view their work as 
interesting work, their work is able to provide opportunities for learning, and their work 
provides opportunities to accept responsibility. These things can ultimately improve 
Organizational Citizenship Behavior (OCB). 

 
2. The Effect of Job Satisfaction on Organizational Commitment 

The results obtained that the beta coefficient (β) of 0.782 and p = 0.000, this 
indicates thatjob satisfactionhas a positive influence on organizational commitment, it 
can be concluded that Hypothesis H2, there is an effect of job satisfaction on 
organizational commitment is accepted. 

The results of testing the second hypothesis support the results of research 
conducted by Chabbra (2014), and Prasetya.A (2019) thatJob satisfaction is positively 
related to organizational commitment.Organizational commitment has a positive impact 
on employee job satisfaction. Employees who get a higher level of job satisfaction tend 
to feel they have a higher affective and normative commitment, this is evidenced by the 
high average value of affective and normative indicators in the answers of PT Cipta 
Agung Manis employees. 

 
 

3. The Effect of Organizational Commitment on Organizational Citizenship Behavior 
The results of the study obtained the value of the beta coefficient (β) of 0.545 and p 

= 0.000; This shows that organizational commitment has a positive influence on 
Organizational Citizenship Behavior (OCB), so it can be concluded that Hypothesis H2 
has the effect of job satisfaction on organizational commitment being accepted. 

The results of testing the third hypothesis support the results of research 
conducted by Ortiz.MZ (2014), Sesen (2012), and Qamar.N (2012)organizational 
commitment has a strong positive relationship with Organizational Citizenship Behavior 
(OCB) as a whole.A good company is able to make employee commitments in the form of 
employee love and loyalty to their work and company, so that their employees will 
always prioritize what has been promised to the company over personal interests. 
Employees who have a high commitment will of course have a high involvement with 
their work roles, meaning that employees will accept almost all the work given to them 
and may even provide new ideas for the company to develop in a better direction. 

 
4. Effect of job satisfaction on Orgnizational citizenship behavior mediated by 

organizational commitment  
The fourth hypothesis test is measuring the influence between variables of job 

satisfaction on organizational citizenship behavior mediated by organizational 
commitment. The result is that it has a significant effect, it can be ssen comparing the 
value of direct effect and indirect effect, that indirect effect has more highly value 0,426 
than direct effect 0,213. So it can be concluded  organizational commitment mediated on 
effect job satisfaction on organizational citizenship behavior with the result of 
hypothesis testing receiving H4 and rejecting Ho. This study are supported by previous 
studies conducted by Fitrio.T (2019) that commitment organization can mediated on 
effect job satisfaction on organizational citizenship behavior employe. 
 
V. CONCLUSION 

This study has the results of the discussion, so that some conclusions can be 
drawn as follows. 

1. Job satisfaction has a positive effect on Organizational Citizenship Behavior (OCB), 
so it can be concluded that the first hypothesis is accepted. The positive regression 
coefficient value indicates that when job satisfaction increases, organizational 
citizenship behavior (OCB) increases. 

2. Job satisfaction has a positive effect on Organizational Commitment. So it can be 
concluded that the second hypothesis is accepted. The positive regression 
coefficient value indicates that when job satisfaction increases, organizational 
commitment increases. 

3. Organizational Commitment has a positive effect on Organizational Citizenship 
Behavior (OCB). So it can be concluded that the third hypothesis is accepted. The 
positive regression coefficient value indicates that when organizational 
commitment increases, organizational citizenship behavior (OCB) increases. 

4. Organizational commitment mediates the effect of job satisfaction on organizational 
citizenship behavior positively and significant  

 
VI. SUGGESTION 

Based on the results of the research, discussion, and conclusions obtained, the 
following suggestions can be given. 

1. job satisfaction with the smallest average value, namely the supervisory item for 
employees, this isto be a concern for the leaders who supervise their divisions in 
leading and approaching the employees of PT Cipta Agung Manis well 



24 VOLUME 2 NOMOR 2 TAHUN 2022

K
ATA

LO
G

 JU
R

N
A

L M
A

H
A

SISW
A

 PA
SC

A
SA

R
JA

N
A

 U
N

IV
ER

SITA
S LA

M
PU

N
G

2. The need to increase motivation in terms of giving awards or compensation to 
employees for the achievements that have been achieved. With the intention to 
provide a stimulus for employees because they feel benefited. 

3. OCB has a mean value decrease it is sportsmanship that employee should look the 
condition their work to show sportsmanship without a feeling of disapproval or 
complain to others.    
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ABSTRACT. 
This study aims to determine the impact of the Covid-19 pandemic on the financial 

performance of 34 provincial governments in Indonesia. The method used in this 
research is quantitative research with secondary data analysis. The test equipment used 
is the paired sample t-test and the Wilcoxon signed-rank test. The data used are in the 
form of Financial Statements for 2020 and 2019. The test results show a positive 
difference in financial performance as measured by the degree of decentralization. A 
negative difference appears in the results of economic performance as measured by the 
ratio of regional financial dependence, regional financial independence, and growth of 
regional original income. The test results also show no difference in economic 
performance before and during the pandemic as measured by the harmony ratio of 
operating expenditures and the effectiveness ratio of local revenue. 
Keywords: Covid-19 pandemic, financial performance, local government 

 
1   Introduction 

The spread of Covid-19, which was declared a pandemic on March 9, 2020, 
significantly impacted the world, including Indonesia. The OECD [1] says the ongoing 
Covid-19 outbreak puts the government under pressure to provide emergency support 
to the health sector and the economy. Many countries‖ budget adjustment measures 
have increased in size and scope since Covid-19 came to light. One of the policies taken 
by the Indonesian government is to optimize state and local budgets for preventing the 
spread of the virus and handling health impacts. State and regional financial policies 
begin with Government Regulations in place of Law Number 1 of 2020 [2]. This law 
regulates Policies in the Regional Finance Sector in Article 3 paragraph (1). This 
paragraph states that in the context of implementing policies in regional finance, local 
governments have the authority to prioritize budget allocations for specific 
activities/refocusing. The local government can also  change the distribution and use of 
regional revenue and expenditure budgets/Anggaran Pendapatan dan Belanja Daerah 
(APBD). Suwanda [3] argues that the government must appropriately manage policies to 
handle the pandemic so that program implementation runs without causing problems. 
Park and Maher‖s [4] research shows that fiscal decentralization causes variations in 
state and local fiscal capacity. Each level of government must have solid fiscal 
coordination, both in the mitigation process and in the upcoming recovery phase. 
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1   Introduction 

The spread of Covid-19, which was declared a pandemic on March 9, 2020, 
significantly impacted the world, including Indonesia. The OECD [1] says the ongoing 
Covid-19 outbreak puts the government under pressure to provide emergency support 
to the health sector and the economy. Many countries‖ budget adjustment measures 
have increased in size and scope since Covid-19 came to light. One of the policies taken 
by the Indonesian government is to optimize state and local budgets for preventing the 
spread of the virus and handling health impacts. State and regional financial policies 
begin with Government Regulations in place of Law Number 1 of 2020 [2]. This law 
regulates Policies in the Regional Finance Sector in Article 3 paragraph (1). This 
paragraph states that in the context of implementing policies in regional finance, local 
governments have the authority to prioritize budget allocations for specific 
activities/refocusing. The local government can also  change the distribution and use of 
regional revenue and expenditure budgets/Anggaran Pendapatan dan Belanja Daerah 
(APBD). Suwanda [3] argues that the government must appropriately manage policies to 
handle the pandemic so that program implementation runs without causing problems. 
Park and Maher‖s [4] research shows that fiscal decentralization causes variations in 
state and local fiscal capacity. Each level of government must have solid fiscal 
coordination, both in the mitigation process and in the upcoming recovery phase. 

 
 

Financially independent local governments can suffer higher revenue losses 
because the transfer value from the central government remains small as before the 
pandemic [5]. The Director-General of Fiscal Balance of the Ministry of Finance explains 
that in October 2020, the total regional income/pendapatan asli daerah (PAD) nationally 
reached IDR194.36 trillion. In the same period last year, it reached IDR228.24 trillion [6]. 
The Deputy Chairperson of the Household Affairs Agency of the House of 
Representatives of the Republic of Indonesia [7] revealed that the local government‖s 
fiscal dependence increased during the pandemic. The regional financial dependence 
ratio is one of the indicators to assess regional financial performance. Regional financial 
performance is an economic analysis that comes from the budget that has been 
determined and implemented in the management of local government [8]. This 
background encourages research on the Analysis of the Impact of the Covid-19 
Pandemic on the Financial Performance of Provincial Governments in Indonesia. This 
study aims to determine whether there are differences in regional financial performance 
before and during the pandemic. The update in this study is in the form of testing 
financial performance variables on local governments in Indonesia during the pandemic. 

 
2   Literature Review 
Regional Financial Performance 

Sucipto in Junarwarti [9] states that local government financial performance is the 
level of achievement of work in regional finance. This performance indicates provincial 
revenues and expenditures using economic indicators and formed from the Regional 
Head Accountability Report elements in APBD calculations [10]. Due to the importance 
of performance, the next step is performance measurement, which assesses the success 
or failure of an organization [11]. Mahmudi [12] proposes several measures of local 
government financial performance, among others: 

 
Degree of decentralization This ratio shows local revenue/PAD contribution to 

total regional revenue. The higher the percentage of PAD, the higher the provincial 
government's ability to implement decentralization. The formula measures this ratio: 

 

DD =          PAD           (1) Total Income 
 
Regional financial dependence ratio This ratio measures by comparing the transfer 

income received by the provincial government with total regional revenues. The higher 
this ratio, the greater the level of dependence of local governments on gains from the 
central government. The formula measures this ratio: 

 

RFDR =   Transfer Income    (2) Total Income 

 
Operational expenditure harmony ratio This ratio informs the portion of regional 

expenditure used for operating costs. In general, the proportion of operating expenses 
dominates total provincial spending, which is 0.6 to 0.9. The formula measures this 
ratio: 

 

OEHR =    Operating Expenditure      (3) Total Expense 

 
Regional financial independence ratio This ratio compares the amount of PAD 

divided by the total transfer income from the central government and provincial loans. 
The higher this ratio, the more independent the local government. 
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The formula measures this ratio: 
 

RFIR =                PAD                (4) Transfer Income + Loan 
 
PAD effectiveness ratio This ratio shows the ability of local governments to 

mobilize PAD by following the target. The PAD effectiveness ratio compares the PAD 
realization with the PAD target. The formula measures this ratio: 

 

EPAD =   Realization of PAD     (5) Budget of PAD 

 
PAD growth ratio This ratio measures how much the local government can 

maintain and increase the success from one period to the next. The formula measures 
this ratio: 

 

GPAD =   Realization of PAD n – Realization of PAD n-1      (6) Realization of PAD n-1 

 
Hypothesis 

Research by Batool and Sahi [13] related to performance during the global financial 
crisis shows changes in economic performance in the United States and the United 
Kingdom from 2007 to 

2016. Research by Huynh et al. [14] shows that the financial performance of the 
industrial sector that received financial assistance from the government was relatively 
stable during the pandemic. In contrast, the industrial sector that did not receive 
government assistance experienced a decline in economic performance during the 
Covid-19 pandemic. Research by Onibala et al. [15] at the Southeast Minahasa Regency 
Government showed changes in regional financial performance in increasing degrees of 
decentralization, PAD effectiveness ratios, operating expenditure harmony ratios, and 
decreasing regional financial independence ratios during the Covid-19 pandemic 
compared to 2019. Anas‖ [16] research shows no significant difference in economic 
performance in the Provincial Government of the Special Capital Region of Jakarta, East 
Java, and North Sumatra during the pandemic. Previous studies related to financial 
performance when certain events occur encourage research to test hypotheses: 

H1: there is a difference in the degree of decentralization before and during the 
pandemic. H2:     there is a difference in the ratio of regional financial dependence 
before and during the pandemic. 

H3: there is a difference in the harmony ratio of operating expenses before and during 
the pandemic. 

H4: there is a difference in the ratio of regional financial independence before and 
during the pandemic. 

H5: there is a difference in the effectiveness ratio of PAD before and during the 
pandemic. 

H6:  there is a difference in the ratio of PAD growth before and during the pandemic. 
 

3   Methodology and Data Analysis 
The type of research used in this research is quantitative descriptive. The sampling 

technique was purposive sampling with a total of 34 provinces. The kind of data used is 
secondary data in the form of Regional Government Financial Reports contained in the 
Audit Results Report issued by The Audit Board of the Republic of Indonesia, with 2020 
as the period during the pandemic and 2019 as the period before the pandemic. The data 
were analyzed using the SPSS application with paired sample t-test and Wilcoxon 
signed-rank test. Paired sample t-test used for variables which normality test showed 
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The formula measures this ratio: 
 

RFIR =                PAD                (4) Transfer Income + Loan 
 
PAD effectiveness ratio This ratio shows the ability of local governments to 

mobilize PAD by following the target. The PAD effectiveness ratio compares the PAD 
realization with the PAD target. The formula measures this ratio: 

 

EPAD =   Realization of PAD     (5) Budget of PAD 

 
PAD growth ratio This ratio measures how much the local government can 

maintain and increase the success from one period to the next. The formula measures 
this ratio: 

 

GPAD =   Realization of PAD n – Realization of PAD n-1      (6) Realization of PAD n-1 

 
Hypothesis 

Research by Batool and Sahi [13] related to performance during the global financial 
crisis shows changes in economic performance in the United States and the United 
Kingdom from 2007 to 

2016. Research by Huynh et al. [14] shows that the financial performance of the 
industrial sector that received financial assistance from the government was relatively 
stable during the pandemic. In contrast, the industrial sector that did not receive 
government assistance experienced a decline in economic performance during the 
Covid-19 pandemic. Research by Onibala et al. [15] at the Southeast Minahasa Regency 
Government showed changes in regional financial performance in increasing degrees of 
decentralization, PAD effectiveness ratios, operating expenditure harmony ratios, and 
decreasing regional financial independence ratios during the Covid-19 pandemic 
compared to 2019. Anas‖ [16] research shows no significant difference in economic 
performance in the Provincial Government of the Special Capital Region of Jakarta, East 
Java, and North Sumatra during the pandemic. Previous studies related to financial 
performance when certain events occur encourage research to test hypotheses: 

H1: there is a difference in the degree of decentralization before and during the 
pandemic. H2:     there is a difference in the ratio of regional financial dependence 
before and during the pandemic. 

H3: there is a difference in the harmony ratio of operating expenses before and during 
the pandemic. 

H4: there is a difference in the ratio of regional financial independence before and 
during the pandemic. 

H5: there is a difference in the effectiveness ratio of PAD before and during the 
pandemic. 

H6:  there is a difference in the ratio of PAD growth before and during the pandemic. 
 

3   Methodology and Data Analysis 
The type of research used in this research is quantitative descriptive. The sampling 

technique was purposive sampling with a total of 34 provinces. The kind of data used is 
secondary data in the form of Regional Government Financial Reports contained in the 
Audit Results Report issued by The Audit Board of the Republic of Indonesia, with 2020 
as the period during the pandemic and 2019 as the period before the pandemic. The data 
were analyzed using the SPSS application with paired sample t-test and Wilcoxon 
signed-rank test. Paired sample t-test used for variables which normality test showed 

usually distributed data, namely decentralization degree, regional financial dependence 
ratio, and harmony of operating expenditures. Wilcoxon signed-rank test used for 
variables which normality test showed the data not normally distributed, namely the 
degree of regional financial independence, the effectiveness of PAD, and growth of PAD. 

 
4   Research Result and Discussion 
Test Results of Decentralization Degree 

 
Table 1. Test results of DD variable 

Pair t Df Sig. (2-tailed) Mean Paired 
Differences DD_2019 – DD_2020 4.604 33 0.000 0.01882 

 
Table 1 shows the probability value/sig. 2-tailed ie 0.000 < 0.05. In addition, the 

table shows that the t count is 4.604 > t table is 2.035. The probability value is below the 
significance level and  t  counts above  the  t  table,  then  H1  is  accepted. There  are  
differences in  financial performance as measured by the degree of decentralization 
before and during the pandemic. The test results show an average decrease of 0.01882 in 
the degree of decentralization from 2019 to 2020. This decrease indicates the reduced 
ability of local governments to generate PAD during the pandemic. PAD, which includes 
taxes and levies, decreased in line with the reduced purchasing power of the people. 
Sharifi and Khavarian-Garmsir [17] revealed that the Covid-19 pandemic had lowered the 
tax base in many regions. 
 
Test Results of Regional Financial Dependency Ratio 
 

Table 2. Test results of RFDR variable 
Pair t df Sig. (2-tailed) Mean Paired 

Differences RFDR_2019 – 
RFDR_2020 

-3.973 33 0.000 -0.01618 
 
Table 2 shows the probability value/sig. 2-tailed ie 0.000 < 0.05. In addition, the 

table shows that the t count is 3.973 > the t table is 2.035. If the probability value is 
below the significance level and t count above the t table, H2 is accepted. There are 
differences in financial performance as measured by the regional financial dependence 
ratio before and during the pandemic. The test results state an average increase of 
0.01618 in the regional financial dependence ratio from 

2019 to 2020. This increase shows that the transfer income component from the 
central government increased during the pandemic. This increase in transfers is carried 
out to support the handling of Covid-19 in areas of the provincial government. 

 
Test Results of Operational Expenditure Harmony Ratio 
 

Table 3. Test results of OEHR variable 
Pair t df Sig. (2-tailed) Mean Paired 

Differences OEHR_2019 – 
OEHR_2020 

1.240 33 0.224 0.01059 
 
Table 3 shows the probability value/sig. 2-tailed ie 0.224 > 0.05. In addition, the 

table shows that the t count is 1.240 < t table is 2.035. Suppose the probability value is 
above the significance level and t is below the t table. In that case, H3 is rejected, which 
means no difference in financial performance as measured by the harmony ratio of 
operating expenses before and during the pandemic. The test results state an average 
decrease of 0.01059 in the harmony ratio of operating expenditures from 2019 to 2020. 
This decrease indicates a reduction in operating expenditures for the provincial 
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government during the pandemic. Operational expenditure, including personnel and 
goods expenditures, will not focus in 2020 because regional expenditure shift to 
handling Covid-19 issued through unexpected spending. 

 
Test Results of Regional Financial Independence Ratio 

 
Table 4. Test results of RFIR variable 

Negative Ranks Positive 
Ranks 

Ties Z Asymp. Sig. (2-
tailed) 25 8 1 -3.894 0.000 

 
Table 4 shows the probability/asymp values. Sig. 2-tailed is 0.000 < 0.05, then H4 

is accepted, which means there is a difference in financial performance as measured by 
the ratio of regional financial independence before and during the pandemic. Test 
results show the Negative Ranks (RFIR in 2020 < in 2019) are 25 samples, Positive Ranks 
(RFIR in 2020 > in 2019) are eight samples, and Ties (RFIR in 2020 = in 2019) are 1 sample. 
Opposing Ranks in most examples (25 from 34) show a decrease in the ratio of regional 
financial independence from 2019 to 2020. These results illustrate that PAD received by 
provincial treasuries in 2020 decreased compared to 2019 due to the decline in the 
community's economic capacity due to the pandemic. 
 
Test Results of PAD Effectiveness Ratio 
 

Table 5. Test results of EPAD variable 
Negative Ranks Positive Ranks Ties Z Asymp. Sig. (2-

tailed) 16 16 2 -0.608 0.543 
 
Table 5 shows the probability/asymp values. Sig. 2-tailed is 0.543 > 0.05, then H5 is 

rejected, which  means  there  is  no  difference in  financial  performance as  measured  
by  the  PAD effectiveness ratio before and during the pandemic. The test results show 
the Negative Ranks (EPAD in 2020 < in 2019) are 16 samples, the Positive Ranks (EPAD in 
2020 > in 2019) are 16 samples, and Ties (EPAD in 2020 = in 2019) are two samples. The 
exact 16 number of models in Negative and Positive Ranks shows that the provincial 
government's average ability to achieve PAD realization compared to its target in 2020 is 
the same as in 2019. The stability of EPAD during the pandemic supports by changes in 
the 2020 APBD, which budgeted PAD lower than 2019. For example, the Provincial 
Government of the Special Capital Region of Jakarta has budgeted PAD for 2020 of 
IDR38 trillion. This value has decreased compared to the 2019 budget of IDR50 trillion. 
The Gorontalo Provincial Government has budgeted PAD for 2020 of IDR337 billion. This 
value has decreased compared to the 2019 budget of IDR422 billion [18]. 

 
Test Results of PAD Growth Ratio 
 

Table 6. Test results of GPAD variable 
Negative Ranks Positive 

Ranks 
Ties Z Asymp. Sig. (2-

tailed) 33 1 0 -4.934 0.000 
 
Table 6 shows the probability/asymp values. Sig. 2-tailed is 0.000 < 0.05, then H6 

is accepted, which means there is a difference in financial performance as measured by 
the PAD growth ratio before and during the pandemic. The test results show that the 
Negative Ranks (GPAD in 2020 < in 2019) are 33, and the Positive Ranks (GPAD in 2020 > 
in 2019) are one sample. Most of the samples (33 from 34) show a decrease in the PAD 
growth ratio from 2019 to 2020. These results illustrate that PAD growth declined during 
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government during the pandemic. Operational expenditure, including personnel and 
goods expenditures, will not focus in 2020 because regional expenditure shift to 
handling Covid-19 issued through unexpected spending. 

 
Test Results of Regional Financial Independence Ratio 

 
Table 4. Test results of RFIR variable 

Negative Ranks Positive 
Ranks 

Ties Z Asymp. Sig. (2-
tailed) 25 8 1 -3.894 0.000 

 
Table 4 shows the probability/asymp values. Sig. 2-tailed is 0.000 < 0.05, then H4 

is accepted, which means there is a difference in financial performance as measured by 
the ratio of regional financial independence before and during the pandemic. Test 
results show the Negative Ranks (RFIR in 2020 < in 2019) are 25 samples, Positive Ranks 
(RFIR in 2020 > in 2019) are eight samples, and Ties (RFIR in 2020 = in 2019) are 1 sample. 
Opposing Ranks in most examples (25 from 34) show a decrease in the ratio of regional 
financial independence from 2019 to 2020. These results illustrate that PAD received by 
provincial treasuries in 2020 decreased compared to 2019 due to the decline in the 
community's economic capacity due to the pandemic. 
 
Test Results of PAD Effectiveness Ratio 
 

Table 5. Test results of EPAD variable 
Negative Ranks Positive Ranks Ties Z Asymp. Sig. (2-

tailed) 16 16 2 -0.608 0.543 
 
Table 5 shows the probability/asymp values. Sig. 2-tailed is 0.543 > 0.05, then H5 is 

rejected, which  means  there  is  no  difference in  financial  performance as  measured  
by  the  PAD effectiveness ratio before and during the pandemic. The test results show 
the Negative Ranks (EPAD in 2020 < in 2019) are 16 samples, the Positive Ranks (EPAD in 
2020 > in 2019) are 16 samples, and Ties (EPAD in 2020 = in 2019) are two samples. The 
exact 16 number of models in Negative and Positive Ranks shows that the provincial 
government's average ability to achieve PAD realization compared to its target in 2020 is 
the same as in 2019. The stability of EPAD during the pandemic supports by changes in 
the 2020 APBD, which budgeted PAD lower than 2019. For example, the Provincial 
Government of the Special Capital Region of Jakarta has budgeted PAD for 2020 of 
IDR38 trillion. This value has decreased compared to the 2019 budget of IDR50 trillion. 
The Gorontalo Provincial Government has budgeted PAD for 2020 of IDR337 billion. This 
value has decreased compared to the 2019 budget of IDR422 billion [18]. 

 
Test Results of PAD Growth Ratio 
 

Table 6. Test results of GPAD variable 
Negative Ranks Positive 

Ranks 
Ties Z Asymp. Sig. (2-

tailed) 33 1 0 -4.934 0.000 
 
Table 6 shows the probability/asymp values. Sig. 2-tailed is 0.000 < 0.05, then H6 

is accepted, which means there is a difference in financial performance as measured by 
the PAD growth ratio before and during the pandemic. The test results show that the 
Negative Ranks (GPAD in 2020 < in 2019) are 33, and the Positive Ranks (GPAD in 2020 > 
in 2019) are one sample. Most of the samples (33 from 34) show a decrease in the PAD 
growth ratio from 2019 to 2020. These results illustrate that PAD growth declined during 

the pandemic due to reduced regional tax and levy revenues. The decline in revenue is 
one of the impacts of various policies taken by the government during the pandemic. 
For example, reducing population mobility and business or business trips affects hotel 
occupancy rates, decreasing hotel taxes. This finding is in line with research by Lai and 
Wong [19], which states that the pandemic has plunged the tourism sector, especially 
hospitality, into an unprecedented recession. 
 
5   Implication and Suggestion for Future Research 

This research implies that the financial performance of local governments has 
changed with the Covid-19 pandemic. This change is evidenced by differences in 
economic performance as measured by the degree of decentralization, the ratio of 
regional financial dependence, regional financial independence, and PAD growth. The 
degree of decentralization shows a positive change, according to the positive value of 
the t count. Positive change can also be clear from the average value before the 
pandemic that is higher than during the pandemic. The regional financial dependence 
ratio shows a negative change, according to the negative value on the t count. Negative 
change can also be clear from the average value before the pandemic lower than during 
the pandemic. The ratio of regional financial independence and PAD growth shows a 
negative change. This change is visible from the negative Z count and the dominance of 
the Negative Ranks on each variable which shows that the variable‖s value during the 
pandemic is smaller than before. These results strengthen the results of previous 
studies that regional financial performance can change with the presence of a specific 
event. The results of this study can be a suggestion for the government in setting 
policies to improve financial performance. This result aligns with the national economic 
recovery policy strategy drawn up by the Coordinating Minister for the Economy. The 
strategy includes a fiscal stimulus to provide a multiplier impact on job creation, 
directing the purchase of locally produced goods and programs to increase people's 
consumption power [20]. Suggestions for further research are to increase the research 
period until the post-pandemic and add samples to each province‖s city/district 
government with the highest number of positive cases of Covid-19 during the pandemic. 
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Abstract- 
Poverty is a complex problem, so a more appropriate approach is needed to 

represent this complex phenomenon and multidimensional reality. Poverty seen only 
from one side is thought to have not captured the impact of economic growth, which 
tends to be broader. An approach to calculating poverty is needed to cover all or more 
aspects by using a multidimensional poverty calculation. Using panel data regression 
analysis and involving the HDI control variable, what found that partially, economic 
growth as measured by per capita gross regional domestic product at 2010 constant 
market prices did not significantly affect the multidimensional poverty level in Lampung 
Province, Indonesia 2017-2019. 
Index Terms- Economic Growth, Poverty, and Multidimensional 

 
I. INTRODUCTION 

Poverty is a serious problem that must solve immediately. This is reflected in the 
first goal in the Sustainable Development Goals (SDGs), which was sparked at countries 
globally on September 25, 2015, namely eliminating poverty anywhere and in any form. 
This goal at least gives a message to all countries globally, including Indonesia, to focus 
more on overcoming poverty from one side and from various sides. Thus, by 2030, 
poverty is expected to have been overcome. (BAPPENAS, 2017). 

Statistics Indonesia views poverty as an inability to meet basic needs, so in its 
measurement, Statistics Indonesia uses a household expenditure approach in line with 
the measures used by the World Bank. However, the calculation of poverty has not been 
able to consider people who are not poor, but in certain circumstances, the expenditure 
is indeed small. The calculation method with this expenditure approach also cannot 
describe the poor who are prone to illness, lack access to education or public facilities, 
live in slum environments, or have an inadequate standard of living. The expenditure 
approach has not been able to fully answer the first objective of the SDGs, namely, 
eliminating poverty in all its forms. 

Another approach to measuring poverty is emphasizing the monetary dimension, 
and the results are easy but not always satisfactory. Sen (1980 and 2000 in Budiantoro et 
al. 2013) revealed that the poverty approach using monetary analysis could only capture 
a small part of poverty. According to Sen, the issue of poverty is not only related to 
purchasing power parity, income, or consumption, but there is a broader dimension of 
poverty. Apart from income and consumption, people who have limited access to basic 
education or health services due to economic limitations can also be poor. Communities 
with poor sanitation conditions, sources of lighting, and cooking fuel are not suitable; 
the condition of houses with earth floors is also said to be poor. 

The study of multidimensional poverty prompted Yu (2013) to estimate 
multidimensional poverty in China, a country with a high disparity rate between 
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provinces and rural and urban areas. Yu's research found that the rapid rate of 
economic growth had an impact on reducing poverty in China over the past few years, 
both from a monetary and multidimensional perspective. 

Studies on multidimensional poverty in Indonesia have also been carried out by 
several researchers, such as Wardhana (2010), Alkire and Foster (2011), and Ballon and 
Apablaza (2012). These studies were conducted at the provincial level with different 
methods and dimensions of poverty. Although some researchers have carried out 
studies of multidimensional poverty in Indonesia, similar research is still needed, 
especially studies of poverty at a smaller level, namely districts/cities, such as those 
conducted by Prabowo (2012), Budiantoro et al. (2013), Hanandita and Tampubolon (2015) 
and Indriani (2018). 

The complexity of poverty is quite visible in Lampung Province. At first, glance, if 
we look at economic growth and poverty reduction in Lampung Province, it tends to run 
quite well. However, it should be re-examined that in addition to the percentage of the 
number of poor people, which far exceeds the national figure, it turns out that 
Lampung's economic growth, which reached 4.30 percent in 2019, occupies a fairly good 
position, namely the third-highest among other provinces in the Sumatra Island region. 
However, this is not in line with the percentage of poor people in Lampung Province, 
which ranks fourth highest in Sumatra. 

The quality of human resources in Lampung Province can be reflected in the HDI. 
From year to year, Lampung HDI shows an increase. However, when compared to other 
provinces on the island of Sumatra, the HDI of Lampung Province is in the last rank.If 
you look at the percentage figures for the poor and the HDI for the provinces 
throughout Sumatra Island, it seems at first glance that there is no relationship between 
poverty rates and HDI. Several provinces on the island of Sumatra have a higher 
percentage of poor people than the percentage of poor people in Lampung Province. 
Still, Lampung Province has the lowest HDI compared to other provinces. 

The phenomenon that occurs in conditions of poverty in Lampung shows that the 
problem of poverty is not just an economic problem. Demographic factors such as 
education level or family structure can also influence poverty ("Growth Has Been Good 
for Decades," nd). Multidimensional poverty means seeing poverty from various aspects 
and dimensions, not only one side. Poverty from this point of view is more in line with 
the goals of the SDGs because, from this point of view, all kinds of poverty will be 
detected. 

Poverty seen only from one side is thought to have not been able to capture the 
impact of economic growth, which tends to be broader. And secondly, there is a large 
enough inequality so that economic growth can only be felt by the upper-middle class 
and not the lower middle class. To answer this conjecture, an approach to calculating 
poverty is needed to cover all or more aspects. Therefore, this study aims to analyze the 
effect of GRDP per Capita on multidimensional poverty. 

 
 

II. LITERATURE REVIEW 
2.1. Basic Concepts and Definitions of Poverty  

Traditionally, poverty is often seen as a lack of income or consumption (Yu, 2013). 
But in many ways, poverty is the worst form of human deprivation, associated with 
reduced welfare and a denial of better life opportunities. Life opportunities seem 
shorter, difficult, painful, and sometimes even dangerous with poverty. Poverty can also 
result in a lack of understanding and communication and a loss of respect, trust, and 
self-esteem (Anand and Sen, 1997). In line with Anand and Sen (1997), according to 
Bourguignon and Chakravarty (2003), poverty manifests low welfare, which depends on 
two variables, namely monetary and non-monetary. 
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provinces and rural and urban areas. Yu's research found that the rapid rate of 
economic growth had an impact on reducing poverty in China over the past few years, 
both from a monetary and multidimensional perspective. 

Studies on multidimensional poverty in Indonesia have also been carried out by 
several researchers, such as Wardhana (2010), Alkire and Foster (2011), and Ballon and 
Apablaza (2012). These studies were conducted at the provincial level with different 
methods and dimensions of poverty. Although some researchers have carried out 
studies of multidimensional poverty in Indonesia, similar research is still needed, 
especially studies of poverty at a smaller level, namely districts/cities, such as those 
conducted by Prabowo (2012), Budiantoro et al. (2013), Hanandita and Tampubolon (2015) 
and Indriani (2018). 

The complexity of poverty is quite visible in Lampung Province. At first, glance, if 
we look at economic growth and poverty reduction in Lampung Province, it tends to run 
quite well. However, it should be re-examined that in addition to the percentage of the 
number of poor people, which far exceeds the national figure, it turns out that 
Lampung's economic growth, which reached 4.30 percent in 2019, occupies a fairly good 
position, namely the third-highest among other provinces in the Sumatra Island region. 
However, this is not in line with the percentage of poor people in Lampung Province, 
which ranks fourth highest in Sumatra. 

The quality of human resources in Lampung Province can be reflected in the HDI. 
From year to year, Lampung HDI shows an increase. However, when compared to other 
provinces on the island of Sumatra, the HDI of Lampung Province is in the last rank.If 
you look at the percentage figures for the poor and the HDI for the provinces 
throughout Sumatra Island, it seems at first glance that there is no relationship between 
poverty rates and HDI. Several provinces on the island of Sumatra have a higher 
percentage of poor people than the percentage of poor people in Lampung Province. 
Still, Lampung Province has the lowest HDI compared to other provinces. 

The phenomenon that occurs in conditions of poverty in Lampung shows that the 
problem of poverty is not just an economic problem. Demographic factors such as 
education level or family structure can also influence poverty ("Growth Has Been Good 
for Decades," nd). Multidimensional poverty means seeing poverty from various aspects 
and dimensions, not only one side. Poverty from this point of view is more in line with 
the goals of the SDGs because, from this point of view, all kinds of poverty will be 
detected. 

Poverty seen only from one side is thought to have not been able to capture the 
impact of economic growth, which tends to be broader. And secondly, there is a large 
enough inequality so that economic growth can only be felt by the upper-middle class 
and not the lower middle class. To answer this conjecture, an approach to calculating 
poverty is needed to cover all or more aspects. Therefore, this study aims to analyze the 
effect of GRDP per Capita on multidimensional poverty. 

 
 

II. LITERATURE REVIEW 
2.1. Basic Concepts and Definitions of Poverty  

Traditionally, poverty is often seen as a lack of income or consumption (Yu, 2013). 
But in many ways, poverty is the worst form of human deprivation, associated with 
reduced welfare and a denial of better life opportunities. Life opportunities seem 
shorter, difficult, painful, and sometimes even dangerous with poverty. Poverty can also 
result in a lack of understanding and communication and a loss of respect, trust, and 
self-esteem (Anand and Sen, 1997). In line with Anand and Sen (1997), according to 
Bourguignon and Chakravarty (2003), poverty manifests low welfare, which depends on 
two variables, namely monetary and non-monetary. 

2.2. Measurement of Monetary Poverty  
Sen (1976) states that two main stages must be carried out in measuring poverty, 

namely identification and aggregation. 
1. Identification of poor individuals in the population. Identification of the poor is done 

by applying a threshold (threshold/cutoff) or poverty line. The population is divided 
into two groups, namely poor and non-poor. 

2. Aggregation. Aggregation is a step to summarize the poverty experienced by all 
individuals into a number. 

The two stages of identification and aggregation proposed by Sen (1976) have 
become the standard conceptual framework in many poverty measures. 

Measurement of monetary poverty only considers and measures poverty from one 
point of view, namely the economic dimension. The variable used to measure poverty in 
this approach is income or expenditure. Poor individuals are identified as individuals 
whose income or expenditure is below the poverty line expressed in monetary units. 
The monetary poverty line is the minimum amount of money necessary to lead a non-
poor life (Alkire and Santos, 2010). 

 
3.3. Multidimensional Poverty 

In contrast to the monetary poverty measure, which only considers poverty from 
income or expenditure variables, the multidimensional poverty measure considers other 
variables or dimensions other than income or expenditure in measuring poverty. Sen's 
(1976) thinking on poverty has influenced and expanded the approach to calculating 
basic poverty from an income-monetary approach to a capabilities-based approach that 
considers the multidimensionality of poverty. From the perspective of capabilities, 
poverty is seen as a lack of monetary resources and the ability to carry out a function in 
society. 

 
III. METHODOLOGY 

In the early stages of research, an approach was taken to measure 
multidimensional poverty in Lampung Province. The method used to measure 
multidimensional poverty in this study is the Alkire Foster method. The built 
multidimensional poverty indicators refer to the indicators developed by Alkire and 
Santos (2010; 2014) and several previous studies with some modifications adapted to the 
availability of data. 

Inferential analysis was conducted to test the hypothesis to prove whether there is 
an effect of GRDP per capita and HDI on the multidimensional poverty level, using panel 
data regression to select the best model. Time series data is from 2017-2019, and cross-
sectional data are districts/cities in Lampung Province. 

This study uses secondary data. The data used to calculate the multidimensional 
poverty of districts/cities in Lampung Province in this study is secondary data derived 
from the National Socio-Economic Survey (Susenas) collected by the Statistics 
Indonesia of Lampung Province in 2017-2019. 

The secondary data needed to build the regression model is GRDP per capita 
based on constant prices for the base year 2010 for all regencies/cities in Lampung 
GRDP per capita, and HDI data used are from publications published by Statistics 
Indonesia. 

The Alkire Foster method is used in calculating multidimensional poverty variables. 
The calculation of multidimensional poverty using the Alkire Foster method uses several 
dimensions and indicators and determines the amount of weight for each indicator. This 
study uses three types of dimensions, and these three dimensions are divided into ten 
indicators. 
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Table 3.1 Dimensions, Indicators, Deprivation Cutoffs and Weights 
forMultidimensional Poverty Calculation 

Dimension Indicator Cut off deprivation Weights 
(1) (2) (3) (4) 

Education Length of school 

No household 
member who has 
completed nine years 
of education (junior 
high school or 
equivalent) 

1/6 

 School participation 

There are school-age 
children (7-15 years) 
who have dropped 
out of junior high 
school or the 
equivalent 

1/6 

Health Household calorie 
consumption 

Household calorie 
consumption is less 
than 70 percent of 
the Nutrition 
Adequacy Rate (2019) 

1/12 

 Household Protein 
Consumption 

Household protein 
consumption per day 
is less than 80 
percent of the 
Nutrition Adequacy 
Rate (2019) 

1/12 

 Drinking water 

Deprived if 
households do not 
have access to clean 
drinking water or 
access to clean water 

1/12 

 Sanitation 

Deprived of the 
household does not 
have proper 
sanitation or if the 
toilet is shared with 
other households 

1/12 

Standard of 
living Electricity 

Deprived of the 
household does not 
have access to PLN 
electricity 

1//12 

 Floor 

Deprived of the 
household lives in a 
building with a dirt or 
sand floor 

1/12 

 Fuel 

Deprived of the 
household cooks 
using firewood or 
charcoal 

1/12 
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Table 3.1 Dimensions, Indicators, Deprivation Cutoffs and Weights 
forMultidimensional Poverty Calculation 

Dimension Indicator Cut off deprivation Weights 
(1) (2) (3) (4) 

Education Length of school 

No household 
member who has 
completed nine years 
of education (junior 
high school or 
equivalent) 

1/6 

 School participation 

There are school-age 
children (7-15 years) 
who have dropped 
out of junior high 
school or the 
equivalent 

1/6 

Health Household calorie 
consumption 

Household calorie 
consumption is less 
than 70 percent of 
the Nutrition 
Adequacy Rate (2019) 

1/12 

 Household Protein 
Consumption 

Household protein 
consumption per day 
is less than 80 
percent of the 
Nutrition Adequacy 
Rate (2019) 

1/12 

 Drinking water 

Deprived if 
households do not 
have access to clean 
drinking water or 
access to clean water 

1/12 

 Sanitation 

Deprived of the 
household does not 
have proper 
sanitation or if the 
toilet is shared with 
other households 

1/12 

Standard of 
living Electricity 

Deprived of the 
household does not 
have access to PLN 
electricity 

1//12 

 Floor 

Deprived of the 
household lives in a 
building with a dirt or 
sand floor 

1/12 

 Fuel 

Deprived of the 
household cooks 
using firewood or 
charcoal 

1/12 

 Floor area 

Deprived of the 
household lives in a 
house with a floor 
area per capita of less 
than or equal to 
7.2m2 

1/12 

Source: Alkire Foster, modified 
 
This multidimensional poverty gauge uses a nested weighting system, unit of 

analysis, selection of indicators, dimensions, first cutoff point, and second cutoff point 
used by UNDP in calculating MPI. A household or individual can be categorized as a 
household or individual experiencing multidimensional poverty if the total weight per 
individual or household is greater than or equal to 33.33 percent. Each individual is given 
a score according to the deprivation experienced in the household, based on the ten 
constituting indicators. The maximum score for all indicators is 100 percent, so each 
dimension has the same weight, namely 33.33 percent, as well as the weight of each 
indicator. 

Economic growth is the influence of the value of income expressed in unit 
price/nominal amount. Economic growth also describes an increase in the physical 
production of goods or services within a certain period. Economic growth reflects the 
economic development of a country or region, which can be measured by national 
income or Gross Domestic Product (GDP), or Gross Regional Domestic Product (GRDP). 
The economic growth variable in this study was measured by the 2010 GRDP per capita 
approach. TheGRDP per capita is useful for knowing the real per capita economic 
growth of the population of an area. HDI is a measure of development performance 
formed using three dimensions, namely long and healthy life, knowledge, and a decent 
living. 

The effect of GRDP per Capita and HDI on multidimensional poverty, regression 
analysis was used. Regression analysis in this study uses panel data. Panel data (pooled 
data or longitudinal data) combines cross-section data and time-series data. Regarding 
the purpose of this study, the model used is as follows. 

 
logMPIit = 0 + 1logPDRBcapit + 2logIPMit + it    (1)   
where: 
i: each district/city;  
t: year t;  
: error  
MPI: percentage of the multidimensional poverty level;   
GRDPkap: GRDP per capita 2010;  
HDI: Human Development Index;   

 
Regression analysis was used to see the effect of GRDP per Capita and HDI on 

multidimensional poverty. Regression analysis in this study uses panel data. Panel data 
(pooled data or longitudinal data) combines cross-section data and time-series data. 

 
IV. RESEARCH RESULTS 
4.1 Multidimensional Poverty in Lampung Province 

Table 4.1 shows the multidimensional poverty profile in Lampung Province from 
2017 to 2019. The table contains information about the number of poor people, poverty 
rates, poverty intensity, and multidimensional poverty index. The number of 
multidimensional poor people is the total number of individuals classified as poor 
multidimensionally. MPI is the proportion of multidimensional poor people to the total 
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population. Poverty intensity is the average proportion of the weighted indicators in 
which the poor are deprived (A).  

Table 4.1 Multidimensional Poverty Profile of Lampung Province, 2017 – 2019 

Year MPI 
(%) 

Intensity 
(%) 

2017 29.99 11.79 
2018 29.29 11.45 
2019 26.06 11.03 

Source: Socio-Economic Survey, processed 
 
In 2019, 26.06 percent of the population was categorized as poor 

multidimensionally. These multidimensional poor people are deprived of at least a third 
of the indicators in the dimensions of health, education, and living standards. These 
multidimensional poor people may not be eligible, for example, in terms of sanitation, 
school sustainability, cooking fuel, and so on. From 2017 to 2019, MPI in Lampung 
Province experienced a decline. 
 
4.2 The Effect of Economic Growth on Multidimensional Poverty 

To examine the effect of economic growth as measured by the GRDP per capita 
approach to the multidimensional poverty level, the model used refers to equation 1. 

Considering that the data used in this study is panel data, it is necessary to 
conduct three tests to determine the most appropriate technique for estimating panel 
data regression, namely the Chow test, Hausman test, and Breusch-Pagan Lagrange 
Multiplier (LM). After carrying out these three tests, it can be concluded that the fixed 
effects model or FEM is the best model that can be used to estimate the effect of 
economic growth using the GRDP per capita approach to multidimensional poverty. 

A simultaneous test for the random-effects model using reviews can be seen from 
the probability value 2. The simultaneous test was conducted to determine whether the 
independent variables in the model, namely: economic growth with the GRDP per capita 
approach and HDI, and the probability value 2 = 0.000 are smaller than the significance 
level = 5 percent for each regression model. Thus, it can be concluded that there is at 
least one or all independent variables that statistically influence the multidimensional 
poverty variable. 

Table 4.1 Variable Estimation Results with Fixed Effect Random (FEM) 

 
Source: Output Results Eviews 

 
After conducting a simultaneous test of the fixed effects model, the next step is to 

test the coefficient of determination. This test determines how much the independent 
variables can explain poverty in the regression model. The R2 value for the fixed effects 
model can use an adjusted R2 value of 0.894667 for the multidimensional poverty model, 
which means that the diversity or variance of the multidimensional poverty level 
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population. Poverty intensity is the average proportion of the weighted indicators in 
which the poor are deprived (A).  

Table 4.1 Multidimensional Poverty Profile of Lampung Province, 2017 – 2019 

Year MPI 
(%) 

Intensity 
(%) 

2017 29.99 11.79 
2018 29.29 11.45 
2019 26.06 11.03 

Source: Socio-Economic Survey, processed 
 
In 2019, 26.06 percent of the population was categorized as poor 

multidimensionally. These multidimensional poor people are deprived of at least a third 
of the indicators in the dimensions of health, education, and living standards. These 
multidimensional poor people may not be eligible, for example, in terms of sanitation, 
school sustainability, cooking fuel, and so on. From 2017 to 2019, MPI in Lampung 
Province experienced a decline. 
 
4.2 The Effect of Economic Growth on Multidimensional Poverty 

To examine the effect of economic growth as measured by the GRDP per capita 
approach to the multidimensional poverty level, the model used refers to equation 1. 

Considering that the data used in this study is panel data, it is necessary to 
conduct three tests to determine the most appropriate technique for estimating panel 
data regression, namely the Chow test, Hausman test, and Breusch-Pagan Lagrange 
Multiplier (LM). After carrying out these three tests, it can be concluded that the fixed 
effects model or FEM is the best model that can be used to estimate the effect of 
economic growth using the GRDP per capita approach to multidimensional poverty. 

A simultaneous test for the random-effects model using reviews can be seen from 
the probability value 2. The simultaneous test was conducted to determine whether the 
independent variables in the model, namely: economic growth with the GRDP per capita 
approach and HDI, and the probability value 2 = 0.000 are smaller than the significance 
level = 5 percent for each regression model. Thus, it can be concluded that there is at 
least one or all independent variables that statistically influence the multidimensional 
poverty variable. 

Table 4.1 Variable Estimation Results with Fixed Effect Random (FEM) 

 
Source: Output Results Eviews 

 
After conducting a simultaneous test of the fixed effects model, the next step is to 

test the coefficient of determination. This test determines how much the independent 
variables can explain poverty in the regression model. The R2 value for the fixed effects 
model can use an adjusted R2 value of 0.894667 for the multidimensional poverty model, 
which means that the diversity or variance of the multidimensional poverty level 

variable can be explained by independent variables such as economic growth with the 
GRDP per capita and HDI of 97.36 percent. In comparison, other variables outside the 
model explain the remaining 2.64 percent. 

Based on the parameter estimation results in Table 4.1, the general equation for 
the two models using the fixed effects model (FEM) approach can be written as follows. 

 
logMPIit = 64,065 – 2,170logGDPcapit – 2,875 logIPMit  (2) 

 
In the multidimensional poverty model, the coefficient of economic growth with 

the GRDP per capita approach is -2.170. Based on the output eviews, the partial 
probability value of the economic growth variable with the GRDP per capita approach is 
0.156, greater than the significance level of = 5 percent, so it does not significantly affect 
the growth of the multidimensional poverty rate. This indicates that the increase in 
value-added from the productive sectors in Lampung has not been fully accompanied by 
the capability of the population to meet the needs of nutrition and health, education, 
and living standards. 

The estimates in Table 4.1 produce the probability value of the HDI variable for the 
model of 0.986, which is greater than the significance level of = 5 percent. Therefore, it 
can be concluded that the growth of the HDI variable does not significantly affect the 
multidimensional poverty variable. 

 
V. CONCLUSION 

The conclusions that can be drawn from the results of the multidimensional 
poverty analysis in Lampung Province during 2017-2019 are as follows. 

1. Descriptively, the percentage of the multidimensional poor, the intensity of 
multidimensional poverty, and the multidimensional poverty level at the Lampung 
Province level show a downward trend. 

2. Based on the partial test results, it was found that economic growth with the ADHK 
GRDP per capita approach had no significant effect on the multidimensional poverty 
level in Lampung. This indicates that the increase in value-added from the 
productive sectors in Lampung has not been fully accompanied by the capability of 
the population in terms of nutrition and health, education, and living standards. 
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Abstract 
Purpose: The purpose of this study is to examine the effect of profitability and 

liquidity on our sustainability report. Previous research used financial performance 
variables with profitability, liquidity, leverage, and activity ratios in manufacturing 
companies in 2014 and Global Reporting Initiative (GRI) 2006 measurements with 79 
triple bottom line items (disclosure of economic, social, and environmental 
performance). 

Methodology/approach: Liquidity and profitability are the independent variables 
in this study. While the measurement variable is the 2016 Global Reporting Initiative 
(GRI) sustainability report, which is 91 items. The sample uses the Purposive Sampling 
method on companies listed on the Jakarta Islamic Index (JII) in 2018-2020. Based on the 
purposive sampling method, the number of companies that have disclosed sustainability 
reports are 18 companies that are sampled in this study. The analytical method used in 
this research is multiple regression analysis method with SPSS 20 software. 

Results/Findings: The results show that profitability and liquidity have no effect 
on the Sustainability Report. It can be seen by testing the hypothesis that the 
profitability variable as measured by return on assets has a significance value of 0.160 > 
0.05, while the liquidity variable as measured by the current ratio has a significance 
value of 0.072 > 0.05. 

Limitations: The results of this study cannot be used as a basis for overall 
selection for companies listed in the Jakarta Islamic Index (JII), because the population 
in this study is limited to companies. consistently recorded in 2018-2020 and the 
variables in this study are still very small in scope to find out what factors influence the 
alleged Sustainability Report on companies listed on the Jakarta Islamic Index (JII). 

Contribution: Further research can be improved and improved in quality, it is 
hoped that the sample can be used for all companies listed on the iIndonesia Stock 
Exchange. And add the independent variable considering that the  
Keywords: Sustainability Report, Profitability, Liquidity. 

 
1. Pendahuluan 

Perusahaan harus memberikan perhatian pada aspek sosial dan juga lingkungan 
hidup yang merupakan bentuk usaha atau upaya dari perusahaan terkait dalam menjaga 
keberlangsungan kehidupan perusahaan tersebut (corporate sustainability). Corporate 
Social Responsibility atau CSR haruslah dilakukan oleh sebuah perusahaan agar dapat 
mencapai coorporate sustainability.  Berdasarkan teori stakeholder, dapat diketahui 
bahwa kepentingan identitias bukan satu-satunya hal yang menyebabkan terus 
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berlanjutnya operasi dari sebuah perusahaan, melainkan juga pada pemberian manfaat 
kepada stakeholder. Dukungan yang berasal dari stakeholder merupakan hal yang dapat 
memengaruhi berlanjutnya suatu entitasi (Rahmawati dan Budiwati, 2018). 

Hubungan antara lingkungan dan keberadaan sebuah organisasi bisnis bagaimana 
pun merupakan hal yang tidak bisa dipisahkan. Eksistensi dari sebuah organisasi bisnis 
sangat dipengaruhi oleh lingkungan (Muhammad, 2004). Organisasi bisnis secara umum 
mempunyai dua lingkungan, yaitu umum dan juga khusus. Lingkungan umum atau 
general environment merupakan sebuah lingkungan organisasi bisnis yang menjadikan 
ekonomi, hukum, budaya, politik, dan juga pendidikan sebagai bahan pertimbangan yang 
bisa memengaruhi suatu organisasi.  Sedangkan lingkungan khusus (special 
ienvironment) adalah keadaan lingkungan yang memiliki hubungan dengan keadaan 
individu maupun sebuah organisasi yang tergabung di dalam interaksinya dengan 
organisasi yang memiliki tujuan untuk menjaga terus berlangsungnya sebuah kehidupan 
perusahaan. 

Beberapa aspek dapat dipengaruhi oleh aktivitas perusahaan yang menyebabkan 
sebuah perusahaan harus menerima tuntutan dari para pemangku jabatan termasuk juga 
penduduk yang domisilinya ada di sekitar organisasi. Keadaan ini memicu perusahaan 
untuk mempunyai sebuah bentuk tanggung jawab sosial yang dikenal sebagai Corporate 
Social Responsibility (CSR) dengan bentuk kepedulian yang timbul atas masyarakat dan 
lingkungan di sekitarnya (Ruslim & Hasilm, 2019). Peristiwa Lapindo Brantas adalah 
keadaan banjir lumpur panas pada Kawasan Sidoarjo yang merupakan sebuah contoh 
peristiwa lingkungan dan sosial yang nyata akibat dari tuntutan yang berasal dari 
stakeholder (Sari, 2013). 

Sebuah bentuk pertanggungjawaban dari suatu perusahaan kepada stakeholder 
adalah dengan membuat laporan berkelanjutan. Pada laporan ini, terdapat pembahasan 
terkait pengaruh keadaan sosial, ekonomi dan juga lingkungan pada kehidupan dan 
aktivitas sehari-hari sebuah perusahaan yang dikeluarkan oleh perusahaan terkait 
(Anggraini & Tanjung, 2020). 

Undang-undang Nomor 40 Tahun 2007 mengenai Perseroan Terbatas (PT) 
menyatakan bahwa wajib bagi sebuah perusahaan untuk memenuhi tanggungjawab 
lingkungan dan sosial. Implementasi CSR pada awalnya adalah kegiatan sukarela atau 
volunteer yang merupakan usaha untuk menjaga terus berlangsungnya kehidupan 
perusahaan. Pemberlakuan Undang-undang Nomor 40 Tahun 2007 ini membuat 
penerapan CSR yang semulanya adalah volunteer kemudian berubah menjadi mandatory. 
Perkembangan CSR membuat perusahaan sadar akan pentingnya laporan pengungkapan 
yang dasarnya tidak pada keuangan perusahaan saja akan tetapi pemberian solusi juga 
atas ancaman dan resiko berkelanjutan (sustainability) pada lingkup ekonomi, sosial, dan 
lingkungan (Global Reporting Initiative, 2016). Dalam mewujudkan sebuah perusahaan 
yang beretika, suatu organisasi atau perusahaan dapat menempuh salah satu jalan yaitu 
selalu taat menjaga keadaan dan lingkungan sekitar sesuai dengan norma dan aturan 
setempat yang berlaku. Adapun pengertian etika itu sendiri adalah sebuah aturan yang 
mengatur perbuatan atau perilaku manusia (Muhammad, 2004). 

Berdasarkan kebijakan CSR atas kegiatan perusahaan, tanggung jawab sebuah 
korporasi sudah tidak bersifat tunggal lagi, melainkan triple bottom line (people, planet, 
and profit) yaitu aspek sosial, lingkungan dan juga finansial menjadi cakupan tanggung 
jawabnya (Novitasari & Bernawati, 2020).  Dalam beberapa dekade terakhir, kehadiran 
sustainability report menjadi sangat penting bagi sebuah perusahaan. Perusahaan dapat 
mengukur serta mengkomunikasikan dampak dari ekonomi korporasi tersebut, dampak 
sosial, tata kelola, hingga kinerja lingkungan apabila akuntabilitas dan transparansi dapat 
dicapai oleh perusahaan (Nguyen, 2020). 
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berlanjutnya operasi dari sebuah perusahaan, melainkan juga pada pemberian manfaat 
kepada stakeholder. Dukungan yang berasal dari stakeholder merupakan hal yang dapat 
memengaruhi berlanjutnya suatu entitasi (Rahmawati dan Budiwati, 2018). 

Hubungan antara lingkungan dan keberadaan sebuah organisasi bisnis bagaimana 
pun merupakan hal yang tidak bisa dipisahkan. Eksistensi dari sebuah organisasi bisnis 
sangat dipengaruhi oleh lingkungan (Muhammad, 2004). Organisasi bisnis secara umum 
mempunyai dua lingkungan, yaitu umum dan juga khusus. Lingkungan umum atau 
general environment merupakan sebuah lingkungan organisasi bisnis yang menjadikan 
ekonomi, hukum, budaya, politik, dan juga pendidikan sebagai bahan pertimbangan yang 
bisa memengaruhi suatu organisasi.  Sedangkan lingkungan khusus (special 
ienvironment) adalah keadaan lingkungan yang memiliki hubungan dengan keadaan 
individu maupun sebuah organisasi yang tergabung di dalam interaksinya dengan 
organisasi yang memiliki tujuan untuk menjaga terus berlangsungnya sebuah kehidupan 
perusahaan. 

Beberapa aspek dapat dipengaruhi oleh aktivitas perusahaan yang menyebabkan 
sebuah perusahaan harus menerima tuntutan dari para pemangku jabatan termasuk juga 
penduduk yang domisilinya ada di sekitar organisasi. Keadaan ini memicu perusahaan 
untuk mempunyai sebuah bentuk tanggung jawab sosial yang dikenal sebagai Corporate 
Social Responsibility (CSR) dengan bentuk kepedulian yang timbul atas masyarakat dan 
lingkungan di sekitarnya (Ruslim & Hasilm, 2019). Peristiwa Lapindo Brantas adalah 
keadaan banjir lumpur panas pada Kawasan Sidoarjo yang merupakan sebuah contoh 
peristiwa lingkungan dan sosial yang nyata akibat dari tuntutan yang berasal dari 
stakeholder (Sari, 2013). 

Sebuah bentuk pertanggungjawaban dari suatu perusahaan kepada stakeholder 
adalah dengan membuat laporan berkelanjutan. Pada laporan ini, terdapat pembahasan 
terkait pengaruh keadaan sosial, ekonomi dan juga lingkungan pada kehidupan dan 
aktivitas sehari-hari sebuah perusahaan yang dikeluarkan oleh perusahaan terkait 
(Anggraini & Tanjung, 2020). 

Undang-undang Nomor 40 Tahun 2007 mengenai Perseroan Terbatas (PT) 
menyatakan bahwa wajib bagi sebuah perusahaan untuk memenuhi tanggungjawab 
lingkungan dan sosial. Implementasi CSR pada awalnya adalah kegiatan sukarela atau 
volunteer yang merupakan usaha untuk menjaga terus berlangsungnya kehidupan 
perusahaan. Pemberlakuan Undang-undang Nomor 40 Tahun 2007 ini membuat 
penerapan CSR yang semulanya adalah volunteer kemudian berubah menjadi mandatory. 
Perkembangan CSR membuat perusahaan sadar akan pentingnya laporan pengungkapan 
yang dasarnya tidak pada keuangan perusahaan saja akan tetapi pemberian solusi juga 
atas ancaman dan resiko berkelanjutan (sustainability) pada lingkup ekonomi, sosial, dan 
lingkungan (Global Reporting Initiative, 2016). Dalam mewujudkan sebuah perusahaan 
yang beretika, suatu organisasi atau perusahaan dapat menempuh salah satu jalan yaitu 
selalu taat menjaga keadaan dan lingkungan sekitar sesuai dengan norma dan aturan 
setempat yang berlaku. Adapun pengertian etika itu sendiri adalah sebuah aturan yang 
mengatur perbuatan atau perilaku manusia (Muhammad, 2004). 

Berdasarkan kebijakan CSR atas kegiatan perusahaan, tanggung jawab sebuah 
korporasi sudah tidak bersifat tunggal lagi, melainkan triple bottom line (people, planet, 
and profit) yaitu aspek sosial, lingkungan dan juga finansial menjadi cakupan tanggung 
jawabnya (Novitasari & Bernawati, 2020).  Dalam beberapa dekade terakhir, kehadiran 
sustainability report menjadi sangat penting bagi sebuah perusahaan. Perusahaan dapat 
mengukur serta mengkomunikasikan dampak dari ekonomi korporasi tersebut, dampak 
sosial, tata kelola, hingga kinerja lingkungan apabila akuntabilitas dan transparansi dapat 
dicapai oleh perusahaan (Nguyen, 2020). 

 
 

Beberapa penelitian terdahulu masih belum mendapatkan hasil terkait pengaruh 
profitabilitas dan likuiditas terhadap pelaporan sustainability report. Idah (2013) dalam 
studinya berusaha untuk mencari tahu pengaruh dari corporate governance, ukuran 
perusahaan, kinerja keuangan, dan struktur modal atas publikasi sustainability report. 
Analisis aktivitas, leverage, profitabilitas, likuiditas, ukuran perusahaan yang 
menggunakan struktur modal, jumlah karyawan, dan total aset menjadi variabel 
karakteristik perusahaan. Di samping itu, keberadaan governance committee, komite 
audit, dan dewan direksi digunakan sebagai variabel corporate governance. Pada 
penelitian ini, temuan yang dihasilkan adalah variabel jumlah karyawan, total asset, rapat 
dewan direksi dan juga keberadaan governance committee memberikan pengaruh positif 
terhadap publikasi sustainability report. Sedangkan variabel leverage memiliki pengaruh 
negatif terhadap publikasi sustainability report. Adapun variabel-variabel yang tidak 
memiliki pengaruh sama sekali pada publikasi sustainability report adalah current ratio, 
return on asset, inventory turnover, rapat komite audit dan juga struktur modal (Idah, 
2013). 

Pada penelitian lain ditemukan bahwa profitabilitas tidak memberikan pengaruh 
atas sustainability report. (Natalia & Wahidahwati, 2016) pada studinya menghasilkan 
bahwa tidak terdapatnya pengaruh parsial antara profitabilitas dan tingkat pelaporan 
sustainability report yang menggunakan perhitungan return on asset maka bagi 
perusahaan, profitabilitas tidak terlalu menjadi hal yang penting untuk pelaporan 
sustainability report atau, mungkin, di sisi lain perusahaan sedang mengalami penurunan 
pada laba yang dihasilkan. Kegiatan sosial akan dikurangi oleh perusahaan apabila 
profitabilitas perusahaan menurun. Sebaliknya, perusahaan akan memutar fokus menjadi 
agenda peningkatan laba. Apabila pengungkapan tentang informasi lingkungan dan 
sosial sangat sedikit, ini akan mengakibatkan profitabilitas jadi tidak memiliki pengaruh 
terhadap laporan berkelanjutan. Terdapat beberapa penelitian yang menyatakan bahwa 
profitabilitas tidak berpengaruh pada pelaporan sustainability report, sebab, tidak 
ditemukan dan tidak didapatkannya keuntungan pada perusahaan ketika melakukan 
pelaporan atau pengungkapan sustainability report (Marsuking, 2020); (Adhipradana & 
Daljono, 2013). Sebaliknya, (Jannah, 2016); (Banani et al., 2019); (Winata & Rasyid, 2019), 
pada penelitinnya menemukan bahwa profitabilitas memiliki pengaruh terhadap 
pengungkapan sustainability report sebab, tingginya profitabilitas sebuah perusahaan 
akan memengaruhi pelaporan sustainability report dan hal ini juga akan berakibat pada 
tingkat kepercayaan para pemegang saham terkait tanggung jawab sosial yang 
berhubungan dengan pembangunan keberlanjutan perusahaan. 

Penelitian yang dijalankan oleh (Aulia & Mahpudin, 2020) yang berkaitan dengan 
profitabilitas namun variabel dependennya adalah kebijakan deviden menghasilkan 
penemuan bahwa profitabilitas memiliki pengaruh berpengaruh pada kebijakan dividen. 
Keadaan ini terjadi karena apabila nilai profitabilitas suatu perusahaan tinggi, maka 
pembagian devidennya juga tinggi. Sebaliknya, apabila didaptkan bahwa nilai 
profitabilitasnya rendah, hasilnya adalah pembagian deviden yang rendah pula. Akan 
tetapi, berdasarkan penelitian dari (Oktaviani & Sembiring, 2022) profitabilitas dengan 
variabel dependen nya Financial Distress menyatakan bahwa profitabilitas tidak 
berpengaruh pada Financial Distress. Berbeda dengan penelitian (Aurick et al., 2021) 
dengan variabel ROA sebagai dependen, hasil menunjukan bahwa secara parsial bahwa 
Debt to Equity Ratio berpengaruh negatif dan signifikan terhadap Return on Assets. 
Penelitian lain terkait Return on Asset ( W. Jackson, M. Laksmiwati, et al., 2021) 
menyatakan bahwa FS berpengaruh negatif dan signifikan terhadap DER, sedangkan 
TATO, DER, ROA, dan CR tidak berpengaruh terhadap DPR. 

Di Indonesia, studi tentang sustainability digolongkan menjadi penelitian baru, 
khususnya jika yang menjadi objek pada penelitiannya merupakan perusahaan yang 
tercantum dalam Jakarta Islamic Index. Jakarta Islamic Index (JII) diambil dan digunakan 
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sebagai objek penelitian disebabkan oleh pemenuhuhan kriteria syariah yang dimiliki 
oleh JII sebagai salah satu index saham di Indonesia.    Pasar Modal Syariah turut andil 
dalam pembentukan JII di Indonesia. Sejak 13 Juli 2000, JII telah berkembang secara 
perlahan-lahan. Hal ini untuk membantu mendukung pembangunan pasar modal syariah 
yang pada akhirnya Tanggal 14 Maret 2003 diluncurkan di Jakarta. Mekanisme pasar 
modal pada perusahaan-perusahaan yang terdaftar pada JII adalah emiten-emiten yang 
sejalan dengan ajaran islam pada semua askpek kinerja perusahaan. 

Pendekatan kualitatif pada umumnya cenderung digunakan pada laporan-laporan. 
Hal ini yang memicu penulis untuk menjalankan sebuah penelitian tentang sustainability 
report yang dibersamai dengan memodifikasi variabel yang digunakan. Adapun variabel 
pada penelitian ini adalah likuiditas, profitabilitas serta sustainability report yang 
pengamatannya diambil dari Tahun 2018 hingga 2020. Pengujian atas dampak 
profitabilitas dan likuiditas terhadap pelaporan sustainability report merupakan tujuan 
pada studi ini. Selain itu, penelitian ini juga diharapkan bisa memberikan manfaat 
sebagai sarana untuk mendapatkan tambahan pengetahuan pada bidang keuangan, 
utamanya tentang pengaruh pengungkapan sustainability report terhadap kinerja 
keuangan perusahaan, dan juga bisa berguna sebagai referensi dan topik bacaan bagi 
akademisi untuk melakukan penelitian lanjutan. Di sisi lain, para praktisi dan juga 
perusahaan diharapkan dapat mengambil manfaat denganmenggunakan hasil dan 
infromasi dari penelitian ini sebagai gambaran tentang kinerja keuangan suatu 
perusahaan di Indonesia agar investor dapat menjadikannya indikator competitive 
advantage yang lebih yang dimiliki oleh perusahaan. 

 
2. Kajian  Teori 
2.1 Teori  Stakeholder 

Pengelolaan hubungan antar pihak yang memiliki wewenang dan kepentingan pada 
perusahaan merupakan isu yang sangat berkaitan dengan teori stakeholder. Berjalannya 
segala aktivitas perusahan tidak lepas dari pentingnya peran stakeholder perusahaan. 
Pada teori stakeholder, dijelaskan bahwa sebuah perusahaan tidak menjalankan operasi 
dan aktivitas perusahaan hanya untuk kepentingan sendiri, melainkan juga harus 
bermanfaat bagi banyak elemen seperti para pemegang saham, pemasok, kreditor, 
analis, masyarakat, konsumen dan juga pihak lainnya (Clarkson, 1995). Tujuan dari teori 
stakeholder adalah untuk memberikan bantuan kepada manajemen untuk memahami 
lingkungan para pemegang kepentingan dan juga untuk mengelola perusahaan secara 
lebih efektif. 

Untuk menjaga relasi antar pemegang kepentingan dan kepentingan setiap pihak, 
maka usaha yang dapat dilakukan adalah dengan menerbitkan sustainability report 
(Hörisch et al., 2020). Sustainability report mengandung informasi transparan yang 
berkaitan dengan posisi serta kegiatan perusahaan terhadap aspek ekonomi, sosial, dan 
juga lingkungan. Pada akhirnya, stakeholder dapat menilai kinerja perusahaan secara 
langsung karena penerbitan sustainability report. Nantinya, hal ini akan berpengaruh 
pada keputusan stakeholder ketika berkontribusi terhadap perusahaan. Harapannya, 
pengungkapan sustainability report akan berdampak pada pemberian informasi yang 
dapat membantu perusahaan dalam mencapai tujuan pembangunan yang berkelanjutan 
oleh para stakeholder. 

 
2.2 Teori keagenan (Agency Theory) 

Relasi antara principal (pemiliki entitas) dan agent  (manajer entitas) dengan 
pemisahan kepemilikan entitas dan pemisahan tanggung jawab resiko, kepemilikan 
entitas dan kendali atas perusahaan, pengendalian fungsi-fungsi perusahaan serta 
pembuatan keputusan perusahaan terdapat di dalam teori keagenan (agency theory) 
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sebagai objek penelitian disebabkan oleh pemenuhuhan kriteria syariah yang dimiliki 
oleh JII sebagai salah satu index saham di Indonesia.    Pasar Modal Syariah turut andil 
dalam pembentukan JII di Indonesia. Sejak 13 Juli 2000, JII telah berkembang secara 
perlahan-lahan. Hal ini untuk membantu mendukung pembangunan pasar modal syariah 
yang pada akhirnya Tanggal 14 Maret 2003 diluncurkan di Jakarta. Mekanisme pasar 
modal pada perusahaan-perusahaan yang terdaftar pada JII adalah emiten-emiten yang 
sejalan dengan ajaran islam pada semua askpek kinerja perusahaan. 

Pendekatan kualitatif pada umumnya cenderung digunakan pada laporan-laporan. 
Hal ini yang memicu penulis untuk menjalankan sebuah penelitian tentang sustainability 
report yang dibersamai dengan memodifikasi variabel yang digunakan. Adapun variabel 
pada penelitian ini adalah likuiditas, profitabilitas serta sustainability report yang 
pengamatannya diambil dari Tahun 2018 hingga 2020. Pengujian atas dampak 
profitabilitas dan likuiditas terhadap pelaporan sustainability report merupakan tujuan 
pada studi ini. Selain itu, penelitian ini juga diharapkan bisa memberikan manfaat 
sebagai sarana untuk mendapatkan tambahan pengetahuan pada bidang keuangan, 
utamanya tentang pengaruh pengungkapan sustainability report terhadap kinerja 
keuangan perusahaan, dan juga bisa berguna sebagai referensi dan topik bacaan bagi 
akademisi untuk melakukan penelitian lanjutan. Di sisi lain, para praktisi dan juga 
perusahaan diharapkan dapat mengambil manfaat denganmenggunakan hasil dan 
infromasi dari penelitian ini sebagai gambaran tentang kinerja keuangan suatu 
perusahaan di Indonesia agar investor dapat menjadikannya indikator competitive 
advantage yang lebih yang dimiliki oleh perusahaan. 

 
2. Kajian  Teori 
2.1 Teori  Stakeholder 

Pengelolaan hubungan antar pihak yang memiliki wewenang dan kepentingan pada 
perusahaan merupakan isu yang sangat berkaitan dengan teori stakeholder. Berjalannya 
segala aktivitas perusahan tidak lepas dari pentingnya peran stakeholder perusahaan. 
Pada teori stakeholder, dijelaskan bahwa sebuah perusahaan tidak menjalankan operasi 
dan aktivitas perusahaan hanya untuk kepentingan sendiri, melainkan juga harus 
bermanfaat bagi banyak elemen seperti para pemegang saham, pemasok, kreditor, 
analis, masyarakat, konsumen dan juga pihak lainnya (Clarkson, 1995). Tujuan dari teori 
stakeholder adalah untuk memberikan bantuan kepada manajemen untuk memahami 
lingkungan para pemegang kepentingan dan juga untuk mengelola perusahaan secara 
lebih efektif. 

Untuk menjaga relasi antar pemegang kepentingan dan kepentingan setiap pihak, 
maka usaha yang dapat dilakukan adalah dengan menerbitkan sustainability report 
(Hörisch et al., 2020). Sustainability report mengandung informasi transparan yang 
berkaitan dengan posisi serta kegiatan perusahaan terhadap aspek ekonomi, sosial, dan 
juga lingkungan. Pada akhirnya, stakeholder dapat menilai kinerja perusahaan secara 
langsung karena penerbitan sustainability report. Nantinya, hal ini akan berpengaruh 
pada keputusan stakeholder ketika berkontribusi terhadap perusahaan. Harapannya, 
pengungkapan sustainability report akan berdampak pada pemberian informasi yang 
dapat membantu perusahaan dalam mencapai tujuan pembangunan yang berkelanjutan 
oleh para stakeholder. 

 
2.2 Teori keagenan (Agency Theory) 

Relasi antara principal (pemiliki entitas) dan agent  (manajer entitas) dengan 
pemisahan kepemilikan entitas dan pemisahan tanggung jawab resiko, kepemilikan 
entitas dan kendali atas perusahaan, pengendalian fungsi-fungsi perusahaan serta 
pembuatan keputusan perusahaan terdapat di dalam teori keagenan (agency theory) 

(Jensen & Meckling, 1976). Pada teori ini, pengungkapan sangat ditekankan kepada 
perusahan, baik dalam pengungkapan wajib maupun sukarela. Hal ini dilakukan dengan 
maksud untuk berupaya menghindari konflik kepentingan dan biaya agensi (agency cost). 
Konflik kepentingan antara principal dan agen diharapkan dapat diredam dan 
diselesaikan dengan teori keagenan ini, dan juga menjadi konfirmasi bahwa sang manajer 
cenderung melakukan pengungkapan dengan inisiatif dan senang hati (Jahid et al., 2020). 

 
2.3 Definisi Sustainability Report 

Terdapat beragam pengertian dari sustainability report yang salah satunya adalah, 
laporan yang di dalamnya berisi tidak hanya informasi terkait kinerja keuangan, 
melainkan juga tentang informasi non keuangan berupa kegiatan social dan lingkungan 
yang membuat perusahaan mungkin untuk terus tumbuh secara berkesinambungan 
(sustainable performance) (Global Reporting Initiative, 2016).  Di dalam pelaporan non 
keuangan, sustainability report dapat menjadi perhatian utama. Terdapat empat kategori 
utama pada tipe pelaporan ini, antara lain adalah: strategi, kompetensi, business 
landscape, kinerja, serta sumber daya. Salah satu organisasi internasional yang memiliki 
fokus untuk mencapai transparansi laporan pada sebuah perusahaan dengan 
mengembangkan standar dan pedoman pengungkapan sustainability adalah Global 
Reporting Initiative (GRI). Pada pelaporan dampak sosial, ekonomi, dan lingkungan, salah 
satu media yang bisa memberikan gambaran atau deskripsinya adalah sustainability 
report (seperti pada konsep triple bottom line dan juga pelaporan corporate social 
responsibility).   

Pada dasarnya, implemetasi dari sustainability report yang pengungkapannya 
masih banyak dilakukan dengan laporan tahunan perusahaan, tetapi sebenarnya 
sustainability report bersifat berdiri sendiri. Perusahaan mendapatkan tekanan yang 
lebih tinggi dalam hal mengumpulkan, mengendalikan dan juga mempublikasikan 
tentang sustainability report yang mereka miliki ketika harus menampilkan laporan yang 
lebih transparan. Pada akhirnya, para manajer menjadikan sustainability report sebagai 
strategi kunci komunikasi. 

Manfaat yang bisa didapt dari sustainability report menurut World Business Council 
for Sustainable Development adalah: 

1. Para stakeholder (pemerintah, anggota komunitas lokal, dan pemegang saham) dapat 
mendapatkan informasi, menaikkan prospek perusahaan, dan juga memberikan 
bantuan untuk mewujudkan transparansi; 

2. Market share, brand value, dan juga loyalitas konsumen dapat ditingkatkan dengan 
dibantu untuk membangun reputasi dan kontribusi dalam jangka panjang; 

3. Memberikan refleksi pada pengelolaan resiko perusahaan; 
4. Sebagai stimulant untuk leadership thinking serta performance diikuti dengan 

semangat kompetisi; 
5. Implemntasi system manajemen terfasilitasi dan dapat dikembangkan sehingga 

system manajemen menjadi lebih baik dalam pengelolaan dampak sosial, skonomi, 
dan juga lingkungan; 

6. Secara langsung merefleksikan kesiapan dan kemampuan perusahaan dalam 
memenuhi keinginan para pemegang saham dalam jangka panjang; dan 

7. Visi jangka panjang menjadi terbangun dari keteratrikan para pemegang saham dan 
dapat terbantu dalam mendemonstrasikan cara meningkatkan nilai perusahaan yang 
berkaitan dengan isu lingkungan dan sosial. 
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2.4Prinsip Pengungkapan Sustainability Report 
Ada beberapa prinsip yang harus dipenuhi dalam pelaporan sustainability report 

sesuai dengan Global Reporting Index (GRI). Prinsip-prinsip tersebut terdapat di dalam 
GRI-G4 Guidelines: 
1. Keseimbangan 

Aspek psoitif serta negative haruslah tercermin dari kinerja organisasi agar laporan 
bisa mendapatkan asesmen secara keseluruhan. 
2. Komparabilitas 

Sebuah perusahaan atau organisasi haruslah mengumpulkan dan memilih serta 
melaporkan semua informasi secara konsisten. Penyajian laporan perlu dilakukan 
dengan mempertimbangkan agar para pemegang kepentingan dapat melakukan analisis 
tentang perubahaan kinerja organisasi dari waktu ke waktu. Laporan juga harus dapat 
mendukung analisis relatif atas organisasi lain. 
3. Akurasi 

Agar para pemegang kepentingan dapat memberikan penilaian terhadapa kinerja 
organisai, laporan yang diberikan harus mengandung informasi yang rinci dan cukup 
akurat. 
4. Ketepatan waktu 

Laporan yang dibuat oleh perusahaan atau organisasi harus terjadwal secara 
teratur dan konsisten agar informasi yang ada hadir tepat waktu dan dapat membantu 
para pemegang keepentingan untuk membuat keputusan secara tepat. 
5. Kejelasan 

Informasi yang disediakan oleh organisasi atau perusahaan harus dipastikan 
mudah diakses dan dimenegrti agar para pemegang kepentingan dapat 
menggunakannya. 
6. Keandalan 

Penentuan kualitas dan materialitas informasi dapat diuji dengan cara 
mengumpulkan, mencatat, menganalisis, menyusun dan melakukan pengungkapan 
informasi dan proses yang digunakan oleh organisasi.  

 
2.5 Kategori pengungkapan Sustainability Report 

Informasi tentang aspek material tersaji di dalam laporan keberlanjutan organisasi. 
Aspek material tersebut merefleksikan informasi tentang dampak ekonomi, sosial, dan 
juga lingkungan organisasi atau yang secara nyata memengaruhi penilaian dan 
pengambilan keputusan oleh para pemegang kepentingan. Terdapat 6 dimensi yang 
terkait dengan sustainability reporting menurut GRI G4 Guidelines: 
1. Ekonomi 

Adapun yang berkaitan dengan dimensi  keberlanjutan ekonomi antara lain adalah 
dampak atau pengaruh organisasi terhadap keadaan ekonomi bagi pemilik 
kepentingannya, dan terhadap sistem ekonomi pada tingkat lokal, nasional, serta global. 
2. Lingkungan 

Pengaruh organisasi terhadap sistem alam yang hidup dan tak hidup merupakan 
hal yang berkaitan dengan dimensi keberlanjutan lingkungan. Hal ini termasuk juga 
tanah, air, udara, dan juga ekosistem.  Pada kategori lingkungan, Adapun dampak yang 
terkait adalah input (energi dan air) dan juga output (efluen, emisi, dan juga limbah), 
yang termasuk juga antara lain transportasi, keanekaragaman hayati, lepatuhan dan 
biaya lingkungan, dan juga dampak yang berkaitan dengan produk dan jasa. 
3. Sosial 

Dampak organisasi terhadap sistem sosial pada daerah tempat perusahaan atau 
organisasi beroperasi merupakan hal yang dibahas pada dimensi sosial berkelanjutan. 
Terdapat beberapa sub-kategori pada kategori sosial, yaitu: 

a. Praktik ketenagakerjaan dan kenyamanan bekerja 
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2.4Prinsip Pengungkapan Sustainability Report 
Ada beberapa prinsip yang harus dipenuhi dalam pelaporan sustainability report 

sesuai dengan Global Reporting Index (GRI). Prinsip-prinsip tersebut terdapat di dalam 
GRI-G4 Guidelines: 
1. Keseimbangan 

Aspek psoitif serta negative haruslah tercermin dari kinerja organisasi agar laporan 
bisa mendapatkan asesmen secara keseluruhan. 
2. Komparabilitas 

Sebuah perusahaan atau organisasi haruslah mengumpulkan dan memilih serta 
melaporkan semua informasi secara konsisten. Penyajian laporan perlu dilakukan 
dengan mempertimbangkan agar para pemegang kepentingan dapat melakukan analisis 
tentang perubahaan kinerja organisasi dari waktu ke waktu. Laporan juga harus dapat 
mendukung analisis relatif atas organisasi lain. 
3. Akurasi 

Agar para pemegang kepentingan dapat memberikan penilaian terhadapa kinerja 
organisai, laporan yang diberikan harus mengandung informasi yang rinci dan cukup 
akurat. 
4. Ketepatan waktu 

Laporan yang dibuat oleh perusahaan atau organisasi harus terjadwal secara 
teratur dan konsisten agar informasi yang ada hadir tepat waktu dan dapat membantu 
para pemegang keepentingan untuk membuat keputusan secara tepat. 
5. Kejelasan 

Informasi yang disediakan oleh organisasi atau perusahaan harus dipastikan 
mudah diakses dan dimenegrti agar para pemegang kepentingan dapat 
menggunakannya. 
6. Keandalan 

Penentuan kualitas dan materialitas informasi dapat diuji dengan cara 
mengumpulkan, mencatat, menganalisis, menyusun dan melakukan pengungkapan 
informasi dan proses yang digunakan oleh organisasi.  

 
2.5 Kategori pengungkapan Sustainability Report 

Informasi tentang aspek material tersaji di dalam laporan keberlanjutan organisasi. 
Aspek material tersebut merefleksikan informasi tentang dampak ekonomi, sosial, dan 
juga lingkungan organisasi atau yang secara nyata memengaruhi penilaian dan 
pengambilan keputusan oleh para pemegang kepentingan. Terdapat 6 dimensi yang 
terkait dengan sustainability reporting menurut GRI G4 Guidelines: 
1. Ekonomi 

Adapun yang berkaitan dengan dimensi  keberlanjutan ekonomi antara lain adalah 
dampak atau pengaruh organisasi terhadap keadaan ekonomi bagi pemilik 
kepentingannya, dan terhadap sistem ekonomi pada tingkat lokal, nasional, serta global. 
2. Lingkungan 

Pengaruh organisasi terhadap sistem alam yang hidup dan tak hidup merupakan 
hal yang berkaitan dengan dimensi keberlanjutan lingkungan. Hal ini termasuk juga 
tanah, air, udara, dan juga ekosistem.  Pada kategori lingkungan, Adapun dampak yang 
terkait adalah input (energi dan air) dan juga output (efluen, emisi, dan juga limbah), 
yang termasuk juga antara lain transportasi, keanekaragaman hayati, lepatuhan dan 
biaya lingkungan, dan juga dampak yang berkaitan dengan produk dan jasa. 
3. Sosial 

Dampak organisasi terhadap sistem sosial pada daerah tempat perusahaan atau 
organisasi beroperasi merupakan hal yang dibahas pada dimensi sosial berkelanjutan. 
Terdapat beberapa sub-kategori pada kategori sosial, yaitu: 

a. Praktik ketenagakerjaan dan kenyamanan bekerja 

Yang termasuk dalam praktik ketenagakerjaan dan kenyamanan kerja adalah 
lapangan pekerjaan, kondisi pekerja (komposisi gender, jumlah karyawan, banyaknya 
pekerja paruh waktu dan juga purna waktu), hubungan para buruh dan pihak 
manajemen, pelatihan, keselamatan dan kesehatan kerja,  pendidikan, 
pengembangan karyawan, dan juga keberagaman serta peluang yang ada. 

b. Hak asasi manusia 
Yang menjadi indikator pada kinerja hak asasi manusia adalah, bahwa perusahan 
harus mementingkan kepentingan pemegang jabatan dan juga para pemegang 
saham dengan memerhatikan asas kesetaraan yaitu, praktik manajemen, praktik 
pengamanan, praktik investasi dan pengadaan, kebebasan mengikuti perkumpulan, 
penerapan prinsip nondiskriminasi, pemaksaan untuk bekerja, tenaga kerja anak, 
dan juga hak-hak masyarakat adat. 

c. Masyarakat 
Lokasi atau situasi keadaan organisasi haruslah memerhatikan dampaknya terhadap 
respon dari institusi sosial terkait dengan kepedulian dan pengelolaan  isu-isu 
seperti komunitas, korupsi, kebijakan publik, serta perilaku anti kompetitif seperti 
anti-trust  dan monopoli. 

d. Tanggung jawab atas produk 
Tanggung jawab atas produk, merupakan indikator yang termasuk juga seperti aspek 
kesehatan serta keselamatan dari pengguna produk dan pelanggan pada umumnya, 
produk dan jasa, komunikasi untuk pemasaran,  dan juga customer privacy. 

 
2.6 Hipotesis 
Pengaruh Profitabilitas terhadap pengungkapan Sustainability Report 

(Jannah, 2016) melakukan penelitian yang menggunakan profitabilitas sebagai 
variabelnya dan didapatkan bahwa profitabiltas memengaruhi pelaporan sustainability 
report sebuah perusahaan. Keadaan ini sesuai dan memenuhi teori yang mengatakan 
bahwa organisasi dengan profitabilitas yang tinggi cenderung akan berusaha untuk 
membuktikan kepada masyarakat atau publik dan juga pihak-pihak yang memiliki 
kepentingan dengan melakukan pengungkapan informasi yang lebih banyak daripada 
organisasi lain pada bidang yang sama. Kegiatan usaha yang memberikan keuntungan 
atau pendapatan disebut dengan profitabilitas. Tingginya pengungkapan tanggung jawab 
pelaporan kepada publik sejalan dengan tingginya laba yang didapat oleh perusahaan 
(Kusuma & Rosadi, 2018).  Maka, hipotesis yang dapat dibuat adalah: 
H1: Profitabilitas memiliki pengaruh pengungkapan sustainability report 
 
Pengaruh Likuiditas terhadap pengungkapan Sustainability Report 

Variabel likuiditas memberikan pengaruh pada pelaporan sustainability report pada 
riset yang dijalankan oleh (Sonia & Khafid, 2020). Tingkat likuiditas menjadi indikator 
baik atau tidaknya kemampuan keuangan perusahaan maka, jika tingkat likuiditas sebuah 
perusahaan adalah tinggi, dapat disimpulkan bahwa kemampuan keuangannya sangat 
baik, sehingga pengungkapan informasi cenderung dijadikan alat untuk memberikan 
keyakinan kepada stakeholder oleh perusahaan tersebut. Image positif diusahakan untuk 
didapatkan oleh perusahan dari para stakeholder dengan mengungkapkan informasi 
secara maksimal, hal ini didasarkan dari teori stakeholder (Saputro et al., 2013). Maka, 
perumusan hipotesisnya adalah: 
H2: Likuiditas berpengaruh pada pengungkapan sustainability report 

 
 
 
 



48 VOLUME 2 NOMOR 2 TAHUN 2022

K
ATA

LO
G

 JU
R

N
A

L M
A

H
A

SISW
A

 PA
SC

A
SA

R
JA

N
A

 U
N

IV
ER

SITA
S LA

M
PU

N
G

3 Metode Penelitian 
3.1 Populasi dan Sampel 

Perusahaan-perusahaan yang terdaftar di JII (Jakarta Islamic Index) dari Tahun 
2018-2020 merupakan populasi pada studi ini. Perusahan yang terpilih menjadi sampel 
merupakan hasil dari penerapan metode pusposive sampling yang kriterianya adalah 
sebagai berikut: 

a. Sustainability report dari perusahaan non keuangan yang dipublikasikan sejak tahun 
2018-2020 dan web perusahaan dapat menjamin pemberian akses. 

b. Laporan keuangan yang dipublikasikan oleh perusahaan terkait adalah berasal dari 
tiga tahun berturut-turut yaitu 2018, 2019, dan 2020. Laporan tersebut harus 
lengkap dengan memuat data tentang variabel kinerja keuangan (profitabilitas 
(return on asset) dan likuiditas (current ratio)). 

c. Laporan berkelanjutan yang diterbitkan memberikan informasi tentang standar 
Global Reporting Initiative (GRI), menggunakan pedoman GRI, dan juga 
mencantumkan indeks GRI. 

Sebanyak 18 perusahaan memenuhi syarat purposive sampling dan menjadi sampel 
pada penelitian ini. Perusahaan-perusahaan tersebut adalah: 

Tabel 1. Nama Perusahaan 
No. Kode Nama Saham 
1 ANTM Aneka Tambang Tbk. 
2 ASII Astra International Tbk. 
3 BBCA Bank Central Asia Tbk. 
4 BBNI Bank Negara Indonesia (Persero) Tbk. 
5 BBRI Bank Rakyat Indonesia (Persero) Tbk. 

6 BBTN Bank Tabungan Negara (Persero) 
Tbk. 

7 BMRI Bank Mandiri (Persero) Tbk. 
8 CPIN Charoen Pokphand Indonesia Tbk 
9 EXCL XL Axiata Tbk. 
10 INCO Vale Indonesia Tbk. 
11 INTP Indocement Tunggal Prakarsa Tbk. 
12 JPFA Japfa Comfeed Indonesia Tbk. 
13 KLBF Kalbe Farma Tbk. 
14 PGAS Perusahaan Gas Negara Tbk. 
15 PTBA Bukit Asam Tbk. 
16 SMGR Semen Indonesia (Persero) Tbk. 
17 UNTR United Tractors Tbk. 
18 UNVR Unilever Indonesia Tbk. 

Sumber: www.idx.co.id 
 

3.2 Metode Pengumpulan Data 
Analisis isi (content analysis) dipilih menjadi metode penelitian pada studi ini. Pada 

teknik ini, yang dinilai berdasarkan pengungkapan dalam media publikasi perusahaan 
khususnya annual report dan sustainability report adalah tanggung jawab sosial. Adapun 
dalam menghimpun data, metode yang digunakan adalah metode dokumentasi. 
Dokumen-dokumen yang dikumpulkan dan digunakan adalah sustainability report tahun 
2018-2020, laporan keuangan tahun 2010-2018-2020, studi literatur dalam bentuk buku, 
artikel, jurnal, database dari internet, dan data-data lainnya yang terkait pada penelitian 
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3 Metode Penelitian 
3.1 Populasi dan Sampel 

Perusahaan-perusahaan yang terdaftar di JII (Jakarta Islamic Index) dari Tahun 
2018-2020 merupakan populasi pada studi ini. Perusahan yang terpilih menjadi sampel 
merupakan hasil dari penerapan metode pusposive sampling yang kriterianya adalah 
sebagai berikut: 

a. Sustainability report dari perusahaan non keuangan yang dipublikasikan sejak tahun 
2018-2020 dan web perusahaan dapat menjamin pemberian akses. 

b. Laporan keuangan yang dipublikasikan oleh perusahaan terkait adalah berasal dari 
tiga tahun berturut-turut yaitu 2018, 2019, dan 2020. Laporan tersebut harus 
lengkap dengan memuat data tentang variabel kinerja keuangan (profitabilitas 
(return on asset) dan likuiditas (current ratio)). 

c. Laporan berkelanjutan yang diterbitkan memberikan informasi tentang standar 
Global Reporting Initiative (GRI), menggunakan pedoman GRI, dan juga 
mencantumkan indeks GRI. 

Sebanyak 18 perusahaan memenuhi syarat purposive sampling dan menjadi sampel 
pada penelitian ini. Perusahaan-perusahaan tersebut adalah: 

Tabel 1. Nama Perusahaan 
No. Kode Nama Saham 
1 ANTM Aneka Tambang Tbk. 
2 ASII Astra International Tbk. 
3 BBCA Bank Central Asia Tbk. 
4 BBNI Bank Negara Indonesia (Persero) Tbk. 
5 BBRI Bank Rakyat Indonesia (Persero) Tbk. 

6 BBTN Bank Tabungan Negara (Persero) 
Tbk. 

7 BMRI Bank Mandiri (Persero) Tbk. 
8 CPIN Charoen Pokphand Indonesia Tbk 
9 EXCL XL Axiata Tbk. 
10 INCO Vale Indonesia Tbk. 
11 INTP Indocement Tunggal Prakarsa Tbk. 
12 JPFA Japfa Comfeed Indonesia Tbk. 
13 KLBF Kalbe Farma Tbk. 
14 PGAS Perusahaan Gas Negara Tbk. 
15 PTBA Bukit Asam Tbk. 
16 SMGR Semen Indonesia (Persero) Tbk. 
17 UNTR United Tractors Tbk. 
18 UNVR Unilever Indonesia Tbk. 

Sumber: www.idx.co.id 
 

3.2 Metode Pengumpulan Data 
Analisis isi (content analysis) dipilih menjadi metode penelitian pada studi ini. Pada 

teknik ini, yang dinilai berdasarkan pengungkapan dalam media publikasi perusahaan 
khususnya annual report dan sustainability report adalah tanggung jawab sosial. Adapun 
dalam menghimpun data, metode yang digunakan adalah metode dokumentasi. 
Dokumen-dokumen yang dikumpulkan dan digunakan adalah sustainability report tahun 
2018-2020, laporan keuangan tahun 2010-2018-2020, studi literatur dalam bentuk buku, 
artikel, jurnal, database dari internet, dan data-data lainnya yang terkait pada penelitian 

ini. 
 
3.3 Teknik Analisis Data 

Regresi linier berganda yang merupakan metode terpilih pada penelitian ini adalah 
metode pengolahan data yang dilakukan dengan aplikasi IBM SPSS. Analisis statistic 
deskriptif dipilih oleh penulis untuk melakukan pengujian data. Selanjutnya, dilakukan uji 
normalitas dengan menggunakan One Sample Kolmogorov-Smirnov yang akan 
memberikan bukti bahwa data terdistribusi normal jika asymp isig 2-tailed lebih dari 
0.05, lalu uji multikolinearitas yang dinilai dari nilai tolerance dan VIF. Standar nilai 
tolerance haruslah lebih dari 0.10 dan nilai VIF tidak lebih dari 10. Selanjutnya, grafik 
Scatterplot dilihat untuk mendapatkan hasil uji heteroskedastisitas dengan nilai variance 
(ZPRED) dan nilai residual (SRESID). Durbin Watson digunakan untuk melakukan uji 
autokorelasi yaitu pada tabel DW dibandingkan nilai antara dU dan dL dan nilainya 
berdasarkan dari jumlah sampel serta variabel independen yang digunakan dalam model 
ini. Selain itu, nilai R2 didapatkan dari uji koefisien determinasi dengan ketentuan apabila 
R2 memiliki nilai yang tinggi, artinya variable independent dapat menjelaskan variabel 
dependen. Pengaruh Bersama variabel independent diuji dengan uji statistic F dengan 
melihat nilai signifikansi 0,05 serta pengaruh variabel independent terhadap variabel 
dependen. 

 
3.4 Definisi Variabel 
Variabel dependen 

Proksi Corporate Sustanainability Disclosur (CSD) digunakan untuk mengukur 
sustainability report sebagai variabel dependen pada studi ini. Hal ini dilakukan dengan 
pedoman indikator GRI (Global Reporting Initiatives) sebagai dasarnya. Content analysis 
dilakukan dalam pengukuran CSD. Adapun yang dimaksud dengan laporan berkelanjutan 
adalah kegiatan mengukur, mengungkapkan, dan usaha untuk mencapai akuntabilitas 
agar perusahaan dapat mencapai pembangunan yang berkelanjutan terhadap stakeholder 
baik secara internal maupun eksternal.  

Laporan  ikeberlanjutan  imerupakan  isebagai  iistilah  iumum  iserta  idianggap  
isama  idengan  iistilah  ilainnya  idalam  ihal  iuntuk  imenggambarkan  ilaporan  
idampak  ipada  iekonomi,  ilingkungan,  imaupun  isosial  i(GRI,  i2006).  iSustainability  
ireport  iadalah  isebagai  iupaya  iperusahaan  iuntuk  imeminimalkan  iasimetri  
iinformasi  iantara  iperusahaan  idan  iinvestor (Gavana et al., 2017).  iSustainability  
ireport  imembantu  iinvestor  iuntuk  imembuat  ipenilaian  iyang  ilebih  ibaik  idan  
iperbandingan  iperusahaan  isesuai  idengan  irisiko  idan  ipeluang  iyang  imereka  
ihadapi  iserta  iuntuk  imembuat  ipilihan  iinvestasi  iyang  ilebih  itepat,  iyang  
imengarahkan  ipada  itujuan  iberkelanjutan (Cicchiello et al., 2021). 

Ada beberapa prinsip yang harus dipenuhi dalam pelaporan laporan berkelanjutan 
berdasarkan Global Reporting Initiative (GRI). Pada pedoman GRI-G4 terdapat prinsip-
prinsip yang harus terpenuhi tersebut, yaitu komparabel, keseimbangan, urutan waktu, 
kepatuhan, akurat, dan akuntabilitas (Hidayah et al., 2019). Dalam praktik bisnis global, 
sustainability report mulai mendapatkan perhatian dan menjadi salah satu kriteria 
penilaian tanggung jawab social perusahaan (Antara dkk, 2020). Sejak Tahun 1990, GRI 
(Global Reporting Initiative) telah menjadi pelopor dan juga pedoman sustainability 
report hingga saat ini. GRI memiliki peran untu membantu memberikan pemahaman dan 
juga mengkomunikasikan sustainability report suatu perusahaan kepada stakeholder 
sebagai lembaga independent internasional (Ariyani et al., 2018). 
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Yang menjadi dasar pada analisis isi adalah pedoman GRI yang berfokus pada triple 
bottom line (pelaporan terkait kinerja sosial, ekonomi). Indikator sosial memiliki 48 item, 
kemudian poin ekonomi memiliki 9 item, dan poin lingkungan mempunyai 34 item 
(Global Reporting Initiative, 2016). Metode ini  menggunakan dikotomi yaitu, apabila 
informasi diungkapkan, maka nilainya adalah 1, sedangkan apabila informasi tidak 
diungkapkan, maka bernilai 0. Pada akhirnya, untuk mendapatkan total skor tiap-tiap 
organisasi atau perusahaan, nilai-nilai yang berasal dari tiap-tiap item indikator dihitung 
hingga mendapatkan nilai total. Rumus perhitungan  CSD adalah sebagai berikut: 

 
CSD =                                 

  
 

Keterangan: 
CSD =  Corporate Sustainability Disclosure 
91 =  total item dari ketiga indikator 
 

Variabel independen 
Rasio  Profitabilitas 

Kapabilitas sebuah organisasi dalam mendapatkan keuntungan dari modal sendiri, 
penjualan, ataupun total aktiva disebut dengan profitabilitas (Sartono, 2001). Pada 
penelitian ini proksi Return on Asset (ROA) digunakan untuk profitabilitas. ROA adalah 
rasio yang digunakan  untuk menakar kapabilitas sebuah perusahaan dalam 
mendapatkan keuntungan dengan menggunakan total asset (Mentalita, H., Muda, I., 
2019).  Maka rumusnya adalah: 

 
ROA  =              

             (         )    x  100% 

 
Rasio Likuiditas 

Tingkat dana jangka pendek pada perusahaan diukur oleh likuiditas untuk 
pemenuhan kewajiban harian seperti yang diatur oleh rasio cepat, rasio lancer, rasio kas 
dan juga siklus operasi kas. Rasio-rasio tersebut adalah bagian dari atribut khusus 
perusahaan yang bisa memengaruhi tingkat praktik  pengungkapan lingkungan 
(Marsuking, 2020). Kemampuan perusahaan untuk memenuhi kewajiban (melunasi) 
jangka pendek dalam waktu yang tepat ditunjukkan oleh likuiditas.  Likuiditas entitas  
dengan besar kecilnya aktiva lancar perusahaan yaitu aktiva yang bisa diubah menjadi 
surat berharga,  kas, piutang dan juga persediaan dengan mudah. Current Ratio 
digunakan untuk mengukur rasio likuiditas (Sartono, 2001). 

 
Current ratio =                  

                  x  100% 

 
 

4. Hasil dan Pembahasan 
4.1 Stastistik Deskriptif 

Dalam mengetahui keadaan profitabilitas, likuiditas dan juga sustainability report 
pada suatu perusahaan, maka diterapkan statistik deskriptif untuk perhitungannya. 
Adapun yang diukur adalah nilai minimum dan maksimum, mean, dan juga standar 
deviasi. Dari hasil pengukuran yang dilakukan, maka didapatkan data sebagai berikut: 

 
 
 
 
 



51PASCASARJANA UNILA (NOVEMBER 2022) 

K
AT

A
LO

G
 J

U
R

N
A

L 
M

A
H

A
SI

SW
A

 P
A

SC
A

SA
R

JA
N

A
 U

N
IV

ER
SI

TA
S 

LA
M

PU
N

G

Yang menjadi dasar pada analisis isi adalah pedoman GRI yang berfokus pada triple 
bottom line (pelaporan terkait kinerja sosial, ekonomi). Indikator sosial memiliki 48 item, 
kemudian poin ekonomi memiliki 9 item, dan poin lingkungan mempunyai 34 item 
(Global Reporting Initiative, 2016). Metode ini  menggunakan dikotomi yaitu, apabila 
informasi diungkapkan, maka nilainya adalah 1, sedangkan apabila informasi tidak 
diungkapkan, maka bernilai 0. Pada akhirnya, untuk mendapatkan total skor tiap-tiap 
organisasi atau perusahaan, nilai-nilai yang berasal dari tiap-tiap item indikator dihitung 
hingga mendapatkan nilai total. Rumus perhitungan  CSD adalah sebagai berikut: 

 
CSD =                                 

  
 

Keterangan: 
CSD =  Corporate Sustainability Disclosure 
91 =  total item dari ketiga indikator 
 

Variabel independen 
Rasio  Profitabilitas 

Kapabilitas sebuah organisasi dalam mendapatkan keuntungan dari modal sendiri, 
penjualan, ataupun total aktiva disebut dengan profitabilitas (Sartono, 2001). Pada 
penelitian ini proksi Return on Asset (ROA) digunakan untuk profitabilitas. ROA adalah 
rasio yang digunakan  untuk menakar kapabilitas sebuah perusahaan dalam 
mendapatkan keuntungan dengan menggunakan total asset (Mentalita, H., Muda, I., 
2019).  Maka rumusnya adalah: 

 
ROA  =              

             (         )    x  100% 

 
Rasio Likuiditas 

Tingkat dana jangka pendek pada perusahaan diukur oleh likuiditas untuk 
pemenuhan kewajiban harian seperti yang diatur oleh rasio cepat, rasio lancer, rasio kas 
dan juga siklus operasi kas. Rasio-rasio tersebut adalah bagian dari atribut khusus 
perusahaan yang bisa memengaruhi tingkat praktik  pengungkapan lingkungan 
(Marsuking, 2020). Kemampuan perusahaan untuk memenuhi kewajiban (melunasi) 
jangka pendek dalam waktu yang tepat ditunjukkan oleh likuiditas.  Likuiditas entitas  
dengan besar kecilnya aktiva lancar perusahaan yaitu aktiva yang bisa diubah menjadi 
surat berharga,  kas, piutang dan juga persediaan dengan mudah. Current Ratio 
digunakan untuk mengukur rasio likuiditas (Sartono, 2001). 

 
Current ratio =                  

                  x  100% 

 
 

4. Hasil dan Pembahasan 
4.1 Stastistik Deskriptif 

Dalam mengetahui keadaan profitabilitas, likuiditas dan juga sustainability report 
pada suatu perusahaan, maka diterapkan statistik deskriptif untuk perhitungannya. 
Adapun yang diukur adalah nilai minimum dan maksimum, mean, dan juga standar 
deviasi. Dari hasil pengukuran yang dilakukan, maka didapatkan data sebagai berikut: 

 
 
 
 
 

Tabel  2.  Statistik  Deskriptif 
 Min Max Mean Std.  

Deviasi 
CSD (Y) 0,48  0,93 0,75 0,13 
ROA (X1)   0,00 0,47 0,09 0,08 
CR (X2)   0,01 4,65 0,76 1,13 

Sumber: Data diolah 
 
Tabel 1 di atas menerangkan bahwa Corporate Sustainability Disclosure (CSD) pada 

Tahun 2016 nilai minimum sebesar 0,48 diraih oleh PT Astra International Tbk, 
sedangkan nilai sebesar 0,93 adalah nilai maksimum yang diraih oleh PT Indofood CBP 
Sukses Makmur Tbk di Tahun 2018, dengan mean senilai 0,75 dan 0,13 didapat sebagai 
nilai standar deviasi. 

Selanjutnya, nilai minimum yang didapat oleh variable return on asset (ROA) adalah 
-0,00 yang dimiliki oleh PT Aneka Tambang (Persero) Tbk pada Tahun 2017, dan nilai 
sebesai 0,47 adalah nilai maksimum yang diraih oleh PT Unilever Indonesia Tbk di Tahun 
2018, dengan mean senilai 0,09 dan standar deviasi senilai 0,08. 

Variabel Current Ratio (CR) mempunyai nilai minimum sebesar 0,01 yang dimiliki 
oleh PT Barito Pacific Tbk di Tahun 2016 dan Tahun 2017, PT United Tractors Tbk Tahun 
2018, PT Indofood Sukses Makmur Tbk Tahun 2018, PT Astra Internasional Tbk Tahun 
2018. Adapun nilai maksimumnya adalah 4,65 yang dimiliki oleh PT Kalbe Farma Tbk 
Tahun 2018 dengan mean sebesar 0,76 dan 1,13 nilai standar deviasinya. 

 
4.2 Uji Asumsi Klasik 
Uji Normalitas 

Pada uji normalitas menggunakan Kolomogorov-Smirnov didapatkan bahwa H0 
diterima dengan nilai 1,312 dan nilai signifikan nya adalah 0,06. 0,06 > 0,05 yang 
menyatakan bahwa data terdistribusi normal. 

 
Uji Multikolonieritas 

Nilai tolerance pada hasil pengujian multikolonieritas pada semua variabel 
independent adalah lebih tinggi dari 0,10 dan nilai VIF nya kurang dari 10 sehingga dapat 
disimpulkan bahwa antara variabel independent tidak terdapat multikolonieritas. 

 
Uji Heteroskedastisitas 

Uji glejser diterapkan dan didaptkan hasil bahwa variable dependen tidak 
menerima pengaruh yang signifikan secara statistic dari variabel independen (nilai 
absut). Probabilitas tingkat signifikansinya terlihat sebesar 0,05 yang artinya ada di atas 
tingkat kepercayaan, maka, dari uji ini tidak ditemukan adanya heteroskedastisitas. 

 
Uji Autokorelasi 

Sebesar 1,918 nilai dari durbin-watson (DW) dibandingkan dengan nilai tabel yang 
signifikannya 0,05. Sebanyak 58 jumlah sampel (n) dan variabel independen sebanyak 2 
(k=2), maka nilai yang ditunjukkan pada tabel DW adalah 1,918 > 1,647 < 4-1,647, 
kesimpulannya adalah tidak terbukti adanya autokorelasi sehingga data layak digunakan. 

 
4.3 Regresi Linear Berganda 

Pengukuran pengaruh variabel independen atas variabel dependen dilakukan 
menggunakan analisis regresi linear berganda. Hasil yang didapat dari pengukuran 
regresi linear berganda adalah: 
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Tabel 3. Regresi Linear Berganda 

Model Unstandardized Coefficients 
B Std. Error 

Constant 0,71 0,026 
ROA 0,277 0,194 
CR -0,028 0,015 

Sumber: Data sekunder (diolah) 
 
Persamaan regresi yang dapat disusun dengan data pada tabel di atas adalah: 
CSD =  0,751 + 0,277 X1 + -0,028 X2 
 

Uji Koefisien Determinasi (R2) 
Kemampuan model dalam menjelaskan variasi variabel dependen diukur 

menggunakan koefisien determinasi (R2) yang nilai determinasinya antara nol dan satu. 
Kemampuan variabel independen dalam menjelaskan variabel dependen yang sangat 
terbatas ditandai dengan nilai R2 yang kecil.  Di bawah ini adalah hasil pengujian 
koefisien determinasi: 

Tabel 4. Uji Koefisien Determinasi (R2) 

Model R R  Square Adjusted  
R Square 

Std. Error of 
the Estimate 

1 ,283a ,080 ,047 ,12929 
Sumber: Output SPSS 20 

 
Dari Tabel 3 di atas dapat dilihat bahwa besarnya adjusted R2 adalah 0,047. Artinya, 

dua variabel independen (ROA dan CR) dapat menjelaskan 4,7% variasi CSD dan sisanya, 
sebesar 95,3% disebabkan oleh faktor luar model. 

 
Uji Hipotesis 

Pada dasarnya, uji hipotesis atau uji statistik t berguna untuk menunjukkan 
pengaruh sebuah variabel independent dalam menjelaskan variabel dependen, yaitu 
sustainability report. Pada penelitian ini, 2 hipotesis diuji menggunakan uji statistic t ini. 
Adapun hasil uji nya adalah: 

 
Tabel 5.  Uji  Statistik t 

Keterangan Signifikansi 
Tingkat 
kepercayaan 
(α) 

Keputusan 

Constant 0,000   
ROA 0,160 0,05 H1  iditolak 
CR 0,072 0,05 H2  iditolak 

Sumber: Data diolah 
 

4.4 Pembahasan 
Pengaruh profitabilitas terhadap pengungkapan Sustainability Report 

Hipotesis pertama mengungkapkan bahwa profitabilitas dapat memengaruhi 
pengungkapan sustainability report dan tertolak. Sebab, hasil perhitungan pada studi ini 
menunjukkan bahwa pengungkapan sustainability report tidak dipengaruhi oleh 
profitabilitas dikarenakan nilai signifikansinya lebih besar dari 0,05, sehingga H1 ditolak. 
Penyebabnya adalah pendapatan perusahaan akan menurun karena akan terdapatnya 
tambahan biaya pada keputusan pengungkapan informasi sosial. Keadaan ini sejalan 
dengan hasil riset yang dilakukan oleh (Aniktia & Khafid, 2015)    yaitu, pengungkapan 
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Tabel 3. Regresi Linear Berganda 

Model Unstandardized Coefficients 
B Std. Error 

Constant 0,71 0,026 
ROA 0,277 0,194 
CR -0,028 0,015 

Sumber: Data sekunder (diolah) 
 
Persamaan regresi yang dapat disusun dengan data pada tabel di atas adalah: 
CSD =  0,751 + 0,277 X1 + -0,028 X2 
 

Uji Koefisien Determinasi (R2) 
Kemampuan model dalam menjelaskan variasi variabel dependen diukur 

menggunakan koefisien determinasi (R2) yang nilai determinasinya antara nol dan satu. 
Kemampuan variabel independen dalam menjelaskan variabel dependen yang sangat 
terbatas ditandai dengan nilai R2 yang kecil.  Di bawah ini adalah hasil pengujian 
koefisien determinasi: 

Tabel 4. Uji Koefisien Determinasi (R2) 

Model R R  Square Adjusted  
R Square 

Std. Error of 
the Estimate 

1 ,283a ,080 ,047 ,12929 
Sumber: Output SPSS 20 

 
Dari Tabel 3 di atas dapat dilihat bahwa besarnya adjusted R2 adalah 0,047. Artinya, 

dua variabel independen (ROA dan CR) dapat menjelaskan 4,7% variasi CSD dan sisanya, 
sebesar 95,3% disebabkan oleh faktor luar model. 

 
Uji Hipotesis 

Pada dasarnya, uji hipotesis atau uji statistik t berguna untuk menunjukkan 
pengaruh sebuah variabel independent dalam menjelaskan variabel dependen, yaitu 
sustainability report. Pada penelitian ini, 2 hipotesis diuji menggunakan uji statistic t ini. 
Adapun hasil uji nya adalah: 

 
Tabel 5.  Uji  Statistik t 

Keterangan Signifikansi 
Tingkat 
kepercayaan 
(α) 

Keputusan 

Constant 0,000   
ROA 0,160 0,05 H1  iditolak 
CR 0,072 0,05 H2  iditolak 

Sumber: Data diolah 
 

4.4 Pembahasan 
Pengaruh profitabilitas terhadap pengungkapan Sustainability Report 

Hipotesis pertama mengungkapkan bahwa profitabilitas dapat memengaruhi 
pengungkapan sustainability report dan tertolak. Sebab, hasil perhitungan pada studi ini 
menunjukkan bahwa pengungkapan sustainability report tidak dipengaruhi oleh 
profitabilitas dikarenakan nilai signifikansinya lebih besar dari 0,05, sehingga H1 ditolak. 
Penyebabnya adalah pendapatan perusahaan akan menurun karena akan terdapatnya 
tambahan biaya pada keputusan pengungkapan informasi sosial. Keadaan ini sejalan 
dengan hasil riset yang dilakukan oleh (Aniktia & Khafid, 2015)    yaitu, pengungkapan 

sustainability report tidak dipengaruhi oleh profitabilitas, sebab perusahaan mengalami 
penurunan laba atau karena dalam pengungkapan sustainability report, profitabilitas 
bukan hal yang penting. Apabila profitabilas menurun, maka perusahaan akan lebih 
meletakkan focus pada aktivitas untuk manikkan laba dan mengurnagi aktivitas sosial. 
Hal ini mengakibatkan informasi lingkungan dan sosial menjadi lebih sedikit dan dapat 
menyebabkan tidak berpengaruhnya profitabilitas atas sustainability report. 

Riset ini bertentangan dengan milik (Arisandi & Mimba, 2021) yang menyatakan 
bahwa likuiditas dan profitabilitas memiliki pengaruh yang signifikan terhadap 
pengungkapan sustainability report. Hal ini mungkin terjadi karena apabila perusahaan 
mempunyai tingkat profitabilitas yang tinggi, maka perusahaan atau organisasi tersebut 
dianggap mempunyai sumber daya keuangan yang lebih besar dalam mengungkapkan 
secara sukarela dan menghasilkan sustainability report yang lebih baik. Profitabilitas 
sendiri diartikan sebagai kecakapan atau kemampuan sebuah perusahaan dalam 
mendapatkan laba dari total aktiva, penjualan, maupun modal sendiri (Sartono, 2001). 
Bermacam metode pengukuran dapat diterapkan untuk menilai profitabilitas 
perusahaan yang bergantung pada aktiva atau modal entitas dan juga laba entitasa yang 
akan dibandingkan satu dan yang lainnya. Profitabilitas dalam penelitian lain yang terkait 
disebutkan sebai kemampuan sebuah perusahaan atau organisasi dalam meraih 
kuntungan dari berbagai jenis kegiatan bisnis yang ada seperti aktivitas pendanaan, 
operasi, dan juga investasi. Hal ini mengindikasikan bahwa penggunaan seluruh sumber 
daya dilakukan sengan efisien agar dapat meraih keuntungan (Nguyen, 2020).  

Organisasi yang memiliki tujuan untuk mendapatkan keuntungan dengan 
melakukan penjualan barang dan/atau jasa bisa disebut sebagai perusahaan. 
Peningkatan hasil (return) dan kesejahteraan karyawan dibebankan kepada manajemen 
kepada pemilik perusahaan. Keadaaan ini mungkin saja terjadi apabila pada kegiataan 
usahanya perusahaan mendpatkan keuntungan (Ullah & Bagh, 2019). Penelitian yang 
berasal dari (Saputro et al., 2013); (Putri & Christiawan, 2014); (Marsuking, 2020) ternyata 
sejalan dengan hasil yang didapat artinya, kegiatan perusahaan bisa saja merupakan 
sumber profitabilitas yang tinggi yang dapat digunakan oleh masyarakat dan lingkungan 
setempat sehingga terkadang perusahaan tidak melakukan pengungkpan lingkungan dan 
sosial. 

 
Pengaruh likuiditas terhadap pengungkapan sustainability report 

Hipotesis kedua tidak terbukti karena pernyataan bahwa likuiditas dapat 
memengaruhi pengungkapan  sustainability report tidak dapat dibuktikan. Hasil 
perhitungan yang ditunjukkan adalah nilai signifikansi yang didaptkannya adalah lebih 
tinggi dari 0,05, sehingga H2 ditolak. Jadi, ini membuktikan bahwa pelaporan 
sustainability report tidak dipengaruhi oleh tinggi atau rendahnya likuiditasi, sehingga 
hal ini memperkuat hasil dari penelitian yang dilakkan oleh (Idah, 2013), (Marsuking, 
2020) yaitu, informasi tambahan yang berhubungan dengan kegiatan lingkungan dan 
sosial yang digunakan sebagai acuan di dalam sustainability report tidak digunakan, 
tetapi menggunakan laporan keuangan dalam pemberian pinjaman kepada suatu 
perusahaan. Laporan keuangan perusahaan lebih dipertimbangkan oleh kreditor 
dibandingkan dengan sustainability report, sehingga likuiditas tidak memiliki pengaruh 
terhadap pengungkapan sustainability report. 

Hal ini bertentangan dengan hasil yang didapat oleh (Saputro et al., 2013); (Jannah, 
2016) yang berpendapat bahwa likuiditas memiliki pengaruh atas tingkat pengungkapan 
sustainability report. Disebutkan, apabila perusahaan memiliki tingkat likuiditas yang 
tinggi, maka dapat dikatakan bahwa perusahaan berhasil memenuhi kewajiban 
pembayaran jangka pendek secara tepat waktu. Hal tersebut dapat mengindikasikan 
kemampuan perusahaan dalam menghadirkan citra positif. Kekuataan citra positif 
tersebut dapat memunculkan kemungkinan bagi stakeholder untuk bisa terus memihak 
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dan mendukung perusahaan tersebut. Citra positif ini juga dapat memengaruhi 
penerbitan sustainability report. Karena memiliki image yang positif, perusahaan akan 
lebih fokus pada pembayaran hutan jangka pendeknya. 

Kemampuan perusahaan dalam melunasi kewajiban jangka pendeknya secara tepat 
waktu adalah yang disebut dengan likuiditas perusahaan. Besar atau kecilnya aktiva 
lancAr perusahaan menunjukkan likuiditas perusahaan. Aktiva tersebut adalah yang 
dapat diubah dengan mudah menjadi surat berharga, kas, piutang, dan juga persediaan 
(Sartono, 2001). Kesuksesan perusahaan dapat dinilai sebagai pertumbuhan substansial 
oleh investor dan hal ini dapat meningkatkan nilai perusahaan yang diikuto yang 
membuat investor percaya dengan menyediakan dana untuk perusahaan (Adiputra & 
Hermawan, 2020). 

Hasil ini sejalan dengan studi yang dilaksanakan oleh (Adhipradana & Daljono, 
2013). Adapun yang menjadi pembeda adalah tempat serta tahun dilaksanakannya 
penelitian, uji beda, dan juga variabelnya. Judul pada penelitan tersebut adalah Pengaruh 
Karakteristik Perusahaan dan Corporate Governance (CG) terhadap Praktik 
Pengungkapan Sustainability Report (SR) Uji Beda t-test dan Regresi Logistik 
Profitabilitas, leverage, likuiditas, ukuran perusahaan, aktivitas, jumlah rapat komite 
audit, jumlah rapat dewan direksi dan governance committee. Hasilnya adalah, terdapat 
pengaruh positif pada variabel ukuran perusahaan, profitabilitas, komite audit, dan juga 
dewan direksi. Di sisi lain, leverage, likuiditas, governance committee, dan juga aktivitas 
yang juga merupakan variabel pada penelitian justru tidak menunjukkan pengaruh 
terhadap pelaporan atau pengungkapan sustainability report. 

 
5. Kesimpulan 

Hasil analisis dan diskusi pada penelitian ini dapat dibuat kesimpulan bahwa 
hipotesis pertama dan kedua tidak dapat diterima. Hipotesis pertama menyatakan 
bahwa pengungkapan sustainability report dipengaruhi oleh profitabilitas, namun, hal ini 
tidak terbukti. Lalu, hipotesis kedua menyatakan bahwa likuiditas memengaruhi 
pelaporan sustainability report namun, hal ini juga tidak terbukti. Artinya, pelaporan atau 
pengungkapan sustainability report tidak dipengaruhi oleh tinggi atau rendahnya 
profitabilitas dan jugaa likuiditas perusahaan. 

 
Rekomendasi 

Adapun batasan atau limitasi pada studi ini adalah jumlah sampel yang terbatas 
yaitu hanya perusahaan-perusahaan yang terdaftar dalam JII (Jakarta Islamic Index) 
dalam rentang waktu dari Thun 2018 hingga 2020. Terpilih 18 perusahaan saja yang 
menjadi sampel penelitian dikarenakan perusahaan yang lainnya belum menerbitkan 
sustainability report setiap tahunnya secara konsisten, terutama yang ada pada bursa 
saham syariah, sebab bentuk laporan ini adalah laporan sukarela. Indikator GRI G4 yang 
digunakan pada penelitian ini masih memiliki kemungkinan untuk memberikan hasil 
yang tidak sesuai dengan kondisi perusahaan yang terdapat di Indonesia. Hal ini 
menyebabkan pengungkapan indikator-indikator baru pada GRI G4 oleh perusahaan 
masih sedikit. 

Dalam rangkan untuk meningkatkan kualitas temuan serta menyempurnakan 
penelitian selanjutnya, maka penulis menyarankan beberapa hal, antara lain: (1) Sampel 
yang digunakan diharapkan jauh lebih besar dan tidak terbatas hanya pada Jakarta 
Islamic Index (JII) tetapi seperti Bursa Efek Indonesia (BEI), dll; (2) Karena adjusted R2 
pada penelitian ini hanya sekitar 4.7%, maka variabel independent yang lain harus 
ditambahkan agar menjadi lebih lengkap.  
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dan mendukung perusahaan tersebut. Citra positif ini juga dapat memengaruhi 
penerbitan sustainability report. Karena memiliki image yang positif, perusahaan akan 
lebih fokus pada pembayaran hutan jangka pendeknya. 

Kemampuan perusahaan dalam melunasi kewajiban jangka pendeknya secara tepat 
waktu adalah yang disebut dengan likuiditas perusahaan. Besar atau kecilnya aktiva 
lancAr perusahaan menunjukkan likuiditas perusahaan. Aktiva tersebut adalah yang 
dapat diubah dengan mudah menjadi surat berharga, kas, piutang, dan juga persediaan 
(Sartono, 2001). Kesuksesan perusahaan dapat dinilai sebagai pertumbuhan substansial 
oleh investor dan hal ini dapat meningkatkan nilai perusahaan yang diikuto yang 
membuat investor percaya dengan menyediakan dana untuk perusahaan (Adiputra & 
Hermawan, 2020). 

Hasil ini sejalan dengan studi yang dilaksanakan oleh (Adhipradana & Daljono, 
2013). Adapun yang menjadi pembeda adalah tempat serta tahun dilaksanakannya 
penelitian, uji beda, dan juga variabelnya. Judul pada penelitan tersebut adalah Pengaruh 
Karakteristik Perusahaan dan Corporate Governance (CG) terhadap Praktik 
Pengungkapan Sustainability Report (SR) Uji Beda t-test dan Regresi Logistik 
Profitabilitas, leverage, likuiditas, ukuran perusahaan, aktivitas, jumlah rapat komite 
audit, jumlah rapat dewan direksi dan governance committee. Hasilnya adalah, terdapat 
pengaruh positif pada variabel ukuran perusahaan, profitabilitas, komite audit, dan juga 
dewan direksi. Di sisi lain, leverage, likuiditas, governance committee, dan juga aktivitas 
yang juga merupakan variabel pada penelitian justru tidak menunjukkan pengaruh 
terhadap pelaporan atau pengungkapan sustainability report. 

 
5. Kesimpulan 

Hasil analisis dan diskusi pada penelitian ini dapat dibuat kesimpulan bahwa 
hipotesis pertama dan kedua tidak dapat diterima. Hipotesis pertama menyatakan 
bahwa pengungkapan sustainability report dipengaruhi oleh profitabilitas, namun, hal ini 
tidak terbukti. Lalu, hipotesis kedua menyatakan bahwa likuiditas memengaruhi 
pelaporan sustainability report namun, hal ini juga tidak terbukti. Artinya, pelaporan atau 
pengungkapan sustainability report tidak dipengaruhi oleh tinggi atau rendahnya 
profitabilitas dan jugaa likuiditas perusahaan. 

 
Rekomendasi 

Adapun batasan atau limitasi pada studi ini adalah jumlah sampel yang terbatas 
yaitu hanya perusahaan-perusahaan yang terdaftar dalam JII (Jakarta Islamic Index) 
dalam rentang waktu dari Thun 2018 hingga 2020. Terpilih 18 perusahaan saja yang 
menjadi sampel penelitian dikarenakan perusahaan yang lainnya belum menerbitkan 
sustainability report setiap tahunnya secara konsisten, terutama yang ada pada bursa 
saham syariah, sebab bentuk laporan ini adalah laporan sukarela. Indikator GRI G4 yang 
digunakan pada penelitian ini masih memiliki kemungkinan untuk memberikan hasil 
yang tidak sesuai dengan kondisi perusahaan yang terdapat di Indonesia. Hal ini 
menyebabkan pengungkapan indikator-indikator baru pada GRI G4 oleh perusahaan 
masih sedikit. 

Dalam rangkan untuk meningkatkan kualitas temuan serta menyempurnakan 
penelitian selanjutnya, maka penulis menyarankan beberapa hal, antara lain: (1) Sampel 
yang digunakan diharapkan jauh lebih besar dan tidak terbatas hanya pada Jakarta 
Islamic Index (JII) tetapi seperti Bursa Efek Indonesia (BEI), dll; (2) Karena adjusted R2 
pada penelitian ini hanya sekitar 4.7%, maka variabel independent yang lain harus 
ditambahkan agar menjadi lebih lengkap.  
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ABSTRACT: 
As an FMCG company, Unilever Indonesia produces a green consumer product in 

order to reduce emissions and stabilize natural ecosystems through the Unilever 
Sustainable Living Plan (USLP) principles. Therefore, Unilever Indonesia applies green 
brand positioning to its products to have a competitive advantage in the minds of 
consumers. The study employed a quantitative method by distributing questionnaires and 
SEM analysis. The purposive sampling was used with 400 respondents. The results showed 
that green brand positioning, knowledge, and attitude toward green brands positively 
impacted green products purchase intentions. The results also indicated that a good green 
brand knowledge would also influence consumer attitudes towards green brands. Green 
brand knowledge had a positive but insignificant impact on moderating the relationship 
between brand positioning and green product purchase intentions. The study suggested 
that Unilever Indonesia could further develop green brand positioning containing the 
value of a green product attribute to attract many consumers leading to green purchase 
intention. 
Keywords:  Attitude toward green brands, green brand knowledge, green brand 

positioning, green product purchase intention, Unilever Indonesia 
 

1. Introduction 
Environmental pollution is a problem that has not been resolved. Hazardous 

environmental pollution arises from worldwide manufacturing activities (Chen, 2011). 
Therefore, besides focusing on profit, companies are rapidly exploring and researching 
new methods, developing new ideas, and planning new strategies to position their green 
brands as corporate social responsibility in environmental protection, which can be 
remembered by consumers and stay competitive in the market. Nowadays, more 
companies are easy to accept environmental protection as their social responsibility. 
The company's concern for environmental protection is carried out by implementing an 
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brand knowledge would also influence consumer attitudes towards green brands. Green 
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1. Introduction 
Environmental pollution is a problem that has not been resolved. Hazardous 

environmental pollution arises from worldwide manufacturing activities (Chen, 2011). 
Therefore, besides focusing on profit, companies are rapidly exploring and researching 
new methods, developing new ideas, and planning new strategies to position their green 
brands as corporate social responsibility in environmental protection, which can be 
remembered by consumers and stay competitive in the market. Nowadays, more 
companies are easy to accept environmental protection as their social responsibility. 
The company's concern for environmental protection is carried out by implementing an 

environmentally friendly lifestyle system by showing that the entire life cycle of a 
product, from obtaining materials, production, sales, and consumption, to waste 
disposal, has minimal impact on the environment (Charter, 1991 in Wu and Chen, 2014). 

Green brand is defined as a specific set of brand attributes that have benefits 
related to reducing the brand's influence on the environment by offering environmental 
benefits and being able to attract consumers to make green purchases (Lidia and Lisboa, 
2017). As explained by Chen and Chang (2012), companies need to focus on reducing the 
risk that consumers will feel about green brands by providing reliable information to 
help build consumer trust and also increase the perceived benefits of consumers 
towards green brands, so that it will increase consumer purchase intentions to buy 
green brands offered by companies. 

Companies that want to implement environmentally friendly or ―going green‖ 
practices can take advantage of ideas related to green marketing to generate and 
facilitate any exchange that is intended to meet consumer needs or wants (Marcus and 
Frenneth, 2009; Thogersen et al. 2015). Consumer awareness about the importance of 
preserving the environment has made many producers of various products begin to 
switch to using safe and environmentally friendly materials. Chen and Chang (2012) also 
suggest that green marketing efforts implemented by a company will lead to green 
purchase intention in consumers who are aware of the importance of environmentally 
friendly products. In this case, companies need to focus on reducing the risk that 
consumers will feel about green products by providing reliable information to help build 
consumer confidence and also increase the perceived benefits consumers feel about 
green products. 

Unilever Indonesia is one of the most environmentally friendly Indonesian 
companies selected by the Indonesia Green Companies Award from the Indonesian 
Biodiversity Foundation. As the most environmentally friendly company in Indonesia, 
Unilever Indonesia works closely with its consumers to reduce environmental impact by 
offering environmentally friendly products and involving customers in environmental 
campaigns. Unilever Indonesia held a national water saving campaign. This campaign, 
Unilever Indonesia, is carried out through the media and digitally by asking the public to 
provide various unique tips and tricks to save water in their daily lives. In addition, 
Unilever Indonesia also presents the world's first innovation in the form of soap in the 
shower gel concentrate format, which is enough to use with only one drop (2- 3 ml) for 
whole body use which is able to provide 10 times better protection against germs. Eco-
friendly products from Unilever Indonesia use bottle packaging made of 100% recycled 
PET plastic and reduce the use of virgin plastic. 

Previous research has investigated green marketing in several countries regarding 
green branding and green buying behavior (Suki, 2016; Huang et al., 2014; Chen et al., 
2020; Chin et al., 2019; Thao et al., 2020; Wang et al., 2019; Nguyen et al., 2020). Zhou et 
al. (2020) recommended that further research could be conducted in these countries to 
ascertain the impact of environmental knowledge on green purchase intentions. The 
aims of this study were threefold: to assess the effect of green brand positioning, green 
brand knowledge, and consumer attitudes toward green brands on green product 
purchase intention; to investigate the influence of green brand knowledge on consumer 
attitudes toward green brands, and to examine the moderating impact of green brand 
knowledge on the relationship between green brand positioning and green product 
purchase intention. The empirical results of this study, including the assessment of the 
moderating impacts, would address the gap in the overall body of literature regarding 
the influence of green brand positioning, green brand knowledge, and consumer 
attitudes toward green brands on green product purchase intention on Unilever 
Indonesia's green products. The study also offers new perspectives on the findings of 
previous studies. 
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2. Literature Review 
2.1.Green Marketing 

Green marketing is a marketing mix planning process by utilizing changes in 
consumer awareness of products/services that are more environmentally friendly by 
changing products, manufacturing and packaging methods that are more 
environmentally friendly to satisfy and meet consumer needs and reduce negative 
impacts on the environment and also invite consumers to more concerned about the 
environment (Yusiana and Widodo, 2015). One of the interesting challenges in green 
marketing is to start with the customer, which then discusses the needs of other 
company stakeholders in depth and also considers the needs of future generations of 
customers (Peattie and Crane, 2005). 
 
2.2. Green Brand 

Green brand is a specific collection of brand attributes and has benefits related to 
reducing the influence of the brand on the environment and is expected to be an 
environmentally friendly product. In running its business, the company is very focused 
on the brand at the market- product- level, the strength of a brand can increase the 
channel's effectiveness in communicating, and reduce the price sensitivity associated 
with the brand. There are several cases in which companies are carried out aggressively 
in the process of developing product brand images in a direction that is superior to 
several competitions by taking into account environmental interests (Darhlstorm, 2011). 
A green brand must be able to clearly explain the value of an environmentally friendly 
brand to the target group where consumers believe in the ecological performance of a 
brand which leads to a positive attitude of consumers towards the brand and in the end 
consumers use products from the brand (Lidia and Lisboa, 2017) . Huang et al. (2014) in 
their research explains that green brands are influenced by several factors including 
green brand positioning, attitude toward green brands and green brand knowledge. 
 
2.3. Green Brand Positioning and Green Product Purchase Intention 

Green brand positioning is concerned with the value of an environmentally 
friendly product or service, and focuses on environmentally friendly brand features that 
are useful to consumers. Positioning a brand as a ―green brand‖ requires strong 
communication and differentiation from its competitors through an emphasis on 
environmentally friendly attributes. Green brand positioning is positioning the 
company's environmentally friendly products, which represent the image of a green 
product that can be felt by the public. This is characterized as part of the quality, price, 
and ecological value that affect the dependence of green consumers on green products. 
According to Lin and Chang (2012), consumers who have experience purchasing 
environmentally friendly products in the past and have knowledge about the 
environment tend to have a higher willingness to buy environmentally friendly products 
because the green brand positioning carried out by the company produces a 
competitive advantage in the minds of consumers. Suki (2016) explains that some green 
attributes through active communication campaigns can increase consumer 
perceptions of green products. Environmentally friendly product quality and successful 
green brand positioning, consumers with certain environmental knowledge as well as 
previous positive experience with purchasing environmental products are more likely to 
express consumers' strong intention to acquire green products. Suki (2016) also explains 
that the tendency of consumers to buy green products is based on the use of consumer 
products and their awareness of the green brand positioned in the market. Research 
conducted by Suki (2016), Huang et al. (2014), and Chin et al. (2019) found that green 
brand positioning has a significant impact on green product purchase intention. Based 
on the preceding literature, the following can be hypothesized: 
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environment (Yusiana and Widodo, 2015). One of the interesting challenges in green 
marketing is to start with the customer, which then discusses the needs of other 
company stakeholders in depth and also considers the needs of future generations of 
customers (Peattie and Crane, 2005). 
 
2.2. Green Brand 

Green brand is a specific collection of brand attributes and has benefits related to 
reducing the influence of the brand on the environment and is expected to be an 
environmentally friendly product. In running its business, the company is very focused 
on the brand at the market- product- level, the strength of a brand can increase the 
channel's effectiveness in communicating, and reduce the price sensitivity associated 
with the brand. There are several cases in which companies are carried out aggressively 
in the process of developing product brand images in a direction that is superior to 
several competitions by taking into account environmental interests (Darhlstorm, 2011). 
A green brand must be able to clearly explain the value of an environmentally friendly 
brand to the target group where consumers believe in the ecological performance of a 
brand which leads to a positive attitude of consumers towards the brand and in the end 
consumers use products from the brand (Lidia and Lisboa, 2017) . Huang et al. (2014) in 
their research explains that green brands are influenced by several factors including 
green brand positioning, attitude toward green brands and green brand knowledge. 
 
2.3. Green Brand Positioning and Green Product Purchase Intention 

Green brand positioning is concerned with the value of an environmentally 
friendly product or service, and focuses on environmentally friendly brand features that 
are useful to consumers. Positioning a brand as a ―green brand‖ requires strong 
communication and differentiation from its competitors through an emphasis on 
environmentally friendly attributes. Green brand positioning is positioning the 
company's environmentally friendly products, which represent the image of a green 
product that can be felt by the public. This is characterized as part of the quality, price, 
and ecological value that affect the dependence of green consumers on green products. 
According to Lin and Chang (2012), consumers who have experience purchasing 
environmentally friendly products in the past and have knowledge about the 
environment tend to have a higher willingness to buy environmentally friendly products 
because the green brand positioning carried out by the company produces a 
competitive advantage in the minds of consumers. Suki (2016) explains that some green 
attributes through active communication campaigns can increase consumer 
perceptions of green products. Environmentally friendly product quality and successful 
green brand positioning, consumers with certain environmental knowledge as well as 
previous positive experience with purchasing environmental products are more likely to 
express consumers' strong intention to acquire green products. Suki (2016) also explains 
that the tendency of consumers to buy green products is based on the use of consumer 
products and their awareness of the green brand positioned in the market. Research 
conducted by Suki (2016), Huang et al. (2014), and Chin et al. (2019) found that green 
brand positioning has a significant impact on green product purchase intention. Based 
on the preceding literature, the following can be hypothesized: 

H1. Green brand positioning has a positive and significant impact on green product 
purchase intention. 

 
2.4. Green Brand Knowledge and Green Product Purchase Intention 

Green brand knowledge is referred to as ―green brand nodes in consumers' 
memories with various associations related to environmental commitments and 
environmental issues‖. Green brand knowledge provides information about the unique 
brand attributes of a product and its benefits to the environment as a whole that can be 
used by consumers. The two types of brand knowledge are brand awareness and brand 
image (Suki, 2016). Many previous studies have explained that purchase intention and 
actual purchase intention can be influenced by environmental knowledge (Chen & 
Chang, 2012 and Yadav & Pathak, 2016). Huang et al. (2014) emphasized that consumers 
show a high intention to buy and consume green products if they have better 
environmental knowledge and attitudes towards green brands. Based on research 
conducted by Suki (2016), Huang et al. (2014) and Chin et al. (2019) found that green 
brand knowledge has a positive and significant effect on green product purchase 
intention. Based on the preceding literature, the following can be hypothesized: 
 
H2.  Green brand knowledge has a positive and significant impact on green product 

purchase intention. 
 

2.5. Green Brand Knowledge and Attitude toward Green Brand 
Green marketing studies emphasize the effects of cognitive persuasive strategies 

and assume that consumers' involvement with environmental issues becomes higher 
because consumers' environmental awareness has increased (Oliver and Lee, 2010). Past 
experience and current brand knowledge are part of consumer cognition involved in 
overall consumer evaluation. Most of the green marketing studies that focus on 
cognition have shown that environmental knowledge and awareness can significantly 
influence consumers' environmental attitudes (Mostafa, 2007). Mostafa (2007) found that 
perceived environmental knowledge is a good predictor of ecologically favorable 
attitudes, suggesting that high awareness and positive brand image can improve 
consumer brand attitudes. Based on research conducted by Suki (2016) and Huang et al. 
(2014) found that green brand knowledge has a positive and significant effect on 
attitudes toward green brands. Based on the preceding literature, the following can be 
hypothesized: 

 
H3.  Green brand knowledge has a positive and significant impact on attitude toward 

green brands. 
 

2.6. Attitude toward Green Brand and Green Product Purchase Intention 
Attitude towards a brand is related to consumer choice and overall evaluation of a 

brand, symbolizing the likes and dislikes of consumers. Felix and Braunsberger (2016) 
explain that purchasing decisions are usually based on consumer attitudes towards the 
environment. Positive feelings and images are the basic influences that shape consumer 
attitudes and influence their intention to buy environmentally friendly products 
(Schiffman and Wisenblit, 2014; Thogersen et al., 2015). Mostafa (2007) stated that 
consumers with a positive attitude towards environmentally friendly products are more 
likely to develop a stronger tendency to buy these products by referring to 
environmentally friendly brands and rely heavily on the positioning of these 
environmentally friendly brands. Huang et al. (2014) emphasizes that consumers' 
intentions in making purchases of green products are influenced by consumer attitudes 
towards green brands. A positive consumer attitude towards a brand will lead to a 
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consumer's desire to buy the green product. Based on research conducted by Suki 
(2016), Yadav and Pathak (2016) and Huang et al. (2014) found that attitude toward green 
brands has a positive and significant effect on green product purchase intention. Based 
on the preceding literature, the following can be hypothesized: 

 
H4.  Attitude toward green brand has a positive and significant impact on green 

product purchase intention. 
 

2.7. Green Brand Positioning and Green Product Purchase Intention with Green Brand 
Knowledge as Moderation 

Brand knowledge can be a link between brand use either directly or indirectly so 
that consumers can remember brand identities such as symbols, colors, and names 
(Okada and Mais, 2010; Gan et al., 2008). According to Aulina and Yuliati (2017) green 
brand knowledge is the concept of providing information that changes consumer 
behavior to become more informed about an environmentally friendly product. Green 
brand knowledge is divided into two aspects (Chen, 2010). First, the introduction of 
environmentally friendly brands and attributes of environmentally friendly products. 
Green marketing can be used by companies with environmentally friendly brands in 
their portfolios to increase brand recognition. Companies can build awareness and 
provide information about environmental issues on environmentally friendly product 
brands. Second, the brand image of environmentally friendly products is described as a 
set of customer opinions about a particular brand related to the brand's commitment to 
the environment (Chen and Chang, 2012). Brand image forms a position in the minds of 
customers and gains a competitive advantage over competitors. In this way, green 
brands require communication and distinguishing characteristics that focus on 
environmental concerns. Green brand communication activities should lead to brand 
knowledge and consumer engagement (Marcus and Fremeth, 2009). The focus of the 
green positioning strategy should be on delivering information to consumers related to 
environmental concerns and brand quality, so that consumers can understand the 
brand's relationship to environmental concerns. Marketing communication creates a 
brand image that forms a good impression in the minds of consumers that can be used 
by companies to implement a green brand positioning strategy. This positive awareness 
will result in a better green brand positioning with the help of brand awareness and 
image. Davari and Strutton (2014) also explain that knowledge related to green products 
is a memory in the minds of consumers with associations related to environmental 
protection. Based on the preceding literature, the following can be hypothesized: 

 
H5.  Green brand knowledge has a positive and significant impact in moderates the 

relationship between green brand positioning and green product purchase 
intention. 
 
Keeping in perspective the aforementioned literature and hypotheses, the 

following conceptual framework is proposed in this study showed in Figure 1. 
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consumer's desire to buy the green product. Based on research conducted by Suki 
(2016), Yadav and Pathak (2016) and Huang et al. (2014) found that attitude toward green 
brands has a positive and significant effect on green product purchase intention. Based 
on the preceding literature, the following can be hypothesized: 

 
H4.  Attitude toward green brand has a positive and significant impact on green 

product purchase intention. 
 

2.7. Green Brand Positioning and Green Product Purchase Intention with Green Brand 
Knowledge as Moderation 

Brand knowledge can be a link between brand use either directly or indirectly so 
that consumers can remember brand identities such as symbols, colors, and names 
(Okada and Mais, 2010; Gan et al., 2008). According to Aulina and Yuliati (2017) green 
brand knowledge is the concept of providing information that changes consumer 
behavior to become more informed about an environmentally friendly product. Green 
brand knowledge is divided into two aspects (Chen, 2010). First, the introduction of 
environmentally friendly brands and attributes of environmentally friendly products. 
Green marketing can be used by companies with environmentally friendly brands in 
their portfolios to increase brand recognition. Companies can build awareness and 
provide information about environmental issues on environmentally friendly product 
brands. Second, the brand image of environmentally friendly products is described as a 
set of customer opinions about a particular brand related to the brand's commitment to 
the environment (Chen and Chang, 2012). Brand image forms a position in the minds of 
customers and gains a competitive advantage over competitors. In this way, green 
brands require communication and distinguishing characteristics that focus on 
environmental concerns. Green brand communication activities should lead to brand 
knowledge and consumer engagement (Marcus and Fremeth, 2009). The focus of the 
green positioning strategy should be on delivering information to consumers related to 
environmental concerns and brand quality, so that consumers can understand the 
brand's relationship to environmental concerns. Marketing communication creates a 
brand image that forms a good impression in the minds of consumers that can be used 
by companies to implement a green brand positioning strategy. This positive awareness 
will result in a better green brand positioning with the help of brand awareness and 
image. Davari and Strutton (2014) also explain that knowledge related to green products 
is a memory in the minds of consumers with associations related to environmental 
protection. Based on the preceding literature, the following can be hypothesized: 

 
H5.  Green brand knowledge has a positive and significant impact in moderates the 

relationship between green brand positioning and green product purchase 
intention. 
 
Keeping in perspective the aforementioned literature and hypotheses, the 

following conceptual framework is proposed in this study showed in Figure 1. 

 
Figure 1: Conceptual Model 

 
3. Research Methodology 

A quantitative method was applied by distributing a structured self-administered 
questionnaire to Indonesian consumers who knew about Unilever Indonesia‖s green 
products via the purposive sampling technique over two weeks from 14-27 November 
2021. The respondents of this study were aware of environmentally friendly products 
and had purchased experience of Unilever Indonesia's green products. After being 
screened, a total of 400 responses were found usable and valid as samples for analysis, 
correlating with a valid response. The questionnaire for this study encompassed general 
demographic questions such as gender, age, education level, and income per month. The 
concluding part of the questionnaire included questions on respondents‖ perception of 
green product purchase intentions with 18 measurement instruments. Green brand 
positioning, green brand knowledge, and attitude toward green brand were measured 
using five items, while three items were designed to measure their green product 
purchase intention. The measurement of these items was adapted from the following 
sources such as green brand positioning (Aaker, 2007; Patrick et al., 2005; Suki, 2016), 
attitude toward green brands (Patrick et al., 2005; Suki, 2016), green brand knowledge 
(Suki, 2016), and green product purchase intention (Chan, 2001; Suki, 2016).These items 
were designed on six-point Likert scale, with 1 indicating ―strongly disagree‖ to 6 
―strongly agree‖. The data were analyzed using with AMOS method, which is a type of 
covariance-based technique for the structural equation modeling (SEM) analysis. AMOS 
was performed, utilizing two stages of data analysis, i.e. measurement model and 
structural models because this method will produce several solutions to the system of 
equations that relate the variance and covariance of the observed variables 
(manifest/indicators) to the model parameters (Haryono and Wardoyo, 2017). 
 
4. Research Findings and Discussions 
4.1. Descriptive Statistics 

Researchers will use descriptive analysis techniques to obtain information 
regarding the characteristics of respondents. Descriptive analysis is an analytical 
technique used to explain how the characteristics of data originating from an object of 
research can be described and understood properly. The discussion on the 
characteristics of respondents in this study will show several aspects of the 
respondents, such as based on gender, age, education level, and monthly income. From 
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the gender perspective, out of 400 respondents, 46 percent were male and 54 percent 
were female (see Table 1). The majority of respondents in this study were between 25- 
40 years old. The majority of the respondents were well educated, with more than half 
(56.3 percent) of the respondents holding a Bachelor‖s degree and 7 percent having a 
Master‖s degree, whereas 27 percent had a Diploma and 9.8 percent had a middle/high 
school. In terms of respondent income, 17,8 percent of the respondents earned less than 
Rp 2,500,000 per month, 51.5 percent earned between Rp 2,600,000 and Rp 5,000,000; 
and 29.2 percent earned between Rp 5,100,000 and Rp 10,000,000, while 1,5 percent 
earned Rp 10,000,000 and above. 

 
Demographic Variables Category Frequency Percentage 

Gender Male 184 46% 
Female 216 54% 

 20-24 110 27.5% 

Age 25-40 185 46.2% 
41-59 103 25.8% 

 60 and above 2 0.5% 
 High School 39 9.8% 

Education level Diploma 108 27% 
Bachelors 225 56.3% 

 Masters 28 7% 
 Less than Rp 2,500,000 71 17.8% 
 Rp 2,600,000 - Rp 

206 51.5% 
Income per month 5,000,000 

Rp 5,100,000 - Rp 
117 29.2%  10,000,000 

 Rp 10,000,000 and 
above 6 1.5% 

 Table 1: 
Characteristics 

of 
Respondents  

 
4.2. Measurement Model 

This study implemented covariance-based Structural Equation Modeling (CB-SEM) 
to test the proposed research model using AMOS 23 software. The measurement model 
of this study used validity and reliability, which could be assessed through factor 
loadings that values should be greater be 0.5, average variance extracted (AVE) that 
value should be greater than 0.5, Cronbach alpha that value should be greater than 0.7, 
and composite reliability that value should be greater than 0.7 (Hair et al., 2016). Table 2 
predicted values show that all the values fulfill the criteria of recommended values. 

Construct 
Name Items Factor Loadings Cronbach’s Alpha CR AVE 

GBP 

GBP1 0.818    
GBP2 0.784    
GBP3 0.878 0.865 0.917 0.694 
GBP4 0.787    
GBP5 0.884    

GBK 
 
 
 
 

GBK1 0.835    
GBK2 0.797 

0.835 0.891 0.625 
GBK3 0.823 
GBK4 0.701    
GBK5 0.737    
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the gender perspective, out of 400 respondents, 46 percent were male and 54 percent 
were female (see Table 1). The majority of respondents in this study were between 25- 
40 years old. The majority of the respondents were well educated, with more than half 
(56.3 percent) of the respondents holding a Bachelor‖s degree and 7 percent having a 
Master‖s degree, whereas 27 percent had a Diploma and 9.8 percent had a middle/high 
school. In terms of respondent income, 17,8 percent of the respondents earned less than 
Rp 2,500,000 per month, 51.5 percent earned between Rp 2,600,000 and Rp 5,000,000; 
and 29.2 percent earned between Rp 5,100,000 and Rp 10,000,000, while 1,5 percent 
earned Rp 10,000,000 and above. 

 
Demographic Variables Category Frequency Percentage 

Gender Male 184 46% 
Female 216 54% 

 20-24 110 27.5% 

Age 25-40 185 46.2% 
41-59 103 25.8% 

 60 and above 2 0.5% 
 High School 39 9.8% 

Education level Diploma 108 27% 
Bachelors 225 56.3% 

 Masters 28 7% 
 Less than Rp 2,500,000 71 17.8% 
 Rp 2,600,000 - Rp 

206 51.5% 
Income per month 5,000,000 

Rp 5,100,000 - Rp 
117 29.2%  10,000,000 

 Rp 10,000,000 and 
above 6 1.5% 

 Table 1: 
Characteristics 

of 
Respondents  

 
4.2. Measurement Model 

This study implemented covariance-based Structural Equation Modeling (CB-SEM) 
to test the proposed research model using AMOS 23 software. The measurement model 
of this study used validity and reliability, which could be assessed through factor 
loadings that values should be greater be 0.5, average variance extracted (AVE) that 
value should be greater than 0.5, Cronbach alpha that value should be greater than 0.7, 
and composite reliability that value should be greater than 0.7 (Hair et al., 2016). Table 2 
predicted values show that all the values fulfill the criteria of recommended values. 

Construct 
Name Items Factor Loadings Cronbach’s Alpha CR AVE 

GBP 

GBP1 0.818    
GBP2 0.784    
GBP3 0.878 0.865 0.917 0.694 
GBP4 0.787    
GBP5 0.884    

GBK 
 
 
 
 

GBK1 0.835    
GBK2 0.797 

0.835 0.891 0.625 
GBK3 0.823 
GBK4 0.701    
GBK5 0.737    

 
 

ATG 

ATG1 0.869    
ATG2 0.811    
ATG3 0.837 0.869 0.907 0.667 
ATG4 0.719    
ATG5 0.840    

GPI 
GPI1 0.890 

0.798 0.872 0.700 
GPI2 0.806 
GPI3 0.838    

Table 2: Measurement Model 
 

Note: GBP-Green Brand Positioning, GBK-Green Brand Knowledge, ATG-Attitude towards 
Green Brand, GPI-Green Product Purchase Intention 
 

4.3. Structure Model 
After the analysis using a measurement model, the next step was to test the 

offered hypothesis by using a structural model. This study employed the RMSEA of 0.075 
as the research model, within that acceptable range. Likewise, the 0.907 goodness of fit 
index (GFI), the 0.934 Tucker-Lewis index (TLI), and the 0.952 comparative fit index 
(CFI) were all above the standard threshold of 0.90, implying an acceptable fit. The 
standardized path coefficients ranged from 0.163 to 0.684. All four paths estimated were 
significant. Therefore, H1, H2, H3, and H4 were all supported in this study. 

 
 Constructs Hypothesis Path Coefficient t-value Results 
 Green brand positioning has a H1 0.203 3.289 Supported 

 
positive and significant impact 

on     

 
green product purchase 

intention     
 Green brand knowledge has a H2 0.371 4.845 Supported 

 
positive and significant impact 

on     

 
green product purchase 

intention     
 Green brand knowledge has a H3 0.684 10.697 Supported 

 
positive and significant impact 

on     
 attitude toward green brands     

 
Attitude toward green brand 

has a H4 0,163 2,613 Supported 

 
positive and significant impact 

on     
 

green product purchase 
intention 

Table 3: Direct Relationship 
 
 
Hu & Bentler (1998) explain that a test of moderation was conducted to find out 

how the moderating variable affects the relationship between endogenous and 
exogenous variables, in terms of strength and/or direction of the relationship. By 
referring to the path estimates and t-values, the moderating impact of green brand 
knowledge on the relationship between green brand positioning and green product 
purchase intention was insignificant. Thus, H5 was not supported. 
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 Constructs Hypothesis Path Coefficient t-value Results 
 Green brand knowledge has a     
 positive and significant impact in 

H5 0.078 1.651 Not  moderates the relationship 
between 

 green brand positioning and 
green    Supported 

 
product purchase intention Table 4: Moderating Impacts 

 

 
4.4. Discussions 

Based on the research model, green brand knowledge is the variable that has the 
most critical factor that can influence consumers in purchasing green products. It 
implies that when consumers have knowledge about the advantages of consuming 
environmentally friendly products in accordance with good product performance, the 
level of awareness, interest and demand of consumers can change their buying behavior 
to a greener lifestyle (Huang et al., 2014). In conjunction with this, Suki (2016) revealed 
that green product purchase intention can be influenced by offering environmentally 
friendly products with the best quality at affordable prices that can compete with 
conventional products, indirectly increasing consumer awareness and knowledge that 
environmentally friendly products are good for health and the environment. Siyal et al. 
(2021) stated that when consumers have more detailed information about 
environmentally friendly products, consumers can direct their considerations in the 
purchasing decision-making process. This research results also support the research 
results by (Suki, 2016; Huang et al., 2014; Chin et al., 2019; Zhou et al., 2020) showing that 
green brand knowledge has a positive and significant impact on green product purchase 
intention. 

Furthermore, the results of this study also revealed that green brand positioning is 
the second most important variable that can influence consumers in purchasing green 
products. Thus, it supported the research results by (Suki, 2016; Huang et al., 2014; Chin 
et al., 2019; Siyal et al., 2021). Based on the study findings, it can be stated that when a 
brand positions itself as an eco-friendly brand offering products and services to 
customers, it will tend to increase the green purchase intention among its customers. 
According to Liao et al. (2020), the extensive emphasis on green brand positioning 
results in higher levels of green products purchase intention among customers. 

Additionally, the results of the study state that attitudes towards green brands 
determine the green purchase intentions although consumers lack attitudes in making 
choices to purchase environmentally friendly products from Unilever Indonesia. The 
study findings are supported by previous studies. For instance, Suki (2016) reported that 
consumer attitudes in purchasing green products consist of elements of reliability, 
dependability, and trustworthiness. Purchasing environmentally friendly products 
reflects that consumers feel responsible for the environment. However, the findings of 
this study indicate that consumers do not yet have the attitude reliability, dependability, 
and trustworthiness to purchase environmentally friendly products. Their appraisal to 
purchase green products is often based on their environmental attitudes (Yadav and 
Pathak, 2016; Lim et al., 2016; Aman et al., 2012; Paul et al., 2016). 

Green brand knowledge is the most critical factor that can influence consumers in 
purchasing green products of Unilever Indonesia. Therefore, Unilever Indonesia must 
illustrate to consumers that they play an important role in practicing an environmentally 
friendly business environment in a competitive market. Unilever Indonesia must be able 
to explain the quality of environmentally friendly product brands to consumers to build 
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 Green brand knowledge has a     
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 green brand positioning and 
green    Supported 

 
product purchase intention Table 4: Moderating Impacts 

 

 
4.4. Discussions 

Based on the research model, green brand knowledge is the variable that has the 
most critical factor that can influence consumers in purchasing green products. It 
implies that when consumers have knowledge about the advantages of consuming 
environmentally friendly products in accordance with good product performance, the 
level of awareness, interest and demand of consumers can change their buying behavior 
to a greener lifestyle (Huang et al., 2014). In conjunction with this, Suki (2016) revealed 
that green product purchase intention can be influenced by offering environmentally 
friendly products with the best quality at affordable prices that can compete with 
conventional products, indirectly increasing consumer awareness and knowledge that 
environmentally friendly products are good for health and the environment. Siyal et al. 
(2021) stated that when consumers have more detailed information about 
environmentally friendly products, consumers can direct their considerations in the 
purchasing decision-making process. This research results also support the research 
results by (Suki, 2016; Huang et al., 2014; Chin et al., 2019; Zhou et al., 2020) showing that 
green brand knowledge has a positive and significant impact on green product purchase 
intention. 

Furthermore, the results of this study also revealed that green brand positioning is 
the second most important variable that can influence consumers in purchasing green 
products. Thus, it supported the research results by (Suki, 2016; Huang et al., 2014; Chin 
et al., 2019; Siyal et al., 2021). Based on the study findings, it can be stated that when a 
brand positions itself as an eco-friendly brand offering products and services to 
customers, it will tend to increase the green purchase intention among its customers. 
According to Liao et al. (2020), the extensive emphasis on green brand positioning 
results in higher levels of green products purchase intention among customers. 

Additionally, the results of the study state that attitudes towards green brands 
determine the green purchase intentions although consumers lack attitudes in making 
choices to purchase environmentally friendly products from Unilever Indonesia. The 
study findings are supported by previous studies. For instance, Suki (2016) reported that 
consumer attitudes in purchasing green products consist of elements of reliability, 
dependability, and trustworthiness. Purchasing environmentally friendly products 
reflects that consumers feel responsible for the environment. However, the findings of 
this study indicate that consumers do not yet have the attitude reliability, dependability, 
and trustworthiness to purchase environmentally friendly products. Their appraisal to 
purchase green products is often based on their environmental attitudes (Yadav and 
Pathak, 2016; Lim et al., 2016; Aman et al., 2012; Paul et al., 2016). 

Green brand knowledge is the most critical factor that can influence consumers in 
purchasing green products of Unilever Indonesia. Therefore, Unilever Indonesia must 
illustrate to consumers that they play an important role in practicing an environmentally 
friendly business environment in a competitive market. Unilever Indonesia must be able 
to explain the quality of environmentally friendly product brands to consumers to build 

consumer knowledge in helping consumers evaluate environmentally friendly products. 
In addition, Unilever Indonesia needs to build an outstanding green brand identity to 
strengthen the knowledge of environmentally friendly brands from consumers, so that 
they can easily distinguish the benefits of consuming environmentally friendly product 
brands compared to conventional product brands. 

Most importantly, Unilever Indonesia should directly position, promote, and 
advertise their green products not just in campaigns and advertising through electronic 
media but also can use various marketing channels including creative product packaging 
through convincing eco-labeling, and via social media sites such as Facebook, Twitter, 
Instagram, WhatsApp, and other social media. These efforts will help to disseminate the 
content of green marketing messages such as superior quality of green products, 
product ingredients, competitive prices and demonstrate product life cycles that have 
minimal impact on the environment, all of which will increase consumer awareness and 
encourage repeat purchases and satisfaction. 

This study also found that consumers lacked attitudes in making choices to 
purchase green product of Unilever Indonesia's. This is due to the low reputation of 
green products and the lack of positioning of Unilever Indonesia's environmentally 
friendly products in the minds of consumers. There are also some consumers who think 
that environmentally friendly products will not keep their promises and responsibilities 
to protect the environment in their purchasing decisions. The low attitude of consumers 
in making purchase intentions towards green products of Unilever Indonesia is also 
caused by the price offered by Unilever Indonesia's green products which are 
considered more expensive than similar conventional products. Unilever Indonesia 
continues to strive to educate consumers about environmentally friendly products by 
promoting them through social media. 
 
5. Summary and Conclusions 

This study confirms that green brand knowledge is the most critical factor 
influencing consumers' intention to purchase environmentally friendly products. 
Therefore, companies need to build a distinctive green brand identity to strengthen the 
consumer's green brand knowledge in changing their buying behavior to a greener 
lifestyle. In this case, when consumers have more detailed information about 
environmentally friendly products, such as how they are produced, promoted, and 
packaged, they can rely on their considerations in the purchasing decision-making 
process. 
5.1. Recommendations of the Study 

This research was conducted at a Fast Moving Consumer Good (FMCG) company. 
In future research can be carried out with other environmentally friendly companies 
that can be used as comparisons in positioning environmentally friendly product brands 
in the minds of consumers. In addition, this study also suggested that Unilever Indonesia 
can further develop green brand positioning that contains the value of green product 
attributes by using green marketing, social media influencers, and digital media 
advertising to attract consumers' interest in making green product purchases intention. 
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ABSTRACT 
This study aims to provide a conceptual study of the effect of financial performance 

on stock returns during the Covid-19 pandemic. This is evidenced by testing the effect of 
Earning Per Share (EPS), Operating Cash Flow (OCF), Return On Assets (ROA), and Debt to 
Assets Ratio (DAR) as independent variables on stock returns in companies listed on the LQ 
index. 45 

Indonesia Stock Exchange. Previous theoretical studies show that stock returns are 
influenced by the company's financial performance. From the theoretical discussion and 
previous research, it is concluded that there is a positive influence on the company's 
financial performance on stock returns. Where there is a decrease in stock returns during 
the Covid-19 pandemic  which  is  influenced  by  a  decrease  in  the  company's  financial  
performance compared to before the Covid-19 pandemic. 
Keyword:  Financial Performance, Earning Per Share (EPS), Operating Cash Flow (OCF), 

Return On Asset (ROA), dan Debt to Assets Ratio (DAR), Return Stock 
 
1.   Introduction 

In investing, stock return is a measure seen by investors who will invest in a 
company.  The  concept  of  return  is  the level of profit enjoyed by investors on an 
investment they make (Robert Ang, 2001). In capital market theory, the rate of return 
received by an investor from shares traded in the capital market (shares go public) is 
usually termed return. Stock return is the income earned by shareholders as a result of  
their  investment  in  a  particular company. Return on ownership of securities, 
especially shares, can be obtained in two forms, namely dividends and capital gains (the 
difference between the selling price of the shares above the purchase price). 

An investor will certainly invest in companies that have good performance. 
Therefore, measuring the company's performance is needed to determine the 
company's success in maximizing the wealth of its shareholders and as a benchmark for 
investors in determining decision making in investing in the company. In this case, the 
research object is selected companies listed on the LQ 45 

Index on the Indonesia Stock Exchange. The stock price shows the company's 
performance which moves in line with the company's performance. So that if the IDX 
company has good performance, it can improve the company's performance as reflected 
in the company's financial statements,   so   that   investors   will   be  
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interested in investing in IDX indexed companies. High stock returns will provide a 

high rate of return to investors and vice versa. There are several factors that affect stock 
returns, namely; Earnings Per Share (EPS), Operating Cash Flow (OCF), and Return on 
Assets (ROA), and Debt to Assets Ratio (DAR). 

 
2.   Research Issue 

The Covid-19 pandemic has had a negative impact on various aspects of life, not 
only health but also the economy. The Minister of Finance predicts a decline in the 
national economy to minus 2 percent in the third quarter of 2020. This condition caused 
a prolonged recession resulting in a decline in the JCI in 2020, although it had 
strengthened in several periods and temporarily frozen trading in the capital market  
(IDX  2020).  This  condition weakens  people's  purchasing  power, lowers  the  level  of  
investment  in  the capital market so that the stock price listed on the IDX declines 
(Oktavia et al., 2021). In research (Rahmi et al., 2018) simultaneously Earning Per Share, 
Price Earning   Ratio,   Debt   to   Equity   Ratio, Return On Assets, and Net Profit Margin 
have a positive and significant effect on Stock Return of 63.2%. 

To prove whether these events have more impact on the conditions of the 
Indonesian capital market, a test of the information content of these events will be 
carried  out  using  an  event  study. Nurmasari (2020) empirically proves that there has 
been a decline in share prices and an increase in transaction volume at PT Ramayana 
Lestari Sentosa, Tbk for the difference 31 days before and 31 days after the 
announcement of the first case of Covid-19.  This  research  was  conducted due to the 
lack of research on the impact of 

Covid-19   on   stock   returns   and   stock trading volume activities of companies 
listed on the IDX index. Gunawan and Jati (2012) who examined the Effect of Financial 
Ratios on Stock Returns in Investment Decision Making, it can be concluded  that  
Earning  Per  Share  (EPS) has a significant effect on stock returns. 

 
3.   Literature Review 
3.1 Signal Theory 

Signal theory is a theory that explains that good financial statements are a signal or  
sign  that  the  company has  also  been operating well. A good signal will be responded 
well by the other party. According to (Wijaya, 2012), the signaling theory states that good 
quality companies will   intentionally   give   signals   to   the market, thus the market is 
expected to be able to distinguish good and bad quality companies. In order for the 
signal to be effective, it must be able to be captured by the market and perceived well, 
and not easily imitated by poor quality companies. Market  participants  usually 
interpret  and analyze whether the information is a good signal (good news) or a bad 
signal (bad news). If the announcement of the information is a good signal (good news) 
for investors, there will be a change in the stock price, the stock price will increase so 
that the rate of return will increase. 
 
3.2 Stock Price 

The stock price is the price set for a company to parties who want to take part in 
owning share ownership rights. The value of the share price can change at any time. 
Changes in the value of stock prices are strongly influenced by demand and supply 
factors made by sellers and buyers. The stock price is the closing price in the  
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3.1 Signal Theory 

Signal theory is a theory that explains that good financial statements are a signal or  
sign  that  the  company has  also  been operating well. A good signal will be responded 
well by the other party. According to (Wijaya, 2012), the signaling theory states that good 
quality companies will   intentionally   give   signals   to   the market, thus the market is 
expected to be able to distinguish good and bad quality companies. In order for the 
signal to be effective, it must be able to be captured by the market and perceived well, 
and not easily imitated by poor quality companies. Market  participants  usually 
interpret  and analyze whether the information is a good signal (good news) or a bad 
signal (bad news). If the announcement of the information is a good signal (good news) 
for investors, there will be a change in the stock price, the stock price will increase so 
that the rate of return will increase. 
 
3.2 Stock Price 

The stock price is the price set for a company to parties who want to take part in 
owning share ownership rights. The value of the share price can change at any time. 
Changes in the value of stock prices are strongly influenced by demand and supply 
factors made by sellers and buyers. The stock price is the closing price in the  
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stock trading period. Stock price movements are always observed by investors  to  

be used as samples  in  their observations. One of the goals of financial managers is to 
maximize the value of the company. This goal will be achieved by companies that go 
public by maximizing the value of their share prices. In the country's macro economy, 
stock prices are an indication of the economic condition of the country concerned in 
the industry they are involved in (Putri, 2020). Information about which companies will 
bring profits or losses to investors can be viewed from the factors that influence stock 
price movements, namely internal factors and external  factors  (Agustina  and  
Sumartio,2014). 

 
3.3 Effect of Earnings Per Share (EPS) on Stock Return 

Earnings Per Share (EPS) is a comparison between net income after tax in one 
financial year with the number of shares issued. The higher the Earning Per Share   
(EPS),   the   greater   the   profit provided to shareholders. The greater the profit 
provided, the more investors will be interested in investing. High Earning Per Share 
(EPS) will give a signal in the form of information that is very helpful for investors, 
Earning Per Share (EPS) information can describe the prospect of a company's earnings 
in the future. This results in increased demand for shares and stock  returns  will  also  
increase.  If  the stock price increases, the rate of return will increase.  Riyanti  (2012),  
who  examined the relationship between earnings per share (EPS)  on  post-IPO  stock  
returns,  stated that  earnings  per  share  had  a  positive effect on stock returns. 
Supported by Putra and Kindangen (2016) regarding the Effect of  Earning  Per  Share  
(EPS)  on  stock returns. 

 
H1:  Earnings  Per Share  (EPS) has  a positive effect on Stock Return during Covid-19 

 
3.4   Effect   of   Operating   Cash   Flow (OCF) on Stock Return 

 
Operating Cash Flow (OCF) can be used as an early warning signal against a 

setback   or   progress   in   a   company's financial condition by comparing it with the 
previous year. A company that has a good Operating Cash Flow (OCF), means that the 
company has cash that can be used to support the company's operational activities in 
order to generate high profits. The greater the profit available to shareholders, the more 
investors will be interested in buying the company's shares, so that the share price will 
increase and this will result in an increase in the rate of return that investors will 
receive. Cheng, Liu,  and  Schaeler  (1997)  concluded  in their research that cash flow 
has a significant effect on stock returns. Miranda et.al (2003), examining the relationship 
between Operating Cash Flow (OCF) and the  rate  of  return  (ROR)  in  companies listed 
on the IDX, found that OCF has a significant effect on the rate of return. 

 
H2: Operating Cash Flow (OCF) has a positive effect on Stock Return during Covid-19 
 
3.5 Effect of Return of Assets (ROA) on Stock Return 

Return on Assets (ROA) is one of the ratios to measure the company's profitability, 
namely by dividing net income by the average total assets. Profitability ratios reflect the 
company's financial    performance,     especially    in 
 
Jurnal Akuntansi dan Pajak, 23(01), 2022, 4 

generating profits that will add value to the company. Return on Assets (ROA) is a 
comparison between net income and total assets which shows how much net profit the 
company gets when measured by the value of its assets. The increasing value of return  
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on  assets  indicates  that  the company's profit level is getting better. Watung and Ilat 
(2016) explain that Return on Assets (ROA) has a positive and significant effect on stock 
prices. 

 
H3: Return of Assets (ROA) has a positive effect on Stock Return during Covid-19 

 
3.6 Debt to Total Assets Ratio (DAR) 

Debt to Asset Ratio is a debt ratio used to measure the ratio between total debt 
and total assets. In other words, how much the company's assets are financed by debt or 
how much the company's debt affects asset management. Meanwhile, according to 
(Lukman  Syamsuddin,  2009)  states  that this ratio measures how much assets are 
financed by creditors. The higher the debt ratio, the greater the amount of loan capital 
used in generating profits for the company. Tobbianto, et al., (2019) shows that the Debt 
to Total Assets Ratio (DAR) has a significant effect on stock prices in companies listed in 
the food and beverage sub-sector listed on the Indonesia Stock Exchange in 2015-2019. 

 
H3: Debt to Total Assets Ratio (DAR) has  a  positive  effect  on  Stock  Return during 

Covid-19 
 
4. Research Methodology 
4.1 Population and Research Sample 

The population used in this study is the company's shares listed on LQ 45 during 
the years 2019-2020. The sampling technique in this study used a purposive sampling 
technique. Purposive sampling is a sampling technique using predetermined 
considerations or criteria. 
The criteria for determining the sample in this study, including the following: 

1. Companies indexed in LQ 45 shares. 
2. Companies that issue annual financial reports for the year 2020. 

 
4.2 Types and Sources of Data 

This study uses secondary data. Secondary data is data that has been collected by 
data collection agencies and published to the public using data. The secondary data 
used in this study is data in the form of financial statements of companies in the LQ 45 
index listed on the IDX in the period 2020. 
 
4.3 Data Analysis Techniques 

Descriptive statistical analysis is used to provide an overview of the research 
variables regarding the phenomena or characteristics of the data. Meanwhile, classical 
assumption test and regression analysis  The  analytical  method  in  this study  uses  
multiple  linear  analysis. Consists of descriptive analysis and statistical analysis. 
Previously, descriptive statistical tests and   classical   assumptions   were  tested. 
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Statistical analysis carried out is testing with  panel  data  using  SPSS.  Multiple 
linear  regression  analysis  with  the following formula: 

Y = + 1 EPS + 2 OCF + 3 ROA + 4 DAR 
+ 5 Size + e 
 
Keterangan: 
 
Y    : Return Share 
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on  assets  indicates  that  the company's profit level is getting better. Watung and Ilat 
(2016) explain that Return on Assets (ROA) has a positive and significant effect on stock 
prices. 
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data collection agencies and published to the public using data. The secondary data 
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index listed on the IDX in the period 2020. 
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Statistical analysis carried out is testing with  panel  data  using  SPSS.  Multiple 
linear  regression  analysis  with  the following formula: 

Y = + 1 EPS + 2 OCF + 3 ROA + 4 DAR 
+ 5 Size + e 
 
Keterangan: 
 
Y    : Return Share 

Α : Constant 
Β  :  Regression  coefficient  (increase or decrease value) 
X1 : Earning Per Share  (EPS) 
X2  : Operating Cash Flow (OCF)  
X3 : Return of Assets (ROA) 
X4  : Debt to Total Assets Ratio (DAR)  
X5  : Variable Control (Size) 
e    : Error 
 

3.2.1 Descriptive Analysis Test 
The use of the Descriptive Analysis Test is intended to obtain a systematic, factual, 

and accurate description of a fact so that it can be interpreted correctly to analyze the 
problem under study, and the right conclusions can be drawn (Naibaho, 

2013).  The  function  of  Descriptive Analysis is to provide an overview or 
description of a data seen from the average value (mean), standard deviation, variance, 
maximum, minimum, sum, range, kurtosis, and skewness (skew of distribution). 

 
3.2.1 Normality Test 

The   normality   test   aims   to   test whether       the        regression        model, 
confounding variable or residual has a normal distribution. A good regression 

model is to have a normal distribution or close  to  normal.  There  are two  ways  to 
detect whether the residuals are normally distributed or not, namely by graphical 
analysis  and statistical tests. The normal distribution will form a straight diagonal line, 
and plotting the residual data will be compared with the diagonal line. If the residual 
data is normal, then the line that describes the actual data will follow the diagonal line 
(Ghozali, 2016). 

 
3.2.1.1 Multicollinearity Test 

Multicollinearity test aims to test whether the regression model found a 
correlation between the independent variables (independent). Multicollinearity testing 
is a test that aims to test whether in the regression model there is a correlation between 
the independent variables. The effect of this multicollinearity is to cause a high variable 
in the sample. This means that the standard error is large, as a result, when the 
coefficient is tested, the t-count will be smaller than the t-table. This shows that there is 
no linear relationship between independent variable that is influenced by the   
dependent   variable.   To   find   the presence or absence of multicollinearity in the 
regression model, it can be seen from the tolerance value and the Variance Inflation  
Factor  (VIF)  value.  Tolerance 
 
Jurnal Akuntansi dan Pajak, 23(01), 2022, 6 

measures the variability of the selected independent variables that cannot be 
explained by other independent variables. So a low tolerance value is the same as a high    
VIF    value    (because    VIF    = 1/tolerance) and indicates a high collinearity. The 
commonly used cut off value is a tolerance value of 0.10 or equal to a VIF value above 10 
(Ghozali, 2016). 
 
3.2.1.1 Heteroscedasticity Test 

The heteroscedasticity test aims to test whether in the regression model there is 
an inequality of variance from the residuals of one observation to another observation. If 
the residual variance from one observation to another observation remains, it is called 
homoscedasticity, and if it is different it is called  heteroscedasticity.  A  good regression 
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model is the one with homoscedasticity (Ghozali, 2016). 
The   method   used   to   detect   the presence or absence of heteroscedasticity is 

to look at the graph plot between the predicted value of the dependent variable (ZPRED) 
and the residual (SRESID). Detection of the presence or absence of heteroscedasticity 
can be done by looking at the presence or absence of certain patterns on the scatterplot 
graph between SRESID and ZPRED where the Y axis is the predicted Y, and the X axis is 
the studentized residual (Ghozali, 2016). 
 
3.2.1.2 Autocorrelation Test 

According to Ghozali (2016) autocorrelation testing aims to test whether in a linear 
regression model there is a correlation between the confounding error in period t and 
the error in the previous period  (t-1).  Autocorrelation  arises because successive 
observations over time are related to one another. This problem arises because the 
residual (interference error) is not independent from one observation to another. There 
are several ways to detect the presence or absence of autocorrelation, one of which is 
by using a Run Test. Run Test is used to see whether the residual data occurs randomly 
or not systematically.  Decision  making  in  the Run Test test is as follows: 

 
1.  If the results of the Run Test show a significant value less than 0.05, it can be 

concluded   that   the   residuals   are   not random or there is an autocorrelation 
between the residual values. 

2.  If the results of the Run Test show a significant value greater than 0.05, it can be 
concluded that the residuals are random or there is no autocorrelation between the 
residual values. 
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3.4.4 Hypothesis Test 
3.4.4.1   Coefficient   of   Determination (R2) 

The coefficient of determination (R2) serves  as  a test  to  measure how far the 
model's ability to explain variations in the dependent variable is. The value of the 
coefficient  of  determination  is  between zero and  one.  When  the value of R2  is small, 
it means that the ability of the independent variables to explain the dependent variable 
is very limited. When the value is close to one, it means that the independent  variables  
provide  almost  all the information needed to predict the variation of the dependent 
variable (Ghozali, 2016). 

To determine the best model, the researchers recommend using the Adjusted R 
Square value. The coefficient of determination can be seen in the Model Summary table 
in the Adjusted R Square table. The value of Adjusted R Square shows how much the 
dependent variable can be explained by the independent variable (Ghozali, 2016). 
3.4.4.2  Uji  Kelayakan  Model/Goodness of Fit (F test) 

The   F   test   is   used   to   determine whether all independent variables 
simultaneously   will   have   a   significant effect on the dependent variable. If the F- 
statistic is greater than the F-table, then the 

regression equation is significant. A model is considered significant if the 
probability value of Prob (F-Statistic) is less than 5%, therefore the lower the value, the 
better (Ghozali, 2016). 
 
3.4.4.3 Partial Test (t test) 

According   to   Ghozali   (2016)   the partial  test  basically shows  to  determine the 
effect of each independent variable on the dependent variable. The level of significance 
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model is the one with homoscedasticity (Ghozali, 2016). 
The   method   used   to   detect   the presence or absence of heteroscedasticity is 

to look at the graph plot between the predicted value of the dependent variable (ZPRED) 
and the residual (SRESID). Detection of the presence or absence of heteroscedasticity 
can be done by looking at the presence or absence of certain patterns on the scatterplot 
graph between SRESID and ZPRED where the Y axis is the predicted Y, and the X axis is 
the studentized residual (Ghozali, 2016). 
 
3.2.1.2 Autocorrelation Test 

According to Ghozali (2016) autocorrelation testing aims to test whether in a linear 
regression model there is a correlation between the confounding error in period t and 
the error in the previous period  (t-1).  Autocorrelation  arises because successive 
observations over time are related to one another. This problem arises because the 
residual (interference error) is not independent from one observation to another. There 
are several ways to detect the presence or absence of autocorrelation, one of which is 
by using a Run Test. Run Test is used to see whether the residual data occurs randomly 
or not systematically.  Decision  making  in  the Run Test test is as follows: 

 
1.  If the results of the Run Test show a significant value less than 0.05, it can be 

concluded   that   the   residuals   are   not random or there is an autocorrelation 
between the residual values. 

2.  If the results of the Run Test show a significant value greater than 0.05, it can be 
concluded that the residuals are random or there is no autocorrelation between the 
residual values. 
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3.4.4 Hypothesis Test 
3.4.4.1   Coefficient   of   Determination (R2) 

The coefficient of determination (R2) serves  as  a test  to  measure how far the 
model's ability to explain variations in the dependent variable is. The value of the 
coefficient  of  determination  is  between zero and  one.  When  the value of R2  is small, 
it means that the ability of the independent variables to explain the dependent variable 
is very limited. When the value is close to one, it means that the independent  variables  
provide  almost  all the information needed to predict the variation of the dependent 
variable (Ghozali, 2016). 

To determine the best model, the researchers recommend using the Adjusted R 
Square value. The coefficient of determination can be seen in the Model Summary table 
in the Adjusted R Square table. The value of Adjusted R Square shows how much the 
dependent variable can be explained by the independent variable (Ghozali, 2016). 
3.4.4.2  Uji  Kelayakan  Model/Goodness of Fit (F test) 

The   F   test   is   used   to   determine whether all independent variables 
simultaneously   will   have   a   significant effect on the dependent variable. If the F- 
statistic is greater than the F-table, then the 

regression equation is significant. A model is considered significant if the 
probability value of Prob (F-Statistic) is less than 5%, therefore the lower the value, the 
better (Ghozali, 2016). 
 
3.4.4.3 Partial Test (t test) 

According   to   Ghozali   (2016)   the partial  test  basically shows  to  determine the 
effect of each independent variable on the dependent variable. The level of significance 

used is at 0.05. The criteria for   accepting   or   rejecting   H0   are   as follows: 
a.     If t count < t table or –t count > -t table, then H0 is accepted. 
b.     If t count > t table or –t count <- t table, then H0 is rejected. 

With  decision  making  criteria  based on p-value at 95% confidence level or 
significant level of 0.05 are as follows: 

a.     If p-value > 0.05, then H0 is accepted. 
 

That is, it does not have a significant effect partially. 
b.  If  the  p-value  <  0.05,  then  H0  is rejected. That is, there is a partially significant 

effect. 
 

3.4.5 Multiple Linear Regression Test 
Multiple Linear Regression Test is used to examine the effect of independent 

variables (earnings per share, operating cash  flow,  return  on  assets,  and  debt  to total 
asset ratio) on the dependent variable 
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(stock returns) either simultaneously or partially. 
 
5. Result and Discussion 

Research conducted by Riyanti (2012) which examines the relationship between 
Earnings Per Share (EPS) on Post-IPO Stock Returns, states that Earnings Per Share   has   
a   positive   effect   on   stock returns. Supported by research (Putra and Kindangen, 
2016) regarding the Effect of Earning Per Share (EPS) on stock returns. In contrast to 
Susilowati (2011) who examined the effect of Earning Per Share (EPS) on stock returns, it 
shows that Earnings Per Share (EPS) does not have a significant  effect  on  stock  
returns. Research by Gunawan and Jati (2012) which examines the Effect of Financial 
Ratios on Stock Returns in Investment Decision Making, it can be concluded that 
Earning Per Share (EPS) has a significant effect on stock returns. 

Research (Cheng, Liu, and Schaeler, 1997) concluded in his research that cash flow 
has a significant effect on stock returns. Research by Miranda et.al (2003), examining     
the     relationship     between Operating Cash Flow (OCF) and the rate of return (ROR) in 
companies listed on the IDX, found that OCF has a significant effect  on  the  rate  of  
return.  (Winarno, 2013)   who   examined   the   Effect   of Operating  Cash  Flow  on  
Stock  Returns, found that Operating Cash Flow was not significant on stock returns. 
(Mutmainah, 2016) The test results show that performance appraisal with the 
conventional  concept,  namely  the Operating Cash Flow (OCF) analysis has a significant 
positive effect on the rate of return. 

In the research of Watung and Ilat (2016), Return on Assets (ROA) has a positive 
and significant effect on stock prices.  In  research  (Nurlia,  2016)  stated that  Return  
on  Assets,  partially  positive and significant effect on stock returns in Automotive and 
Component Sub-Sector Companies listed on the Indonesia Stock Exchange.  While  
Emalia  (2016),  Return on Assets (ROA) has a positive and insignificant effect on stock 
returns. 

Research (Tobbianto, et al., 2019) based on the results of the t-test in this study, 
shows that the Debt to Total Assets Ratio (DAR) has a significant effect on stock prices in 
companies listed in the food and beverage sub-sector listed on the Indonesia Stock 
Exchange in 2015- 2019. 
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6. Conclusion 
Based on the results of data analysis on the effect of earnings per share, operating 

cash  flow,  return  on  assets,  and  debt  to total asset ratio on stock returns in 
companies indexed in LQ45 shares listed on the Indonesia Stock Exchange during the   
Covid-19   pandemic   ,   it   can   be 
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concluded as follows: Earning Per Share does not have a significant effect on stock 
returns. This is evidenced by the positive value of the t-test on EPS of 1.423 and a 
significance value of0.167, greater than the error tolerance = 0.05 (Ha is rejected). 
Results that are not statistically significant indicate that H0 is accepted, so during the 
Covid-19 pandemic earnings per share cannot be used to predict stock returns in 
companies indexed in LQ45 shares listed on the Indonesia Stock Exchange in 2020. 

1.  Operating Cash Flow has a significant effect on stock returns. This is evidenced by 
the negative value of the t test on OCF, which is -2.894 and a significance value of 
0.008 is obtained, which   is   smaller   than   the   error tolerance = 0.05 (Ha is 
accepted). A statistically significant result indicates that  H0  is  rejected,  so  during  
the Covid-19   pandemic   operating   cash flow  can  be  used  to  predict  stock 
returns in companies indexed in LQ45 shares listed on the Indonesia Stock 
Exchange in 2020. 

2.   Return  on  Assets  has  a  significant effect on stock returns. This is evidenced by 
the positive value of the t-test on ROA of 2.402 and a significance value of 0.024 is 
obtained, which   is   smaller   than   the   error tolerance = 0.05 (Ha is accepted). A 
statistically significant result indicates that  H0  is  rejected,  so  during  the Covid-
19  pandemic  return  on  assets can be used to predict stock returns in companies 
indexed in LQ45 shares listed on the Indonesia Stock Exchange in 2020. 

3. Debt to Total Asset Ratio has a significant effect on stock returns. This is evidenced 
by the positive value of the t-test on DAR of 2.067 and a significance value of 0.049 
is obtained, which   is   smaller   than   the   error tolerance = 0.05 (Ha is accepted). A 
statistically significant result indicates that  H0  is  rejected,  so  during  the Covid-
19 pandemic the debt to total asset ratio can be used to predict stock returns in 
companies indexed in LQ45 shares listed on the Indonesia Stock Exchange in 2020. 

4. The results of the analysis using the F test in this study indicate that earnings per 
share, operating cash flow, return on assets, and debt to total asset ratio which are 
controlled by firm size (size) have  a  simultaneous  effect  on  stock returns. This 
can be proven by the calculated F value of 3.385 with a significance value of 0.018. 
The significance value is less than 0.05, so Ha is accepted and H0 is rejected. The 
adjusted R-Square value in this study obtained a value of 0.284. This shows that  
stock  returns  are  influenced  by 
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earnings   per   share,   operating   cash flow, return on assets, and debt to total 
asset  ratio  of  28.4%,  while  the  rest 71.6%. 
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6. Conclusion 
Based on the results of data analysis on the effect of earnings per share, operating 
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ABSTRACT: 
Indonesia is a developing country that has various environmental problems. 

Environmental problems in Indonesia include solid waste and pollution of water sources 
from consumption activities. In addition, in 2020 , the Food and Drug Supervisory Agency 
(BPOM) reported tha t it had uncovered the circulation of illegal cosmetics of more than Rp. 10 
billion in Indonesia. Environmental and illegal cosmetic problems can change the 
consumption patt ern of green cosmetics. In addition, values in consumers can affect 
consumption p atterns, such as attitudes and intentions to buy green cosmetics. Two values 
that have a very high impact on consumer behavior toward green products and are 
negatively correlated are altruistic and egoistic values. Therefore, the main objective of this s 
tudy is to analyze the effect of altruistic and egoistic values on attitudes and purchase 
intentions of green cosmetics. Sampling was done by purposive sampling with 400 data that 
can be used. Data analysis was performed using structural equa tion model analysis (SEM). 
The results showed that altruistic and egoistic values positively affected attitudes and 
purchase intentions of green cosmetics. Selfish values have a more significant influence on 
attitudes and purchase intentions of green cosmetics than altruistic values. However, egoistic 
values were found to have more impact on attitudes and purchase intentions of green 
cosmetics. This research is one of the initial attempts to understand t he importance of 
altruistic and egoistic values related to green cosmetic products in the Indonesian context. 
Keywords: Green cosmetics, altruistic value, egoistic value, attitude, purchase intention 

 
1. Introduction 

Indonesia is a developing country that has various environmental problems. 
Indonesia is one of the m ost waste- producing countries, ranked 11th in the world 
(Ritchie & Roser, 2018) . Indonesia also has other environmental problems, namely water 
quality tha t is not too good (Badan Pusat Statistik, 2020) . The Indonesian government 
has made efforts to improve environmental problems by issuing Sustainable 
Development Goals (TPB/SDGs). However, this is difficult to achieve if the 
consumption of goods is not co ntrolled (Chan, 2001). One of the products consumed 
every day by both women and men is cosmetic products. Therefore, Indonesia is one of 
the potential markets for the cos metic industry. In 2020, the growth of the cosmetic 
industry increased by 5.59% from the previous year (Rizanty, 2021) . However, the Food 
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1. Introduction 

Indonesia is a developing country that has various environmental problems. 
Indonesia is one of the m ost waste- producing countries, ranked 11th in the world 
(Ritchie & Roser, 2018) . Indonesia also has other environmental problems, namely water 
quality tha t is not too good (Badan Pusat Statistik, 2020) . The Indonesian government 
has made efforts to improve environmental problems by issuing Sustainable 
Development Goals (TPB/SDGs). However, this is difficult to achieve if the 
consumption of goods is not co ntrolled (Chan, 2001). One of the products consumed 
every day by both women and men is cosmetic products. Therefore, Indonesia is one of 
the potential markets for the cos metic industry. In 2020, the growth of the cosmetic 
industry increased by 5.59% from the previous year (Rizanty, 2021) . However, the Food 

and Drug Supervisory Agency (BPOM) reported that it had revealed the circulation of 
more than 10 bil lion rupiahs of illegal cosmetics in Indonesia (Badan POM, 2020). This 
issue makes people more sel ective in choosing cosmetic products because synthetic 
materials and cosmetic chemicals affect health and the environment (Hsu et al., 2017; 
Patnaik et al., 2021). Therefore, it is very important to understand green consumption 
behavior because consumers are mem bers of society and significant stakeholders in the 
market (Paswan et al., 2017) . 

Previous research on consumer buying behavior toward green cosmetic prod ucts 
is still limited (ElHaffar et al., 2020; Jaini et al., 2020; Paul et al., 2016) . In addition, 
research on green products, especially the cosmetic category in the context of 
developing countries, is still very rare (Shimul et al., 2022) , such as in Indonesia. 
Therefore, this study tries to explain the buying behavior of Indonesian consumers 
toward green cosmetic products. Several factors influence the buying behavior of green 
cosmetics. In the existing literature, most studies focused mainly on atti tudes, 
subjective norms, and perceived behavioral control over purchasing behavior, but little 
attention was paid to estimati ng value ideas (H. Kim et al., 2015). However, consumer 
values play an essential role in buying behavior (Jayawardhena et al., 2016 ). Because of 
the scarcity of research and the important role consumer values play in consumer 
behavior, this stud y tries to explain the buying behavior of Indonesian consumers by 
knowing the influence of altruistic and egoistic values o n attitudes and purchase 
intentions of green cosmetic products. This study classifies values into two values, 
namely values that emphasize 

self-determination or can be said to be an egoistic value system and values that 
emphasize the welfare of others without personal gain or are called altruistic values 
(Yadav, 2016)). Previous studies claim that altruistic and egoistic values significantly 
impact consumer attitudes toward green products (Prakash et al., 2019; Yadav, 2016) . 
Research conducted by Prakash et al. (2019) shows that altruistic values have a greater 
influence than egoistic values on attitudes and product purchase intentions. 

On the other hand, research conducted (Yadav, 2016) in India showed that egoistic 
values were found to have more impact on consumers' purchase intention of organic 
food. Therefore, this study aimed to determine the effect of altruis tic and egoistic 
values on attitudes and green cosmetics purchase intention in Indonesia and the effect 
of attitudes on green cosmetic purchase intentions. This study also offers a new 
perspective on the findings of previous studies. 

 
2. Literature Review 
2.1. Consumer Behavior 

Consumer behavior studies how consumers, individuals, groups, and organizations 
choose, use, and dis pense products (goods, services, ideas, or experiences) to satisfy 
consumer needs and want (Kotler & Keller, 2016) . Many previous studies predict the 
buyi ng behavior of green products using the Theory of Reasoned Action (TRA) (Fishbein 
& Ajzen, 1975) and the Theory of Planned Behavior (TPB) (Ajzen, 1991). Both models 
support the view that intention significantly influences behavior (Ajzen, 1991). The 
intention indicates how hard someone wants to try and how much effort they plan to 
put in or perform a behavior (Ajzen, 1991). Purchase intention can be used as an essential 
measure to anticipate buying behavior by evaluating consumer attitudes toward a  
product (Fishbein & Ajzen, 1975) . Attitudes can be shown in the evaluation, behavior, and 
tendencies of individuals in a conflict, whether favorable or unfavorable (Ajzen, 1991). 
Consumer attitudes are shaped by a comprehensive evaluation of the produc t or 
service (Eagly & Chaiken, 1993) . Therefore, attitude is an essential antecedent of 
behavioral intentions toward green products of eac h individual in various settings, such 
as purchasing environmentally friendly products (Yadav & Pathak, 2016). 
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2.2 Altruistic Values 
Altruistic  value is shown in caring for  others  about the environment (Swami et 

al., 2010) ). Altruistic values encourage a person to be more concerned about the 
environment (Birch et al., 2018; Dunlap & Jones, 2002; Zou & Chan, 2019). Many previous 
studies have stated that altruistic values are reflected by one's concern for the en 
vironment (Birch et al., 2018; Prakash et al., 2019; Yadav, 2016; Zou & Chan, 2019) . 
Altruistic values are very important to shaping one's behavior toward the environment 
(Heberlein, 1972) . Individuals with a higher orientation toward altruistic values are 
usually more concerned about environmental issues and more motivated in pro -
environmental behavior (Rahman & Reynolds, 2016). In green marketing, altruistic values 
are part of the assessment for pro -environmental behavior (Kaufmann et al., 2012) . 

 
2.3 Egoistic Values 

Egoistic values focus on maximizing the results one gets from self -interest -based 
behavior (Rahman & Reynolds, 2016). The concept of egoistic values is defined as a self -
concept showing health concern for individuals and their families (Prakash et al., 2019) . 
Someone with a higher level of egoistic value orientation specifically considers the costs 
they ha ve to personally incur in carrying out pro -environmental behavior as well as the 
benefits derived from pro -environmental behavior. When their perceived benefits 
exceed their perceived costs, they adopt environmentally fri endly behavior and vice-
versa (S. Y. Kim et al., 2012). Egoistic values can motivate someone to show 
environmentally friendly behavior (Verma et al., 2019) . 

 
2.4 Altruistic Values, Attitude toward Green Cosmetics, and Green Cosmetics Purchase 

Intention 
Altruistic value is a personal value structure that significantly influences behavior 

(Teng et al., 2015). Altruistic values have shown promising effects on pro -environmental 
consumer attitudes, intentions, and behaviors (Kaufmann et al., 2012; Mas'od & Chin, 
2014; Straughan & Roberts, 1999) . The altruistic value in a person is reflected in their 
efforts to overcome environmental problems through environmentally friendly 
purchases (Birch et al., 2018; Dunlap & Jones, 2002; Zou & Chan, 2019). Environmental 
concern shows how someone cares about the environment and can be a determining 
factor in consumer behavior (Dunlap & Jones, 2002). Previous studies have shown that 
consumers who care about the environment will have a good attitude toward 
environment ally friendly products or services (Y. Kim & Han, 2010) and purchase green 
products (Maichum et al., 2016) . Based on the preceding literature, the following can be 
hypothesized: 
 H1. Altruistic values have a positive and significant impact on attitudes toward green 

cosmetic s. 
 H2. Altruistic value s have a positive and significant impact on green cosmetics 

purchase intention. 
 

2.5 Egoistic Values, Attitude toward Green Cosmetics, and Green Cosmetics Purchase 
Intention 

Egoistic values can motivate individuals to behave environmentally friendly (Verma 
et al., 2019) . The concept of egoistic value in this study is defined as a self -concept that 
shows concern for the health of individuals and their families (Prakash et al. , 2019). 
Many consumers switch to the cosmetic product category to adverse health effects, 
from chemical cosmetics to green cosmetic purchases (Jaini et al., 2020) . Previous 
studies have shown that health problems affect consumer attitudes toward envir 
onmentally friendly products (Kumar, 2019; Prakash & Pathak, 2017) . Most previous 
studies considered health and safety concerns as the main factors that attract attention 
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2.2 Altruistic Values 
Altruistic  value is shown in caring for  others  about the environment (Swami et 

al., 2010) ). Altruistic values encourage a person to be more concerned about the 
environment (Birch et al., 2018; Dunlap & Jones, 2002; Zou & Chan, 2019). Many previous 
studies have stated that altruistic values are reflected by one's concern for the en 
vironment (Birch et al., 2018; Prakash et al., 2019; Yadav, 2016; Zou & Chan, 2019) . 
Altruistic values are very important to shaping one's behavior toward the environment 
(Heberlein, 1972) . Individuals with a higher orientation toward altruistic values are 
usually more concerned about environmental issues and more motivated in pro -
environmental behavior (Rahman & Reynolds, 2016). In green marketing, altruistic values 
are part of the assessment for pro -environmental behavior (Kaufmann et al., 2012) . 

 
2.3 Egoistic Values 

Egoistic values focus on maximizing the results one gets from self -interest -based 
behavior (Rahman & Reynolds, 2016). The concept of egoistic values is defined as a self -
concept showing health concern for individuals and their families (Prakash et al., 2019) . 
Someone with a higher level of egoistic value orientation specifically considers the costs 
they ha ve to personally incur in carrying out pro -environmental behavior as well as the 
benefits derived from pro -environmental behavior. When their perceived benefits 
exceed their perceived costs, they adopt environmentally fri endly behavior and vice-
versa (S. Y. Kim et al., 2012). Egoistic values can motivate someone to show 
environmentally friendly behavior (Verma et al., 2019) . 

 
2.4 Altruistic Values, Attitude toward Green Cosmetics, and Green Cosmetics Purchase 

Intention 
Altruistic value is a personal value structure that significantly influences behavior 

(Teng et al., 2015). Altruistic values have shown promising effects on pro -environmental 
consumer attitudes, intentions, and behaviors (Kaufmann et al., 2012; Mas'od & Chin, 
2014; Straughan & Roberts, 1999) . The altruistic value in a person is reflected in their 
efforts to overcome environmental problems through environmentally friendly 
purchases (Birch et al., 2018; Dunlap & Jones, 2002; Zou & Chan, 2019). Environmental 
concern shows how someone cares about the environment and can be a determining 
factor in consumer behavior (Dunlap & Jones, 2002). Previous studies have shown that 
consumers who care about the environment will have a good attitude toward 
environment ally friendly products or services (Y. Kim & Han, 2010) and purchase green 
products (Maichum et al., 2016) . Based on the preceding literature, the following can be 
hypothesized: 
 H1. Altruistic values have a positive and significant impact on attitudes toward green 

cosmetic s. 
 H2. Altruistic value s have a positive and significant impact on green cosmetics 

purchase intention. 
 

2.5 Egoistic Values, Attitude toward Green Cosmetics, and Green Cosmetics Purchase 
Intention 

Egoistic values can motivate individuals to behave environmentally friendly (Verma 
et al., 2019) . The concept of egoistic value in this study is defined as a self -concept that 
shows concern for the health of individuals and their families (Prakash et al. , 2019). 
Many consumers switch to the cosmetic product category to adverse health effects, 
from chemical cosmetics to green cosmetic purchases (Jaini et al., 2020) . Previous 
studies have shown that health problems affect consumer attitudes toward envir 
onmentally friendly products (Kumar, 2019; Prakash & Pathak, 2017) . Most previous 
studies considered health and safety concerns as the main factors that attract attention 

when buying co-friendly products (Prakash et al., 2019; Yadav, 2016) . Previous r esearch 
has shown that egoistic values can influence attitudes and purchase intentions of 
environmentally friendly products (Prakash et al., 2019) . Based on the preceding 
literature, the following can be hypothesized: 
 H3. Egoistic values have a positive and significant impact on attitudes toward green 

cosmetic s. 
 H4. Egoistic values have a positive and significant impact on green cosmetics 

purchase intention. 
 

2.6 Attitude toward Green Cosmetics and Green Cosmetics Purchase Intention 
Attitude is an essential predictor of behavioral intention (Paul et al., 2016) . Attitude 

is a personal evaluation that each individual manifests toward a particular object 
(Fishbein & Ajzen, 1975) . Previous studies on environmentally friendly products and 
environmental -related behavior also support the claim that green attitudes and 
purchase intentions have a positive relationship (Prakash et al., 2019; Yadav & Pathak, 
2016) . Based on the preceding literature, the following can be hypothesized: 

 
 H5. Attitude toward green cosmetic s positively and significantly impacts green 

cosmetics purchase intention. Those all hypotheses are drawn in figure 1 below . 

 
Figure 1. Conceptual Model 

 

Demographic Variables Category Frequency 
Number Percentage (%) 

Gender 
Male 70 17.50 

Female 330 82.50 

Age 

18-29 317 79.25 
30-39 56 14.00 
40-49 15 3.75 
> 50 12 3.00 

Last Education 

SMA/ SMK 102 25.50 
D1/ D2/ D3 28 7.00 

S1/ D4 249 62.25 
S2/S3 21 5.25 

Green Cosmetic Usage 
Experience 

Ever 377 94.25 
Never 23 5.75 

Green Cosmetics Group 
Ever Used 

Personal care products 
(cream, lotion, oil, 

shampoo, soap, 
cleanser, toothpaste) 

352 47.83 

Make-up (lipstick, 
blush, compact 173 23.51 
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powder, eyebrow 
pencil) 

Fragrance (cologne, 
perfume, essence) 199 27.04 

Styling gels and 
mousses 12 1.63 

Green Cosmetics Brands 
That Have Been and Are in 

Use 

The Body Shop 145 25.00 
Garnier 96 16.55 

Innisfree 47 8.10 
SASC 46 7.93 

Wardah 41 7.07 
Love Beauty and 

Planet 41 7.07 

SeconDate Beauty 39 6.72 
L'occitane 38 6.55 

Klend and Kind 33 5.69 
Mineral Botanicals 17 2.93 

The Soap Story 12 2.07 
Rose All Day 10 1.72 

Sensatia Botanicals 6 1.03 
Trope Cosmetic 5 0.86 

Skin Dewi 4 0.69 
Table 1: Characteristics of Respondents 

3. Research Methodology 
The type of research conducted in this research is causal research with 

quantitative techniques. The questionnaires were distributed in a structured and 
independent manner to the Indonesian people using a cross -sectional survey 
conducted in one research pe riod. This study questionnaire includes respondent's 
profile questions such as gender, age, education level, knowledge, and experience 
regarding green cosmetics. The concluding part of the que stionnaire had queries about 
respondents' perceptions of green p roduct purchase intentions with 13 measurement 
instruments. The altruistic value was measured using four -question items, and the 
egoistic value, attitude, and purchase intention of green cosmetics were measured using 
three question items. This item is desi gned on a five-point Likert scale, from one 
indicating  'strongly  disagree'  to five indicating  'strongly  agree.'  The population in this 
study is Indonesian society consisting of educated adults (aged 18 years and over) who 
are likely to use or even have use d green products. The sampling method used in this 
research is non -probability sampling using the purposive sampling technique, 
consisting of 400 usable data  from 442 respondents. The data  collected from 400 
respondents  were analyzed  using a two-step structural equation modeling (SEM) 
analysis, namely the measurement and structural models (Anderson et al., 1988) . AMOS 
(Analysis of Moment Structure) version 24 analyzes the relationship between constructs. 

 
4. Research Findings and Discussions 
4.1. Descriptive Statistics 

The characteristics of the respondents were explained by using descriptive 
analysis techniques. The characteristics of the respondents in this study include gender, 
age, education level, experience of using green cos metics, groups of green cosmetics 
that have been used, and brands of green cosmetics that have been and are currently 
being used. The results of the descriptive analysis of the respondent's profile obtained 
can be seen in Table 1. 
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independent manner to the Indonesian people using a cross -sectional survey 
conducted in one research pe riod. This study questionnaire includes respondent's 
profile questions such as gender, age, education level, knowledge, and experience 
regarding green cosmetics. The concluding part of the que stionnaire had queries about 
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instruments. The altruistic value was measured using four -question items, and the 
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indicating  'strongly  disagree'  to five indicating  'strongly  agree.'  The population in this 
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analysis, namely the measurement and structural models (Anderson et al., 1988) . AMOS 
(Analysis of Moment Structure) version 24 analyzes the relationship between constructs. 

 
4. Research Findings and Discussions 
4.1. Descriptive Statistics 

The characteristics of the respondents were explained by using descriptive 
analysis techniques. The characteristics of the respondents in this study include gender, 
age, education level, experience of using green cos metics, groups of green cosmetics 
that have been used, and brands of green cosmetics that have been and are currently 
being used. The results of the descriptive analysis of the respondent's profile obtained 
can be seen in Table 1. 

Table 1 shows the characteristics of the responde nts by gender in this study. As 
many as 330 respondents (82.5%) were female, while male respondents were 17.5%. Th is 
result shows that more women have the potential to use or even have used green 
cosmetic products. In addition, these results may indicate t hat women are generally 
more interested in using green cosmetics than men. 

The respondents' age characteristics showed that respondents between 18 and 29 
years (79.25%) were m ore dominant in having the potential to use or even have used 
green cosmetic prod ucts than respondents with an age range of 30-39 years (14%). And 
then, there were respondents between 40 and 49 years (3.75%). In the fourth plac e, 
there were respondents with an age of more than 50 years (3%). People aged between 18 
and 29 years dominate in having the potential to use or even have used green cosmetic 
products. 

Most respondents have the latest education level S1/ D4, as many as 249 
respondents (62.25%), while r espondents with the newest education are SMA/ SMK, as 
many as 25.50%. Then there are only 5.25% of respondents with the latest education 
S2/ S3. Therefore, based on education, the majority of respondents in this study had the 
la test education level S1/ D4. 

Most of the respondents had used green cosmetics, as many as 377 respondents 
(94.2 5%). On the other hand, only 5.75% of respondents have never used green cosmetic 
products. Therefore, it can be concluded that cu rrently, many Indonesian people use 
environmentally -friendly cosmetic products. The group of green cosmetic products 
used by respondents was the Personal care products group (cream, lotion, oil, shampoo, 
soap, cleanser, toothpa ste) with 352 respondents (47.83%). Therefore, most 
respondents have used the Personal care products group (cream, lotion, oil, shampoo, 
soap, cleanser, toothpaste). In second place is the green cosmetic Fragrance group 
(cologne, perfume, essence) with 27.04% and the Make-up group (lipstick, blush, 
compact powder, eyebrow pencil) with 23.51%. Meanwhile, the green cosmetic group 
that the respondents used the l east was the Styling gels and mousses group, as much as 
1.63%. Respondents have used various types of local brands, such as SASC, Wardah, 
SeconDate Beauty, Klend and Kind, Mineral Botanicals, The Soap Story, Rose All Day, 
Sensatia Botanical, Trope Cosmetic , and Skin Dewi. Even so, the brands of green 
cosmetic products that the most respondents have used are the body shop brands from 
global companies , with a total of 145 respondents (25%). Meanwhile, the Skin Dewi 
brand is a green cosmetic brand with the few est users, namely four respondents 
(0.69%). 

 

Construct 
Name Items Factor Loadings Cronbach’s Alpha CR AVE 

 
AV 

AV1 1.000 
 

0.754 
 

0.914 
 

0.729 
AV2 0.934 
AV3 0.903 
AV4 0.820 

 
EV 

EV1 1.000 
 

0.807 
 

0.938 
 

0.836 EV2 1.056 
EV3 1.166 

 
A 

A1 1.000 
 

0.776 
 

0.923 
 

0.799 A2 0.980 
A3 1.029 

 
I 

I1 1.000 
 

0.727 
 

0.919 
 

0.791 I2 1.111 
I3 0.950 

Table 2: Measurement Model 
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Note: AV-altruistic values , EV-egoistic values, A-attitude toward green cosmetics, I-green 
cosmetics purchase intention. 
 
4.2 Measurement Model 

This study implemented covariance -based Structural Equation Modeling (CB -
SEM) to test the proposed research model using AMOS 24 software. Before testing the 
hypothesis, reliability and validity were calculate d of the measurement variables. The 
validity test consists of convergent validity and discriminant validity. The parameter use 
d in the convergent validity test and Average Variance Extracted (AVE) value show that 
all measurement variables are val id and fulfill the AVE value standard > 0.6 (Hair et al., 
2014) . The discriminant validity test looks at the Fornell -Larcker criterion and cross - 
loading. Discriminant validity also shows that the measurement of the variables used is 
valid. The c riteria used in testing the reliability in th is study were Cronbach's Alpha 
(CA) and Composite Reliability (CR), meeting the predetermined standard of more than 
0.7. The results of the measurement model analysis show that all values meet t he 
recommended values, which can be seen in Table 2. 

The next phase, SEM analysis, requires measurement of the goodness of fit. The 
results show that the fit mode l measurement fulfills the criteria. The statistical fit of the 
conceptual framework was assessed usin g a structural model. The measurement results 
of the f it model can be done by comparing the recommended fit index as presented in 
Table 3. Table 3 shows that the conceptual framework considered in the present study 
represents a good data f it well above the recommended value. Thus, the goodness of fit 
test sho ws that the observed data is by the theory or model. 

The R-Square test shows that the R -Square value of the attitude variable is 0.558, 
and the R -Square value of the purchase intention variable is 0.716. These results mean 
that all the independent/ independ ent variables in this study simultaneously have an 
effect of 55.8% on the attitude variable. In contrast, 44.2% compared to the study by 
other variables not tested in the study. Therefore, the R -Square value of the attitude 
variable is in the moderate cate gory. In addition, the results of the R -Square test mean 
that all independent variables in this study simultaneously have an effect of 71.6% on the 
purchase intention variable. 

In contrast, 28.4% were influenced by other variables not tested in the study. 
Therefore, the R-Square value of the purchase intention variable is categorized as 
strong. In addition, the R -Square value is categorized as strong if it is more than 0.67, 
moderate if it is more than 0.33 but lower than 0.67, and weak if it is more than 0 .19 but 
lower than 0.33 (Chin, 1998). 

 
4.3. Structure Model 

After analyzing the measurement model, the next step is to test the results of the 
hypothesis by usi ng Structural Model Results. The t -statistic value of the five 
hypotheses is greater than the current t -table value of 1.96, with a significance of 5%. 
The results of hypothesis testing show that altruistic and egoistic values have a positive 
and significan t effect on attitudes and purchase intentions of green cosmetics that 
support the hypothesis (H1, H2, H3, H4, and H5), respectively. The results can be seen in 
Table 4. 

 
GOF Acceptable Match Level Model Index Explanation 

CMIN CMIN ≤2df (good fit), 2df < CMIN ≤3df (marginal 
fit),CMIN > 3df (bad fit) 1.001 Good Fit 

p-value P ≥ 0.05(good fit), p<0,05 (bad fit) 0.472 Good Fit 
GFI GFI ≥ 0.9 (good fit), 0.8 ≤ GFI ≤ 0.9 (marginal fit) 0.982 Good Fit 
RMR RMR ≤ 0.5 (good fit) 0.011 Good Fit 
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Note: AV-altruistic values , EV-egoistic values, A-attitude toward green cosmetics, I-green 
cosmetics purchase intention. 
 
4.2 Measurement Model 

This study implemented covariance -based Structural Equation Modeling (CB -
SEM) to test the proposed research model using AMOS 24 software. Before testing the 
hypothesis, reliability and validity were calculate d of the measurement variables. The 
validity test consists of convergent validity and discriminant validity. The parameter use 
d in the convergent validity test and Average Variance Extracted (AVE) value show that 
all measurement variables are val id and fulfill the AVE value standard > 0.6 (Hair et al., 
2014) . The discriminant validity test looks at the Fornell -Larcker criterion and cross - 
loading. Discriminant validity also shows that the measurement of the variables used is 
valid. The c riteria used in testing the reliability in th is study were Cronbach's Alpha 
(CA) and Composite Reliability (CR), meeting the predetermined standard of more than 
0.7. The results of the measurement model analysis show that all values meet t he 
recommended values, which can be seen in Table 2. 

The next phase, SEM analysis, requires measurement of the goodness of fit. The 
results show that the fit mode l measurement fulfills the criteria. The statistical fit of the 
conceptual framework was assessed usin g a structural model. The measurement results 
of the f it model can be done by comparing the recommended fit index as presented in 
Table 3. Table 3 shows that the conceptual framework considered in the present study 
represents a good data f it well above the recommended value. Thus, the goodness of fit 
test sho ws that the observed data is by the theory or model. 

The R-Square test shows that the R -Square value of the attitude variable is 0.558, 
and the R -Square value of the purchase intention variable is 0.716. These results mean 
that all the independent/ independ ent variables in this study simultaneously have an 
effect of 55.8% on the attitude variable. In contrast, 44.2% compared to the study by 
other variables not tested in the study. Therefore, the R -Square value of the attitude 
variable is in the moderate cate gory. In addition, the results of the R -Square test mean 
that all independent variables in this study simultaneously have an effect of 71.6% on the 
purchase intention variable. 

In contrast, 28.4% were influenced by other variables not tested in the study. 
Therefore, the R-Square value of the purchase intention variable is categorized as 
strong. In addition, the R -Square value is categorized as strong if it is more than 0.67, 
moderate if it is more than 0.33 but lower than 0.67, and weak if it is more than 0 .19 but 
lower than 0.33 (Chin, 1998). 

 
4.3. Structure Model 

After analyzing the measurement model, the next step is to test the results of the 
hypothesis by usi ng Structural Model Results. The t -statistic value of the five 
hypotheses is greater than the current t -table value of 1.96, with a significance of 5%. 
The results of hypothesis testing show that altruistic and egoistic values have a positive 
and significan t effect on attitudes and purchase intentions of green cosmetics that 
support the hypothesis (H1, H2, H3, H4, and H5), respectively. The results can be seen in 
Table 4. 

 
GOF Acceptable Match Level Model Index Explanation 

CMIN CMIN ≤2df (good fit), 2df < CMIN ≤3df (marginal 
fit),CMIN > 3df (bad fit) 1.001 Good Fit 

p-value P ≥ 0.05(good fit), p<0,05 (bad fit) 0.472 Good Fit 
GFI GFI ≥ 0.9 (good fit), 0.8 ≤ GFI ≤ 0.9 (marginal fit) 0.982 Good Fit 
RMR RMR ≤ 0.5 (good fit) 0.011 Good Fit 

RMSEA 0.05 < RMSEA ≤ 0.08 (good fit), 0.08 < RMSEA 
≤1(marginal fit) 0.001 Good Fit 

TLI TLI ≥ 0.9 (good fit), 0.8 ≤ TLI≤0.9 (marginal fit) 1.000 Good Fit 
NFI NFI ≥ 0.9 (good fit), 0.8 ≤ NFI ≤ 0.9 (marginal fit) 0.980 Good Fit 
AGFI AGF I≥ 0.9 (good fit), 0.8 ≤ AGFI ≤ 0.9 (marginal fit) 0.966 Good Fit 
RFI RFI ≥ 0.9 (good fit), 0.8 ≥ RFI ≤ 0.9 (marginal fit) 0.969 Good Fit 
CFI CFI ≥ 0.9 (good fit), 0.8 ≤ CFI ≤0.9 (marginal fit) 1.000 Good Fit 

Table 3: Measurement of the Goodness of Fit 
 

Constructs Hypothesis Path coefficient t-value Results 
Altruistic values have a positive and 
significant impact on attitudes toward 
green cosmetic s 

H1 0.271 2.954 Supported 

Altruistic value s have a positive and 
significant impact on green cosmetics 
purchase intention 

H2 0.187 2.350 Supported 

Egoistic values have a positive and 
significant impact on attitudes toward 
green cosmetic s 

H3 0.666 5.760 Supported 

Egoistic values have a positive and 
significant impact on green cosmetics 
purchase intention 

H4 0.347 2.667 Supported 

Attitude toward green cosmetics has a 
positive and significant impact on 
green cosmetics purchase intention 

H5 0.518 3.899 Supported 

Table 4. Hypothesis Testing on 
 

4.4. Discussions 
This study tries to analyze the influence of altruistic and egoistic values in 

determining attitudes and purchase intentions toward green cosmetic products in 
Indonesia, a developing country. The results of the str uctural model test show that 
altruistic and egoistic values significantly affect consumers' attitudes and purchase 
intentions toward green cosmetic products. The results of this study indicate that 
egoistic values have a greater influence on attitudes and purchase intentions of green 
cosmeti cs than altruistic values. This study's findings align with the results of research 
(Magnusson et al., 2003), which states that egoistic values are more important than 
altruistic values in influencing consumer purchasing decisions for organic food. T he 
results of this study contradict the results of research (Prakash et al., 2019) which 
observed the influence of altruistic and egoistic values on attitudes and purchase 
intentions of environmentally friendly packaged products. The results of the stu dy 
(Prakash et al., 2019) state that altruistic values have a greater influence than egoistic 
values on attitudes and purchase intentions of environmentally friendly packaged 
products. Differences in r esearch results can be caused because cosmetic pr oducts 
used daily directly in the consumer's body will directly impact health more than 
products with environmentally friendly packaging. Many consumers are more 
concerned with the health of cosmetic products than the environmental impact of 
cosmetic produ cts. The results of this study indicate that consumers buy green 
cosmetics with environmental concerns in mind, but their benefits regarding health 
benefits are the most important to them. According to the statement (Jaini et al., 
2020) , many consumers turn to green cosmetics instead of cosmetics due to health 
problems. 
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This study's findings indicate a positive and significant influence between altruistic 
values and public attitudes toward green cosmetics. A person's high altruistic value can 
lead to a positive attitude toward green cosmetic products. Altruistic values refer to 
feelings or concern for others toward the environment (Swami et al., 2010) . Individuals 
with a higher orientation toward altruistic values are usually more concerned with en 
vironmental issues and more motivated to participate in pro -environmental behavior 
(Rahman & Reynolds, 2016). In addition, the study results indicate a positive and 
significant influence between altruistic values and the purchase intention of green cos 
metic consumers. Altruistic value is understood as a concern for the environment 
because individuals behave in protecting the na tural environment with little thought of 
profit for themselves (Ebreo et al., 2002) . Environmental problems that arise today c 
ause people to care more about the environment. Previous research has shown that 
consumers with solid altruistic va lues also have strong ecological beliefs, leading them 
to exhibit pro -environmental behavior (Groot et al., 2016; Y. Kim & Han, 2010) . Previous 
research on environmental concern and purchase intention of green products, such as 
research (Maichum et al., 2016), reported a positive relationship between environmental 
concern and purchase intention for green pr oducts among Thai consumers. 

In addition, the study results indicate a positive and significant influence between 
the egoistic value and consumer attitudes toward green cosmetics and the purchase 
intention of green cosmetics. The concept of egois tic values, such as concern for good 
healt h and a better quality of life, can motivate individuals to exhibit environmentally 
friendly behavio r (Verma et al., 2019) . A person's health problems can affect his attitude 
toward environmentally friendly products (Kumar, 2019; Prakash & Pathak, 2017) , thus 
making someone with high health care has a positive attitude toward green cosmetic 
products. According to a recent global survey on health and wellness (Masory, 2019), 
these shoppers want beauty and persona care products  with natural ingredients 
sourced and manufactured following ethical and environmental standards. Previous 
studies have considered health and safety issues as the main factors that attrac t 
attention when purchasing environmentally friendly products (Prakash et al., 2019; 
Yadav, 2016). In accordance with the previous statement, the results of the study state 
that the egoistic value can significantly and positively i nfluence consumers' attitudes 
and purchase intentions toward green cosmetic products. 

Furthermore, the results showed a positive and significant effect on attitudes 
toward green cosmetics and consumer buying intentions toward green cosmetics. 
Individuals with a positive attitude toward a product tend to have a stronger intention 
to buy the product, and vice versa. The re sults of this study follow the research 
conducted by (Jaiswal et al., 2020), which states that the observed positive attitudes of 
consumers can lead consumers to stronger purc hase intentions for green products. If 
individuals feel that green cosmetics be nefit them and their environment, they intend 
to buy. On the other hand, individuals with negative attitudes toward green cosmetics 
are unlikely to have the inte ntion to buy green cosmetics. 

It can be concluded that egoistic values have a stronger influe nce than altruistic 
values on attitudes and purchase intentions of green cosmetics. Therefore, green 
cosmetic companies must be able to guarantee that th eir products are safe to use and 
that there is no influence from the effects of using cosmetics on co nsumer health. The 
product must not endanger consumers' health both now and in the future. In addition, 
green cosmetic companies must be able to provide an overview of the benefits that can 
be obtained from the use of cosmetic products. In marketing their products, companies 
should provide education about the composition of the ingredients used in 
manufacturing green cosmet ic products. Education about composition can involve the 
benefits and effects of using green cosmetics so that co nsumers can gain better 
knowledge about green cosmetics. Green cosmetic companies can provide consumer 
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This study's findings indicate a positive and significant influence between altruistic 
values and public attitudes toward green cosmetics. A person's high altruistic value can 
lead to a positive attitude toward green cosmetic products. Altruistic values refer to 
feelings or concern for others toward the environment (Swami et al., 2010) . Individuals 
with a higher orientation toward altruistic values are usually more concerned with en 
vironmental issues and more motivated to participate in pro -environmental behavior 
(Rahman & Reynolds, 2016). In addition, the study results indicate a positive and 
significant influence between altruistic values and the purchase intention of green cos 
metic consumers. Altruistic value is understood as a concern for the environment 
because individuals behave in protecting the na tural environment with little thought of 
profit for themselves (Ebreo et al., 2002) . Environmental problems that arise today c 
ause people to care more about the environment. Previous research has shown that 
consumers with solid altruistic va lues also have strong ecological beliefs, leading them 
to exhibit pro -environmental behavior (Groot et al., 2016; Y. Kim & Han, 2010) . Previous 
research on environmental concern and purchase intention of green products, such as 
research (Maichum et al., 2016), reported a positive relationship between environmental 
concern and purchase intention for green pr oducts among Thai consumers. 

In addition, the study results indicate a positive and significant influence between 
the egoistic value and consumer attitudes toward green cosmetics and the purchase 
intention of green cosmetics. The concept of egois tic values, such as concern for good 
healt h and a better quality of life, can motivate individuals to exhibit environmentally 
friendly behavio r (Verma et al., 2019) . A person's health problems can affect his attitude 
toward environmentally friendly products (Kumar, 2019; Prakash & Pathak, 2017) , thus 
making someone with high health care has a positive attitude toward green cosmetic 
products. According to a recent global survey on health and wellness (Masory, 2019), 
these shoppers want beauty and persona care products  with natural ingredients 
sourced and manufactured following ethical and environmental standards. Previous 
studies have considered health and safety issues as the main factors that attrac t 
attention when purchasing environmentally friendly products (Prakash et al., 2019; 
Yadav, 2016). In accordance with the previous statement, the results of the study state 
that the egoistic value can significantly and positively i nfluence consumers' attitudes 
and purchase intentions toward green cosmetic products. 

Furthermore, the results showed a positive and significant effect on attitudes 
toward green cosmetics and consumer buying intentions toward green cosmetics. 
Individuals with a positive attitude toward a product tend to have a stronger intention 
to buy the product, and vice versa. The re sults of this study follow the research 
conducted by (Jaiswal et al., 2020), which states that the observed positive attitudes of 
consumers can lead consumers to stronger purc hase intentions for green products. If 
individuals feel that green cosmetics be nefit them and their environment, they intend 
to buy. On the other hand, individuals with negative attitudes toward green cosmetics 
are unlikely to have the inte ntion to buy green cosmetics. 

It can be concluded that egoistic values have a stronger influe nce than altruistic 
values on attitudes and purchase intentions of green cosmetics. Therefore, green 
cosmetic companies must be able to guarantee that th eir products are safe to use and 
that there is no influence from the effects of using cosmetics on co nsumer health. The 
product must not endanger consumers' health both now and in the future. In addition, 
green cosmetic companies must be able to provide an overview of the benefits that can 
be obtained from the use of cosmetic products. In marketing their products, companies 
should provide education about the composition of the ingredients used in 
manufacturing green cosmet ic products. Education about composition can involve the 
benefits and effects of using green cosmetics so that co nsumers can gain better 
knowledge about green cosmetics. Green cosmetic companies can provide consumer 

education by directly positioning, promoting, and advertising their green cosmetic 
products with campaigns and advertiseme nts through electronic media such as social 
media such as Facebook, Twitter, Instagram, WhatsApp, etc. 

In general, these two values have a significant and positive effect on attitudes and 
purchase intentions toward green cosmetics. Therefore, companies must pay attention 
not only to the health impact but al so to the environmental impact of green cosmetics. 
For example, companies can disseminate green marketing message content such as 
prod uct quality and ingredients and demonstrate product life cycles that have minimal 
impact on the environment. In addi tion, companies can use packaging that can reflect 
green cosmetic products and can use convincing, environmentally frien dly labeling. 

This study also found that many consumers have tried various green cosmetics 
from local companies, s uch as 
 SASC, Wardah, 
 SeconDate Beauty, 
 Klend and Kind, 
 Mineral Botanicals, 
 The Soap Story, 
 Rose All Day, 
 Sensatia Botanical, 
 Trope Cosmetics, and 
 Goddess Skins. 

These results indicate that many Indonesians are interested in green cosmetics 
from local companies. Even so, the most widely used green cosmetic brand is The Body 
Shop, a green cosmetic brand from a global company . The Body Shop is a company that 
has been operating for a long time and consistently produces in the field of green 
cosmetics and campaigns for world environmental issues to gain more trust from 
Indonesian consumers. 

 
5. Summary and Conclusions 

This study confirms that egoistic value is the most critical factor influencing 
consumer attitudes and intentions to buy green cosmetic products. Therefore, 
companies must build trust regarding the effects and benefit s consumers can get from 
using green cosmetics. Furthermore, egoistic and altruistic values significantly and 
positively affect attitudes and purchase intentions toward green cosmetics. Therefore, 
companies must guarantee products that do not have a negative impact on consumer 
health and the consumer environment from the use of green cosmetics. 

 
5.1. Recommendations of the Study 

This study uses two values, namely altruistic values and egoistic values. In the 
future, more detail ed research can be carried out on the relationship between 
consumer values and behavior toward green cosmetics, such as adding the value of the 
biosphere as a comparison. In addition, this study also suggests that further research 
can co nsider various categories of green cosmetic products in detail and compare the 
results between categories of green cosmetic products. In addition, this study also 
suggests that 
 Green cosmetic companies should educate consumers about the ingredients used 

and 
 Green cosmetics hugely benefit both health and the consumer's environment by 

using green marketing, social media influencers, and digita l media advertising to 
attract consumers' interest in purchasing green cosmetics. 
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ABSTRACT. 
This study aims to determine the impact of the Covid-19 pandemic on the financial 

performance of 34 provincial governments in Indonesia. The method used in this 
research is quantitative research with secondary data analysis. The test equipment used 
is the paired sample t-test and the Wilcoxon signed-rank test. The data used are in the 
form of Financial Statements for 2020 and 2019. The test results show a positive 
difference in financial performance as measured by the degree of decentralization. A 
negative difference appears in the results of economic performance as measured by the 
ratio of regional financial dependence, regional financial independence, and growth of 
regional original income. The test results also show no difference in economic 
performance before and during the pandemic as measured by the harmony ratio of 
operating expenditures and the effectiveness ratio of local revenue. 
Keywords: Covid-19 pandemic, financial performance, local government 

 
1   Introduction 

The spread of Covid-19, which was declared a pandemic on March 9, 2020, 
significantly impacted the world, including Indonesia. The OECD [1] says the ongoing 
Covid-19 outbreak puts the government under pressure to provide emergency support 
to the health sector and the economy. Many countries‖ budget adjustment measures 
have increased in size and scope since Covid-19 came to light. One of the policies taken 
by the Indonesian government is to optimize state and local budgets for preventing the 
spread of the virus and handling health impacts. State and regional financial policies 
begin with Government Regulations in place of Law Number 1 of 2020 [2]. This law 
regulates Policies in the Regional Finance Sector in Article 3 paragraph (1). This 
paragraph states that in the context of implementing policies in regional finance, local 
governments have the authority to prioritize budget allocations for specific 
activities/refocusing. The local government can also  change the distribution and use of 
regional revenue and expenditure budgets/Anggaran Pendapatan dan Belanja Daerah 
(APBD). Suwanda [3] argues that the government must appropriately manage policies to 
handle the pandemic so that program implementation runs without causing problems. 
Park and Maher‖s [4] research shows that fiscal decentralization causes variations in 
state and local fiscal capacity. Each level of government must have solid fiscal 
coordination, both in the mitigation process and in the upcoming recovery phase. 

Financially independent local governments can suffer higher revenue losses 
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because the transfer value from the central government remains small as before the 
pandemic [5]. The Director-General of Fiscal Balance of the Ministry of Finance explains 
that in October 2020, the total regional income/pendapatan asli daerah (PAD) nationally 
reached IDR194.36 trillion. In the same period last year, it reached IDR228.24 trillion [6]. 
The Deputy Chairperson of the Household Affairs Agency of the House of 
Representatives of the Republic of Indonesia [7] revealed that the local government‖s 
fiscal dependence increased during the pandemic. The regional financial dependence 
ratio is one of the indicators to assess regional financial performance. Regional financial 
performance is an economic analysis that comes from the budget that has been 
determined and implemented in the management of local government [8]. This 
background encourages research on the Analysis of the Impact of the Covid-19 
Pandemic on the Financial Performance of Provincial Governments in Indonesia. This 
study aims to determine whether there are differences in regional financial performance 
before and during the pandemic. The update in this study is in the form of testing 
financial performance variables on local governments in Indonesia during the pandemic. 

 
2   Literature Review 
Regional Financial Performance 

Sucipto in Junarwarti [9] states that local government financial performance is the 
level of achievement of work in regional finance. This performance indicates provincial 
revenues and expenditures using economic indicators and formed from the Regional 
Head Accountability Report elements in APBD calculations [10]. Due to the importance 
of performance, the next step is performance measurement, which assesses the success 
or failure of an organization [11]. Mahmudi [12] proposes several measures of local 
government financial performance, among others: 

Degree of decentralization This ratio shows local revenue/PAD contribution to 
total regional revenue. The higher the percentage of PAD, the higher the provincial 
government's ability to implement decentralization. The formula measures this ratio: 

 

DD =          PAD           (1) Total Income 
 
Regional financial dependence ratio This ratio measures by comparing the transfer 

income received by the provincial government with total regional revenues. The higher 
this ratio, the greater the level of dependence of local governments on gains from the 
central government. The formula measures this ratio: 

 

RFDR =   Transfer Income  (2) Total Income 

 
Operational expenditure harmony ratio This ratio informs the portion of regional 

expenditure used for operating costs. In general, the proportion of operating expenses 
dominates total provincial spending, which is 0.6 to 0.9. The formula measures this 
ratio: 

 

OEHR =    Operating Expenditure    (3) Total Expense 

 
Regional financial independence ratio This ratio compares the amount of PAD 

divided by the total transfer income from the central government and provincial loans. 
The higher this ratio, the more independent the local government. 
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because the transfer value from the central government remains small as before the 
pandemic [5]. The Director-General of Fiscal Balance of the Ministry of Finance explains 
that in October 2020, the total regional income/pendapatan asli daerah (PAD) nationally 
reached IDR194.36 trillion. In the same period last year, it reached IDR228.24 trillion [6]. 
The Deputy Chairperson of the Household Affairs Agency of the House of 
Representatives of the Republic of Indonesia [7] revealed that the local government‖s 
fiscal dependence increased during the pandemic. The regional financial dependence 
ratio is one of the indicators to assess regional financial performance. Regional financial 
performance is an economic analysis that comes from the budget that has been 
determined and implemented in the management of local government [8]. This 
background encourages research on the Analysis of the Impact of the Covid-19 
Pandemic on the Financial Performance of Provincial Governments in Indonesia. This 
study aims to determine whether there are differences in regional financial performance 
before and during the pandemic. The update in this study is in the form of testing 
financial performance variables on local governments in Indonesia during the pandemic. 

 
2   Literature Review 
Regional Financial Performance 

Sucipto in Junarwarti [9] states that local government financial performance is the 
level of achievement of work in regional finance. This performance indicates provincial 
revenues and expenditures using economic indicators and formed from the Regional 
Head Accountability Report elements in APBD calculations [10]. Due to the importance 
of performance, the next step is performance measurement, which assesses the success 
or failure of an organization [11]. Mahmudi [12] proposes several measures of local 
government financial performance, among others: 

Degree of decentralization This ratio shows local revenue/PAD contribution to 
total regional revenue. The higher the percentage of PAD, the higher the provincial 
government's ability to implement decentralization. The formula measures this ratio: 

 

DD =          PAD           (1) Total Income 
 
Regional financial dependence ratio This ratio measures by comparing the transfer 

income received by the provincial government with total regional revenues. The higher 
this ratio, the greater the level of dependence of local governments on gains from the 
central government. The formula measures this ratio: 

 

RFDR =   Transfer Income  (2) Total Income 

 
Operational expenditure harmony ratio This ratio informs the portion of regional 

expenditure used for operating costs. In general, the proportion of operating expenses 
dominates total provincial spending, which is 0.6 to 0.9. The formula measures this 
ratio: 

 

OEHR =    Operating Expenditure    (3) Total Expense 

 
Regional financial independence ratio This ratio compares the amount of PAD 

divided by the total transfer income from the central government and provincial loans. 
The higher this ratio, the more independent the local government. 

 
 

The formula measures this ratio: 
 

RFIR =                   PAD                    (4) Transfer Income + Loan 
 
PAD effectiveness ratio This ratio shows the ability of local governments to 

mobilize PAD by following the target. The PAD effectiveness ratio compares the PAD 
realization with the PAD target. The formula measures this ratio: 

 

EPAD =   Realization of PAD    (5) Budget of PAD 

 
PAD growth ratio This ratio measures how much the local government can 

maintain and increase the success from one period to the next. The formula measures 
this ratio: 

 

GPAD =   Realization of PAD n – Realization of PAD n-1     (6) Realization of PAD n-1 

 
Hypothesis 

Research by Batool and Sahi [13] related to performance during the global financial 
crisis shows changes in economic performance in the United States and the United 
Kingdom from 2007 to 

2016. Research by Huynh et al. [14] shows that the financial performance of the 
industrial sector that received financial assistance from the government was relatively 
stable during the pandemic. In contrast, the industrial sector that did not receive 
government assistance experienced a decline in economic performance during the 
Covid-19 pandemic. Research by Onibala et al. [15] at the Southeast Minahasa Regency 
Government showed changes in regional financial performance in increasing degrees of 
decentralization, PAD effectiveness ratios, operating expenditure harmony ratios, and 
decreasing regional financial independence ratios during the Covid-19 pandemic 
compared to 2019. Anas‖ [16] research shows no significant difference in economic 
performance in the Provincial Government of the Special Capital Region of Jakarta, East 
Java, and North Sumatra during the pandemic. Previous studies related to financial 
performance when certain events occur encourage research to test hypotheses: 

H1: there is a difference in the degree of decentralization before and during the 
pandemic. H2:     there is a difference in the ratio of regional financial dependence 
before and during the pandemic. 

H3: there is a difference in the harmony ratio of operating expenses before and during 
the pandemic. 

H4: there is a difference in the ratio of regional financial independence before and 
during the pandemic. 

H5: there is a difference in the effectiveness ratio of PAD before and during the 
pandemic. 

H6:  there is a difference in the ratio of PAD growth before and during the pandemic. 
 
3   Methodology and Data Analysis 

The type of research used in this research is quantitative descriptive. The sampling 
technique was purposive sampling with a total of 34 provinces. The kind of data used is 
secondary data in the form of Regional Government Financial Reports contained in the 
Audit Results Report issued by The Audit Board of the Republic of Indonesia, with 2020 
as the period during the pandemic and 2019 as the period before the pandemic. The data 
were analyzed using the SPSS application with paired sample t-test and Wilcoxon 
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signed-rank test. Paired sample t-test used for variables which normality test showed 
usually distributed data, namely decentralization degree, regional financial dependence 
ratio, and harmony of operating expenditures. Wilcoxon signed-rank test used for 
variables which normality test showed the data not normally distributed, namely the 
degree of regional financial independence, the effectiveness of PAD, and growth of PAD. 
 
4   Research Result and Discussion 
Test Results of Decentralization Degree 
 

Table 1. Test results of DD variable 
Pair t Df Sig. (2-tailed) Mean Paired 

Differences DD_2019 – DD_2020 4.604 33 0.000 0.01882 
 
Table 1 shows the probability value/sig. 2-tailed ie 0.000 < 0.05. In addition, the 

table shows that the t count is 4.604 > t table is 2.035. The probability value is below the 
significance level and  t  counts above  the  t  table,  then  H1  is  accepted. There  are  
differences in  financial performance as measured by the degree of decentralization 
before and during the pandemic. The test results show an average decrease of 0.01882 in 
the degree of decentralization from 2019 to 2020. This decrease indicates the reduced 
ability of local governments to generate PAD during the pandemic. PAD, which includes 
taxes and levies, decreased in line with the reduced purchasing power of the people. 
Sharifi and Khavarian-Garmsir [17] revealed that the Covid-19 pandemic had lowered the 
tax base in many regions. 

 
Test Results of Regional Financial Dependency Ratio 

 
Table 2. Test results of RFDR variable 

Pair t df Sig. (2-tailed) Mean Paired 
Differences RFDR_2019 – 

RFDR_2020 
-3.973 33 0.000 -0.01618 

 
Table 2 shows the probability value/sig. 2-tailed ie 0.000 < 0.05. In addition, the 

table shows that the t count is 3.973 > the t table is 2.035. If the probability value is 
below the significance level and t count above the t table, H2 is accepted. There are 
differences in financial performance as measured by the regional financial dependence 
ratio before and during the pandemic. The test results state an average increase of 
0.01618 in the regional financial dependence ratio from 

2019 to 2020. This increase shows that the transfer income component from the 
central government increased during the pandemic. This increase in transfers is carried 
out to support the handling of Covid-19 in areas of the provincial government. 

 
Test Results of Operational Expenditure Harmony Ratio 

 
Table 3. Test results of OEHR variable 

Pair t df Sig. (2-tailed) Mean Paired 
Differences OEHR_2019 – 

OEHR_2020 
1.240 33 0.224 0.01059 

     
 
Table 3 shows the probability value/sig. 2-tailed ie 0.224 > 0.05. In addition, the 

table shows that the t count is 1.240 < t table is 2.035. Suppose the probability value is 
above the significance level and t is below the t table. In that case, H3 is rejected, which 
means no difference in financial performance as measured by the harmony ratio of 
operating expenses before and during the pandemic. The test results state an average 



97PASCASARJANA UNILA (NOVEMBER 2022) 

K
AT

A
LO

G
 J

U
R

N
A

L 
M

A
H

A
SI

SW
A

 P
A

SC
A

SA
R

JA
N

A
 U

N
IV

ER
SI

TA
S 

LA
M

PU
N

G

signed-rank test. Paired sample t-test used for variables which normality test showed 
usually distributed data, namely decentralization degree, regional financial dependence 
ratio, and harmony of operating expenditures. Wilcoxon signed-rank test used for 
variables which normality test showed the data not normally distributed, namely the 
degree of regional financial independence, the effectiveness of PAD, and growth of PAD. 
 
4   Research Result and Discussion 
Test Results of Decentralization Degree 
 

Table 1. Test results of DD variable 
Pair t Df Sig. (2-tailed) Mean Paired 

Differences DD_2019 – DD_2020 4.604 33 0.000 0.01882 
 
Table 1 shows the probability value/sig. 2-tailed ie 0.000 < 0.05. In addition, the 

table shows that the t count is 4.604 > t table is 2.035. The probability value is below the 
significance level and  t  counts above  the  t  table,  then  H1  is  accepted. There  are  
differences in  financial performance as measured by the degree of decentralization 
before and during the pandemic. The test results show an average decrease of 0.01882 in 
the degree of decentralization from 2019 to 2020. This decrease indicates the reduced 
ability of local governments to generate PAD during the pandemic. PAD, which includes 
taxes and levies, decreased in line with the reduced purchasing power of the people. 
Sharifi and Khavarian-Garmsir [17] revealed that the Covid-19 pandemic had lowered the 
tax base in many regions. 

 
Test Results of Regional Financial Dependency Ratio 

 
Table 2. Test results of RFDR variable 

Pair t df Sig. (2-tailed) Mean Paired 
Differences RFDR_2019 – 

RFDR_2020 
-3.973 33 0.000 -0.01618 

 
Table 2 shows the probability value/sig. 2-tailed ie 0.000 < 0.05. In addition, the 

table shows that the t count is 3.973 > the t table is 2.035. If the probability value is 
below the significance level and t count above the t table, H2 is accepted. There are 
differences in financial performance as measured by the regional financial dependence 
ratio before and during the pandemic. The test results state an average increase of 
0.01618 in the regional financial dependence ratio from 

2019 to 2020. This increase shows that the transfer income component from the 
central government increased during the pandemic. This increase in transfers is carried 
out to support the handling of Covid-19 in areas of the provincial government. 

 
Test Results of Operational Expenditure Harmony Ratio 

 
Table 3. Test results of OEHR variable 

Pair t df Sig. (2-tailed) Mean Paired 
Differences OEHR_2019 – 

OEHR_2020 
1.240 33 0.224 0.01059 

     
 
Table 3 shows the probability value/sig. 2-tailed ie 0.224 > 0.05. In addition, the 

table shows that the t count is 1.240 < t table is 2.035. Suppose the probability value is 
above the significance level and t is below the t table. In that case, H3 is rejected, which 
means no difference in financial performance as measured by the harmony ratio of 
operating expenses before and during the pandemic. The test results state an average 

decrease of 0.01059 in the harmony ratio of operating expenditures from 2019 to 2020. 
This decrease indicates a reduction in operating expenditures for the provincial 
government during the pandemic. Operational expenditure, including personnel and 
goods expenditures, will not focus in 2020 because regional expenditure shift to 
handling Covid-19 issued through unexpected spending. 

 
Test Results of Regional Financial Independence Ratio 

 
Table 4. Test results of RFIR variable 

Negative Ranks Positive 
Ranks 

Ties Z Asymp. Sig. (2-
tailed) 25 8 1 -3.894 0.000 

 
Table 4 shows the probability/asymp values. Sig. 2-tailed is 0.000 < 0.05, then H4 

is accepted, which means there is a difference in financial performance as measured by 
the ratio of regional financial independence before and during the pandemic. Test 
results show the Negative Ranks (RFIR in 2020 < in 2019) are 25 samples, Positive Ranks 
(RFIR in 2020 > in 2019) are eight samples, and Ties (RFIR in 2020 = in 2019) are 1 sample. 
Opposing Ranks in most examples (25 from 34) show a decrease in the ratio of regional 
financial independence from 2019 to 2020. These results illustrate that PAD received by 
provincial treasuries in 2020 decreased compared to 2019 due to the decline in the 
community's economic capacity due to the pandemic. 

 
Test Results of PAD Effectiveness Ratio 

 
Table 5. Test results of EPAD variable 

Negative Ranks Positive Ranks Ties Z Asymp. Sig. (2-
tailed) 16 16 2 -0.608 0.543 

 
Table 5 shows the probability/asymp values. Sig. 2-tailed is 0.543 > 0.05, then H5 is 

rejected, which  means  there  is  no  difference in  financial  performance as  measured  
by  the  PAD effectiveness ratio before and during the pandemic. The test results show 
the Negative Ranks (EPAD in 2020 < in 2019) are 16 samples, the Positive Ranks (EPAD in 
2020 > in 2019) are 16 samples, and Ties (EPAD in 2020 = in 2019) are two samples. The 
exact 16 number of models in Negative and Positive Ranks shows that the provincial 
government's average ability to achieve PAD realization compared to its target in 2020 is 
the same as in 2019. The stability of EPAD during the pandemic supports by changes in 
the 2020 APBD, which budgeted PAD lower than 2019. For example, the Provincial 
Government of the Special Capital Region of Jakarta has budgeted PAD for 2020 of 
IDR38 trillion. This value has decreased compared to the 2019 budget of IDR50 trillion. 
The Gorontalo Provincial Government has budgeted PAD for 2020 of IDR337 billion. This 
value has decreased compared to the 2019 budget of IDR422 billion [18]. 

 
Test Results of PAD Growth Ratio 

 
Table 6. Test results of GPAD variable 

Negative Ranks Positive 
Ranks 

Ties Z Asymp. Sig. (2-
tailed) 33 1 0 -4.934 0.000 

 
Table 6 shows the probability/asymp values. Sig. 2-tailed is 0.000 < 0.05, then H6 

is accepted, which means there is a difference in financial performance as measured by 
the PAD growth ratio before and during the pandemic. The test results show that the 
Negative Ranks (GPAD in 2020 < in 2019) are 33, and the Positive Ranks (GPAD in 2020 > 
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in 2019) are one sample. Most of the samples (33 from 34) show a decrease in the PAD 
growth ratio from 2019 to 2020. These results illustrate that PAD growth declined during 
the pandemic due to reduced regional tax and levy revenues. The decline in revenue is 
one of the impacts of various policies taken by the government during the pandemic. 
For example, reducing population mobility and business or business trips affects hotel 
occupancy rates, decreasing hotel taxes. This finding is in line with research by Lai and 
Wong [19], which states that the pandemic has plunged the tourism sector, especially 
hospitality, into an unprecedented recession. 

 
5   Implication and Suggestion for Future Research 

This research implies that the financial performance of local governments has 
changed with the Covid-19 pandemic. This change is evidenced by differences in 
economic performance as measured by the degree of decentralization, the ratio of 
regional financial dependence, regional financial independence, and PAD growth. The 
degree of decentralization shows a positive change, according to the positive value of 
the t count. Positive change can also be clear from the average value before the 
pandemic that is higher than during the pandemic. The regional financial dependence 
ratio shows a negative change, according to the negative value on the t count. Negative 
change can also be clear from the average value before the pandemic lower than during 
the pandemic. The ratio of regional financial independence and PAD growth shows a 
negative change. This change is visible from the negative Z count and the dominance of 
the Negative Ranks on each variable which shows that the variable‖s value during the 
pandemic is smaller than before. These results strengthen the results of previous 
studies that regional financial performance can change with the presence of a specific 
event. The results of this study can be a suggestion for the government in setting 
policies to improve financial performance. This result aligns with the national economic 
recovery policy strategy drawn up by the Coordinating Minister for the Economy. The 
strategy includes a fiscal stimulus to provide a multiplier impact on job creation, 
directing the purchase of locally produced goods and programs to increase people's 
consumption power [20]. Suggestions for further research are to increase the research 
period until the post-pandemic and add samples to each province‖s city/district 
government with the highest number of positive cases of Covid-19 during the pandemic. 
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in 2019) are one sample. Most of the samples (33 from 34) show a decrease in the PAD 
growth ratio from 2019 to 2020. These results illustrate that PAD growth declined during 
the pandemic due to reduced regional tax and levy revenues. The decline in revenue is 
one of the impacts of various policies taken by the government during the pandemic. 
For example, reducing population mobility and business or business trips affects hotel 
occupancy rates, decreasing hotel taxes. This finding is in line with research by Lai and 
Wong [19], which states that the pandemic has plunged the tourism sector, especially 
hospitality, into an unprecedented recession. 

 
5   Implication and Suggestion for Future Research 

This research implies that the financial performance of local governments has 
changed with the Covid-19 pandemic. This change is evidenced by differences in 
economic performance as measured by the degree of decentralization, the ratio of 
regional financial dependence, regional financial independence, and PAD growth. The 
degree of decentralization shows a positive change, according to the positive value of 
the t count. Positive change can also be clear from the average value before the 
pandemic that is higher than during the pandemic. The regional financial dependence 
ratio shows a negative change, according to the negative value on the t count. Negative 
change can also be clear from the average value before the pandemic lower than during 
the pandemic. The ratio of regional financial independence and PAD growth shows a 
negative change. This change is visible from the negative Z count and the dominance of 
the Negative Ranks on each variable which shows that the variable‖s value during the 
pandemic is smaller than before. These results strengthen the results of previous 
studies that regional financial performance can change with the presence of a specific 
event. The results of this study can be a suggestion for the government in setting 
policies to improve financial performance. This result aligns with the national economic 
recovery policy strategy drawn up by the Coordinating Minister for the Economy. The 
strategy includes a fiscal stimulus to provide a multiplier impact on job creation, 
directing the purchase of locally produced goods and programs to increase people's 
consumption power [20]. Suggestions for further research are to increase the research 
period until the post-pandemic and add samples to each province‖s city/district 
government with the highest number of positive cases of Covid-19 during the pandemic. 
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ABSTRACT 
Since the establishment of Islamic Banks in Indonesia in 1991, namely with the 

establishment of Bank Muamalat, Islamic banking has experienced various developments 
and contributions to banking in Indonesia. Until 2020, there have been 14 Sharia 
Commercial Banks (SCB) in Indonesia. However, if the performance of the SCB on total 
assets and absorption of customer funds per bank is compared to the performance of 
conventional commercial banks, the SCB is still far behind. The SCB value is only around 
36% when compared to conventional commercial banks. A positive brand image is one of 
the important elements that need to be instilled in customers in order to increase customer 
intention in transacting at the SCB. In addition to brand image, increasing positive 
knowledge and positive advertising are also important elements in increasing brand image 
as well as customer intention in transacting. This study aims to determine the effect of 
customer knowledge, advertising and brand image on transaction intentions, both direct 
and mediated effects by brand image. The sample used was 226 respondents who were 
taken by random sampling technique in the period September-November 2021. SEM PLS 
was used in this study to test data and hypotheses. The results showed that customer 
knowledge and brand image have a direct and significant effect on transaction intentions, 
but advertising does not have a significant direct effect on transaction intentions. 
Meanwhile, brand image proved significant in mediating the relationship between 
advertising and transaction intentions and the relationship between customer knowledge 
and transaction intentions. 
Keywords:  Advertising, Brand Image, Customer Knowledge, Purchase Intention, 

Transaction Intention. 
 

I. INTRODUCTION  
Sharia Commercial Banks (SCB) were first established in Indonesia in 1991 with the 

establishment of Bank Muamalat Indonesia. The most distinguishing thing between SCB 
and Conventional Commercial Banks is the application of sharia elements in SCB 
business activities that are in line with Islamic values. Islamic banks differ from 
conventional banks in terms of objectives, operations, principles and practices (Abdul 
Rasid et al, 2011). Indonesia as a country with a very large population and the majority 
are Muslims (87.18% Muslims of the total population of 232.5 million people - Global 
Islamic Economy Report 2018-2019) is a very promising market for sharia banking, 
especially SCB. In Indonesia, the very rapid economic and industrial growth compared 
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ABSTRACT 
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establishment of Bank Muamalat, Islamic banking has experienced various developments 
and contributions to banking in Indonesia. Until 2020, there have been 14 Sharia 
Commercial Banks (SCB) in Indonesia. However, if the performance of the SCB on total 
assets and absorption of customer funds per bank is compared to the performance of 
conventional commercial banks, the SCB is still far behind. The SCB value is only around 
36% when compared to conventional commercial banks. A positive brand image is one of 
the important elements that need to be instilled in customers in order to increase customer 
intention in transacting at the SCB. In addition to brand image, increasing positive 
knowledge and positive advertising are also important elements in increasing brand image 
as well as customer intention in transacting. This study aims to determine the effect of 
customer knowledge, advertising and brand image on transaction intentions, both direct 
and mediated effects by brand image. The sample used was 226 respondents who were 
taken by random sampling technique in the period September-November 2021. SEM PLS 
was used in this study to test data and hypotheses. The results showed that customer 
knowledge and brand image have a direct and significant effect on transaction intentions, 
but advertising does not have a significant direct effect on transaction intentions. 
Meanwhile, brand image proved significant in mediating the relationship between 
advertising and transaction intentions and the relationship between customer knowledge 
and transaction intentions. 
Keywords:  Advertising, Brand Image, Customer Knowledge, Purchase Intention, 

Transaction Intention. 
 

I. INTRODUCTION  
Sharia Commercial Banks (SCB) were first established in Indonesia in 1991 with the 

establishment of Bank Muamalat Indonesia. The most distinguishing thing between SCB 
and Conventional Commercial Banks is the application of sharia elements in SCB 
business activities that are in line with Islamic values. Islamic banks differ from 
conventional banks in terms of objectives, operations, principles and practices (Abdul 
Rasid et al, 2011). Indonesia as a country with a very large population and the majority 
are Muslims (87.18% Muslims of the total population of 232.5 million people - Global 
Islamic Economy Report 2018-2019) is a very promising market for sharia banking, 
especially SCB. In Indonesia, the very rapid economic and industrial growth compared 

to the previous decades also had a good impact on Islamic banking. This is indicated by 
the number of SCB which is growing from year to year and in 2020 there are 14 SCB 
operating in Indonesia. Unfortunately, although the number of SCB has experienced 
significant development, when compared to conventional commercial banks, SCB is still 
far behind. This can be seen from the performance of absorption of customer funds and 
asset development. During the period 2008 – 2020, the average absorption of customer 
funds per SCB only reached 38% when compared to conventional commercial banks. 
Likewise, with the development of assets where the average total assets per SCB only 
reached 35% when compared to conventional commercial banks (SPS – OJK, 2008-
2020). Meanwhile, the total assets of all SCB in Indonesia in 2020 only amounted to 
3.34% of Conventional Commercial Banks (SPS – OJK, 2008-2020), this figure is also very 
far compared to the assets of Islamic Banks in the Asian region where the total assets of 
Islamic Banks in several Asian countries in 2015 were Qatar at 26.1%, Malaysia 23%, 
Bangladesh 19.4%, Pakistan 8.2% (Alam et al., 2018). 

Knowledge and understanding that there are fundamental differences between 
SCB and Conventional Commercial Banks needs to be instilled in the community. The 
literacy of the Indonesian people towards national financial services, specifically sharia 
is still quite low (Sharia Banking Roadmap 2015-2019). The higher the customer's 
knowledge about Islamic banking, the more opportunities for the community to use 
Islamic banking services and products. Customer knowledge affects the cognitive 
processes involved in decision making. Customer knowledge is the customer 's 
understanding of the characteristics or feature of the product, the consequences of 
using the product and the value (level) of satisfaction to be achieved from the product 
(Peter & Olson, 2013). Product knowledge is information stored in the memory of 
customers related to the products they have consumed (Carlson et al., 2009). Customer 
knowledge is considered to have a significant contribution to increasing transaction 
intentions (Suki, 2016, Tassiello, 2019). It is hoped that by having good knowledge of the 
SCB, it will also increase customer interest in transacting at the SCB. 

Advertising is a strategy that is widely used by companies in promoting a product 
or service. A survey conducted by Edelman (2012) noted that in Indonesia, people still 
rely on advertising as their source of information. Advertising is considered capable of 
stimulating consumption and economic activity as well as demonstrating certain 
lifestyles and value orientations. By using advertising, companies can highlight and 
showcase the advantages of the brand and its products in detail to potential customers. 
The results of research conducted by Lee et al. (2016) revealed that advertising has a 
significant influence on product purchase intentions by customers. This statement is 
also supported by several other research results (Alalwan, 2018., Martins et al., 2017). 

In addition to customer knowledge and advertising, brand image is also an aspect 
that needs to be considered in increasing customer interest and purchase intention. 
According to Kotler (2009), brand image is a number of beliefs about brands. Brand 
image is considered as a set of brand associations formed in the minds of customers 
(Rangkuti, 2002). Brand image can be formed from the knowledge and experience 
possessed by customers of products or services. Brand image includes knowledge and 
beliefs (cognition) about brand attributes, consequences of using the brand, and 
appropriate consumption situations, as well as evaluations, feelings, and emotions 
(affective responses) associated with the brand. One of the marketing strategies to 
increase the activation potential of a brand is repeated advertising campaigns (Peter and 
Olson. 2013). Brand image is one of the important aspects. Banks that have a good image 
have the potential to gain better appeal and gain customer trust, therefore customers 
will use the services of these banks. A good brand image has a good impact on purchase 
intentions by customers (Mehmood and Shafiq, 2015., Soltani et al., 2016, Fink et 
al.,2000). 
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II. MATERIALS AND METHODS  
A. Review of Literature 
Customer Knowledge 

According to Mowen and Minor (2008), customer knowledge is a number of 
experiences with various kinds of information about certain products or services owned. 
Knowledge is the result of human sensing or the result of a person's interaction with 
objects through their senses, namely the senses of sight, hearing, smell, taste and touch 
(Notoatmodjo 2005). Customer knowledge can be obtained from the product itself or 
from previous product use experiences, advertisements, interactions with sales people, 
information from friends or the media, previous decision making or product use, and 
memories from customers (Macinnis, 1997). Engel et al (2006) define customer 
knowledge as information stored in memory which is divided into three types of 
knowledge: product knowledge, purchase knowledge, usage knowledge. Mowen and 
Minor (2008) divide customer knowledge into 3 categories: objective knowledge, 
subjective knowledge and information about other knowledge. 

 
Advertising 

Advertising is any form of non-personal presentation and promotion of ideas, 
goods, or services by a particular sponsor that must be paid for (Kotler and Armstrong, 
2008). Lee and Johnson in Munandar and Priatna (2007) define advertising as 
commercial and non-personal communication about an organization and its products 
that are transmitted to a target audience through mass media such as television, radio, 
newspapers, magazines, direct mail, outdoor billboards or public vehicles. The purpose 
of advertising is to change or influence the attitudes of the target audience before 
making a purchase. Attitude towards advertising is a representative of customer 
response that is favorable or not to an advertisement presentation (Solomon, 2009). 
Shimp (2003) divides advertising based on its function into 5: Informing, Persuading, 
Reminding, Adding Value and Assisting. 

 
Brand Image 

The American Marketing Association (AMA) (referred to in Kotler, 2009) states that 
a brand is a name, term, sign, symbol, or design or designation or designation of those 
things intended to provide an identity for goods or services made or provided by a seller 
or group of sellers and differentiate them from the goods or services provided by 
competitors. A brand can be a name, trademark, logo or other symbol. Kotler and Keller 
(2016) define image as a number of beliefs, ideas, and impressions held by a person about 
an object. Brand image is the perception and belief held by customers, as reflected in 
the associations that are embedded in memory. Kotler and Armstrong (2008) argue that 
brand image is the perception and belief that exists in customers' minds, as reflected in 
associations that occur in customers' memories which have 3 aspects: strength, 
uniqueness and favorable. 

 
Transaction/Purchase Intention 

Purchase intention according to Kinnear and Taylor in Thamrin (2003) is the stage 
of the respondent's tendency to act before the buying decision is actually implemented. 
Wells et al. (2011) in Hutter et al (2013) stated that purchase intention refers to the 
mental stage in the decision-making process where customers have developed an actual 
will to act on an object or brand. Kotler, Bowen and Makens (2014) state that purchase 
intentions arise after an alternative evaluation process. In the evaluation process, a 
person will make a series of choices regarding the product to be purchased on the basis 
of brand and intention. Some of the factors behind the emergence of intentions 
according to Kotler (2011) are factors of encouragement from within the individual, 
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II. MATERIALS AND METHODS  
A. Review of Literature 
Customer Knowledge 

According to Mowen and Minor (2008), customer knowledge is a number of 
experiences with various kinds of information about certain products or services owned. 
Knowledge is the result of human sensing or the result of a person's interaction with 
objects through their senses, namely the senses of sight, hearing, smell, taste and touch 
(Notoatmodjo 2005). Customer knowledge can be obtained from the product itself or 
from previous product use experiences, advertisements, interactions with sales people, 
information from friends or the media, previous decision making or product use, and 
memories from customers (Macinnis, 1997). Engel et al (2006) define customer 
knowledge as information stored in memory which is divided into three types of 
knowledge: product knowledge, purchase knowledge, usage knowledge. Mowen and 
Minor (2008) divide customer knowledge into 3 categories: objective knowledge, 
subjective knowledge and information about other knowledge. 

 
Advertising 

Advertising is any form of non-personal presentation and promotion of ideas, 
goods, or services by a particular sponsor that must be paid for (Kotler and Armstrong, 
2008). Lee and Johnson in Munandar and Priatna (2007) define advertising as 
commercial and non-personal communication about an organization and its products 
that are transmitted to a target audience through mass media such as television, radio, 
newspapers, magazines, direct mail, outdoor billboards or public vehicles. The purpose 
of advertising is to change or influence the attitudes of the target audience before 
making a purchase. Attitude towards advertising is a representative of customer 
response that is favorable or not to an advertisement presentation (Solomon, 2009). 
Shimp (2003) divides advertising based on its function into 5: Informing, Persuading, 
Reminding, Adding Value and Assisting. 

 
Brand Image 

The American Marketing Association (AMA) (referred to in Kotler, 2009) states that 
a brand is a name, term, sign, symbol, or design or designation or designation of those 
things intended to provide an identity for goods or services made or provided by a seller 
or group of sellers and differentiate them from the goods or services provided by 
competitors. A brand can be a name, trademark, logo or other symbol. Kotler and Keller 
(2016) define image as a number of beliefs, ideas, and impressions held by a person about 
an object. Brand image is the perception and belief held by customers, as reflected in 
the associations that are embedded in memory. Kotler and Armstrong (2008) argue that 
brand image is the perception and belief that exists in customers' minds, as reflected in 
associations that occur in customers' memories which have 3 aspects: strength, 
uniqueness and favorable. 

 
Transaction/Purchase Intention 

Purchase intention according to Kinnear and Taylor in Thamrin (2003) is the stage 
of the respondent's tendency to act before the buying decision is actually implemented. 
Wells et al. (2011) in Hutter et al (2013) stated that purchase intention refers to the 
mental stage in the decision-making process where customers have developed an actual 
will to act on an object or brand. Kotler, Bowen and Makens (2014) state that purchase 
intentions arise after an alternative evaluation process. In the evaluation process, a 
person will make a series of choices regarding the product to be purchased on the basis 
of brand and intention. Some of the factors behind the emergence of intentions 
according to Kotler (2011) are factors of encouragement from within the individual, 

social motives and economic factors. Meanwhile, according to Luzas & Britt (2012), there 
are four factors that influence customer buying intentions: attention, interest, desire 
and conviction. 

 
Relationship of Customer Knowledge to Brand Image and Transaction Intention 

Customer knowledge is the customer's understanding of the characteristics or 
characteristics of the product, the consequences of using the product and the value 
(level) of satisfaction to be achieved from the product. Meanwhile, brand image includes 
knowledge and beliefs (cognition) about brand attributes, consequences of using the 
brand, and appropriate consumption situations, as well as evaluations, feelings, and 
emotions (affective responses) associated with the brand (Peter & Olson, 2013). Zhu, P.T. 
(2004) in Lin and Chen (2006) states: when a customer chooses a product, he usually 
evaluates it based on his understanding of it, and his understanding will affect the 
processing of information retrieval. The results of Tassiello's research (2019) reveal that 
customer knowledge about products has a significant influence on purchase 
intentions/transactions of travel services. This is supported by the research results of 
Pieniak et al., (2010) where customer knowledge has a significant influence on the 
purchase/transaction of organic vegetables. Brand image consists of knowledge and 
beliefs about the nature of the brand, the consequences of using the brand, and its 
proper use, in addition to evaluations, feelings, and emotions in relation to the brand 
(Algesheimer et. Al, 2005). The results of Suki's research (2016) support Algesheimer's 
statement that the customer knowledge variable has a significant effect on brand image 
and purchasing decisions. 

H1:  Customer knowledge (CK) has a significant effect on the brand image (BI) of SCB. 
H2: Customer knowledge (CK) has a significant effect on transaction intentions (TI) at 

SCB. 
 

Relationship of advertising to Brand Image and Transaction Intention 
Tjiptono (2011) states that advertising is a form of indirect communication based 

on information about the advantages or benefits of a product, which is arranged in such 
a way that it creates a pleasant feeling that will change a person's mind to make a 
purchase. Purchase intention is also used to identify the ultimate goal of ad delivery (Xu 
et al., 2011 in Sayuti and Sukaatmadja, 2021). Purchase intention refers to the process in 
which customers make plans to buy products/services because of advertisements 
delivered through advertising media (Huang et al., 2010, Kamins and Marks, 1987 in Lee 
et al., 2016). Advertising has a significant influence on purchase intentions. This opinion 
has been supported by various research results (Alalwan, 2018; Martins et al., 2017; Kim 
at al., 2010). Initial advertising was often concentrated on creating brand awareness, and 
subsequent advertising efforts on creating a brand image (Kotler and Keller, 2016). The 
main purpose of advertising is the sale and branding of products/services (Laudon and 
Traver, 2013). The function of advertising is to create symbolism and imagery around the 
product that will result in a relationship between the brand and the customer 
(Meenaghan, 1995). Advertisements convey messages to influence cognitive changes in 
customers, make customers recognize pleasure, and induce temporary emotional 
changes in customers (MacKenzie and Lutz, 1989) in Lee et al. (2016). The results of 
research conducted by Lee et al. (2016) revealed that advertising has a significant 
influence on brand image. Buil et al. (2013) in his research also concluded that 
advertising has a positive and significant influence on brand image. The results of study 
in Saudi Arabia also have the same opinion that advertising has a positive effect on brand 
image (Sallam and Algammash, 2016). 

H3: Advertising (Ad) has a significant effect on the brand image (BI) of SCB. 
H4: Advertising (Ad) has a significant effect on transaction intentions (TI) at SCB. 
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The Relationship between Brand Image and Transaction Intention 
Brand Image is a collection of brand associations formed in the minds of 

customers (Rangkuti, 2002). Brand Image is a number of beliefs about a brand (Kotler, 
2009). Some opinions state that brand image has a significant influence on customer 
purchase intentions (Mehmood and Shafiq, 2015; Soltani et al., 2016; Lin and Chen, 2006; 
Alawadhi, 2020). Fink et al (2020) conclude that brand image has a positive and 
significant influence on purchase intention. Furthermore, Laroche et al (2003) in Nawi et 
al. (2019) states that in the knowledge phase, customers tend to change their opinions 
through brand image. While Chang and Wu (2015) in Nawi et al. (2019) argues that 
customer knowledge and positive attitudes towards brand image can influence purchase 
intentions. In addition, brand image also plays a role in mediating other factors. The 
mediating effect occurs when the independent variable affects the dependent through 
its effect on or as a result of the mediator variable (Baron and Kenny, 1986) in Bian and 
Moutinho (2011). Similar research results were expressed by He and Qu (2018) and Sallam 
and Algammash (2016) which state that brand attitudes mediate the relationship 
between advertising and purchase intentions. The mediating role of brand image on the 
relationship between advertising and purchase intention is stated by several research 
results (Supardin at al, 2018; Sayuti and Sukaatmadja, 2021). 

H5: Brand image (BI) has a significant effect on Transaction Intention (TI) at SCB. 
H6: Brand image (BI) mediates the effect of customer knowledge (CK) on transaction 

intentions (TI) at SCB. 
H7: Brand image (BI) mediates the effect of advertising (Ad) on transaction intentions 

(TI) at SCB. 
 

Research Frame Work 

 
 

Fig.1 Research Frame Work 
 

B. Methods 
Population, Samples and Data Collection 

This research was conducted in Lampung Province, Indonesia with Lampung 
people as the population used. The number of samples used: 226 respondents with 
random sampling method. Based on Ferdinand (2002) the number of samples is 
considered to have met the adequacy of the sample. Primary data collection is conduct 
by distributing questionnaires through google form. The questionnaire was prepared in 
a semi-structured manner consisting of closed, direct and indirect questions. The 
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The Relationship between Brand Image and Transaction Intention 
Brand Image is a collection of brand associations formed in the minds of 

customers (Rangkuti, 2002). Brand Image is a number of beliefs about a brand (Kotler, 
2009). Some opinions state that brand image has a significant influence on customer 
purchase intentions (Mehmood and Shafiq, 2015; Soltani et al., 2016; Lin and Chen, 2006; 
Alawadhi, 2020). Fink et al (2020) conclude that brand image has a positive and 
significant influence on purchase intention. Furthermore, Laroche et al (2003) in Nawi et 
al. (2019) states that in the knowledge phase, customers tend to change their opinions 
through brand image. While Chang and Wu (2015) in Nawi et al. (2019) argues that 
customer knowledge and positive attitudes towards brand image can influence purchase 
intentions. In addition, brand image also plays a role in mediating other factors. The 
mediating effect occurs when the independent variable affects the dependent through 
its effect on or as a result of the mediator variable (Baron and Kenny, 1986) in Bian and 
Moutinho (2011). Similar research results were expressed by He and Qu (2018) and Sallam 
and Algammash (2016) which state that brand attitudes mediate the relationship 
between advertising and purchase intentions. The mediating role of brand image on the 
relationship between advertising and purchase intention is stated by several research 
results (Supardin at al, 2018; Sayuti and Sukaatmadja, 2021). 

H5: Brand image (BI) has a significant effect on Transaction Intention (TI) at SCB. 
H6: Brand image (BI) mediates the effect of customer knowledge (CK) on transaction 

intentions (TI) at SCB. 
H7: Brand image (BI) mediates the effect of advertising (Ad) on transaction intentions 

(TI) at SCB. 
 

Research Frame Work 

 
 

Fig.1 Research Frame Work 
 

B. Methods 
Population, Samples and Data Collection 

This research was conducted in Lampung Province, Indonesia with Lampung 
people as the population used. The number of samples used: 226 respondents with 
random sampling method. Based on Ferdinand (2002) the number of samples is 
considered to have met the adequacy of the sample. Primary data collection is conduct 
by distributing questionnaires through google form. The questionnaire was prepared in 
a semi-structured manner consisting of closed, direct and indirect questions. The 

questions in the questionnaire are qualitative and responses to these qualitative 
questions are recorded on a five-point Likert scale. The questionnaire contains brief 
questions about the respondent's profile, such as age, education, occupation and age, 
followed by follow-up questions about the object of research. To validate that the 
respondent is in accordance with the scope of the study, a number of screening 
questions are placed in the questionnaire (the respondent's domicile area and 
knowledge of the existence of Islamic Commercial Banks). Secondary data was obtained 
through library research by examining materials: books containing basic theories, as 
well as various other materials such as journals and scientific works. 

 
Research Variables 

In this study used 3 independent variables: customer knowledge (x1), advertising 
(x2) and brand image (x3) and one dependent variable: transaction intention (y). The 
direct effect relationship was examined on each independent variable on the dependent 
variable. The indirect effect (mediation) by brand image (x1) was investigated on the 
relationship between customer knowledge (x1) and transaction intention (y) as well as 
the relationship between advertising (x2) and transaction intention (y). The indicator on 
customer knowledge (x1) refers to Suki (2016). Advertising indicator (x2) refers to 
Marthins et al. (2017). Brand image indicator (x3) refers to Fink et al. (2000) and the 
transaction intention indicator (y) refers to Jalilvand and Samiei (2012). 

 
Data Analysis 

The data obtained from the collection of questionnaires were analyzed based on 
frequency such as gender, age, occupation and so on to determine the space and profile 
of the respondents. The relationship between variables, either directly or indirectly, is 
carried out using the Structural Equation Model (SEM) through the Partial Least Square 
(PLS) approach (SEM-PLS Smart PLS 3.0 application). The approach taken is by evaluate 
the measurement model (Outer Model), evaluate the structural model (Inner Model) and 
hypotheses test. 

 
III. RESULT AND DISCUSSION 
Evaluation Results of Model Measurement (Outer Model) 

The evaluation of this measurement model establishes the relationship between 
each variable and its indicators to determine how each indicator relates to its variables. 
There are 3 measurement criteria to assess the Outer model: Convergent Validity, 
Discriminant Validity, and Reliability. Convergent validity can be expressed using 
Average Variance Extraction (AVE). The minimum AVE value is 0.5 (Ghozali, 2016). 
Discriminant validity can be assessed by comparing the value of the square root of the 
Average Variance Extracted (AVE). In accordance with the Fornell Larcker Criteria: if the 
square root value of AVE for each construct is greater than the correlation value 
between the construct and other constructs in the model, then the model is said to have 
a good discriminant validity value (Henseler et al., 2015). The reliability test was carried 
out with the aim of knowing the consistency of the instrument as a measuring tool. The 
reliability of a model can be seen in 2 ways: the Cronbach's Alpha value and the 
Composite Reability value, where it said good reliability if has a value greater than 0.7 
(Ghozali, 2016). 

 
Table 1. Variable Value of AVE and AVE Square root 

Variable AVE 
AVE Square root 

x1 x2 x3 y 
x1 0,678 0,847    
x2 0,739 0,769 0,859   
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x3 0,718 0,730 0,587 0,887  
y 0,787 0,801 0,720 0,784 0,823 

 
Table 1 shows that all indicators of study variables have an AVE value > 0.5 so that 

the Convergent Validity value is good. In addition, all the values of the square root of 
AVE for each construct are also greater than the correlation values between the 
constructs and other constructs in the model, thus meeting the Fornell Larcker Criteria 
and it can be concluded that both Convergent and Discriminant Validity reached. 

 
Table 2. All Variable Value of Cronbach’s Alpha and Composite Reliability 

Variable Cronbach’s Alpha Composite Reliability 
x1 0,880 0,880 
x2 0,929 0,930 
x3 0,868 0,869 
y 0,864 0,868 

 
Table 2 shows that all indicators of research variables have Cronbach's Alpha and 

Composite Reliability values greater than 0.7, so it can be concluded that the reliability 
values are reached. 

 
Evaluation Results of Structural Model (Inner Model) 

Evaluation of the structural model or inner model is used to predict the 
relationship between variables which aims to see and ensure that the relationship 
between variables is strong so that hypothesis testing can be carried out. Measurement 
of the structural model can be conduct by looking at the value of the Coefficient of 
Determination (R2), Predictive Relevance (Q2) and Goodness Fit Index (GoF) (Jogiyanto, 
2009). The value of the coefficient of determination (R2) is used to determine the effect 
of the independent variable on the dependent variable. Chin (1995) in Jogiyanto (2009) 
provides criteria for limiting the value of R2 in 3 classification categories: R2 value of 0.67 
as substantial (strong), 0.33 as moderate and 0.19 as weak. Predictive Relevance (Q2) 
values are used to show evidence that the observed values have been reconstructed 
properly so that the model has predictive relevance. The Predictive Relevance value 
must be greater than 0 (Q2 > 0) for the model to have predictive relevance. The 
Goodness of Fit Index (GoF) was used to validate the overall structural model and 
validate the combined performance of the measurement model and the structural 
model. GoF values range from 0 to 1 with value interpretations: 0.1 = small GoF, 0.25 = 
medium GoF and 0.36 = large GoF (Ghozali, 2016). 

The results of data processing found that the coefficient of determination (R2) for 
the brand image variable was 0.718 while the transaction intention variable was 0.646. 
This proves that the coefficient of determination on brand image is in the substantial 
category and the intention to transact is moderate. Furthermore, the calculation result 
of Predictive Relevance (Q2) is 0.718 > 0 which indicates that the model has predictive 
relevance. The GoF value obtained from the calculation is 0.705, so it is included in the 
large category. 
 
Hypothesis Testing Summary 

Hypothesis testing between variables: the independent variable on the dependent 
variable and the dependent variable on the dependent variable was carried out using the 
bootstrap resampling method developed by Geisser (Ghozali, 2016). The t test or partial 
test is used to determine the effect between variables partially. The T-test is carried out 
using a comparison between the path coefficient results indicated by the T-statistic 
value with the T-table. If the T-statistic value is higher than the T-table value, it means 
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x3 0,718 0,730 0,587 0,887  
y 0,787 0,801 0,720 0,784 0,823 

 
Table 1 shows that all indicators of study variables have an AVE value > 0.5 so that 

the Convergent Validity value is good. In addition, all the values of the square root of 
AVE for each construct are also greater than the correlation values between the 
constructs and other constructs in the model, thus meeting the Fornell Larcker Criteria 
and it can be concluded that both Convergent and Discriminant Validity reached. 

 
Table 2. All Variable Value of Cronbach’s Alpha and Composite Reliability 

Variable Cronbach’s Alpha Composite Reliability 
x1 0,880 0,880 
x2 0,929 0,930 
x3 0,868 0,869 
y 0,864 0,868 

 
Table 2 shows that all indicators of research variables have Cronbach's Alpha and 

Composite Reliability values greater than 0.7, so it can be concluded that the reliability 
values are reached. 

 
Evaluation Results of Structural Model (Inner Model) 

Evaluation of the structural model or inner model is used to predict the 
relationship between variables which aims to see and ensure that the relationship 
between variables is strong so that hypothesis testing can be carried out. Measurement 
of the structural model can be conduct by looking at the value of the Coefficient of 
Determination (R2), Predictive Relevance (Q2) and Goodness Fit Index (GoF) (Jogiyanto, 
2009). The value of the coefficient of determination (R2) is used to determine the effect 
of the independent variable on the dependent variable. Chin (1995) in Jogiyanto (2009) 
provides criteria for limiting the value of R2 in 3 classification categories: R2 value of 0.67 
as substantial (strong), 0.33 as moderate and 0.19 as weak. Predictive Relevance (Q2) 
values are used to show evidence that the observed values have been reconstructed 
properly so that the model has predictive relevance. The Predictive Relevance value 
must be greater than 0 (Q2 > 0) for the model to have predictive relevance. The 
Goodness of Fit Index (GoF) was used to validate the overall structural model and 
validate the combined performance of the measurement model and the structural 
model. GoF values range from 0 to 1 with value interpretations: 0.1 = small GoF, 0.25 = 
medium GoF and 0.36 = large GoF (Ghozali, 2016). 

The results of data processing found that the coefficient of determination (R2) for 
the brand image variable was 0.718 while the transaction intention variable was 0.646. 
This proves that the coefficient of determination on brand image is in the substantial 
category and the intention to transact is moderate. Furthermore, the calculation result 
of Predictive Relevance (Q2) is 0.718 > 0 which indicates that the model has predictive 
relevance. The GoF value obtained from the calculation is 0.705, so it is included in the 
large category. 
 
Hypothesis Testing Summary 

Hypothesis testing between variables: the independent variable on the dependent 
variable and the dependent variable on the dependent variable was carried out using the 
bootstrap resampling method developed by Geisser (Ghozali, 2016). The t test or partial 
test is used to determine the effect between variables partially. The T-test is carried out 
using a comparison between the path coefficient results indicated by the T-statistic 
value with the T-table. If the T-statistic value is higher than the T-table value, it means 

that there is an influence between the independent variables partially on the dependent 
variable. For the 95% confidence level and the significant value (α) 5%, the T-table value 
for the two-tailed hypothesis is > 1.96 (Jogiyanto, 2009). Another method is to compare 
the probability value (P-value) to the significant value (α). If the value of P-value is 
smaller than the value of α, then there is a partial influence between the independent 
variables on the following variables. 

 
Table 3. Hypothesis Testing Summary 

Hypothesis Path Coeff. T Stat. P-Value Conclusion 
(Direct Effect) 

H1 CK -> BI 0,514 11,263 0,000 Accepted 
H2 CK -> TI 0,580 7,658 0,000 Accepted 
H3 Ad -> BI 0,339 8,324 0,000 Accepted 
H4 Ad -> TI -0,085 1,059 0,290 Rejected 
H5 BI -> TI 0,331 4,331 0,000 Accepted 

(Specific Indirect Effect / Mediation Effect) 
H6 CK -> BI ->  TI 0,170 4,008 0,000 Accepted 
H7 Ad -> BI -> TI 0,132 3,723 0,000 Accepted 

 
Discussion 

The results of hypothesis testing indicate that the path coefficient value of the 
influence of customer knowledge on brand image is 0.514, which means that customer 
knowledge has a positive effect on brand image. Then the   T-statistic value produced is 
11.263 or greater than the T-table (11,263 > 1.96), while the resulting p-value is 0.00 so it 
is smaller than the 0.05 value (0.00 < 0 ,05). This means that the influence of the 
customer knowledge variable on brand image is significant. Thus it can be concluded 
that H1 is accepted. The same thing is revealed from research which concludes that 
customer knowledge is one of the factors that determine customer ratings of brand 
image (Suki, 2016). The more customers have good knowledge about a brand, the higher 
the brand image formed. The same thing happened for the relationship between 
customer knowledge and transaction intentions where the path coefficient value was 
0.580 with a T-statistic value greater than T-table and a       P-value less than 0.05, so H2 
was accepted. This is in accordance with the results of several studies which concluded 
that customer knowledge greatly influences the purchase intention of goods and 
services (Tassiello and Tillotson, 2019; Pieniak et al, 2010; Lin and Chen, 2006). During 
the buying process, customers' knowledge about the product will not only affect their 
search behavior, but also affect the treatment of information and their decision-making 
process and will subsequently influence their purchase intentions (Brucks, 1985; Rao and 
Sieben, 1992) in Lin and Chen, 2006). 

Advertising proved to have a positive effect on brand image, this is evidenced by 
the path coefficient value of 0.339. In addition, the effect given by advertising on brand 
image is significant. This can be seen from the T-statistic value which is greater than the 
T-table value and the P-value which is smaller than the α value. Thus, H3 is accepted. 
This is consistent with various research results on advertising and its significant effect 
on brand image (Lee et al., 2016; Buil et al, 2013, Sallam and Algammash, 2016). Brand 
image comes from various components of identity with advertising being the center of 
the process that informs customers of product benefits and positions the brand in 
customers' minds, advertising serves to transmit existence and beautify beliefs about 
product quality so that it affects the brand image received by customers (Doyle, 1989 in 
Meenaghan , 1995). Furthermore, in this study it was found that advertising has no 
significant effect on transaction intentions. This can be seen from the T-statistic value 
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which is smaller than the T-table (1.059 < 1.96) and the P-value is greater than the α 
value (0.290 > 0.05), so H4 is rejected. This shows that the advertisements carried out by 
Sharia Commercial Banks have no significant effect on the transaction intentions of the 
people in Lampung Province. Although this finding is different from most opinions, the 
same thing is also concluded by the research of Shaouf et al., 2016 and Supardin et al, 
2018 where advertising has no significant effect on purchase intention. The relationship 
between brand image and transaction intention can be concluded as positive and 
significant, where the higher the brand image, the higher the customer's transaction 
intention. This is indicated by a positive path coefficient value, a T-statistical value that 
is greater than the T-table and a P-value that is smaller than the α value, so that H5 is 
accepted. In accordance with the opinion of Kamins and Marks (1990) in Lee et al., (2016) 
that if customers have a good and preferred brand image of a product, they will have a 
higher purchase intention, and if a product is known by customers, they will be more 
confident to buy. The findings in this study are in line with various opinions which 
conclude that brand image greatly influences customers' purchase intentions for goods 
and services (Jalilvand and Samiei, 2012; Mehmood and Shafiq, 2015; Soltani et al., 2016; 
Wang et al, 2016; Fink et al., 2016). In line with the acceptance of H1 and H3, the strategy 
to improve the brand image of Sharia Commercial Banks can be done by increasing 
customer knowledge and penetration of positive advertising to customers. 

The mediating role of brand image on the relationship between customer 
knowledge and transaction intentions as well as the relationship between advertising 
and transaction intentions proved significant in this study. This can be seen from the T-
statistical value which is greater than the T-table and the P-value which is smaller than 
the α value. Furthermore, the resulting path coefficient value states that the role of 
mediation is positive. So both H6 and H7 are accepted. Chang and Wu (2015) in Nawi et 
al. (2019) states that customer knowledge and positive attitudes towards brand image 
can influence purchase intentions. Brand image consists of knowledge and beliefs about 
the nature of the brand, the consequences of using the brand, and its appropriate use, in 
addition to evaluations, feelings, and emotions in relation to the brand (Algesheimer et 
al., 2005). Through brand image, customer knowledge has a significant effect on 
purchase intention. In addition, brand image which mediates the role of advertising on 
purchase intention is also concluded from several research results (Sayuti and 
Sukaatmadja, 2021; Sallam and Algammash, 2016; He and Qu, 2018). 

In this study, although advertising does not have a significant directly impact on 
customer transaction intentions, the role of advertising on transaction intentions can be 
mediated by brand image. Advertising is proven to significantly improve brand image, by 
increasing the brand image then customer intent to transaction will increase. That way, 
Sharia Commercial Banks can focus their advertising activities on areas that will further 
enhance their brand image in the eyes of customers so that it will indirectly increase 
buying/transaction interest. 
 
IV. CONCLUSION 

Based on the calculations, testing and data analysis that have been described 
previously, it can be drawn from the research results, as follows: 

- Customer knowledge and advertising each have a significant effect on brand image, 
this is evidenced by the P-value which is lower than the α value. This means that the 
brand image of Sharia Commercial Banks will increase with the increase in positive 
customer knowledge possessed by customers. In addition, the more often 
customers see positive advertisements about Sharia Commercial Banks, the brand 
image of Sharia Commercial Banks will increase. 
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which is smaller than the T-table (1.059 < 1.96) and the P-value is greater than the α 
value (0.290 > 0.05), so H4 is rejected. This shows that the advertisements carried out by 
Sharia Commercial Banks have no significant effect on the transaction intentions of the 
people in Lampung Province. Although this finding is different from most opinions, the 
same thing is also concluded by the research of Shaouf et al., 2016 and Supardin et al, 
2018 where advertising has no significant effect on purchase intention. The relationship 
between brand image and transaction intention can be concluded as positive and 
significant, where the higher the brand image, the higher the customer's transaction 
intention. This is indicated by a positive path coefficient value, a T-statistical value that 
is greater than the T-table and a P-value that is smaller than the α value, so that H5 is 
accepted. In accordance with the opinion of Kamins and Marks (1990) in Lee et al., (2016) 
that if customers have a good and preferred brand image of a product, they will have a 
higher purchase intention, and if a product is known by customers, they will be more 
confident to buy. The findings in this study are in line with various opinions which 
conclude that brand image greatly influences customers' purchase intentions for goods 
and services (Jalilvand and Samiei, 2012; Mehmood and Shafiq, 2015; Soltani et al., 2016; 
Wang et al, 2016; Fink et al., 2016). In line with the acceptance of H1 and H3, the strategy 
to improve the brand image of Sharia Commercial Banks can be done by increasing 
customer knowledge and penetration of positive advertising to customers. 

The mediating role of brand image on the relationship between customer 
knowledge and transaction intentions as well as the relationship between advertising 
and transaction intentions proved significant in this study. This can be seen from the T-
statistical value which is greater than the T-table and the P-value which is smaller than 
the α value. Furthermore, the resulting path coefficient value states that the role of 
mediation is positive. So both H6 and H7 are accepted. Chang and Wu (2015) in Nawi et 
al. (2019) states that customer knowledge and positive attitudes towards brand image 
can influence purchase intentions. Brand image consists of knowledge and beliefs about 
the nature of the brand, the consequences of using the brand, and its appropriate use, in 
addition to evaluations, feelings, and emotions in relation to the brand (Algesheimer et 
al., 2005). Through brand image, customer knowledge has a significant effect on 
purchase intention. In addition, brand image which mediates the role of advertising on 
purchase intention is also concluded from several research results (Sayuti and 
Sukaatmadja, 2021; Sallam and Algammash, 2016; He and Qu, 2018). 

In this study, although advertising does not have a significant directly impact on 
customer transaction intentions, the role of advertising on transaction intentions can be 
mediated by brand image. Advertising is proven to significantly improve brand image, by 
increasing the brand image then customer intent to transaction will increase. That way, 
Sharia Commercial Banks can focus their advertising activities on areas that will further 
enhance their brand image in the eyes of customers so that it will indirectly increase 
buying/transaction interest. 
 
IV. CONCLUSION 

Based on the calculations, testing and data analysis that have been described 
previously, it can be drawn from the research results, as follows: 

- Customer knowledge and advertising each have a significant effect on brand image, 
this is evidenced by the P-value which is lower than the α value. This means that the 
brand image of Sharia Commercial Banks will increase with the increase in positive 
customer knowledge possessed by customers. In addition, the more often 
customers see positive advertisements about Sharia Commercial Banks, the brand 
image of Sharia Commercial Banks will increase. 

- Customer knowledge, advertising and brand image each have a significant influence 
on transaction intentions. Therefore, the marketing strategy of Sharia Commercial 
Banks to increase buying interest can be done by increasing the three variables. 

- In this study it was found that advertising has no significant direct effect on 
transaction intentions. Although this is contrary to public opinion, some previous 
studies have also concluded the same thing. 

- Brand image mediates the effect of customer knowledge on transaction intentions 
as well as the effect of advertising on transaction intentions. This can be an 
indication that brand image has a very big role in influencing customer transaction 
intentions, either directly or as a mediator. 

 
Research Limitation 
In conducting this research, the researcher has several limitations as follows: 

1. The research area is only Lampung Province, Indonesia. Research in different areas 
may get different results. 

2. The independent variables used in this study were customer knowledge, advertising 
and brand image. It is possible that there are other independent variables that have 
more influence on the dependent variable but were not examined in this study. 

 
Suggestion 

Based on the results and conclusions in this study, the researchers submit the 
following suggestions: 

1. It is necessary to do further research with different variables or add more variables 
to obtain larger data in order to obtain more comprehensive results. 

2. In this study it was found that advertising has no significant effect on customer 
transaction intentions at Islamic Commercial Banks. Further research is needed on 
the factors that cause this issue. 

 
REFERENCES 
[1] S. Z. Abdul    Rasid, A. R.  Abdul    Rahim, and   W. K. Wan   Ismail, Management 

accounting and risk management in Malaysian financial institutions: An 
exploratory study, Managerial Auditing  Journal (2011) Vol. 26 ISSN: 7, pp.566 – 585. 
http://dx.doi.org/10.1108/02686901111151314  

[2] N.  Alam,   S. S. B.  Zainuddin,  and  S. A.  R.  Rizvi,    Ramifications    of  varying  
banking  regulations on   performance of   Islamic  Banks, Borsa _Istanbul Review 
(2018) 1-16. https://doi.org/10.1016/j.bir.2018.05.005 

[3] A. A. Alalwan, Investigating the impact of social media advertising features on 
customer purchase intention, International Journal of Information Management 42 
(2018) 65–77.  https://doi.org/10.1016/j.ijinfomgt.2018.06.001 

[4] R.  Algesheimer,  U. M.  Dholakia,  and    A.  Herrmann,   The  Social Influence of 
Brand  Community: Evidence from  European Car Clubs, Journal of Marketing, 
(2005) 69(3), 19–34.  https://doi.org/10.1509/jmkg.69.3.19.66363 

[5] M. Amalsyah, Fazrie, S. Bangsawan, and D. Rouly, Effectiveness of Pop - Up 
Youtube Advertising Towards Purchase Intention Through Characteristics of 
Millennial Attitudes. SSRG International Journal of Economics and Management 
Studies. Volume 7 Issue 10 (2020), 55-58, Doi: 10.14445/23939125/IJEMS-V7I10P110 

[6] X. Bian, and L. Moutinho, The role of brand image, product involvement, and 
knowledge in explaining consumer purchase behaviour of counterfeits - Direct 
and indirect effects, European Journal of Marketing. Vol. 45 (2011) No. 1/2, 2011. pp. 
191-216. Doi: 10.1108/03090561111095658 



110 VOLUME 2 NOMOR 2 TAHUN 2022

K
ATA

LO
G

 JU
R

N
A

L M
A

H
A

SISW
A

 PA
SC

A
SA

R
JA

N
A

 U
N

IV
ER

SITA
S LA

M
PU

N
G

[7] I. Buil , L. Chernatony, and E. Martinez, Examining the role of advertising and sales 
promotions in brand equity creation, Journal of Business Research 66 (2013) 115–
122. Doi: 10.1016/j.jbusres.2011.07.030 

[8] J. P. Carlson, L. H. Vincent, D. M. Hardesty, and W. O. Bearden, Objective and 
subjective knowledge relationship: a quantitative analysis of consumer research 
findings, Journal of Consumer Research (2009), Vol. 35 No. 5, pp. 864-876. 
https://doi.org/10.1086/593688 

[9] (2012) The Edelman Website. [Online]. Edelman Trust BarometerAnnual Global 
Study: Trust and Credibility Survey. Available : http://www.edelman.com/ 

[10] J. F. Engel, R. D. Blackwell, P. W. Miniard, Perilaku Konsumen, Translate by: F. X. 
Budianto. Binarupa Aksara, Jakarta, 2006 

[11] Ferdinand, Metode Penelitian Manajemen: Pedoman Penelitian Untuk Skripsi, Tesis 
dan Desertasi Ilmu Manajemen, Semarang, Badan Penerbit Universitas 
Diponegoro, 2002 

[12] M. Fink, K. Monika, G. Johannes, A. Floh and H. Rainer, Effective entrepreneurial 
marketing on Facebook – A longitudinal study, Journal of Business Research 113 
(2020) 149-157.https://doi.org/10.1016/j.jbusres.2018.10.005 

[13] I. Ghozali, Aplikasi Analisis Multivariete Dengan Program IBM SPSS 23, Edisi 8, 
2016, Semarang: Badan Penerbit Universitas Diponegoro. 

[14] Q. He and H. Qu, The Impact of Advertising Appeals on Purchase Intention in 
Social Media Environment - Analysis of Intermediary Effect Based on Brand 
Attitude, Journal of Business Administration Research. (2018) Vol. 7, No. 2. 
Doi:10.5430/jbar.v7n2p17 

[15] J. Henseler, Hubona, Geoffrey, and P. Ash Ray, Using PLS path modeling in new 
technology research: updated guidelines. Emerald Group Publishing Limited - 
0263-5577. Industrial Management & Data Systems (2015) Vol. 116 No. 1  

Doi: 10.1108/IMDS-09-2015-0382. 
[16] D. J. Macinnis, and W. D. Hoyer, Consumer Behavior, Boston, 1997, Houghton 

Mifflin Company. 
[17] K. Hutter, J. Hautz, S. Denhardt, and J. Fuller, The Impact of User Interaction in 

Social Media on Brand Awareness and Purchase Intention, The Case of MINI on 
Facebook, Journal of Product and Brand Management (2013)  342 -35 
https://doi.org/10.1108/JPBM-05-2013-0299. 

[18] M. R. Jalilvand, and N. Samiei The effect of electronic word of mouth on brand 
image and purchase intention: An empirical study in the automobile industry in 
Iran, Marketing Intelligence & Planning, Vol. 30 Issue: 4, (2012) pp.460-476 
https://doi.org/10.1108/02634501211231946 

[19] H. M. Jogiyanto, Konsep dan Aplikasi PLS Untuk Penelitian Empiris. Edisi Pertama. 
Yogyakarta, 2009, BPFE. 

[20] J. U. Kim, W. J. Kim, S. C. Park, Consumer perception on web advertisements and 
motivation factors to purchase in the online shopping, Elsevier.com, Computers in 
Human Behavior 26 (2010) 1208–1222.   Doi:10.1016/j.chb.2010.03.032 

[21] P. Kotler, J. T. Bowen, and J. Makens, Marketing for Hospitality and Tourism: Sixth 
Edition (2014), Pearson Education Limited. London. 

[22] P. Kotler, Manajemen Pemasaran, Terjemahan. Jakarta (2009),  PT Erlangga 
[23] P. Kotler, and K. L. Keller, Marketing Management, 15th Edition (2016) New Jersey: 

Pearson Pretice Hall, Inc. 
[24] P. Kotler, Manajemen Pemasaran. Edisi keseblas, jilid 1. (2011) PT Indeks, Kelompok 

Gramedia, Jakarta. 
[25] P. Kotler, and G. Armstrong, Prinsip-prinsip Pemasaran, Jilid 1 (2008), Erlangga, 

Jakarta. 



111PASCASARJANA UNILA (NOVEMBER 2022) 

K
AT

A
LO

G
 J

U
R

N
A

L 
M

A
H

A
SI

SW
A

 P
A

SC
A

SA
R

JA
N

A
 U

N
IV

ER
SI

TA
S 

LA
M

PU
N

G

[7] I. Buil , L. Chernatony, and E. Martinez, Examining the role of advertising and sales 
promotions in brand equity creation, Journal of Business Research 66 (2013) 115–
122. Doi: 10.1016/j.jbusres.2011.07.030 

[8] J. P. Carlson, L. H. Vincent, D. M. Hardesty, and W. O. Bearden, Objective and 
subjective knowledge relationship: a quantitative analysis of consumer research 
findings, Journal of Consumer Research (2009), Vol. 35 No. 5, pp. 864-876. 
https://doi.org/10.1086/593688 

[9] (2012) The Edelman Website. [Online]. Edelman Trust BarometerAnnual Global 
Study: Trust and Credibility Survey. Available : http://www.edelman.com/ 

[10] J. F. Engel, R. D. Blackwell, P. W. Miniard, Perilaku Konsumen, Translate by: F. X. 
Budianto. Binarupa Aksara, Jakarta, 2006 

[11] Ferdinand, Metode Penelitian Manajemen: Pedoman Penelitian Untuk Skripsi, Tesis 
dan Desertasi Ilmu Manajemen, Semarang, Badan Penerbit Universitas 
Diponegoro, 2002 

[12] M. Fink, K. Monika, G. Johannes, A. Floh and H. Rainer, Effective entrepreneurial 
marketing on Facebook – A longitudinal study, Journal of Business Research 113 
(2020) 149-157.https://doi.org/10.1016/j.jbusres.2018.10.005 

[13] I. Ghozali, Aplikasi Analisis Multivariete Dengan Program IBM SPSS 23, Edisi 8, 
2016, Semarang: Badan Penerbit Universitas Diponegoro. 

[14] Q. He and H. Qu, The Impact of Advertising Appeals on Purchase Intention in 
Social Media Environment - Analysis of Intermediary Effect Based on Brand 
Attitude, Journal of Business Administration Research. (2018) Vol. 7, No. 2. 
Doi:10.5430/jbar.v7n2p17 

[15] J. Henseler, Hubona, Geoffrey, and P. Ash Ray, Using PLS path modeling in new 
technology research: updated guidelines. Emerald Group Publishing Limited - 
0263-5577. Industrial Management & Data Systems (2015) Vol. 116 No. 1  

Doi: 10.1108/IMDS-09-2015-0382. 
[16] D. J. Macinnis, and W. D. Hoyer, Consumer Behavior, Boston, 1997, Houghton 

Mifflin Company. 
[17] K. Hutter, J. Hautz, S. Denhardt, and J. Fuller, The Impact of User Interaction in 

Social Media on Brand Awareness and Purchase Intention, The Case of MINI on 
Facebook, Journal of Product and Brand Management (2013)  342 -35 
https://doi.org/10.1108/JPBM-05-2013-0299. 

[18] M. R. Jalilvand, and N. Samiei The effect of electronic word of mouth on brand 
image and purchase intention: An empirical study in the automobile industry in 
Iran, Marketing Intelligence & Planning, Vol. 30 Issue: 4, (2012) pp.460-476 
https://doi.org/10.1108/02634501211231946 

[19] H. M. Jogiyanto, Konsep dan Aplikasi PLS Untuk Penelitian Empiris. Edisi Pertama. 
Yogyakarta, 2009, BPFE. 

[20] J. U. Kim, W. J. Kim, S. C. Park, Consumer perception on web advertisements and 
motivation factors to purchase in the online shopping, Elsevier.com, Computers in 
Human Behavior 26 (2010) 1208–1222.   Doi:10.1016/j.chb.2010.03.032 

[21] P. Kotler, J. T. Bowen, and J. Makens, Marketing for Hospitality and Tourism: Sixth 
Edition (2014), Pearson Education Limited. London. 

[22] P. Kotler, Manajemen Pemasaran, Terjemahan. Jakarta (2009),  PT Erlangga 
[23] P. Kotler, and K. L. Keller, Marketing Management, 15th Edition (2016) New Jersey: 

Pearson Pretice Hall, Inc. 
[24] P. Kotler, Manajemen Pemasaran. Edisi keseblas, jilid 1. (2011) PT Indeks, Kelompok 

Gramedia, Jakarta. 
[25] P. Kotler, and G. Armstrong, Prinsip-prinsip Pemasaran, Jilid 1 (2008), Erlangga, 

Jakarta. 

[26] E. B. Lee, S. G. Lee, and C. G. Yang, The influences of advertisement attitude and 
brand attitude on purchase intentionof smartphone advertising. Vol. 117 No. 6. I 
MDS-06-2016-0229.  http://dx.doi.org/10.1108/IMDS-06-2016-0229 

[27] L. Y Lin, and C. S. Chen,. The influence of the country-of-origin image, product 
knowledge and product involvement on consumer purchase decisions: an 
empirical study of insurance and catering services in Taiwan. Journal of Consumer 
Marketing, 23/5 (2006) 248–265, https://doi.org/10.1108/07363760610681655  

[28] K. Laudon, and C. G. Traver, E-commerce 2013: Business, 9th Edition (2013), Carol 
Guercio Traver, Azimuth Interactive, New York University 

[29] D. B. Luzas, and S. H. Britt, Measuring Advertising Effectiveness. (2012) New 
York:McGraw-Hill 

[30] Jose.   Martins,  C.  Costa, T.  Oliveira, R.  Goncalves, and F. Branco, How    
smartphone    advertising    influences    consumers'   purchase intention.  Journal  
of  Business  Research  (2017),  0148-2963/ © 2017 Published by Elsevier Inc. 
https://doi.org/10.1016/j.jbusres.2017.12.047 

[31] T. Meenaghan, The role of advertising in brand image development, 1995; Journal 
of Product & Brand Management, Vol. 4 Issue: 4, pp.23-34,  

[32] W. Mehmood, and O. Shafiq, Impact of Customer Satisfaction, Service Quality, 
Brand Image on Purchase Intention, IISTE Journal of Marketing and Consumer 
Research (2015) Vol.15 

[33] Munandar and Priatna, Prinsip-prinsip Periklanan dalam Perspektif Global (2007) 
Jakarta: Kencana. 

[34] J. C. Mowen, M. Michael Minor, Consumer Behavior 6ed. (2008) New Jersey: 
Prentice-Hall,Inc. 

[35] N. B. C. Nawi, A. A. Mamun, N. A. M. Nasir, A. Abdullah, and W. N. W. Mustapha, 
Brand Image and Consumer Satisfaction Toward Islamic Travel Packages; Asia 
Pacific Journal of Innovation and Entrepreneurship (2019),  Emerald Publishing 
Limited; 2398-7812. Doi: 10.1108/APJIE-02-2019-0007 

[36] Notoatmodjo, Pendidikan dan Perilaku Masyarakat, (2005) Jakarta: Rieka Cipta. 
[37] Otoritas Jasa Keuangan – OJK. 2015. Roadmap Perbangkan Syariah 2015-2019. 

Departemen Perbankan Syaria. Otoritas Jasa Keuangan (OJK) 
[38] Z. Pieniak, J. Aertsens, and W. Verbeke, Subjective and objective knowledge as 

determinants of organic vegetables consumption. Food Quality and Preference  Vol 
21, Issue 6, Sept 2010, Pg 581-588.  https://doi.org/10.1016/j.foodqual.2010.03.004 

[39] Peter and Olson, Perilaku Konsumen dan Strategi Pemasaran. Edisi Kesembilan. 
Diterjemahkan oleh: Diah Tantri Dwiandani. Penerbit Salemba Empat, (2013) 
Jakarta. 

[40] F. Rangkuti, The Power of Brand, Teknik Mengelola Brand Equity dan Strategy 
Perluasan Merek. Jakarta (2002) Gramedia. 

[41] M. A. Sallam, and F. A. Algammash, The Effect of Attitude Toward Advertisement 
On Attitude Toward Brand And Purchase Intention. International Journal of 
Economics, Commerce and Management. Vol. IV, Issue 2, February 2016. ISSN 2348 
0386 

[42] N. P. H. K. Sayuti and I. P. G. Sukaatmadja, The Effect of Advertisement Attitude 
and Positive E-Wom On Purchase Intention Mediated By Brand Image Of Samsung 
Smartphone In Denpasar City. International Journal of Economics, Commerce and 
Management. Vol. IX, Issue 2, February 2021. ISSN 2348 0386 

[43] A. Shaouf, K. Lu, and X. Li, The effect of web advestising visual design on online 
purchase intention: An examination across gender. Elsevier.com. Computer in 
Human Behavior 60 (2016) 622-634. http://dx.doi.org/10.1016/j.chb.2016.02.090 

[44] T. A. Shimp, Terence A, Periklanan Promosi: Aspek Tambahan Komunikasi 
Pemasaran Terpadu. 5 ed. Jakarta (2003): Erlangga. 



112 VOLUME 2 NOMOR 2 TAHUN 2022

K
ATA

LO
G

 JU
R

N
A

L M
A

H
A

SISW
A

 PA
SC

A
SA

R
JA

N
A

 U
N

IV
ER

SITA
S LA

M
PU

N
G

[45] M. Soltani, M. R. Esfidani, G. Jandaghi, and Nima. Soltanineja,  The effect of service 
quality on private brand image and purchase intention in the chain stores of ETKA. 
Wordl Scientific News. (2016) W SN 47(2) 202-216 

[46] M. R. Solomon, Consumer Behavior (Buying, Having, and Being) 8th Edition. New 
Jersey (2009) Pearson Education, Inc 

[47] N. M. Suki, Green product purchase intention: impact of green brands, attitude, 
and knowledge. British Food Journal, Vol. 118 (2016) Issue: 12, pp.2893-2910.  
https://doi.org/10.1108/BFJ-06-2016-0295 

[48] L. Supardin, S. D. Handayani, and R. P. A. Widowati, The influence of advertisement 
perception and celebrity endorser toward purchase decision through brand image 
as the mediator. International Journal of Business Quantitative Econonic and 
Applied Management Research. (2018) Vol. 4, No. 10. ISSN 2349-5677 

[49] V. Tassiello, and J. S. Tillotson, How subjective knowledge influences intention to 
travel. Annuals of Tourism Research 80 (2020) 102851.  
https://doi.org/10.1016/j.annals.2019.102851 

[50] Thamrin, Abdullah, Manajemen Pemasaran, Jakarta  (2003) PT. Rajawali Pers.  
[51] F. Tjiptono, Service Management Mewujudkan Layanan Prima. Edisi.2. Yogyakarta 

(2011): Andi 
[52] Y. H. Wang, S. T. Chen, and N. N. Chen, An Empirical Study of the Effect of Green 

Marketing on Purchase Intention – Evidence from Green Restaurant; Advances in 
Management & Applied Economics, vol. 6, no. 4, 2016, 1-14; ISSN: 1792-7544 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 



113PASCASARJANA UNILA (NOVEMBER 2022) 

K
AT

A
LO

G
 J

U
R

N
A

L 
M

A
H

A
SI

SW
A

 P
A

SC
A

SA
R

JA
N

A
 U

N
IV

ER
SI

TA
S 

LA
M

PU
N

G

[45] M. Soltani, M. R. Esfidani, G. Jandaghi, and Nima. Soltanineja,  The effect of service 
quality on private brand image and purchase intention in the chain stores of ETKA. 
Wordl Scientific News. (2016) W SN 47(2) 202-216 

[46] M. R. Solomon, Consumer Behavior (Buying, Having, and Being) 8th Edition. New 
Jersey (2009) Pearson Education, Inc 

[47] N. M. Suki, Green product purchase intention: impact of green brands, attitude, 
and knowledge. British Food Journal, Vol. 118 (2016) Issue: 12, pp.2893-2910.  
https://doi.org/10.1108/BFJ-06-2016-0295 

[48] L. Supardin, S. D. Handayani, and R. P. A. Widowati, The influence of advertisement 
perception and celebrity endorser toward purchase decision through brand image 
as the mediator. International Journal of Business Quantitative Econonic and 
Applied Management Research. (2018) Vol. 4, No. 10. ISSN 2349-5677 

[49] V. Tassiello, and J. S. Tillotson, How subjective knowledge influences intention to 
travel. Annuals of Tourism Research 80 (2020) 102851.  
https://doi.org/10.1016/j.annals.2019.102851 

[50] Thamrin, Abdullah, Manajemen Pemasaran, Jakarta  (2003) PT. Rajawali Pers.  
[51] F. Tjiptono, Service Management Mewujudkan Layanan Prima. Edisi.2. Yogyakarta 

(2011): Andi 
[52] Y. H. Wang, S. T. Chen, and N. N. Chen, An Empirical Study of the Effect of Green 

Marketing on Purchase Intention – Evidence from Green Restaurant; Advances in 
Management & Applied Economics, vol. 6, no. 4, 2016, 1-14; ISSN: 1792-7544 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 

 
 

IMPLEMENTASI ACTIVITY BASED COSTING PADA 
PERUSAHAAN MANUFAKTUR, JASA, DAN UMKM : 

SEBUAH STUDI LITERATUR 
 

Firda Fitria Nasution1, Tri Joko Prasetyo2, Agrianti Komalasari3 
123Universitas Lampung, Indonesia 

 
Email Penulis : firdaanasution@gmail.com1 trijokpras@yahoo.com2 

agriantiksa@gmail.com3 
 
 

ABSTRAC 
Activity based costing can produce more accurate cost information and can avoid 

cost distortions, so that it can help control operations, control costs and provide 
information for the budgeting process. This literature study aims to examine the 
implementation and benefits of using Activity based costing as well as to analyze 
comparatively based on activity categories in manufacturing companies, service 
companies and SMEs. This study uses the field charting method to identify 21 articles from 
2012 to 2020. The results show that Activity based costing can be applied to Manufacturing, 
Service and SME companies and is able to improve the accuracy and efficiency of cost 
allocation. In the comparative analysis, it is concluded that each type of company has the 
characteristics of using different activity categories where Unit and Product Level Activity 
are generally applied, while the use of Batch and Facility Level Activity is relatively limited. 
Kata Kunci: Activity Based Costing, Akuntansi Biaya, UMKM 

 
ABSTRAK 

Activity based costing dapat menghasilkan informasi biaya yang lebih akurat dan 
dapat menghindari distorsi biaya, sehingga dapat membantu pengendalian operasional, 
pengendalian biaya dan memberikan informasi untuk proses penganggaran. Studi 
literatur ini bertujuan mengkaji implementasi dan manfaat penggunaan Activity based 
costing serta menganalisis komparatif berdasarkan kategori aktivitas pada perusahaan 
manufaktur, perusahan jasa dan UKM. Penelitian ini menggunakan metode charting the 
field dalam mengidentifikasi 21 artikel pada rentang tahun 2012 hingga 2020. Hasil 
Penelitian menunjukkan bahwa Activity based costing dapat diterapkan pada perusahaan 
Manufaktur, Jasa dan UKM serta mampu meningkatkan akurasi dan efisiensi alokasi 
biaya. Pada analisis komparatif disimpulkan bahwa setiap jenis perusahaan memiliki 
karakteristik penggunaan kategori aktivitas yang berbeda dimana Unit dan Product Level 
Activity umum diterapkan, sedangkan penggunaan Batch dan Facility Level Activity 
relatif terbatas. 
 
PENDAHULUAN 

Selama tiga dekade terakhir, persaingan bisnis memaksa perusahaan bisnis gencar 
melakukan pengembangan di semua aspek bisnis, termasuk pengukuran kinerja dan 
pengelolaan biaya. Menurut Chongruksut (2002), penggunaan intensitas modal telah 
merubah hubungan antara biaya tidak langsung dan biaya tenaga kerja langsung di 
dalam sejumlah industri. Teknik penetapan activity based costing telah dikembangkan 
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secara substansial dalam beberapa tahun ini. Activity based costing adalah proses 
akuntansi manajemen yang digunakan untuk menetapkan biaya suatu produk 
berdasarkan sumber daya dan aktivitas pada kegiatan produksi, pemasaran, penjualan, 
pengiriman dan pelayanan produk. Menurut Ismail & Reddy (2017), activity based costing 
dianggap dapat menghindari kekurangan dari metode biaya tradisional, yang umumnya 
menggunakan tenaga kerja langsung untuk menetapkan biaya tidak langsung. 

Activity based costing dapat mengindentifikasi data secara akurat dan relevan 
berdasarkan biaya dan kinerja kegiatan organisasi, sehingga dapat menunjang inovasi 
dan peningkatan teknologi, globalisasi produk dan layanan dalam menciptakan 
lingkungan bisnis yang kompetitif. Dalam penerapan sistem Activity based costing dapat 
ditemukan adanya pemakaian cost driver yang berbeda antara satu aktivitas dengan 
aktivitas lainnya. Dalam hal ini, pengukuran cost driver dari Activity based costing, seperti 
pengiriman yang tepat waktu atau perputaran persediaan, dapat membantu 
pengendalian operasional, pengendalian biaya dan memberikan informasi untuk proses 
penganggaran. 

Sistem Activity based costing mendapat perhatian yang luas karena sistem ini tidak 
hanya mengalokasikan biaya produksi untuk produk seperti sistem biaya tradisional, 
tetapi juga menetapkan biaya lain, seperti biaya administrasi, biaya pemasaran, dan 
sebagainya ke objek biaya yang meliputi biaya aktivitas, produk dan pelanggan. Activity 
based costing dapat mengelompokkan biaya yang tersebar di beberapa kegiatan yang 
berbeda sehingga dapat memberikan informasi biaya produk yang akurat yang dapat 
berguna untuk pengukuran kinerja, pengendalian biaya dan keputusan strategis. Dalam 
mengidentifikasi biaya sumber pada berbagai aktivitas, terdapat kategori aktivitas dalam 
sistem Activity based costing yaitu Unit Level Activity, Batch Level Activity, Product Level 
Activity dan Facility Level Activity (Emblemsvag, 2000). Unit Level Activity dilakukan 
pada setiap satu unit produk atau perusahaan jasa, dimana besar kecilnya aktivitas ini 
dipengaruhi oleh jumlah unit produk yang diproduksi. Kemudian untuk Batch level 
Activity merupakan aktivitas yang dilakukan untuk setiap batch, batch produk atau jasa. 
Product Level Activity merupakan aktivitas yang dikerjakan untuk mendukung berbagai 
produk yang diproduksi dalam perusahaan dan Facility Level Activity merupakan 
aktivitas dalam mempertahankan kapasitas yang dimiliki perusahaan. 

Dalam hal ini, kategori tingkat aktivitas yang digunakan sebagai basis penerapan 
Activity based costing sangat bervarasi pada setiap perusaahaan. Penentuan tingkat 
aktivitas dalam penerapan Activity based costing memiliki pengaruh signifikan terhadap 
akurasi pembebanan biaya yang akan digunakan dalam pengambilan keputusan 
manajerial. Namun demikian, belum terdapat penelitian yang mengkaji secara lengkap 
penerapan Activity based costing pada jenis perusahaan yang berbeda. Sehingga, 
penelitian ini bertujuan untuk mengkaji penerapan dan manfaat Activity based costing 
pada perusahaan manufaktur, perusahaan jasa dan Usaha Kecil Menengah (UKM). Selain 
itu, dalam penelitian ini juga dilakukan analisis komparatif berdasarkan kategori aktivitas 
dalam sistem Activity based costing pada tiga jenis perusahaan tersebut. 
 
METODE PENELITIAN 

Penelitian ini menggunakan metode yang dikembangkan oleh (Hesford et al. 2007) 
yaitu metode “charting the field”. Peneliti mengidentifikasi artikel penelitian mengenai 
Activity Based Costing yang diterbitkan di jurnal internasional terindeks scopus dalam 
rentang tahun 2012 hingga 2020. Secara keseluruhan, terdapat 21 artikel berdasarkan 
adopsi dari penetapan Activity based costing pada masing masing perusahaan, dimana 
diklasifiksikan menjadi tiga macam jenis perusahaan yaitu perusahaan manufaktur (Tabel 
1), perusahaan jasa (Tabel 2), dan UKM (Tabel 3). Pemilihan artikel-artikel tersebut sesuai 
dengan kriteria: Pertama: Jurnal internasional dari sumber yang berkualifikasi tinggi dan 



115PASCASARJANA UNILA (NOVEMBER 2022) 

K
AT

A
LO

G
 J

U
R

N
A

L 
M

A
H

A
SI

SW
A

 P
A

SC
A

SA
R

JA
N

A
 U

N
IV

ER
SI

TA
S 

LA
M

PU
N

G

secara substansial dalam beberapa tahun ini. Activity based costing adalah proses 
akuntansi manajemen yang digunakan untuk menetapkan biaya suatu produk 
berdasarkan sumber daya dan aktivitas pada kegiatan produksi, pemasaran, penjualan, 
pengiriman dan pelayanan produk. Menurut Ismail & Reddy (2017), activity based costing 
dianggap dapat menghindari kekurangan dari metode biaya tradisional, yang umumnya 
menggunakan tenaga kerja langsung untuk menetapkan biaya tidak langsung. 

Activity based costing dapat mengindentifikasi data secara akurat dan relevan 
berdasarkan biaya dan kinerja kegiatan organisasi, sehingga dapat menunjang inovasi 
dan peningkatan teknologi, globalisasi produk dan layanan dalam menciptakan 
lingkungan bisnis yang kompetitif. Dalam penerapan sistem Activity based costing dapat 
ditemukan adanya pemakaian cost driver yang berbeda antara satu aktivitas dengan 
aktivitas lainnya. Dalam hal ini, pengukuran cost driver dari Activity based costing, seperti 
pengiriman yang tepat waktu atau perputaran persediaan, dapat membantu 
pengendalian operasional, pengendalian biaya dan memberikan informasi untuk proses 
penganggaran. 

Sistem Activity based costing mendapat perhatian yang luas karena sistem ini tidak 
hanya mengalokasikan biaya produksi untuk produk seperti sistem biaya tradisional, 
tetapi juga menetapkan biaya lain, seperti biaya administrasi, biaya pemasaran, dan 
sebagainya ke objek biaya yang meliputi biaya aktivitas, produk dan pelanggan. Activity 
based costing dapat mengelompokkan biaya yang tersebar di beberapa kegiatan yang 
berbeda sehingga dapat memberikan informasi biaya produk yang akurat yang dapat 
berguna untuk pengukuran kinerja, pengendalian biaya dan keputusan strategis. Dalam 
mengidentifikasi biaya sumber pada berbagai aktivitas, terdapat kategori aktivitas dalam 
sistem Activity based costing yaitu Unit Level Activity, Batch Level Activity, Product Level 
Activity dan Facility Level Activity (Emblemsvag, 2000). Unit Level Activity dilakukan 
pada setiap satu unit produk atau perusahaan jasa, dimana besar kecilnya aktivitas ini 
dipengaruhi oleh jumlah unit produk yang diproduksi. Kemudian untuk Batch level 
Activity merupakan aktivitas yang dilakukan untuk setiap batch, batch produk atau jasa. 
Product Level Activity merupakan aktivitas yang dikerjakan untuk mendukung berbagai 
produk yang diproduksi dalam perusahaan dan Facility Level Activity merupakan 
aktivitas dalam mempertahankan kapasitas yang dimiliki perusahaan. 

Dalam hal ini, kategori tingkat aktivitas yang digunakan sebagai basis penerapan 
Activity based costing sangat bervarasi pada setiap perusaahaan. Penentuan tingkat 
aktivitas dalam penerapan Activity based costing memiliki pengaruh signifikan terhadap 
akurasi pembebanan biaya yang akan digunakan dalam pengambilan keputusan 
manajerial. Namun demikian, belum terdapat penelitian yang mengkaji secara lengkap 
penerapan Activity based costing pada jenis perusahaan yang berbeda. Sehingga, 
penelitian ini bertujuan untuk mengkaji penerapan dan manfaat Activity based costing 
pada perusahaan manufaktur, perusahaan jasa dan Usaha Kecil Menengah (UKM). Selain 
itu, dalam penelitian ini juga dilakukan analisis komparatif berdasarkan kategori aktivitas 
dalam sistem Activity based costing pada tiga jenis perusahaan tersebut. 
 
METODE PENELITIAN 

Penelitian ini menggunakan metode yang dikembangkan oleh (Hesford et al. 2007) 
yaitu metode “charting the field”. Peneliti mengidentifikasi artikel penelitian mengenai 
Activity Based Costing yang diterbitkan di jurnal internasional terindeks scopus dalam 
rentang tahun 2012 hingga 2020. Secara keseluruhan, terdapat 21 artikel berdasarkan 
adopsi dari penetapan Activity based costing pada masing masing perusahaan, dimana 
diklasifiksikan menjadi tiga macam jenis perusahaan yaitu perusahaan manufaktur (Tabel 
1), perusahaan jasa (Tabel 2), dan UKM (Tabel 3). Pemilihan artikel-artikel tersebut sesuai 
dengan kriteria: Pertama: Jurnal internasional dari sumber yang berkualifikasi tinggi dan 

bereputasi baik. Kedua, jurnal tersebut dapat diakses secara online. Ketiga, memilih 
artikel yang terkait dengan penerapan sistem Activity Based Costing. 

 
Tabel 1. Daftar Literatur Activity Based Costing pada Perusahaan Manufaktur 

No
  

Judul  Penulis  Tahun
  

Nama Jurnal 

1 
 

The Implementing 
Activity-based Costing 
Technique and Its 
Impact on Profitability: 
A Study of Listed 
Manufacturing 
Companies in Jordan 

Laith Akram Muflih 
Al-Qudah & Yusuf Ali 
Khalaf Al-Hroo 

2017 Internati al Journal of 
Economics and 
Financial Issues 
 

2 Applicability of Activity 
Based Costing in New 
Development Processes 
 

Ewa Wanda & 
Maruszewska 
 

2015 Management Systems 
in Production 
Engineering European 
Online Journal of 
Natural and Social 
Sciences 

3 Activity-based costing 
and its impact on 
management 
accounting 
 

Heydar Salteh, 
Mohammad Hedayati 
& Ali Harzandi 
Knápková, 
Adriana,Home Lubor 
& Pavelkor 
Drahomira 

2013  Scientific journals of 
the Faculty SciPap 
 

4 Use of the concept of 
activity-based costing 
and the impact of its 
use on the financial 
performance of 
companies in the Czech 
Republic Development 
of a Strategic 

Rishi Dwivedi & 
 

2014 Serbian Journal 
of Management 
 
 

5 Management Tool in a 
Therma Power Plant 
Using ABC and BSC 
Models Application of 
Activity Based 

Shankar Chakraborty 
Chak Wen 
 

2016 Journal of Modern 
 

6 Costing for Palm Oil 
Plantation 

Zheng & Mohd Yazid 
Abu Vineet 

2019 Manufacturing 
Systems and 
Technology 

7 Activity based costing 
model for inventory 
valuation 

Chouhana, G. Soralb 
& Bibhas Chandra 

2017 Management Science 
Letters 
 

8 Activity-Based Costing 
Applied to Automotive 
Manufacturing 
 

Paul Jurek, Bert Bras, 
Tina Guldberg, Jim 
D'Arcy, Seog- Chan 
Oh & 

2012 IEEE Power and 
Energy Society 
General Meeting 
 

 
 



116 VOLUME 2 NOMOR 2 TAHUN 2022

K
ATA

LO
G

 JU
R

N
A

L M
A

H
A

SISW
A

 PA
SC

A
SA

R
JA

N
A

 U
N

IV
ER

SITA
S LA

M
PU

N
G

Tabel 2. Daftar Literatur Activity Based Costing pada Perusahaan Jasa 
No Judul Penulis Tahun Nama Jurnal 
1 
 

Activity based costing 
in health care centre: A 
case study of Iran 
 

Mohammadkari m 
Bahadori, Saeideh 
Babashahy, 
Ehsan 
Teymourzadeh & 
Seyyed 
MostafaHakimz adeh 

2012 African of 
Business Management 
 

2 An activity-based 
costing for a university 
consultancy centre for 
entrepreneurship 

Natasha 
Khandakar, Fethi 
Saidi & Bilal Ahmad 
Elsalem 

2018 Afro-Asian J. Finance 
and Accounting 

 

3 The Effect of 
Applying Activity 
Based Costing 
Technique on 
Financial 
Performance of 
Service 
Industry: A Case Study 
of Levare Consultants 

Pvt. Ltd 

Yakaw Hamad 
Abdullah Prin. 
K. D. & Jadhav Shivaji 
Borhade 
 

2014 Asian Journal of 
Multidisciplinary 
Studies 
 

4 The Practicability of 
Activity 
1 Based Costing 
in Service Firms 

Alhassan Haladu 2016 International Journal of 
Manageent Research & 
Review 

5 A comparative study 
of activity-based 
costing 
system and the 
traditional system: A 
case study of Refah 
Bank 

Mehdi Alinezhad 
Sarokolaei, 
Mohammadreza 
Ebrati, Vahid 
Taghizadeh 
Khanghah & Mina 
Ebrati 

2012 African Journal 
Of Business 
Management 

 

6 Activity-Based Costing 
in the 
2 Hospitality 
Industry: A Case Study 
in a Hotel 

Bita Mashayekhi & 
Mohammad Ara 
 

2017  
International Scholarly 
and Scientific Research 
& Innovation 

 
7 Acombined modelling 

off fuzzy logic and 
Time- DrivenActivity-
basedCosting 
3 (TDABC) for 
hospital 
services costing 
underrun certainty 

Bakhtiar Ostadi, Reza 
Mokhtarian Daloie & 
Mohammad Mehdi 
Sepehri 
 
 

 

2019  
Journal of Biomedical 
Informatics 
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Tabel 2. Daftar Literatur Activity Based Costing pada Perusahaan Jasa 
No Judul Penulis Tahun Nama Jurnal 
1 
 

Activity based costing 
in health care centre: A 
case study of Iran 
 

Mohammadkari m 
Bahadori, Saeideh 
Babashahy, 
Ehsan 
Teymourzadeh & 
Seyyed 
MostafaHakimz adeh 

2012 African of 
Business Management 
 

2 An activity-based 
costing for a university 
consultancy centre for 
entrepreneurship 

Natasha 
Khandakar, Fethi 
Saidi & Bilal Ahmad 
Elsalem 

2018 Afro-Asian J. Finance 
and Accounting 

 

3 The Effect of 
Applying Activity 
Based Costing 
Technique on 
Financial 
Performance of 
Service 
Industry: A Case Study 
of Levare Consultants 

Pvt. Ltd 

Yakaw Hamad 
Abdullah Prin. 
K. D. & Jadhav Shivaji 
Borhade 
 

2014 Asian Journal of 
Multidisciplinary 
Studies 
 

4 The Practicability of 
Activity 
1 Based Costing 
in Service Firms 

Alhassan Haladu 2016 International Journal of 
Manageent Research & 
Review 

5 A comparative study 
of activity-based 
costing 
system and the 
traditional system: A 
case study of Refah 
Bank 

Mehdi Alinezhad 
Sarokolaei, 
Mohammadreza 
Ebrati, Vahid 
Taghizadeh 
Khanghah & Mina 
Ebrati 

2012 African Journal 
Of Business 
Management 

 

6 Activity-Based Costing 
in the 
2 Hospitality 
Industry: A Case Study 
in a Hotel 

Bita Mashayekhi & 
Mohammad Ara 
 

2017  
International Scholarly 
and Scientific Research 
& Innovation 

 
7 Acombined modelling 

off fuzzy logic and 
Time- DrivenActivity-
basedCosting 
3 (TDABC) for 
hospital 
services costing 
underrun certainty 

Bakhtiar Ostadi, Reza 
Mokhtarian Daloie & 
Mohammad Mehdi 
Sepehri 
 
 

 

2019  
Journal of Biomedical 
Informatics 
 
 

 

 
 
 
 

Tabel 3. Daftar Literatur Activity Based Costing pada UKM 
No Judul Penulis Tahun Nama Jurnal 
1 Factors Influencing the 

Implementation of 
Activity- Based Costing: 
A Study on Malaysian 
SMEs 

Sudhashini Nair & Xin 
Tan 
 

2018 International Business 
Research 

2 The implementation of 

1 activity-based 
costing in Malaysian 
Small and 
Medium Sized 
Enterprises 

Kamilah Ahmad, 
Neoh Wan Teng, and 
Shafie 

2017 Advanced Science 
Letters 

 
 

3 Lean production: 
mistakes and 
limitations of 
accounting systems 
inside the SME 
sector 

Mohamed 
Zabri,Andrea Chiarini 

2012 Journal of 
Manufacturing 
Technology 
Management 
 

4 Activity-Based Costing: 
Helping Small and 
Medium- Sized Firms 
Achieve a Competitive 
Edge in the Global 
Marketplace 

Abbas Foroughi 
Mehmet Kocakulah, 
Ann Stott & Lionel 
 

2017 Journal of Accounting 
& Marketing 
 
 

5 The Adoption of 
Management 
Accounting 
Practices in Malaysian 
Small and Medium-
Sized Enterprises 

Kamilah Ahmad 
 

2014 Asian Social Science 
 

6 A Simplified Activity-
Based Costing 
Approach for SMEs: The 
Case Study of an Italian 
Small Road Company 

Domenico Raucci & 
Dominique Lepore 
 

2020 European Research 
Studies Journal 

 

 
Identifikasi Artikel 

Dalam memperoleh artikel-artikel tersebut, dilakukan pencarian online yang 
mengacu pada laman di Scimago (https://www.scimagojr.com/) dalam rentang tahun 
2012 hingga 2020 untuk dapat mengevaluasi perkembangan literatur secara update dan 
dapat mengetahui fungsi penerapan Activity based costing dalam perusahaan 
manufaktur, perusahaan jasa dan UKM. Artikel ini diklasifikasikan berdasarkan jenis 
perusahaan, tahun penelitian dan metode yang digunakan dalam penelitian. Penelitian 
ini mengidentifikasi latar belakang, tujuan dan kesimpulan dalam penerapan Activity 
based costing. Dalam adopsi dari penetapan Activity based costing terhadap perusahaan 
manufaktur, diperoleh 8 penelitian empiris, pada perusahaan jasa sebanyak 7 penelitian 
empiris, dan 6 penelitian empiris pada studi UKM. 

Berikut adalah gambaran persentase yang diperoleh dari tinjauan artikel dengan 
penerapan Activity Based Costing berdasarkan jenis perusahaan : 
Persentase Literatur Activity Based Costing 
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Gambar 1. Persentase Literatur Activity Based Costing berdasarkan Jenis Perusahaan 
 
Dalam tinjauan artikel ini diperoleh 21 artikel yang diklasifikasikan menjadi 3 

perusahaan, yaitu perusahaan manufaktur, perusahaan jasa dan UKM. Dalam persentase 
ini diketahui bahwa artikel yang mengadopsi penerapan Activity Based Costing pada 
perusahaan manufaktur menunjukkan persentase sebesar 38% dengan jumlah sebanyak 
8 artikel, 33% untuk persentase pada perusahaan jasa dengan jumlah sebanyak 7 artikel, 
dan UKM dengan persentase sebesar 29% dengan jumlah sebanyak 6 artikel. 

Gambar 2 berikut ini menjelaskan jumlah publikasi artikel yang menerapkan 
Activity Based Costing pada perusahaan manufaktur, perusahaan jasa dan UKM dalam 
rentang tahun 2012-2020 : 
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Gambar 2. Jumlah Publikasi Artikel Yang Menerapkan Activity Based Costing dari tahun 
2012-2020 

 
 

Berdasarkan gambar 2, dapat diketahui bahwa pada tahun 2012, terdapat 4 artikel 
yang terdiri dari 1 artikel untuk perusahaan manufaktur dan 1 artikel untuk UKM, serta 2 
artikel pada perusahaan jasa. Pada tahun 2013, diperoleh hanya 1 artikel yang 
mengadopsi penerapan Activity Based Costing pada perusahaan manufaktur. Pada tahun 
2014 diperoleh 1 artikel masing masing pada perusahaan manufaktur, perusahaan jasa 
dan UKM. Pada tahun 2015 diperoleh 1 artikel dalam perusahaan manufaktur. Pada tahun 
2016 diperoleh 1 artikel, masing masing pada perusahaan manufaktur dan perusahaan 
jasa. Pada tahun 2017 sebanyak 2 artikel masing masing pada perusahaan manufaktur 
dan UKM, serta 1 artikel pada perusahaan jasa. 

Pada tahun 2018 sebanyak 1 artikel pada masing masing perusahaan jasa dan 
perusahaan manufaktur. Pada tahun 2019 sebanyak 1 artikel masing masing pada 
perusahaan manufaktur dan jasa, dan pada tahun 2020 diperoleh 1 artikel pada studi 
UKM. Pada rentang tahun 2012-2020 ini dapat diketahui bahwa minat publikasi artikel 
dengan penerapan Activity Based Costing paling tinggi diketahui pada tahun 2017, dan 
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artikel yang meneliti penerapan Activity Based Costing pada perusahaan manufaktur 
menunjukkan paling merata dalam menghasilkan artikel di setiap tahunnya. 

Dalam Tabel 4 menjelaskan tabel kategori metode yang digunakan dalam penelitian 
artikel yang mengadopsi penerapan Activity Based Costing pada perusahaan manufaktur, 
perusahaan jasa dan UKM. 

 
Tabel 4. Kategori Metode yang Digunakan dalam Penelitian 

 
No Metode Jumlah Persentase 

1 Studi kasus 15 71.4 
2 Ulasan kritis 1 4,8 
3 Ulasan konseptual 2 9,5 
4 Studi literatur 3 14,3 

 
Metode diklasifikasikan menjadi 4 kategori yaitu studi kasus, ulasan kritis, ulasan 

konseptual, dan studi literatur. Pada kategori studi kasus, terdapat 15 artikel yang 
menggunakan metode ini dalam penelitian dengan persentase sebesar 71,4%. Jumlah 
artikel yang menggunakan metode ulasan kritis ialah sebanyak 1 artikel dengan 
persentase 4,8%, sedangkan jumlah artikel untuk ulasan konseptual sebanyak 2 artikel 
dengan persentase 9,5% dan 3 artikel yang menggunakan studi kasus sebagai metode 
dalam penelitian dengan persentase sebesar 14,3%. 

Pada gambar 3, ditunjukan jumlah artikel ilmiah berdasarkan metode yang 
digunakan dalam penelitian pada masing masing perusahaan. Dari gambar ini dapat 
diketahui bahwa artikel yang menerapkan Activity based costing pada perusahaan 
manufaktur menggunakan empat kategori metode yaitu studi kasus, ulasan kritis, ulasan 
konseptual dan studi literatur. 
Jumlah Artikel ilmiah Berdasarkan Metode untuk Setiap Jenis Perusahaan 
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Perusahaan Manufaktur         Perusahaan Jasa       UKM  
                           Studi kasus  Ulasan kritis     ulasan konseptual  studi literatur 
 

Gambar 3. Jumlah Artikel Ilmiah Berdasarkan Metode untuk Setiap Jenis Perusahaan 
 
Berdasarkan gambar 3 dapat diamati bahwa metode studi kasus merupakan 

metode yang paling banyak digunakan dalam artikel penerapan Activity based costing di 
perusahaan manufaktur, perusahaan jasa dan UKM. Pada perusahaan manufaktur 
menunjukkan 

penggunaan keempat metode ini dengan paling banyak menggunakan studi kasus, 
sedangkan untuk perusahaan jasa secara keseluruhan menggunakan metode studi kasus 
dalam penelitian, dan untuk UKM hanya menggunakan 2 metode yaitu studi kasus dan 
studi literatur. 
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HASIL DAN PEMBAHASAN 
Pada bagian ini membahas adopsi penerapan Activity based costing dan 

membandingkan berdasarkan kriteria aktivitas pada tiga jenis perusahaan, yaitu 
perusahaan manufaktur, perusahaan jasa dan perusahaan dagang (UKM) dan 
perbandingan. 
Adopsi penetapan Activity Based Costing pada Perusahaan Manufaktur 

Activity based costing merupakan sistem akuntansi biaya yang relatif kontemporer, 
yang dibuat untuk menyempurnakan beberapa kekurangan sistem akuntansi biaya 
tradisional (Satria, 2016). Salah satu manfaat dalam penggunaan Activity based costing 
ialah memberikan beberapa keuntungan seperti, melacak biaya overhead ke produk 
dengan akurat, mendukung perbaikan proses, menghilangkan aktivitas non-nilai tambah, 
mengurangi biaya keseluruhan dan meningkatkan laba operasi (Sitorus, 2016). Dalam 
pelaksanaan Activity based costing, setiap unit output sebanding dengan ukuran kerja 
berbasis waktu seperti jam kerja atau mesin dalam perusahaan. 

Di banyak bidang bisnis kontemporer, salah satunya dalam perusahaan 
manufaktur, telah disadari bahwa tingkat aktivitas selain volume keluaran akhir adalah 
penentu overhead yang signifikan. Biaya overhead perusahaan akan semakin dipengaruhi 
oleh keragaman dan kompleksitas dalam output yang dihasilkan dan kebutuhan untuk 
memastikan kualitas dan tingkat layanan yang tinggi kepada pelanggan dalam 
persaingan pasar yang semakin kompetitif. Menurut Zhang & Isa (2010), ketika sektor 
manufaktur mengalami kemajuan teknologi, perubahan terjadi dalam struktur biaya 
produksi yang dapat menyebabkan pergeseran dari biaya berbasis volume tradisional ke 
metode Activity based costing. 

Dari tinjauan artikel ini diperoleh 21 artikel sebagai penelitian empiris, 8 di 
antaranya berdasarkan sektor manufaktur. 6 dari 8 penelitian tersebut melaporkan 
keberhasilan dalam penerapan metode ini, namun 2 dari 8 penelitian melaporkan 
sebaliknya. Studi Al-Khadash & Mahmoud (2010) menganalisis peningkatan kinerja 
keuangan terkait dengan penggunaan Activity Based Costing pada perusahaan di 
Yordania. Dalam penelitian ini mengidentifikasi peningkatan ROA sebagai alat kinerja 
keuangan yang terkait dengan inisiatif Activity Based Costing. Hasil penelitian 
menunjukkan bahwa tingkat kesadaran dalam menggunakan Activity Based Costing 
tinggi di kalangan manajer keuangan, tetapi berbanding terbalik dalam penerapannya. 
Studi ini menemukan bahwa terdapat hubungan positif antara Activity Based Costing dan 
peningkatan ROA dalam perusahaan. 

Dalam studi Jurek et al. (2012), dibahas model Activity Based Costing yang 
dikembangkan dengan menganalisis dan memprediksi penggunaan energi di industri 
manufaktur. Studi ini menyimpulkan bahwa model energi prediktif menggunakan 
metode Activity Based Costing dapat memberikan keunggulan kompetitif bagi industri 
manufaktur. Adapun studi Maruszewska (2015) menjelaskan bahwa penetapan Activity 
Based Costing adalah alat yang tepat bagi para insinyur dalam meningkatkan proses 
pengambilan keputusan untuk dapat mengembangkan produk baru. Penggunaan 
metodologi Activity Based Costing untuk proses yang mengacu pada pengembangan 
produk baru memungkinkan para manajer perusahaan untuk memprioritaskan solusi, 
dan mengalokasikan sumber daya yang digunakan dalam proses produksi untuk 
memenuhi tujuan dan profitabilitas perusahaan. 

Activity Based Costing, balance scorecard dan EVA merupakan alat pengukuran 
kinerja manajemen yang baik dalam lingkungan bisnis, untuk membantu persaingan 
pasar yang kompetitif dan dinamis. Studi Salteh et al. (2013) mengkaji bahwa dengan 
penerapan Activity Based Costing dapat memperbaiki sistem biaya dan mengalokasikan 
biaya perusahaan menjadi lebih menguntungkan dengan biaya dan harga yang lebih 
rinci, serta dapat memaksimalkan pengendalian operasi perusahaan. Studi Dwivedi & 
Chakraborty (2016) meneliti penerapan Activity based costing dan balanced scorecard 



121PASCASARJANA UNILA (NOVEMBER 2022) 

K
AT

A
LO

G
 J

U
R

N
A

L 
M

A
H

A
SI

SW
A

 P
A

SC
A

SA
R

JA
N

A
 U

N
IV

ER
SI

TA
S 

LA
M

PU
N

G

HASIL DAN PEMBAHASAN 
Pada bagian ini membahas adopsi penerapan Activity based costing dan 

membandingkan berdasarkan kriteria aktivitas pada tiga jenis perusahaan, yaitu 
perusahaan manufaktur, perusahaan jasa dan perusahaan dagang (UKM) dan 
perbandingan. 
Adopsi penetapan Activity Based Costing pada Perusahaan Manufaktur 

Activity based costing merupakan sistem akuntansi biaya yang relatif kontemporer, 
yang dibuat untuk menyempurnakan beberapa kekurangan sistem akuntansi biaya 
tradisional (Satria, 2016). Salah satu manfaat dalam penggunaan Activity based costing 
ialah memberikan beberapa keuntungan seperti, melacak biaya overhead ke produk 
dengan akurat, mendukung perbaikan proses, menghilangkan aktivitas non-nilai tambah, 
mengurangi biaya keseluruhan dan meningkatkan laba operasi (Sitorus, 2016). Dalam 
pelaksanaan Activity based costing, setiap unit output sebanding dengan ukuran kerja 
berbasis waktu seperti jam kerja atau mesin dalam perusahaan. 

Di banyak bidang bisnis kontemporer, salah satunya dalam perusahaan 
manufaktur, telah disadari bahwa tingkat aktivitas selain volume keluaran akhir adalah 
penentu overhead yang signifikan. Biaya overhead perusahaan akan semakin dipengaruhi 
oleh keragaman dan kompleksitas dalam output yang dihasilkan dan kebutuhan untuk 
memastikan kualitas dan tingkat layanan yang tinggi kepada pelanggan dalam 
persaingan pasar yang semakin kompetitif. Menurut Zhang & Isa (2010), ketika sektor 
manufaktur mengalami kemajuan teknologi, perubahan terjadi dalam struktur biaya 
produksi yang dapat menyebabkan pergeseran dari biaya berbasis volume tradisional ke 
metode Activity based costing. 

Dari tinjauan artikel ini diperoleh 21 artikel sebagai penelitian empiris, 8 di 
antaranya berdasarkan sektor manufaktur. 6 dari 8 penelitian tersebut melaporkan 
keberhasilan dalam penerapan metode ini, namun 2 dari 8 penelitian melaporkan 
sebaliknya. Studi Al-Khadash & Mahmoud (2010) menganalisis peningkatan kinerja 
keuangan terkait dengan penggunaan Activity Based Costing pada perusahaan di 
Yordania. Dalam penelitian ini mengidentifikasi peningkatan ROA sebagai alat kinerja 
keuangan yang terkait dengan inisiatif Activity Based Costing. Hasil penelitian 
menunjukkan bahwa tingkat kesadaran dalam menggunakan Activity Based Costing 
tinggi di kalangan manajer keuangan, tetapi berbanding terbalik dalam penerapannya. 
Studi ini menemukan bahwa terdapat hubungan positif antara Activity Based Costing dan 
peningkatan ROA dalam perusahaan. 

Dalam studi Jurek et al. (2012), dibahas model Activity Based Costing yang 
dikembangkan dengan menganalisis dan memprediksi penggunaan energi di industri 
manufaktur. Studi ini menyimpulkan bahwa model energi prediktif menggunakan 
metode Activity Based Costing dapat memberikan keunggulan kompetitif bagi industri 
manufaktur. Adapun studi Maruszewska (2015) menjelaskan bahwa penetapan Activity 
Based Costing adalah alat yang tepat bagi para insinyur dalam meningkatkan proses 
pengambilan keputusan untuk dapat mengembangkan produk baru. Penggunaan 
metodologi Activity Based Costing untuk proses yang mengacu pada pengembangan 
produk baru memungkinkan para manajer perusahaan untuk memprioritaskan solusi, 
dan mengalokasikan sumber daya yang digunakan dalam proses produksi untuk 
memenuhi tujuan dan profitabilitas perusahaan. 

Activity Based Costing, balance scorecard dan EVA merupakan alat pengukuran 
kinerja manajemen yang baik dalam lingkungan bisnis, untuk membantu persaingan 
pasar yang kompetitif dan dinamis. Studi Salteh et al. (2013) mengkaji bahwa dengan 
penerapan Activity Based Costing dapat memperbaiki sistem biaya dan mengalokasikan 
biaya perusahaan menjadi lebih menguntungkan dengan biaya dan harga yang lebih 
rinci, serta dapat memaksimalkan pengendalian operasi perusahaan. Studi Dwivedi & 
Chakraborty (2016) meneliti penerapan Activity based costing dan balanced scorecard 

(BSC) pada perusahaan pembangkit listrik tenaga panas India, dengan memperoleh hasil 
bahwa Activity based costing dapat menghasilkan keputusan yang lebih akurat, tepat 
waktu, dan informasi operasional dan keuangan yang andal di berbagai tingkat aktivitas 
organisasi. 

Studi lain yang dilakukan Zheng & Abu Yazid (2019) menerapkan metode Activity 
based costing mencerminkan akurasi dalam pengendalian overhead produksi dan analisis 
biaya pada volume produksi di industri kelapa sawit di Malaysia. Dengan metode ini, 
penetapan biaya dan spesialisasi pada setiap aktivitas dilihat dapat mengontrol 
profitabilitas perusahaan secara tepat. Dalam studi Chouhan et al. (2017) membuktikan 
bahwa penerapan Activity based costing untuk pengendalian inventaris pada perusahaan 
besi dan baja dengan analisis proses produksinya yang menunjukkan bahwa 
pengendalian persediaan dana penilaian persediaan menunjukkan hasil yang siginifikan 
dan dapat memberikan informasi terbaik yang diperlukan untuk keputusan manajerial. 

Namun dalam beberapa artikel, terdapat sejumlah artikel yang tidak menunjukkan 
adanya pengaruh dari teknik penerapan Activity Based Costing. Studi Al-Qudah & Al-
Hroot (2017) meninjau penggunaan dan penerapan Activity based costing terhadap 
profitabilitas perusahaan manufaktur di Yordania. Hasil dalam penelitian dengan 
mengambil sampel 72 perusahaan menunjukkan bahwa Operating Margin ratio (OM), Net 
Profit Margin Ration (ROS), Return on Assets (ROA), dan Return on Equity (ROE) tidak 
mengalami peningkatan yang signifikan setelah penerapan teknik Activity Based Costing. 
Namun, 9 dari 12 perusahaan mengalami penurunan rasio Gross Profit Margin (GP) yang 
berarti 75% perusahaan mengalami penurunan rasio Gross Profit Margin (GP) setelah 
penerapan teknik ini. Selain itu rasio ROI (Return of Investment) menurun untuk 7 
perusahaan dari 12 perusahaan. Hasil penelitian juga menunjukkan sedikit bukti akan 
peningkatan rasio profitabilitas perusahaan dengan persentase 47,2% dan terdapat 
penurunan umum dalam rasio profitabilitas untuk perusahaan dengan persentase 52,7%. 
Hasil studi ini menyimpulkan bahwa tidak ada peningkatan yang signifikan secara 
keseluruhan pada rasio profitabilitas perusahaan manufaktur Yordania setelah 
penerapan teknik Activity based costing. 

Studi Knápková et al. (2014) menganalisis penggunaan konsep Activity based costing 
di perusahaan Ceko dan pengaruhnya terhadap kinerja keuangan perusahaan. Dengan 
menggunakan uji-t, peningkatan kinerja keuangan yang dipilih dari perusahaan, 
dilakukan pengujian pada dua indeks yaitu ROA dan return on equity (ROE). Hasil 
menunjukkan bahwa tidak ada pengaruh dalam kinerja keuangan perusahaan yang 
menerapkan sistem Activity based costing dan kurangnya hubungan antara teknik 
Activity based costing dengan dampak usia, spesialisasi dan ukuran perusahaan. Secara 
umum hasil ini terkait dengan temuan Pokorná (2016) dimana survei empiris dilakukan di 
antara 548 perusahaan menengah dan besar dari Ceko dalam berbagai sektor ekonomi 
dengan pengukuran kinerja keuangan melalui Return on Assets (ROA). Dalam studi ini 
menunjukkan bahwa perusahaan yang menerapkan Activity based costing memiliki rata-
rata kinerja keuangan yang sama atau bahkan lebih rendah dibandingkan dengan 
perusahaan yang tidak menerapkan teknik Activity based costing. 
 
Adopsi penetapan Activity Based Costing pada Perusahaan Jasa 

Activity Based Costing adalah kerangka kerja pengambilan keputusan yang berguna 
untuk analisis ekonomi di sektor jasa, khususnya di bidang perencanaan, pengendalian 
dan pengambilan keputusan. Activity Based Costing merupakan salah satu alat yang 
efektif dalam perusahaan jasa untuk dapat menelusuri biaya dari jasa yang dihasilkan dan 
membantu dalam penerapan kualitas total di perusahaan jasa dengan mendorong 
manajemen untuk menganalisis aktivitas dan menentukan nilainya bagi para pelanggan. 
Sebagai contoh, penerapan sistem Activity Based Costing di sektor kesehatan, dalam 
studi (Bahadori et al.2012) mengkaji penerapan Activity Based Costing di salah satu 



122 VOLUME 2 NOMOR 2 TAHUN 2022

K
ATA

LO
G

 JU
R

N
A

L M
A

H
A

SISW
A

 PA
SC

A
SA

R
JA

N
A

 U
N

IV
ER

SITA
S LA

M
PU

N
G

rumah sakit di Iran, melalui analisis biaya pada bagian unit pelayanan kesehatan yang 
dapat memberikan informasi efektivitas dan efisiensi pada penyediaan jasa dan sistem 
harga. Dengan menggunakan Activity Based Costing dalam identifikasi aktivitas 
penambahan nilai di dalam organisasi dapat menghilangkan aktivitas yang tidak memiliki 
nilai tambah, sehingga dapat mencegah adanya rekayasa logistik bagi layanan dan 
penyediaan di berbagai departemen perawatan kesehatan. Selain itu, studi (Ostadi B et 
al. 2019) membuktikan bahwa dengan penggunaan sistem Activity Based Costing pada 
layanan kesehatan menghasilkan informasi yang relatif akurat dan mempermudah 
pengalokasikan biaya kegiatan termasuk biaya tetap dan tidak mempertimbangkan 
ketidakpastian mengenai biaya, kapasitas, dan waktu yang dibutuhkan. 

Studi pada sektor Pendidikan, (Khandakar et al. 2018) mengkaji penerapan Activity 
Based Costing pada unit penasihat dan konsultasi Universitas Qatar. Studi ini 
menyimpulkan bahwa dengan metode Activity Based Costing memungkinkan para 
manajer untuk mengukur nilai produk dan layanan, memantau aktivitas dengan tampilan 
proses dan implementasi strategi dan dapat menghasilkan sistem informasi bermanfaat 
bagi administrator di universitas. Studi (Abdullah et al. 2014) mengukur dampak dan 
pentingnya Activity Based Costing pada perusahaan jasa konsultan di India, dan 
menghasilkan pengaruh positif terhadap peningkatan keuangan kinerja, menghasilkan 
informasi yang lebih akurat dalam meningkatkan profitabilitas dan kinerja keuangan 
suatu perusahaan. 

Dalam studi (Mashayekhi et al. (2017) memberikan beberapa gambaran empiris 
bukti tentang penerapan Activity Based Costing diindustri perhotelan di Iran, dengan 
membandingkan penetapan biaya tardisional dan metode Activity Based Costing 
menunjukan bahwa penerapan informasi dengan sistem Activity Based Costing lebih 
tepat dan rinci dalam menghasilkan keputusan terkait dengan analisis profitabilitas, 
penganggaran, dan penetapan harga. 

Namun, di beberapan negara, aplikasi penggunaan metode Activity Based Costing 
hanya terbatas pada sektor manufaktur, swasta, sektor publik. Studi (Haladu 2016) 
menemukan kemungkinan bahwa dalam perusahaan jasa lebih menggunakan metode 
Activity based Management dibandingkan Activity Based Costing. Hal ini serupa dengan 
temuan (Sarokolaei 2012) pada sektor perbankan di Iran bahwa tidak ada perbedaan yang 
siginifikan antara biaya dihitung dengan penetapan Activity Based Costing dan dengan 
metode tradisional untuk simpanan pada bank saat ini dan deposito. Sehingga 
penerapan Activity based costing pada perusahaan jasa bergantung pada bagaimana 
perusahaan memahami Activity Based Costing dan menentukan biaya variabel. Di lain 
pihak, Activity Based Costing dapat menghasilkan informasi yang memungkinkan 
manajer untuk mengidentifikasi peluang penghematan biaya dan memberi mereka dasar 
konstruksi dalam penetapan anggaran dalam penerapan nya di perusahaan jasa. Dengan 
analisis ini, sektor jasa dapat memfokuskan sumber dayanya pada aktivitas yang dapat 
menambah nilai bagi pelanggan dan memberikan manfaat ekonomi bagi perusahaan. 
 
Adopsi penetapan Activity Based Costing pada Usaha Kecil Menengah (UKM) 

Berdasarkan tinjauan artikel ini, diperoleh 6 artikel yang menggunakan pengaturan 
adopsi penerapan Activity based costing pada Usaha Kecil Menengah (UKM). Menurut 
(Cooper dan Kaplan 1991), Activity based costing merupakan teknik akuntansi manajemen 
yang menetapkan biaya untuk produk dan jasa berdasarkan sumber daya yang 
dikonsumsi oleh produk dan jasa tersebut, sehingga Activity based costing adalah 
pendekatan untuk penetapan biaya dan pemantauan kegiatan, yang melibatkan 
penelusuran bagi konsumsi sumber daya dan penetapan biaya keluaran akhir, dengan 
fokus perhatian pada penggerak biaya dan kegiatan yang dapat menyebabkan 
peningkatan biaya operasi. Penggunaan metode Activity based costing dapat diterapkan 
dalam struktur bisnis UKM. Menurut (Gunasekaran et al. 1999) dengan adanya metode 
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rumah sakit di Iran, melalui analisis biaya pada bagian unit pelayanan kesehatan yang 
dapat memberikan informasi efektivitas dan efisiensi pada penyediaan jasa dan sistem 
harga. Dengan menggunakan Activity Based Costing dalam identifikasi aktivitas 
penambahan nilai di dalam organisasi dapat menghilangkan aktivitas yang tidak memiliki 
nilai tambah, sehingga dapat mencegah adanya rekayasa logistik bagi layanan dan 
penyediaan di berbagai departemen perawatan kesehatan. Selain itu, studi (Ostadi B et 
al. 2019) membuktikan bahwa dengan penggunaan sistem Activity Based Costing pada 
layanan kesehatan menghasilkan informasi yang relatif akurat dan mempermudah 
pengalokasikan biaya kegiatan termasuk biaya tetap dan tidak mempertimbangkan 
ketidakpastian mengenai biaya, kapasitas, dan waktu yang dibutuhkan. 

Studi pada sektor Pendidikan, (Khandakar et al. 2018) mengkaji penerapan Activity 
Based Costing pada unit penasihat dan konsultasi Universitas Qatar. Studi ini 
menyimpulkan bahwa dengan metode Activity Based Costing memungkinkan para 
manajer untuk mengukur nilai produk dan layanan, memantau aktivitas dengan tampilan 
proses dan implementasi strategi dan dapat menghasilkan sistem informasi bermanfaat 
bagi administrator di universitas. Studi (Abdullah et al. 2014) mengukur dampak dan 
pentingnya Activity Based Costing pada perusahaan jasa konsultan di India, dan 
menghasilkan pengaruh positif terhadap peningkatan keuangan kinerja, menghasilkan 
informasi yang lebih akurat dalam meningkatkan profitabilitas dan kinerja keuangan 
suatu perusahaan. 

Dalam studi (Mashayekhi et al. (2017) memberikan beberapa gambaran empiris 
bukti tentang penerapan Activity Based Costing diindustri perhotelan di Iran, dengan 
membandingkan penetapan biaya tardisional dan metode Activity Based Costing 
menunjukan bahwa penerapan informasi dengan sistem Activity Based Costing lebih 
tepat dan rinci dalam menghasilkan keputusan terkait dengan analisis profitabilitas, 
penganggaran, dan penetapan harga. 

Namun, di beberapan negara, aplikasi penggunaan metode Activity Based Costing 
hanya terbatas pada sektor manufaktur, swasta, sektor publik. Studi (Haladu 2016) 
menemukan kemungkinan bahwa dalam perusahaan jasa lebih menggunakan metode 
Activity based Management dibandingkan Activity Based Costing. Hal ini serupa dengan 
temuan (Sarokolaei 2012) pada sektor perbankan di Iran bahwa tidak ada perbedaan yang 
siginifikan antara biaya dihitung dengan penetapan Activity Based Costing dan dengan 
metode tradisional untuk simpanan pada bank saat ini dan deposito. Sehingga 
penerapan Activity based costing pada perusahaan jasa bergantung pada bagaimana 
perusahaan memahami Activity Based Costing dan menentukan biaya variabel. Di lain 
pihak, Activity Based Costing dapat menghasilkan informasi yang memungkinkan 
manajer untuk mengidentifikasi peluang penghematan biaya dan memberi mereka dasar 
konstruksi dalam penetapan anggaran dalam penerapan nya di perusahaan jasa. Dengan 
analisis ini, sektor jasa dapat memfokuskan sumber dayanya pada aktivitas yang dapat 
menambah nilai bagi pelanggan dan memberikan manfaat ekonomi bagi perusahaan. 
 
Adopsi penetapan Activity Based Costing pada Usaha Kecil Menengah (UKM) 

Berdasarkan tinjauan artikel ini, diperoleh 6 artikel yang menggunakan pengaturan 
adopsi penerapan Activity based costing pada Usaha Kecil Menengah (UKM). Menurut 
(Cooper dan Kaplan 1991), Activity based costing merupakan teknik akuntansi manajemen 
yang menetapkan biaya untuk produk dan jasa berdasarkan sumber daya yang 
dikonsumsi oleh produk dan jasa tersebut, sehingga Activity based costing adalah 
pendekatan untuk penetapan biaya dan pemantauan kegiatan, yang melibatkan 
penelusuran bagi konsumsi sumber daya dan penetapan biaya keluaran akhir, dengan 
fokus perhatian pada penggerak biaya dan kegiatan yang dapat menyebabkan 
peningkatan biaya operasi. Penggunaan metode Activity based costing dapat diterapkan 
dalam struktur bisnis UKM. Menurut (Gunasekaran et al. 1999) dengan adanya metode 

ini, struktur bisnis dapat menjadi fleksibel dan inovatif, dan dapat memberikan 
keunggulan kompetitif dalam mengembangkan bisnis yang dijalankan. 

Di sebagian besar negara, salah satunya di Malaysia, UKM merupakan mayoritas 
populasi bisnis yang memainkan peran penting dalam menghasilkan pertumbuhan 
ekonomi. Dalam studi (Nair dan Tan 2018) hasil penelitian mengungkapkan bahwa 
keempat faktor yang terdiri dari eksternal lingkungan, mekanisme penghematan biaya, 
sikap pengguna dan ukuran perusahaan memiliki hubungan yang signifikan dengan 
penerapan Activity based costing pada sektor UKM di Malaysia. Studi (Raucci dan Lepore 
2020) menyimpulkan bahwa dengan Activity based costing yang disederhanakan secara 
bertahap dan diperkenalkan di UKM pada sektor transportasi di Italia, memungkinkan 
perusahaan menganilisis biaya dengan akurat dan dapat mengidentifikasi setiap biaya 
dalam aktivitas yang terlibat dalam UKM. 

Faktor lingkungan eksternal merupakan salah satu faktor penting yang mendorong 
penggunaan Activity based costing di UKM. Menurut Nandan (2010), sektor UKM juga 
memainkan peran penting dalam perekonomian, dengan menghadapi berbagai situasi 
yang kompleks dalam persaingan pasar dan alokasi sumber daya, maka diperlukan 
metode penetapan biaya yang tepat waktu, akurat dan andal. Dalam studi Ahmad K et al. 
(2017) UKM menggunakan Activity based costing dalam perhitungan biaya yang akurat 
dengan harga yang kompetitif. Selain itu, manajemen biaya pada Activity based costing 
berfokus pada penetapan biaya target yang dapat meningkatkan produktivitas, dan 
memaksimalkan keuntungan. Menurut Kocakulah et al. (2017) penerapan sistem Activity 
based costing pada UKM juga dapat menciptaan penghematan biaya dan transparansi 
dalam operasi, terutama ketika berbagai UKM tersebut berusaha untuk mencapai 
keunggulan kompetitif di era globalisasi. Studi Bates et al. (2012) juga menyimpulkan 
bahwa Activity based costing memiliki pengaruh yang positif dalam penerapan lean 
production dan memiliki keunggulan yang lebih akurat dibandingkan sistem biaya 
tradisional. 

Namun, implementasi metode Activity based costing juga dapat menimbulkan 
masalah biaya dan dapat memakan waktu, terutama dalam sektor kecil menengah. 
Menurut studi (Ahmad K 2014) menunjukkan bahwa ukuran kinerja non-keuangan dalam 
UKM, lebih berfokus pada proses internal dan pelanggan daripada berfokus pada 
karyawan. Sehingga, masih sedikit minat para manajemen untuk menggunakan metode 
Activity based costing mengingat ukuran perusahaan yang relatif kecil dan adanya 
beberapa kendala metode pengumpulan biaya dalam penerapan nya, sehingga kecil 
kemungkinan bagi UKM untuk mengadopsi metode Activity based costing yang 
komprehensif dalam perusahaan. 

 
Perbandingan Activity Based Costing pada Perusahaan Manufaktur, Perusahaan Jasa 
dan Usaha Kecil Menengah (UKM) Berdasarkan Kategori Aktivitas 

Pada bagian ini dijelaskan mengenai perbandingan berdasarkan 21 artikel, dimana 8 
di antaranya berdasarkan sektor manufaktur, 7 berdasarkan sektor jasa dan 6 
berdasarkan sektor Usaha Kecil Menengah (UKM) yang dikategorikan berdasarkan 
kategori aktivitas dalam Activity Based Costing terdiri dari Unit Level Activity, Batch Level 
Activity, Product Level Activity dan Facility Level Activity. Pada Tabel 5 dapat diamati 
bahwa pada jenis perusahaan manufaktur, kategori aktivitas yang paling dominan adalah 
Product Level Activity. Pada perusahaan Jasa, kategori aktivitas yang paling dominan 
adalah Unit Level Activity. Pada UKM, kategori Aktivitas relatif seimbang antara Unit 
Level Activity dan Product Level Activity. Namun, penggunaan Batch Level Activity dan 
Facility Level Activity tidak ditemukan dalam 21 artikel yang dikaji pada penelitian ini. 
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Tabel 5. Perbandingan Activity Based Costing pada Perusahaan Manufaktur, 
Perusahaan Jasa dan Usaha Kecil Menengah (UKM) Berdasarkan Kategori Aktivitas 

Jenis Perusahaan Unit Level 
Activitiy 

Batch Level 
Activity 

Product Level 
Activity 

Facility Level 
Activity 

Manufaktur 2 - 6 - 
Jasa 6 - 1 - 
UKM 3 - 3 - 

 
KESIMPULAN DAN SARAN 

Activity Based Costing adalah sistem akuntansi biaya berbasis aktivitas, dimana 
penentuan biaya produk berdasarkan konsumsi sumber daya oleh aktivitas, dengan 
proses pengumpulan dan penelusuran data biaya melalui kinerja aktivitas. Dalam 
praktiknya, penerapan Activity Based Costing seringkali didorong oleh kebutuhan untuk 
meningkatkan analisis profitabilitas pelanggan. Selain itu, beberapa perusahaan 
menerapkan Activity Based Costing untuk mendapatkan informasi biaya yang lebih 
akurat dengan informasi harga dan persiapan anggaran yang relevan. Dalam beberapa 
penelitian juga menyebutkan bahwa perusahaan melakukan penerapan sistem Activity 
Based Costing karena ingin memodernisasi sistem akuntansi biaya untuk 
menggambarkan biaya dengan lebih baik dan meningkatkan proses bisnis di dalam 
perusahaan mereka.Tujuan dari penelitian ini menganalisis penerapan, manfaat dan 
perbedaan berdasarkan kategori aktivitas dalam sistem Activity Based Costing pada tiga 
jenis perusahaan. 

Dalam penelitian ini sejumlah besar peneliti optimis dengan penggunaan Activity 
Based Costing untuk meningkatkan kinerja organisasi dan pencapaian perusahaan. 
Berdasarkan temuan hasil empiris pada perusahaan manufaktur, perusahaan jasa, dan 
UKM, penelitian terhadap 21 artikel dengan menggunakan studi kasus menjadi yang 
paling banyak diteliti oleh para peneliti dengan presentasi 71,4%, studi literatur 14,3%, 
ulasan konseptual 9,5% dan ulasan kritis 4,8%. Tingkat minat peneliti dalam meneliti 
Activity Based Costing dalam rentang tahun 2012-2020 menunjukkan bahwa jumlah 
publikasi paling tinggi terjadi pada tahun 2017. 

Dalam beberapa literatur yang dihimpun penelitian ini, dijelaskan bahwa 
penerapan sistem Activity Based Costing pada perusahaan manufaktur, perusahaan jasa 
dan UKM menunjukkan manfaat yaitu memberikan informasi biaya yang relevan dalam 
menetapkan biaya produk, dapat meningkatkan pengendalian biaya dan pengurangan 
biaya, dapat mengalokasi biaya tidak langsung secara akurat, dapat mengidentifikasi 
biaya kegiatan dengan baik dan peningkatan efisiensi operasional. 

Namun, perlu ditekankan bahwa penerapan sistem Activity Based Costing sering 
kali dapat disertai dengan kesulitan. Diantara lain banyak pengadopsi Activity Based 
Costing melaporkan bahwa selama implementasi Activity Based Costing, mereka 
menghadapi keberatan dari karyawan atau manajer terkait kegunaan sistem baru, 
mengalami kesulitan dalam mengidentifikasi cost driver, dan memiliki masalah dalam 
pengumpulan data biaya untuk sistem baru atau kurangnya sumber daya. 

Berdasarkan analisis komparasi yang dilakukan dengan kriteria aktivitas pada 
sistem Activity Based Costing, masing-masing jenis perusahaan memiliki karakteristik 
kategori tingkat aktivitas yang berbeda. Perusahaan manufaktur umumnya 
menggunakan Product Level Activity, Perusahaan Jasa umumnya menggunakan Unit 
Level Activity, dan UKM relatif seimbang antara menggunakan Product Level Activity 
dan Unit Level Activity. Dari hasil analisis juga ditemukan bahwa penggunaan kategori 
aktivitas berdasarkan Batch Level Activity dan Facility Level Activity masih terbatas. 
Keterbatasan penggunaan Batch Level Activity dan Facility Level Activity didasari oleh 
kompleksitas pengelompokkan dalam hubungan sebab akibat dengan setiap produk atau 
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Tabel 5. Perbandingan Activity Based Costing pada Perusahaan Manufaktur, 
Perusahaan Jasa dan Usaha Kecil Menengah (UKM) Berdasarkan Kategori Aktivitas 

Jenis Perusahaan Unit Level 
Activitiy 

Batch Level 
Activity 

Product Level 
Activity 

Facility Level 
Activity 

Manufaktur 2 - 6 - 
Jasa 6 - 1 - 
UKM 3 - 3 - 

 
KESIMPULAN DAN SARAN 

Activity Based Costing adalah sistem akuntansi biaya berbasis aktivitas, dimana 
penentuan biaya produk berdasarkan konsumsi sumber daya oleh aktivitas, dengan 
proses pengumpulan dan penelusuran data biaya melalui kinerja aktivitas. Dalam 
praktiknya, penerapan Activity Based Costing seringkali didorong oleh kebutuhan untuk 
meningkatkan analisis profitabilitas pelanggan. Selain itu, beberapa perusahaan 
menerapkan Activity Based Costing untuk mendapatkan informasi biaya yang lebih 
akurat dengan informasi harga dan persiapan anggaran yang relevan. Dalam beberapa 
penelitian juga menyebutkan bahwa perusahaan melakukan penerapan sistem Activity 
Based Costing karena ingin memodernisasi sistem akuntansi biaya untuk 
menggambarkan biaya dengan lebih baik dan meningkatkan proses bisnis di dalam 
perusahaan mereka.Tujuan dari penelitian ini menganalisis penerapan, manfaat dan 
perbedaan berdasarkan kategori aktivitas dalam sistem Activity Based Costing pada tiga 
jenis perusahaan. 

Dalam penelitian ini sejumlah besar peneliti optimis dengan penggunaan Activity 
Based Costing untuk meningkatkan kinerja organisasi dan pencapaian perusahaan. 
Berdasarkan temuan hasil empiris pada perusahaan manufaktur, perusahaan jasa, dan 
UKM, penelitian terhadap 21 artikel dengan menggunakan studi kasus menjadi yang 
paling banyak diteliti oleh para peneliti dengan presentasi 71,4%, studi literatur 14,3%, 
ulasan konseptual 9,5% dan ulasan kritis 4,8%. Tingkat minat peneliti dalam meneliti 
Activity Based Costing dalam rentang tahun 2012-2020 menunjukkan bahwa jumlah 
publikasi paling tinggi terjadi pada tahun 2017. 

Dalam beberapa literatur yang dihimpun penelitian ini, dijelaskan bahwa 
penerapan sistem Activity Based Costing pada perusahaan manufaktur, perusahaan jasa 
dan UKM menunjukkan manfaat yaitu memberikan informasi biaya yang relevan dalam 
menetapkan biaya produk, dapat meningkatkan pengendalian biaya dan pengurangan 
biaya, dapat mengalokasi biaya tidak langsung secara akurat, dapat mengidentifikasi 
biaya kegiatan dengan baik dan peningkatan efisiensi operasional. 

Namun, perlu ditekankan bahwa penerapan sistem Activity Based Costing sering 
kali dapat disertai dengan kesulitan. Diantara lain banyak pengadopsi Activity Based 
Costing melaporkan bahwa selama implementasi Activity Based Costing, mereka 
menghadapi keberatan dari karyawan atau manajer terkait kegunaan sistem baru, 
mengalami kesulitan dalam mengidentifikasi cost driver, dan memiliki masalah dalam 
pengumpulan data biaya untuk sistem baru atau kurangnya sumber daya. 

Berdasarkan analisis komparasi yang dilakukan dengan kriteria aktivitas pada 
sistem Activity Based Costing, masing-masing jenis perusahaan memiliki karakteristik 
kategori tingkat aktivitas yang berbeda. Perusahaan manufaktur umumnya 
menggunakan Product Level Activity, Perusahaan Jasa umumnya menggunakan Unit 
Level Activity, dan UKM relatif seimbang antara menggunakan Product Level Activity 
dan Unit Level Activity. Dari hasil analisis juga ditemukan bahwa penggunaan kategori 
aktivitas berdasarkan Batch Level Activity dan Facility Level Activity masih terbatas. 
Keterbatasan penggunaan Batch Level Activity dan Facility Level Activity didasari oleh 
kompleksitas pengelompokkan dalam hubungan sebab akibat dengan setiap produk atau 

jasa yang dihasilkan. 
Dalam perkembangannya, terdapat beberapa kelemahan pada Activity Based 

Costing yaitu data yang dianggap subjektif, sulit diperbaharui untuk mengakomodasi 
perubahaan keadaan, biaya overhead tidak dapat dibebankan secara langsung pada 
produk atau jasa perusahaan (Kaplan dan Anderson 2007). Hal ini menjadi dasar 
berkembangnyaTime Driver Activity Based Costing (TDABC) yang digunakan untuk 
menentukan biaya dan memanfaatkan kapasitas dari proses profitabilitas pesanan, 
produk dan pelanggan. Sehingga penelitian selanjutnya dapat membahas tentang 
implementasi TDABC pada berbagai jenis perusahaan 
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ABSTRACT 
Castro et al (2016) identified several factors that influence performance. These factors 

include motivation, commitment and reward. The independent variables in this study were 
motivation (X1) and reward (X2). The mediating variable in this study is commitment (M). 
The dependent variable in this study is employee performance (Y). The population in this 
study were all employees of the BUMN Bank Office in Bandar Lampung. A total of 8933 
people. Based on the Lemeshow method, the minimum number of respondents in this 
calculation is 113 people with a 95% confidence level. The measurement scale uses a Likert 
scale. This research uses data analysis method using SmartPLS software. The measurement 
model is used to test the validity and reliability. While the structural model is used to test 
causality/theory. This study aims to determine the effect of motivation on performance, 
the effect of rewards on performance, the effect of performance motivation after being 
mediated by commitment, and the effect of performance rewards after being mediated by 
commitment. The result of this research is that motivation has a positive and significant 
effect on performance. reward has a positive and significant effect on performance. the 
commitment variable as an intervening variable is not able to mediate motivation on 
performance, and the commitment variable as an intervening variable is able to mediate 
rewards on performance. 
Keywords - Reward, Motivation, Komitment, performance 

 
I. INTRODUCTION 

Improvement of human resources must be considered for every organization so 
that its goals are achieved. To achieve this goal, it is necessary to have a passion and 
enthusiasm for work that must be owned by every individual in it. With high enthusiasm 
and enthusiasm for work, the work given will be easyand fast to complete so as to 
increase work efficiency which in the end the resulting work performance will increase. 
But if the opposite happens, the organizational goals will be difficult to achieve (Gibson 
et al; 2016). 

The same thing is also required for employees at state-owned banks, namely 
working well and showing commitment to achieving company goals. State-owned banks 
in Indonesia consist of Bank Mandiri, Bank Rakyat Indonesia (BRI), Bank Negara 
Indonesia (BNI), Bank Tabungan Negara (BTN) and Bank Syariah Indonesia (BSI). These 
five state-owned banks and one state-owned subsidiary bank have branch offices in 
Bandar Lampung. 
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The SOE Bank's reward policy refers to the Regulation of the Minister of SOE PER-
06/MBU/06/2018 dated June 04 2018, regarding Guidelines for Determining the 
Income of Directors, Board of Commissioners, Supervisory Board of State-Owned 
Enterprises and Employees. This reward is expected to be able to increase commitment 
for employees to achieve good performance. Rewards for Bank employees BUMN set as 
follows: 

1. Remuneration is given based on the rules stipulated in each State-Owned 
Enterprise. 

2. Annual salary adjustment, Holiday Allowance (THR), annual leave allowance, and 
major leave pay for each 3 (three) year period of service. 

3. Health facilities for employees and their family members, including insurance for 
inpatient, outpatient, childbirth, dental care, general check-up, eyeglasses, as well 
as pension health programs. 

4. Location Allowance, Certain Position Allowance, appearance allowance for 
frontliner employees, overtime compensation, performance achievement bonus, 
sales incentives. 

5. Official facilities include official housing, reimbursement of utilities costs, telephone 
credit, and rental official vehicles. 

 
Motivational factors are factors that affect employee commitment (Castro et al; 

2016). The motivational factors for BUMN Bank employees other than acceptable salaries 
are: 

1. Quarterly bonus, based on a quarterly assessment if the target is reached, the 
employee will be given a quarterly bonus 

2. Annual bonus 
3. Leave money 
4. Holiday allowance 

This bonus is expected to be able to influence the motivation of BUMN Bank 
employees so that it has an impact on performance. 

According to Robbind and Judge (2015) a person's commitment is where an 
individual sided with the organization, its goals and the desire to maintain its 
membership. If the employee is committed, there will be a sense of belonging to the 
company and if the employee is committed, it will facilitate the achievement of 
employee performance. At the beginning of work, employees of BUMN Banks sign a 
work contract as an effort to increase their commitment and motivation to achieve the 
BUMN Bank's revenue target. 

Castro et al (2016) identified several factors that influence performance. These 
factors include: motivation, commitment and reward. Research conducted by Castro et 
al (2016) is interesting because it produces different effects of each variable on employee 
performance. 

A positive influence occurs on the influence of motivation on performance with 
commitment as a mediating variable. In the research of HeruSusilo (2015) stated that 
motivational and hygienic factors have a significant effect on organizational 
commitment. The higher the motivation felt by employees, the higher the level of 
commitment possessed by employees. 

On other variables, the research of Castro et al (2016) obtained different results 
from the research results of HeruSusilo (2015) which suggested that work motivation 
had a significant positive effect on work commitment. Castro et al (2016) found that 
motivation did not have a significant effect on commitment. This is interesting to be re-
examined because in theory motivation should have a positive effect on commitment 
(Robbins and Judge; 2018). 
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The SOE Bank's reward policy refers to the Regulation of the Minister of SOE PER-
06/MBU/06/2018 dated June 04 2018, regarding Guidelines for Determining the 
Income of Directors, Board of Commissioners, Supervisory Board of State-Owned 
Enterprises and Employees. This reward is expected to be able to increase commitment 
for employees to achieve good performance. Rewards for Bank employees BUMN set as 
follows: 

1. Remuneration is given based on the rules stipulated in each State-Owned 
Enterprise. 

2. Annual salary adjustment, Holiday Allowance (THR), annual leave allowance, and 
major leave pay for each 3 (three) year period of service. 

3. Health facilities for employees and their family members, including insurance for 
inpatient, outpatient, childbirth, dental care, general check-up, eyeglasses, as well 
as pension health programs. 

4. Location Allowance, Certain Position Allowance, appearance allowance for 
frontliner employees, overtime compensation, performance achievement bonus, 
sales incentives. 

5. Official facilities include official housing, reimbursement of utilities costs, telephone 
credit, and rental official vehicles. 

 
Motivational factors are factors that affect employee commitment (Castro et al; 

2016). The motivational factors for BUMN Bank employees other than acceptable salaries 
are: 

1. Quarterly bonus, based on a quarterly assessment if the target is reached, the 
employee will be given a quarterly bonus 

2. Annual bonus 
3. Leave money 
4. Holiday allowance 

This bonus is expected to be able to influence the motivation of BUMN Bank 
employees so that it has an impact on performance. 

According to Robbind and Judge (2015) a person's commitment is where an 
individual sided with the organization, its goals and the desire to maintain its 
membership. If the employee is committed, there will be a sense of belonging to the 
company and if the employee is committed, it will facilitate the achievement of 
employee performance. At the beginning of work, employees of BUMN Banks sign a 
work contract as an effort to increase their commitment and motivation to achieve the 
BUMN Bank's revenue target. 

Castro et al (2016) identified several factors that influence performance. These 
factors include: motivation, commitment and reward. Research conducted by Castro et 
al (2016) is interesting because it produces different effects of each variable on employee 
performance. 

A positive influence occurs on the influence of motivation on performance with 
commitment as a mediating variable. In the research of HeruSusilo (2015) stated that 
motivational and hygienic factors have a significant effect on organizational 
commitment. The higher the motivation felt by employees, the higher the level of 
commitment possessed by employees. 

On other variables, the research of Castro et al (2016) obtained different results 
from the research results of HeruSusilo (2015) which suggested that work motivation 
had a significant positive effect on work commitment. Castro et al (2016) found that 
motivation did not have a significant effect on commitment. This is interesting to be re-
examined because in theory motivation should have a positive effect on commitment 
(Robbins and Judge; 2018). 

 

Based on the results of the research conducted, producing different effects, the 
researchers are interested in conducting repeated research on the effect of motivation 
and reward on performance with commitment as a mediating variable. 
Based on the formulation of the problem, this study aims to determine: 

1. The effect of motivation on performance 
2. Effect of reward on performance 
3. The effect of performance rewards after being mediated by commitment 
4. The effect of performance motivation after being mediated by commitment 

 
II. LITERATURE REVIEW 

Motivation starts from motive, motivation and work motivation. Castro et al (2016) 
argues that motive is defined as a tendency to move, starting from an inner drive (drive) 
and ending with adjustment. Adjustment is said to satisfy motives. 

William J. Stanton (Armstrong, 2009) defines that the motive is a stimulated need 
that is oriented towards individual goals in achieving satisfaction. Motivation as a 
condition that moves people towards a certain goal. (Casto et al (2016)) 

Based on the opinions of the experts above, it can be concluded that the motive is 
an impulse that needs to be fulfilled within the company that the company needs to be 
able to adapt to its environment, while motivation is a condition that moves the 
company to be able to achieve the goals of its motives. While motivation is said to be 
energy to generate drive in oneself (drive arousal). In relation to the work environment 
(Casto et al (2016)) suggests that work motivation is defined as a condition that 
influences generating, directing and maintaining behavior related to the work 
environment. 

A person's motivation to work depends on the reward he receives and the 
punishment he will experience later (Castro et al; 2016). Reinforcement is anything that a 
leader uses to enhance or maintain an individual's specific response. So according to 
this theory, a person's motivation to work depends on the rewards he receives and the 
consequences he will experience later. This theory states that a person's future behavior 
is shaped by the consequences of his current behavior. 

Castro et al (2016) argue that motivation to work is the result of expectancy times 
instrumentality, times valence. This multiplicative relationship means that the 
motivational attractiveness of a particular job path is greatly reduced when any of the 
following: expectancy, instrumentality, or valence is close to zero. On the other hand, 
for a given reward to have a high and positive motivational impact, as a result of work, 
the expectancy, instrumentality, and valence associated with that reward are high and 
positive. 

Reward is an exchange (award) given by a company or service that is given an 
award, which is broadly divided into two categories, namely: (a) salary, benefits, 
vacation; (b) promotions and positions, bonuses, promotions, symbols (stars) and 
attractive assignments. An effective system for providing rewards to employees must: (a) 
meet the needs of the company; (b) compared to reward from other company; (c) 
distributed fairly and fairly; (d) can be provided in various forms; (e) associated with 
achievement. (Castro at el ;2016) 

According to Gibson et al (2012) organizational commitment is a feeling of 
identification, loyalty, and involvement expressed by employees towards the 
organization or units within the organization. Gibson et al (2012) further explained that 
organizational commitment is the feelings, attitudes, and behavior of individuals who 
identify themselves as part of the organization, are involved in the process of 
organizational activities and are loyal to the organization in achieving organizational 
goals. 
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Gibson et al (2012) divide organizational commitment into three dimensions, 
including: 
1. Affective commitment 

Affective commitment refers to the emotional attachment, identification and 
involvement of an employee in an organization. A person's affective commitment will be 
stronger if his experience in an organization is consistent with expectations and 
satisfies his basic needs and vice versa. Affective commitment shows a person's strong 
desire to continue working for an organization because he does agree with the 
organization and wants to do so. Employees who have a strong affective commitment 
stay with the company because they want to work for the company. 
 
2. Continuous commitment 

Continuing commitment is based on the costs associated with leaving an employee 
from the organization. This may be due to lost promotions. The concept of side-bets 
orientation which emphasizes the contribution of a person which at any time can be lost 
if that person leaves the organization. The act of leaving an organization is risky because 
people are afraid of losing the contribution they made to the organization and realize 
that they are unlikely to find a replacement. 
 
3. Normative commitment 

Normative commitment relates to feeling obliged to remain in the organization 
because it has to be so and it is the right thing to do. 

Robbins and Judge (2018), stated that performance is the translation of 
"performance", which means action, execution of work, work performance, efficient 
implementation. Performance is defined as the record of outcomes produced on a 
specific job function or activity during a specific time period. This means that 
performance is defined as a record of the outcomes resulting from a certain activity, 
during a certain period of time. From this brief understanding, it can be concluded that 
what is meant by performance includes two main things: 

1. Ability to demonstrate working mechanism in accordance with applicable 
regulations, and 

2. The resulting product. 
 

A. Hypothesis 
The development of hypotheses in this study was prepared based on the 

framework of the influence between variables, theories and results of previous studies 
to answer the objectives of this study. Some of these hypotheses include: 
1. Motivation has a positive effect on performance 

 Motivation is a complex problem in organizations, because the needs and desires 
of each member of the organization are different from one another. This is different 
because each member of an organization is unique biologically and psychologically, and 
develops on the basis of a different learning process (Robbins and Judge; 2010). 

 Motivation is defined by Fillmore H. Stanford (Amar;2004) that motivation is a 
condition that moves people towards a certain goal. When an employee feels that the 
person concerned has a strong motivation, the impact will increase the performance of 
the person concerned in the organization. In the research of HeruSusilo (2015) stated 
that motivational and hygienic factors have a significant positive effect on employee 
performance. These results are reinforced by the results of research conducted by 
Castro et al in Mexico (2016), the first hypothesis is formulated as follows: 
H1 : Motivation has a positive effect on performance 
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Gibson et al (2012) divide organizational commitment into three dimensions, 
including: 
1. Affective commitment 

Affective commitment refers to the emotional attachment, identification and 
involvement of an employee in an organization. A person's affective commitment will be 
stronger if his experience in an organization is consistent with expectations and 
satisfies his basic needs and vice versa. Affective commitment shows a person's strong 
desire to continue working for an organization because he does agree with the 
organization and wants to do so. Employees who have a strong affective commitment 
stay with the company because they want to work for the company. 
 
2. Continuous commitment 

Continuing commitment is based on the costs associated with leaving an employee 
from the organization. This may be due to lost promotions. The concept of side-bets 
orientation which emphasizes the contribution of a person which at any time can be lost 
if that person leaves the organization. The act of leaving an organization is risky because 
people are afraid of losing the contribution they made to the organization and realize 
that they are unlikely to find a replacement. 
 
3. Normative commitment 

Normative commitment relates to feeling obliged to remain in the organization 
because it has to be so and it is the right thing to do. 

Robbins and Judge (2018), stated that performance is the translation of 
"performance", which means action, execution of work, work performance, efficient 
implementation. Performance is defined as the record of outcomes produced on a 
specific job function or activity during a specific time period. This means that 
performance is defined as a record of the outcomes resulting from a certain activity, 
during a certain period of time. From this brief understanding, it can be concluded that 
what is meant by performance includes two main things: 

1. Ability to demonstrate working mechanism in accordance with applicable 
regulations, and 

2. The resulting product. 
 

A. Hypothesis 
The development of hypotheses in this study was prepared based on the 

framework of the influence between variables, theories and results of previous studies 
to answer the objectives of this study. Some of these hypotheses include: 
1. Motivation has a positive effect on performance 

 Motivation is a complex problem in organizations, because the needs and desires 
of each member of the organization are different from one another. This is different 
because each member of an organization is unique biologically and psychologically, and 
develops on the basis of a different learning process (Robbins and Judge; 2010). 

 Motivation is defined by Fillmore H. Stanford (Amar;2004) that motivation is a 
condition that moves people towards a certain goal. When an employee feels that the 
person concerned has a strong motivation, the impact will increase the performance of 
the person concerned in the organization. In the research of HeruSusilo (2015) stated 
that motivational and hygienic factors have a significant positive effect on employee 
performance. These results are reinforced by the results of research conducted by 
Castro et al in Mexico (2016), the first hypothesis is formulated as follows: 
H1 : Motivation has a positive effect on performance 
 
 

2. Reward has a positive effect on performance:  
 Motivation arises because of a need and therefore the action is directed towards 

the achievement of certain goals which is ultimately referred to as employee 
performance, so that positive results of motivation on performance will appear. 

 Buech et al (2010) stated that rewards have a critical role in determining an 
organization's ability to attract employees to display their potential and maintain good 
performance to achieve the best level of performance. In his research, Nnaji-Ihedinmah 
(2015), Thus the second hypothesis of this study is: 
H2 : Reward has a positive effect on performance 
 
3. Reward effect on performance is mediated by commitment. 

Reward has a broad meaning and is not only focused on finance. Amar and Hlupic 
(2016) emphasize that rewards do not only include quantitative elements such as 
salaries, wages, etc., but also other non-monetary elements, such as opportunities to 
carry out greater responsibilities, career opportunities, opportunities to learn and 
develop, decent quality of life in the organization and others. 

Buech et al (2010) stated that rewards have a critical role in determining an 
organization's ability to attract employees to display their potential and maintain good 
performance to achieve the best level of performance. In accordance with previous 
researchers conducted by Tangkuman, et al (2015) with the research title Effect of 
Performance Assessment, Reward, Punishment on Employee Performance at PT. 
Pertamina with the results of reward research has a positive and significant effect on 
employee performance. Employee performance 

Buech et al (2010) in their research produced the commitment variable as an 
intervening variable for rewards in influencing performance. Buech et al (2010) get a 
significant positive effect of the commitment variable on performance. 
H3: Reward effect on performance is mediated by commitment. 

 
4. Motivation has an effect on performance mediated by commitment. 

In a previous study conducted by (Ballian 2020) which stated that rewards have a 
positive influence on performance through organizational commitment. Meanwhile, in a 
study conducted by Martin (2020) where there is no direct effect of reward on employee 
performance through organizational commitment where motivation does not increase 
its influence if it is added to the commitment factor. Therefore, the fourth hypothesis of 
this study is: 
H4: Motivation has an effect on performance mediated by commitment. 
 

Based on the description of the development of the hypothesis, this study 
replicates the research conducted by Buech et al (2010) but is adjusted to the variables 
and research objects, namely employees of state-owned banks. 
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III. RESEARCH METHOD 
 This research includes explanatory research because this study intends to 

explain the causal relationship between variables through hypothesis testing. The type 
of data used in this study is self-report data, which is the opinion, attitude, experience 
and characteristics of a respondent. Taking data from the results of the respondents' 
answers to the questionnaires that have been distributed. The data used in this study 
are primary and secondary data. The data collection method in this research is 
quantitative. Collecting data by using questionnaires and observing the work 
environment as well as literature study. The population in this study were all employees 
of the BUMN BANK Office in Bandar Lampung. Based on the Lemeshow method, the 
minimum number of respondents in this calculation is 113 people with a 95% confidence 
level and will be divided based on the number of proportions in each state-owned bank. 

 This research has independent variables and dependent variables. The 
independent variables in this study are Motivation (X1) and Reward (X2). The mediating 
variable in this study is Commitment (M). The dependent variable in this study is 
employee performance (Y). This research uses data analysis method using SmartPLS 
software, which is run with computer media. Where PLS is a Structural Equation 
Modeling (SEM) equation model that can simultaneously test the Measurement model as 
well as test the Structural model. 

 
IV. RESULTS AND DISCUSSION 
A. Analisis Data Outer Model PLS 

The analysis of the outer model in which there is a discussion of Convergent 
Validity, Discriminant Validity and Composite Reliability. 
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III. RESEARCH METHOD 
 This research includes explanatory research because this study intends to 

explain the causal relationship between variables through hypothesis testing. The type 
of data used in this study is self-report data, which is the opinion, attitude, experience 
and characteristics of a respondent. Taking data from the results of the respondents' 
answers to the questionnaires that have been distributed. The data used in this study 
are primary and secondary data. The data collection method in this research is 
quantitative. Collecting data by using questionnaires and observing the work 
environment as well as literature study. The population in this study were all employees 
of the BUMN BANK Office in Bandar Lampung. Based on the Lemeshow method, the 
minimum number of respondents in this calculation is 113 people with a 95% confidence 
level and will be divided based on the number of proportions in each state-owned bank. 

 This research has independent variables and dependent variables. The 
independent variables in this study are Motivation (X1) and Reward (X2). The mediating 
variable in this study is Commitment (M). The dependent variable in this study is 
employee performance (Y). This research uses data analysis method using SmartPLS 
software, which is run with computer media. Where PLS is a Structural Equation 
Modeling (SEM) equation model that can simultaneously test the Measurement model as 
well as test the Structural model. 

 
IV. RESULTS AND DISCUSSION 
A. Analisis Data Outer Model PLS 

The analysis of the outer model in which there is a discussion of Convergent 
Validity, Discriminant Validity and Composite Reliability. 

 
 
 
 
 
 
 
 
 
 
 

Image 4.1 Outer Model Partial Least Square 

 
(Output SEM SmartPLS, 2022) 

(Kinerja : performance, Motivasi : Motivation) 
 

a. Convergent Validity 
Convergent Validity, the measure of the validity of the indicator seen from the 

loading factor value above 0.7 is a valid indicator 
Tabel 4.1 Outer Loading Factor 

Indicat
or 

PER 
(Y) 

COM 
(M) 

MOT 
(X1) 

REW 
(X2) 

     
PER1 0.867    
PER2 0.862    
PER3 0.844    
PER4 0.869    
PER5 0.858    
PER6 0.835    
PER7 0.876    
PER8 0.816    
COM1  0.884   
COM2  0.890   
COM3  0.884   
COM4  0.925   
COM5  0.905   
COM6  0.919   
COM7  0.895   
COM8  0.872   
MO1   0.906  
MO2   0.819  
MO3   0.824  
MO4   0.888  
MO5   0.859  
MO6   0.831  
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RE1    0.882 
RE2    0.841 
RE3    0.852 
RE4    0.873 
RE5    0.915 
RE6    0.920 
RE7    0.909 
RE8    0.801 

(Output SEM SmartPLS, 2022) 
 

The table shows the value of outer loading > 0.7 which means it is valid. 
 

b. Discriminant Validity 
Discriminant Validity, using the value of cross loading where if the indicator value 

is greater than other indicators. 
Tabel 4.2 cross loading Discriminant Validity 
Indicator PER 

(Y) 
COM 
(M) 

MOT 
(X1) 

REW 
(X2) 

PER1 0.867 0.728 0.701 0.819 
PER2 0.862 0.718 0.687 0.810 
PER3 0.844 0.675 0.714 0.725 
PER4 0.869 0.686 0.728 0.762 
PER5 0.858 0.719 0.697 0.734 
PER6 0.835 0.740 0.718 0.744 
PER7 0.876 0.766 0.697 0.771 
PER8 0.816 0.771 0.713 0.737 
COM1 0.724 0.884 0.727 0.753 
COM2 0.765 0.890 0.812 0.840 
COM3 0.711 0.884 0.712 0.757 
COM4 0.762 0.925 0.771 0.815 
COM5 0.791 0.905 0.759 0.794 
COM6 0.800 0.919 0.749 0.823 
COM7 0.806 0.895 0.793 0.817 
VOM8 0.735 0.872 0.711 0.764 
MO1 0.738 0.736 0.906 0.771 
MO2 0.720 0.742 0.819 0.763 
MO3 0.688 0.731 0.824 0.735 
MO4 0.741 0.726 0.888 0.757 
MO5 0.683 0.681 0.859 0.726 
MO6 0.672 0.699 0.831 0.702 
RE1 0.770 0.802 0.743 0.882 
RE2 0.745 0.706 0.737 0.841 
RE3 0.743 0.734 0.758 0.852 
RE4 0.800 0.821 0.800 0.873 
RE5 0.821 0.814 0.770 0.915 
RE6 0.831 0.824 0.774 0.920 
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RE1    0.882 
RE2    0.841 
RE3    0.852 
RE4    0.873 
RE5    0.915 
RE6    0.920 
RE7    0.909 
RE8    0.801 

(Output SEM SmartPLS, 2022) 
 

The table shows the value of outer loading > 0.7 which means it is valid. 
 

b. Discriminant Validity 
Discriminant Validity, using the value of cross loading where if the indicator value 

is greater than other indicators. 
Tabel 4.2 cross loading Discriminant Validity 
Indicator PER 

(Y) 
COM 
(M) 

MOT 
(X1) 

REW 
(X2) 

PER1 0.867 0.728 0.701 0.819 
PER2 0.862 0.718 0.687 0.810 
PER3 0.844 0.675 0.714 0.725 
PER4 0.869 0.686 0.728 0.762 
PER5 0.858 0.719 0.697 0.734 
PER6 0.835 0.740 0.718 0.744 
PER7 0.876 0.766 0.697 0.771 
PER8 0.816 0.771 0.713 0.737 
COM1 0.724 0.884 0.727 0.753 
COM2 0.765 0.890 0.812 0.840 
COM3 0.711 0.884 0.712 0.757 
COM4 0.762 0.925 0.771 0.815 
COM5 0.791 0.905 0.759 0.794 
COM6 0.800 0.919 0.749 0.823 
COM7 0.806 0.895 0.793 0.817 
VOM8 0.735 0.872 0.711 0.764 
MO1 0.738 0.736 0.906 0.771 
MO2 0.720 0.742 0.819 0.763 
MO3 0.688 0.731 0.824 0.735 
MO4 0.741 0.726 0.888 0.757 
MO5 0.683 0.681 0.859 0.726 
MO6 0.672 0.699 0.831 0.702 
RE1 0.770 0.802 0.743 0.882 
RE2 0.745 0.706 0.737 0.841 
RE3 0.743 0.734 0.758 0.852 
RE4 0.800 0.821 0.800 0.873 
RE5 0.821 0.814 0.770 0.915 
RE6 0.831 0.824 0.774 0.920 

RE7 0.828 0.829 0.806 0.909 
RE8 0.716 0.664 0.693 0.801 

(Output SEM SmartPLS, 2022) 
 
In table 4.2 the cross loadings value of all indicators on the variable is greater than 

the other indicators, so it is valid in compiling each variable. 
 

c. CompositeReliability 
CompositeReliability, used in the measurement, by looking at Cronbach's alpha and 

composite reliability with a cut-off value of 0.7. 
Tabel 4.3 CronbachAlpha’s&Composite Reliability 

 Cronbach's 
Alpha 

Composite 
Reliability 

PERFORMANCE 
(Y) 

0.947 0.955 

COMMITMENT 
(M) 

0.965 0.971 

MOTIVATION 
(X1) 

0.926 0.942 

REWARD (X2) 0.956 0.963 
(Output SEM SmartPLS, 2022) 

 
Seen in the table the value of Cronbach's alpha and the value of composite reliability 

(CR) > 0.7. it means that all constructs in this research are valid and realable. 
 

B. Analisis Data Inner Model PLS 
Inner model/structural analysis in which there is aR-square, T-Value, path coef, Q-

square, GoF. F2. 

 
Image 4.2 Bootstraping Partial Least Square 

(Output SEM SmartPLS, 2022) 
(Kinerja : Performance, Motivasi : Motivation) 

In bootstrapping  Path Coefficient value 
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Tabel 4.4 Path Coefficient 
 PER 

(Y) 
COM 
(M) 

MOT 
(X1) 

REW 
(X2) 

PERFORMANCE (Y)    
COMMITMENT 

(M) 
0.216    

MOTIVATION 
(X1) 

0.144 0.288   

REWARD (X2) 0.578 0.637   
(Output SEM SmartPLS, 2022) 

 
It can be seen in table 4.4.5 that the path coefficient is positive, then the 

relationship between exogenous and endogenous variables is in the same direction and 
the higher the exogenous variable, the higher the endogenous variable. 

The path coefficient value is used as a reference to determine the magnitude of 
the partial influence between 0-1, both positive and negative, and in the direction and 
strength of it. To perform an inner model analysis on PLS, you can start by looking at the 
R-square for each endogenous variable, with the same interpretation in the regression. 

a. Coefficient ofDetermination(R2) 
The R-square value is used to see whether the influence of the exogenous latent 

variable on the endogenous latent variable has a substantive effect. R-square. According 
to (Chin, 1995 in Jogiyanto, 2014), and also to see the quality of the model the R-square 
value is 0.67 (strong), 0.33 (moderate) and 0.19 (weak). 

Tabel 4.5 Coefficient ofDetermination(R2) 
 R 

Square 
R Square 
Adjusted 

Qual
-ity 

PERFORMA
NCE (Y) 

0.820 0.815 Stro
ng 

COMMITM
ENT (M) 

0.808 0.805 Stro
ng 

(Output SEM SmartPLS, 2022) 
 
It can be seen in table 4.4.7 that the R-square value on performance is 0.82, which 

means that the variability of the performance construct of 82% can be explained by the 
variability of the motivation and reward constructs, while the remaining 18% is 
explained by other factors outside the study. Likewise, the 80.8% commitment 
variability can be explained by the performance variability, while the remaining 19.2% is 
explained by other factors. The quality of the model in this study is strong because the 
R-square value exceeds 0.67. 

 
b. Predictive Relevance (Q2),    

Predictive Relevance (Q2) can be used to represent the synthesis of cross validation 
and fitting functions with predictions from observed variables and estimates of 
construct parameters. The Q-square value is found in the endogenous variables as 
follows:. 
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 PER 

(Y) 
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(M) 

MOT 
(X1) 

REW 
(X2) 

PERFORMANCE (Y)    
COMMITMENT 

(M) 
0.216    

MOTIVATION 
(X1) 

0.144 0.288   

REWARD (X2) 0.578 0.637   
(Output SEM SmartPLS, 2022) 

 
It can be seen in table 4.4.5 that the path coefficient is positive, then the 

relationship between exogenous and endogenous variables is in the same direction and 
the higher the exogenous variable, the higher the endogenous variable. 

The path coefficient value is used as a reference to determine the magnitude of 
the partial influence between 0-1, both positive and negative, and in the direction and 
strength of it. To perform an inner model analysis on PLS, you can start by looking at the 
R-square for each endogenous variable, with the same interpretation in the regression. 

a. Coefficient ofDetermination(R2) 
The R-square value is used to see whether the influence of the exogenous latent 

variable on the endogenous latent variable has a substantive effect. R-square. According 
to (Chin, 1995 in Jogiyanto, 2014), and also to see the quality of the model the R-square 
value is 0.67 (strong), 0.33 (moderate) and 0.19 (weak). 

Tabel 4.5 Coefficient ofDetermination(R2) 
 R 

Square 
R Square 
Adjusted 

Qual
-ity 

PERFORMA
NCE (Y) 

0.820 0.815 Stro
ng 

COMMITM
ENT (M) 

0.808 0.805 Stro
ng 

(Output SEM SmartPLS, 2022) 
 
It can be seen in table 4.4.7 that the R-square value on performance is 0.82, which 

means that the variability of the performance construct of 82% can be explained by the 
variability of the motivation and reward constructs, while the remaining 18% is 
explained by other factors outside the study. Likewise, the 80.8% commitment 
variability can be explained by the performance variability, while the remaining 19.2% is 
explained by other factors. The quality of the model in this study is strong because the 
R-square value exceeds 0.67. 

 
b. Predictive Relevance (Q2),    

Predictive Relevance (Q2) can be used to represent the synthesis of cross validation 
and fitting functions with predictions from observed variables and estimates of 
construct parameters. The Q-square value is found in the endogenous variables as 
follows:. 

 
 
 
 
 

Tabel 4.6 Predictive Relevance (Q2) 

 Q² (=1-
SSE/SSO) 

PERFORMANCE (Y) 0.588 
COMMITMENT (M) 0.641 

(Output SEM SmartPLS, 2022) 
 
The value of Q square on the performance endogenous variable is 0.588 and the 

endogenous commitment is 0.641, which is greater than 0 so it can be concluded that 
the model used in this study has a good predictive relevance value. 

 
c. Goodness ofFit Index (GoF) 

Goodness of Fit Index, is used to see the overall fit of the model, both the outer 
model and the inner model. GoF Index is calculated manually with the following formula: 

2RAVEGoF   
2814,07575,0 GoF  

502,0GoF 708,0GoF  
 
Based on the calculations above, the GoF index in this study is 0.708 which is 

included in the large GoF category. This means that this research model has a high fit, 
meaning that the difference between the observed value and the expected value is low. 

 
d. F-Square(F2) 

F-square is carried out to see the effect of each exogenous latent variable on the 
endogenous latent variable having a substantive effect.  

 
Tabel 4.7 PengaruhParsial 

Connection f2 Quality 
commitment (m) to 

performance (y) 
0.05 weak 

motivation (x1) to 
performance (y) 

0.025 weak 

Motivation (x1) to 
commitment (m) 

0.106 moderate 

reward (x2) to  
performance (y) 

0.299 moderate 

reward (x2) to 
commitment(m) 

0.517 strong 

(Sumber : Output SEM SmartPLS, 2022) 
 

d. Hypothesis Testing Analysis 
Hypothesis testing is done by looking at the path coefficient results indicated by 

the T-statistic value with T-table / Z-score (1.96). If  theT-statistic value is > 1.96, is a 
significant exogenous effect on the endogenous one 
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Tabel 4.8 Total Effect Boothstrappig 
Construct Original 

Sample 
T 

Statistics 
P 

Values 
KOMITMEN (M) -

>PERFORMANCE (Y) 
0.216 2.457 0.014 

MOTIVASI (X1) -
>PERFORMANCE (Y) 

0.206 2.784 0.006 

MOTIVASI (X1) -> 
KOMITMEN (M) 

0.288 3.183 0.002 

REWARD (X2) -
>PERFORMANCE (Y) 

0.716 10.099 0.000 

REWARD (X2) -> 
KOMITMEN (M) 

0.637 8.259 0.000 

(Output SEM SmartPLS, 2022) 
 
It can be seen in the table above that it is known that the P Value has a value 

smaller than the significance value of 5% or (P-Value <0.05), which means that the 
influence between variables is significant. 

 
Tabel 4.8 Total Effect Intervening  Boothstrappig 

 Ori. 
Sample 

T 
Statistics 

P 
Values 

REWARD (X2) -> 
KOMITMEN (M) 

-
>PERFORMANCE 

(Y) 

0.138 2.339 0.020 

MOTIVASI (X1) -> 
KOMITMEN (M) 

-
>PERFORMANCE 

(Y) 

0.062 1.845 0.066 

(Output SEM SmartPLS, 2022) 
 
The influence of motivation on employee performance has a value of T-statistics of 

2.784 which is greater than the T-table of 1.96 (T-statistics > 1.96) and also a p value of 
0.006 which is smaller than 0.05 (P-value <0.05 ), it can be concluded that, Hypothesis:  
H1, motivation has a positive and significant effect on performance. The magnitude of 
this effect is measured in f-square of 0.025 which is included in the weak category so 
that although it has a positive effect, this motivation does not have a large effect on the 
performance of BUMN Bank employees. When an employee in question has a strong 
motivation such as a desire to develop more, the impact will increase performance. 

The effect of rewards on employee performance has a T-statistics value of 10,099 
which is greater than the T-table of 1.96 (T-statistics > 1.96) and also a p value of 0.000 
which is smaller than 0.05 (P-value <0.05) .it can be concluded that, Hypothesis: H2, 
reward has a positive and significant effect on performance. The magnitude of the 
influence is measured in f-square of 0.299 which is included in the moderate category 
so that it can be said that the influence of this reward is quite large on the performance 
of BUMN Bank employees. With rewards such as an increase in allowances every year, 
bonuses for work accomplished, it can be an encouragement for an employee to work 
better so as to improve his performance. 
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Tabel 4.8 Total Effect Boothstrappig 
Construct Original 

Sample 
T 

Statistics 
P 

Values 
KOMITMEN (M) -

>PERFORMANCE (Y) 
0.216 2.457 0.014 

MOTIVASI (X1) -
>PERFORMANCE (Y) 

0.206 2.784 0.006 

MOTIVASI (X1) -> 
KOMITMEN (M) 

0.288 3.183 0.002 

REWARD (X2) -
>PERFORMANCE (Y) 

0.716 10.099 0.000 

REWARD (X2) -> 
KOMITMEN (M) 

0.637 8.259 0.000 

(Output SEM SmartPLS, 2022) 
 
It can be seen in the table above that it is known that the P Value has a value 

smaller than the significance value of 5% or (P-Value <0.05), which means that the 
influence between variables is significant. 

 
Tabel 4.8 Total Effect Intervening  Boothstrappig 

 Ori. 
Sample 

T 
Statistics 

P 
Values 

REWARD (X2) -> 
KOMITMEN (M) 

-
>PERFORMANCE 

(Y) 

0.138 2.339 0.020 

MOTIVASI (X1) -> 
KOMITMEN (M) 

-
>PERFORMANCE 

(Y) 

0.062 1.845 0.066 

(Output SEM SmartPLS, 2022) 
 
The influence of motivation on employee performance has a value of T-statistics of 

2.784 which is greater than the T-table of 1.96 (T-statistics > 1.96) and also a p value of 
0.006 which is smaller than 0.05 (P-value <0.05 ), it can be concluded that, Hypothesis:  
H1, motivation has a positive and significant effect on performance. The magnitude of 
this effect is measured in f-square of 0.025 which is included in the weak category so 
that although it has a positive effect, this motivation does not have a large effect on the 
performance of BUMN Bank employees. When an employee in question has a strong 
motivation such as a desire to develop more, the impact will increase performance. 

The effect of rewards on employee performance has a T-statistics value of 10,099 
which is greater than the T-table of 1.96 (T-statistics > 1.96) and also a p value of 0.000 
which is smaller than 0.05 (P-value <0.05) .it can be concluded that, Hypothesis: H2, 
reward has a positive and significant effect on performance. The magnitude of the 
influence is measured in f-square of 0.299 which is included in the moderate category 
so that it can be said that the influence of this reward is quite large on the performance 
of BUMN Bank employees. With rewards such as an increase in allowances every year, 
bonuses for work accomplished, it can be an encouragement for an employee to work 
better so as to improve his performance. 

The influence of motivation on performance mediated by commitment has a T-
statistics value of 1.845 which is smaller than the T-table which is 1.96 (T-statistic <1.96) 
and also a p value of 0.066 which is greater than 0.05 (P-value >0.05) so that it can be 
concluded that Hypothesis: H3 the commitment variable as an intervening variable is 
not able to mediate motivation on performance. The implication of the results of this 
study is that the motivation of the employees of the state-owned bank when combined 
with the commitment of the employees, does not improve the performance of the 
employees of the state-owned bank. 

The effect of reward on performance is mediated by commitment. It has a T-
statistics value of 2.339 which is greater than the T-table of 1.96 (T-statistics > 1.96) and 
also a p value of 0.020 which is smaller than 0.05 (P-value <0.05) so that it can be 
concluded that the hypothesis: H4 commitment variables as intervening variables are 
able to mediate rewards on performance. The implication of the results of this study is 
that good rewards received by BUMN Bank employees when combined with the 
formation of high commitment will be more biased to improve performance. Strong 
commitment coupled with the provision of bonuses and career opportunities provided 
by state-owned banks can improve employee performance. 

 
V. CONCLUSION AND SUGGESTIONS 
A. Conclusion 
The conclusions of this study are: 

1. The hypothesis which states that motivation has a positive effect on performance is 
acceptable.  

2. The hypothesis which states that reward has a positive effect on positive 
performance is acceptable..  

3. The hypothesis which states that reward has a positive effect on performance after 
paying attention to the commitment variable is acceptable.  

4. The hypothesis which states that motivation has a positive effect on performance 
after paying attention to the commitment variable cannot be accepted.  

 
B. Suggestion 
Suggestions that can be given to companies, namely: 

1.  The indicator of employees always having the initiative in completing work in the 
motivational variable needs to be a concern of the company. Employees of state-
owned banks in Bandar Lampung City have low initiative in completing work. This 
needs to be the company's attention. Leaders can invite employees to participate 
and provide opportunities for them to submit opinions and recommendations in the 
decision-making process. Thus, employees feel partly responsible for the company's 
goals. 

2.  The indicator of the salary received is sufficient for the needs of employees in the 
reward variable that needs to be a concern of the company. Employees of state-
owned banks in Bandar Lampung City are doubtful that the salary they receive is 
sufficient for their needs. Companies need to pay attention to the welfare of 
employees by increasing salaries or providing performance benefits, so that 
employees can make maximum contributions to achieve company goals. 

3.  Indicators of employees like working for the company in the commitment variable 
need to be a concern of the company. Some employees feel less agree, this could be 
caused by several factors such as job satisfaction and job stress. This needs to be the 
company's attention. Companies need to increase social support from leaders and 
co-workers with good communication and a good environment, so that employees 
are expected to be loyal to the organization in achieving organizational goals. 

4. Indicators of employees having ideas for the company in the performance variable 
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need to be a concern of the company. Employees feel inhibited from expressing 
their ideas to the company. Companies must open up opportunities for employees 
to express their ideas, so that new ideas can make employee performance increase 
and the company more developed. 
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ABSTRACT: 
This study examines the effect of CEO overconfident behaviour on investment 

decisions with a behavioural finance theory-based approach, then examines the effect of 
investment decisions on firm value with a traditional finance theory approach. Managers 
who are overconfident are the cause of investment deviations, investment sensitivity, 
and overestimated project returns that actually affect the value of the company. This 
study uses 175 non-financial companies on the Indonesia Stock Exchange led by the 
same CEO during the 2015-2019 period. Data analysis in this study was carried out using 
the Partial Least Square (PLS) method. PLS is a method of solving structural equation 
modelling (SEM) which in this case (according to the research objectives) is more 
precise than other SEM techniques. The results showed that the CEO's overconfident 
behaviour had a significant effect on firm value with investment decisions as a mediating 
variable. This means that the CEO's overconfident behaviour is able to increase firm 
value through investment decisions as a mediating variable. 
KEYWORDS: overconfident CEO, firm value, investment decisions. 

 
1. INTRODUCTION 

Leadership is one of the factors that influence the success of an organization in 
achieving its goals. Likewise in the business world, a CEO (Chief Executive Officer) has a 
role in determining the direction of business development in order to achieve company 
goals. The role of the CEO is very crucial, namely as a leader who is responsible for the 
failure or success of a company. The decision taken by the CEO is not an operational 
decision, but rather a strategic decision, which is very difficult to analyze and predict 
the results (Ben-David et al., 2007). The existence and role of the CEO are very 
important for the sustainability of the company in the capital market, what the CEO 
does will have an economic impact on the company. CEO behaviour has information 
value that can cause reactions to the public and investors, both related to company 
policies and outside company policies, for example in relation to the social, ethical, 
moral environment and others. 

CEO overconfident behaviour in the financial literature is viewed as a manager 
systematically overestimating future profits in the event of a favourable impact, and 
systematically underestimating the impact if an adverse effect occurs. Dashtbayaz & 
Mohammadi, (2016b, 2016a); Malmendier, (2004); Malmendier & Tate, (2005a, 2005b); 
Pikulina et al., (2017), investigate managerial overconfident in companies and prove that 
overconfident CEOs are more sensitive to cash flow. Doukas & Petmezas, (2007); and Yu, 
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variable. This means that the CEO's overconfident behaviour is able to increase firm 
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1. INTRODUCTION 

Leadership is one of the factors that influence the success of an organization in 
achieving its goals. Likewise in the business world, a CEO (Chief Executive Officer) has a 
role in determining the direction of business development in order to achieve company 
goals. The role of the CEO is very crucial, namely as a leader who is responsible for the 
failure or success of a company. The decision taken by the CEO is not an operational 
decision, but rather a strategic decision, which is very difficult to analyze and predict 
the results (Ben-David et al., 2007). The existence and role of the CEO are very 
important for the sustainability of the company in the capital market, what the CEO 
does will have an economic impact on the company. CEO behaviour has information 
value that can cause reactions to the public and investors, both related to company 
policies and outside company policies, for example in relation to the social, ethical, 
moral environment and others. 

CEO overconfident behaviour in the financial literature is viewed as a manager 
systematically overestimating future profits in the event of a favourable impact, and 
systematically underestimating the impact if an adverse effect occurs. Dashtbayaz & 
Mohammadi, (2016b, 2016a); Malmendier, (2004); Malmendier & Tate, (2005a, 2005b); 
Pikulina et al., (2017), investigate managerial overconfident in companies and prove that 
overconfident CEOs are more sensitive to cash flow. Doukas & Petmezas, (2007); and Yu, 

(2014), argue that overconfident CEOs feel that they have superior decision-making 
abilities. The presence of this cognitive bias encourages CEOs to emphasize their own 
judgment in decision making. Schrand & Zechman, (2012), show that overconfident CEOs 
are more likely to exhibit an optimistic bias and thus more likely to accidentally 
misestimate earnings. 

There are several reasons why CEOs in a company have overconfident behaviour, 
first, individuals will be very confident if they feel that they have strong control over the 
results (Glaser et al., 2005), which is supported by research (Barros & Silveira, 2007; 
Diba, 2012; Malmendier, 2004; Malmendier & Tate, 2002, 2005a, 2005b; Oliver, 2005; 
Tomak, 2013). Second, individuals will also be prone to the tendency to judge or predict 
an outcome that is too high (overestimate) if the individual has a very high commitment 
to achieve it (Hackbarth, 2009; Malmendier, 2004; Malmendier & Tate, 2002, 2003, 
2005a, 2005b; Pikulina et al., 2017; Weinstein, 1980; Yu, 2014). Third, individuals will 
highly evaluate their own abilities if they find it difficult to find direct comparisons for 
the decisions they take (Deshmukh et al., 2008, 2013; Li & Tang, 2010; Malmendier & 
Tate, 2005a, 2005b, 2008; Wu & Liu). , 2011). 

Overconfidence can lead to suboptimal choices even in cases with high risk in the 
corporate decision-making context (Camerer & Lovallo, 1999; Malmendier, 2004; 
Malmendier & Tate, 2003, 2005a, 2005b; Pikulina et al., 2017), such as decisions in 
investment (Ben-David et al., 2007; Ben-David & Hirshleifer, 2012; Dashtbayaz & 
Mohammadi, 2016; Galasso & Simcoe, 2011; Malmendier et al., 2011; Malmendier & Tate, 
2005a, 2005b, 2008 ; Pikulina et al., 2017; Wu & Liu, 2011; Yu, 2014). The financial 
decisions made by the CEO will have an impact on the value of the company (Ben-David 
et al., 2013; Campbell & Turner, 2011; Dashtbayaz & Mohammadi, 2016; Foroghi & 
Moazini, 2018; Goel & Thakor, 2008; Hackbarth, 2009; Malmendier & Tate, 2008; Sadaqat 
et al., 2018). 

Ben-David et al., (2007); and Pikulina et al., (2017), revealed that the CEO's 
overconfident behaviour has a positive and significant effect on investment. Pikulina et 
al., (2017), divide the level of overconfidence in investment decision making into several 
levels, including; higher overconfident (high) results in a higher level of investment, 
moderate overconfident (medium) is still profitable and leads to accurate investments, 
extreme overconfident and underconfident cause high costs for corporate decision 
making. Companies led by managers with a high level of confidence will have a high level 
of investment, namely frequent acquisitions, have high debt levels, rarely distribute 
dividends and prefer to do stock repurchases. This research is in line with (Dashtbayaz & 
Mohammadi, 2016; Malmendier, 2004; Malmendier et al., 2011; Malmendier & Tate, 2001, 
2002, 2003, 2005a, 2005b, 2008; Wu & Liu, 2011; Yu, 2014). On the other hand, research 
by Hirshleifer et al., (2012), shows a significant negative effect of CEO overconfident 
behaviour on investment decisions and states that the interaction between 
overconfident CEO risk aversion plays an important role in pursuing innovative projects. 
Galasso & Simcoe, (2011), argue that CEO overconfident behaviour that triggers higher 
investment can be beneficial in the context of innovative projects. 

Traditional finance research on the effect of investment decisions on firm value 
has the same result that investment decisions have a significant negative effect on firm 
value. Drobetz & Momtaz, (2020), conducted research on investment in global shipping 
companies, and the results confirmed previous research that investment had a 
significant negative effect on firm value. The same results were found in the research of 
Akhtaruddin & Hossain, (2008); Hossain et al., (2005); and MacKay, (2003). Research by 
Del Brio et al., (2003), in addition to measuring the effect of investment on firm value, 
also adds the free cash flow factor, the results show that the level of investment and free 
cash flow has a significant negative effect on firm value, these findings strengthen the 
theory of free cash flow. that there will be a decrease in the value of the company for 
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investments with high free cash flows. 
The financial theory emphasizes that the task of a manager is to maximize the 

value of the company through various policies and decisions he makes. In his position as 
an agent, the manager gets a mandate from the shareholders or company owners to 
always make the best policies so that the value of the company always increases and in 
the end will increase the welfare of the shareholders. A high company value will make 
the market believe not only in the company's current performance but also in the 
company's prospects in the future (Kang et al., 2017). 

This paper is concerned with a case in overconfident CEO, investment policy and 
firm value. The paper is structured as follows. Following the introduction, the second 
section of the paper presents the conceptual framework which explains the theoretical 
foundations of firm value. The third section describes the research methodology and 
data used. Research results are presented and discussed in the fourth section, while the 
conclusions derived from the results are presented in the final, fifth section. 

 
2. CONCEPTUAL FRAMEWORK 

There is still little research on the effect of overconfident CEO behaviour on firm 
value. Bei Ye & Yuan, (2008), published a paper that studied the effect of CEO 
overconfident behaviour on firm value and found a positive influence between CEO 
overconfident behaviour on firm value. If a company is high performing, CEOs attribute 
this success to their own performance and also become more confident about future 
success. In this study, it was also found that the effect of CEO overconfident behaviour 
on firm value was positive at first, and turned negative after reaching a certain point. 
This finding confirms previous studies because there is a U-shaped relationship 
between CEO overconfident behaviour and firm value, meaning that the optimal level of 
CEO overconfident can maximize firm value. 

Velde, (2017), reveals that the overall effect of CEO overconfident behaviour on 
firm value is still controversial. This affects some policies positively, then negatively 
affects others. Most studies show evidence that overconfident CEOs perform better at 
avoiding losses. Several studies also show that there is a possibility of the optimal level 
of managerial confidence to maximize firm value. Slothouber's research, (2010), shows 
that CEO overconfident behaviour has a positive and significant effect on firm value and 
most of the positive effects of high CEO overconfident behaviour on firm value are due 
to greater innovation and lower cost of debt. Slothouber uses the model used by 
Fairchild, (2009); and Hackbarth, (2009), with consistent results that CEO overconfident 
behaviour increases firm value. The same results were also found in the research of 
Kang et al., (2017); and Velde, (2017). They draw the conclusion that overconfident CEO 
behaviour can lead to accurate and appropriate policies on investment decisions and 
increase company returns. Based on this explanation, the following hypotheses can be 
formulated: 
H1: CEO overconfident behaviour has a significant positive effect on firm value. 

 
Gervais & Odean, (2001) revealed that overconfident levels can reduce concerns 

about underinvestment and avoid exorbitant financial distress costs. In contrast to 
Hackbarth, (2009), revealing that overconfident CEOs are reluctant to issue debt, 
especially equity because they think their company will be underestimated by investors, 
overconfident CEOs tend to invest less because they avoid external financing and get 
involved with more projects because they over-invest. - overestimate future project 
returns and underestimate risk. Goel & Thakor, (2008), said that there is an optimal 
point of being overconfident. Overconfident CEOs are more willing to engage in risky 
projects to reduce underinvestment problems and increase firm value, but 
overconfident behaviour causes them to take on too many projects with negative NPV. 
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investments with high free cash flows. 
The financial theory emphasizes that the task of a manager is to maximize the 

value of the company through various policies and decisions he makes. In his position as 
an agent, the manager gets a mandate from the shareholders or company owners to 
always make the best policies so that the value of the company always increases and in 
the end will increase the welfare of the shareholders. A high company value will make 
the market believe not only in the company's current performance but also in the 
company's prospects in the future (Kang et al., 2017). 

This paper is concerned with a case in overconfident CEO, investment policy and 
firm value. The paper is structured as follows. Following the introduction, the second 
section of the paper presents the conceptual framework which explains the theoretical 
foundations of firm value. The third section describes the research methodology and 
data used. Research results are presented and discussed in the fourth section, while the 
conclusions derived from the results are presented in the final, fifth section. 

 
2. CONCEPTUAL FRAMEWORK 

There is still little research on the effect of overconfident CEO behaviour on firm 
value. Bei Ye & Yuan, (2008), published a paper that studied the effect of CEO 
overconfident behaviour on firm value and found a positive influence between CEO 
overconfident behaviour on firm value. If a company is high performing, CEOs attribute 
this success to their own performance and also become more confident about future 
success. In this study, it was also found that the effect of CEO overconfident behaviour 
on firm value was positive at first, and turned negative after reaching a certain point. 
This finding confirms previous studies because there is a U-shaped relationship 
between CEO overconfident behaviour and firm value, meaning that the optimal level of 
CEO overconfident can maximize firm value. 

Velde, (2017), reveals that the overall effect of CEO overconfident behaviour on 
firm value is still controversial. This affects some policies positively, then negatively 
affects others. Most studies show evidence that overconfident CEOs perform better at 
avoiding losses. Several studies also show that there is a possibility of the optimal level 
of managerial confidence to maximize firm value. Slothouber's research, (2010), shows 
that CEO overconfident behaviour has a positive and significant effect on firm value and 
most of the positive effects of high CEO overconfident behaviour on firm value are due 
to greater innovation and lower cost of debt. Slothouber uses the model used by 
Fairchild, (2009); and Hackbarth, (2009), with consistent results that CEO overconfident 
behaviour increases firm value. The same results were also found in the research of 
Kang et al., (2017); and Velde, (2017). They draw the conclusion that overconfident CEO 
behaviour can lead to accurate and appropriate policies on investment decisions and 
increase company returns. Based on this explanation, the following hypotheses can be 
formulated: 
H1: CEO overconfident behaviour has a significant positive effect on firm value. 

 
Gervais & Odean, (2001) revealed that overconfident levels can reduce concerns 

about underinvestment and avoid exorbitant financial distress costs. In contrast to 
Hackbarth, (2009), revealing that overconfident CEOs are reluctant to issue debt, 
especially equity because they think their company will be underestimated by investors, 
overconfident CEOs tend to invest less because they avoid external financing and get 
involved with more projects because they over-invest. - overestimate future project 
returns and underestimate risk. Goel & Thakor, (2008), said that there is an optimal 
point of being overconfident. Overconfident CEOs are more willing to engage in risky 
projects to reduce underinvestment problems and increase firm value, but 
overconfident behaviour causes them to take on too many projects with negative NPV. 

Pikulina et al., (2017), revealed a positive and significant relationship between CEO 
overconfident behaviour and investment. In the experimental method, Pikulina et al., 
(2017), divide the level of CEO overconfidence on investment decision making into 
several levels, including; higher overconfident (high) results in a higher level of 
investment, moderate overconfident (medium) is still profitable and leads to accurate 
investments, extreme overconfident (very high) and underconfident (low) incurs high 
costs for corporate decision making. Ben-David et al., (2007), found that CEO 
overconfident behaviour has a positive and significant effect on investment, testing the 
CEO's overconfident behaviour on the company's investment policy using a survey 
method. They found that companies led by overconfident managers will have a high 
level of investment, often make acquisitions, have high debt levels, rarely distribute 
dividends and prefer to repurchase stock. This research is in line with Malmendier, 
(2004); Malmendier & Tate, (2001, 2002, 2003, 2005a, 2005b, 2008), which get the 
results that there is a significant positive relationship between CEO overconfident 
behaviour on investment sensitivity on cash flow. Malmendier et al., (2011), examined the 
effect of management bias on company policy. They found that overconfident managers 
will show three tendencies, the first is overinvestment. The second is the tendency to 
carry out mergers and acquisitions that do not add value to the company, and the third 
is the tendency to use debt instead of issuing equity. Yu, (2014), asserts that the CEO's 
overconfident behaviour and overinvestment can be explained as a balanced result. 
Research by Hirshleifer et al., (2012), shows that the interaction between risk aversion 
and CEO overconfident behaviour plays an important role in pursuing innovative 
projects. 
H2: CEO overconfident behaviour has a significant positive effect on investment 

decisions. 
 
Goel & Thakor, (2008); Heaton, (2002); Malmendier & Tate, (2005a, 2005b); and 

Goel & Thakor, (2008), presented three main decisions in corporate finance involving 
investment, financing, and working capital management. Wise investment decisions, 
such as projects with a positive Net Present Value (NPV), can increase firm value. 
Overconfident managers tend to invest less (<) than the optimal level, or more (>) than 
the optimal level; This phenomenon is called, too little investment and too much 
investment. Manager attributes and behavioural biases can influence investment 
decisions and firm value. This literature also suggests that the systematic manipulation 
of performance measures by insiders will lead to overinvestment. Bergstresser et al., 
(2006) found that earnings manipulation derived from managerial motivation has a 
significant influence on managerial investment decisions. 

In an imperfect world of capital markets, funding and investment decisions are not 
independent, for example, internal cash flows can influence investment policies by 
considering financial constraints (Fazzari et al., 1987; Kaplan & Zingales, 1997). Corporate 
governance mechanisms also affect the sensitivity between investment and cash flow 
(Almeida & Campello, 2001; Hsu et al., 2017). Furthermore, asymmetric information or 
agency conflict can lead to underinvestment or overinvestment (Jensen, 1986; Stulz, 
1990). If overinvestment occurs, additional investment can decrease market value, 
because overinvestment can reduce the firm value (Faulkender & Wang, 2006; Pinkowitz 
et al., 2005). Morgado & Pindado, (2003) stated that the relationship between investment 
and firm value is quadratic rather than linear, depending on the quality of investment 
opportunities. 

The investment decision is one of the company's actions to exist in the 
competition between companies in the industry. Investment is a very important 
decision for the company because it is directly related to the achievement of company 
goals to maximize company value. This means that investment decisions have a positive 
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effect on firm value (Myers, 1977; Fama, 1978). This shows that the consideration of the 
quality of investment decisions in making capital expenditure decisions can determine 
stock price reactions (Chung et al, 1998). Investment decisions are an important factor in 
the company's financial function. This means that investment decisions are important to 
achieve the company's goal of maximizing shareholder wealth. The purpose of 
investment decisions is to obtain a high level of profit with a certain level of risk. High 
profits accompanied by manageable risks are expected to increase the value of the 
company, thereby increasing shareholder wealth. This means that investment decisions 
can increase firm value (Iturriaga and Sanz, 2001; Del Brio et al., 2003; Davies et al. 2005; 
Rizqia & Sumiati, 2013). 

According to Fama (1978), firm value is solely influenced by investment decisions. 
Myers (1977) explains that investment decisions are used to achieve company goals. 
Companies with large investment decisions show that the company has bright future 
prospects. Thus, the higher the investment decision, the higher the firm value (López-
Iturriaga and Rodríguez-Sanz, 2001; Davies et al., 2005). 

Funding decisions are related to the company's decision to finance its investment 
and determine the composition of its funding sources. From a managerial perspective, 
the core of the funding function is how companies determine optimal funding sources 
to fund various investment alternatives, therefore as to maximize firm value. Investment 
is an action to invest current funds into current assets and fixed assets with the hope of 
obtaining profits in the future (Kang, Lobo, & Wolfe, 2015). Investment activities carried 
out by the company are expected to provide optimal returns which are reused for 
investment activities. 

Based on this explanation, it can be concluded that investment has a positive effect 
on firm value. This can be interpreted that there are a number of investments that will 
get a surplus if the company is able to make the right investment decisions. The surplus 
obtained will contribute to cash inflow, which is then accumulated to increase the 
company's profit. 
H3: Investment has a significant positive effect on firm value. 

 
Bei Ye; and Yuan, (2008), studied the effect of CEO overconfident behaviour on 

firm value. They examine how managerial trust impacts firm value through investment 
decisions. The findings show a positive relationship between firm value and the CEO's 
overconfident behaviour. Campbell et al., (2011), in their research test and prove a 
statement which says that managers with a high level of overconfidence will have a high 
probability of being dismissed from their jobs because managers with these 
characteristics have a habit of exaggerating the quality of information. , resulting in 
excessive investment (overinvestment) which in turn can destroy the value of the 
company. Indecisive managers also have a high probability of being fired from their jobs 
because they tend to underinvest. Managers who are considered to be able to increase 
the value of the company are managers with moderate levels of self-confidence. The 
results of this test are consistent with research conducted by (Goel & Thakor, 2008; 
Hackbarth, 2009). 

Velde, (2017), reveals that CEO overconfident behaviour shows high cash flow 
sensitivity, which can lead to too much or too little investment. The most important is 
the excessive investment in connection with mergers and acquisitions which is very 
detrimental to the value of the company. In this case, internal funds are not sufficient 
but the CEO who is overconfident continues to invest and has an impact on the value of 
the company. Based on this description, the next hypothesis formulation is: 
H4:  CEO overconfident behaviour has a significant effect on firm value with 

investment as a mediating variable. 
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effect on firm value (Myers, 1977; Fama, 1978). This shows that the consideration of the 
quality of investment decisions in making capital expenditure decisions can determine 
stock price reactions (Chung et al, 1998). Investment decisions are an important factor in 
the company's financial function. This means that investment decisions are important to 
achieve the company's goal of maximizing shareholder wealth. The purpose of 
investment decisions is to obtain a high level of profit with a certain level of risk. High 
profits accompanied by manageable risks are expected to increase the value of the 
company, thereby increasing shareholder wealth. This means that investment decisions 
can increase firm value (Iturriaga and Sanz, 2001; Del Brio et al., 2003; Davies et al. 2005; 
Rizqia & Sumiati, 2013). 

According to Fama (1978), firm value is solely influenced by investment decisions. 
Myers (1977) explains that investment decisions are used to achieve company goals. 
Companies with large investment decisions show that the company has bright future 
prospects. Thus, the higher the investment decision, the higher the firm value (López-
Iturriaga and Rodríguez-Sanz, 2001; Davies et al., 2005). 

Funding decisions are related to the company's decision to finance its investment 
and determine the composition of its funding sources. From a managerial perspective, 
the core of the funding function is how companies determine optimal funding sources 
to fund various investment alternatives, therefore as to maximize firm value. Investment 
is an action to invest current funds into current assets and fixed assets with the hope of 
obtaining profits in the future (Kang, Lobo, & Wolfe, 2015). Investment activities carried 
out by the company are expected to provide optimal returns which are reused for 
investment activities. 

Based on this explanation, it can be concluded that investment has a positive effect 
on firm value. This can be interpreted that there are a number of investments that will 
get a surplus if the company is able to make the right investment decisions. The surplus 
obtained will contribute to cash inflow, which is then accumulated to increase the 
company's profit. 
H3: Investment has a significant positive effect on firm value. 

 
Bei Ye; and Yuan, (2008), studied the effect of CEO overconfident behaviour on 

firm value. They examine how managerial trust impacts firm value through investment 
decisions. The findings show a positive relationship between firm value and the CEO's 
overconfident behaviour. Campbell et al., (2011), in their research test and prove a 
statement which says that managers with a high level of overconfidence will have a high 
probability of being dismissed from their jobs because managers with these 
characteristics have a habit of exaggerating the quality of information. , resulting in 
excessive investment (overinvestment) which in turn can destroy the value of the 
company. Indecisive managers also have a high probability of being fired from their jobs 
because they tend to underinvest. Managers who are considered to be able to increase 
the value of the company are managers with moderate levels of self-confidence. The 
results of this test are consistent with research conducted by (Goel & Thakor, 2008; 
Hackbarth, 2009). 

Velde, (2017), reveals that CEO overconfident behaviour shows high cash flow 
sensitivity, which can lead to too much or too little investment. The most important is 
the excessive investment in connection with mergers and acquisitions which is very 
detrimental to the value of the company. In this case, internal funds are not sufficient 
but the CEO who is overconfident continues to invest and has an impact on the value of 
the company. Based on this description, the next hypothesis formulation is: 
H4:  CEO overconfident behaviour has a significant effect on firm value with 

investment as a mediating variable. 
 

3. APPLIED METHODOLOGY 
Determination of the sample in this study is based on the purposive sampling 

method, namely the technique of determining the sample based on certain criteria. 
From the sample data, it can be explained that the number of companies listed on the 
Indonesia Stock Exchange in 2019 was 669 companies, with 466 non-financial 
companies. The number of non-financial companies that published complete annual 
reports during the 2015-2019 period was 295 companies and companies led by the same 
CEO during the 2015-2019 period were 174 companies and this number became research 
observation data. 
For the purposes of this study, this study used the following model: 

 
 
Figure 1. Latent variable indicators and the relationship between variables 

 
The structural model equations in this study are as follows: 
Structural Equation Model 1:  NPit = α1 + β1(OCC)it + eit 

Structural Equation Model 2: INVit = α1 + β1(OCC)it + eit 

Structural Equation Model 3:  NPit = α + β1(INV)it + eit 
Structural Equation Model 4:   
NPit = α + β1(OCC)it + β2(INV)it + β3(OCC*INV)it +  eit 

Brainard & Tobin, (1968); Copeland et al., (2005); Endri & Fathony, (2020); Tobin, 
1969), revealed that company value is an assessment of the performance of company 
shares that have been traded in the capital market (go public). The valuation ratio 
provides information on how much people value the company so that people are 
interested in buying shares at a higher price than the book value. The following are 
some of the methods used to measure firm value. 
1) Price earning ratio 

The price-earnings ratio (PER)shows how much money investors are willing to 
spend to pay for each reported profit (Brigham & Houston, 2015). The formula used to 
measure the Price earning ratio (PER) is as follows: 

 
 

2) Price book value 
Price to Book Value (PBV) is a ratio that shows whether the price of the shares 

traded is overvalued (above) or undervalued (below) the book value of the shares 
(Brigham & Houston, 2015). The formula used to measure Price to Book Value (PBV) is as 
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follows: 

 
3) Tobin‖s Q 

Another alternative used in measuring firm value is using Tobin's Q method 
developed by (Tobin, 1969). Tobin's Q is calculated by comparing the ratio of the market 
value of the company's stock to the book value of the company's equity (Brainard & 
Tobin, 1968; Copeland et al., 2005). The Q ratio is superior to the market value to book 
value ratio because it focuses on what the company is worth today relative to how much 
it would cost to replace it today. Tobin's Q formula is as follows: 

 
EMV is the market value of equity, EBV is the book value of total assets, and D is 

the book value of total debt. EMV is obtained by multiplying the closing price at the end 
of the year (closing price) with the number of shares outstanding at the end of the year, 
while EBV is obtained from the difference between the company's total assets and its 
total liabilities. 

Measurement of CEO overconfident behaviour from Ahmed & Duellman, (2013); 
Balachandran & Nguyen, (2018); Eichholtz & Yönder, (2014); Hribar & Yang, (2016); Libby 
& Rennekamp, (2012); Malmendier & Tate, (2002, 2003, 2005a, 2005b, 2008, 2015); 
Purhanudin & Zakaria, (2015) became the basis for researchers to use this measurement 
by providing a scale for each level of CEO overconfident behaviour. Scaling is used to 
develop measurement instruments used to assess specific individuals. Scaling is done 
with the expectation of accuracy to estimate the subjective assessment of each 
individual. The technique of making a scale is a way of converting qualitative facts 
(attributes) into a quantitative sequence (variables). Turning qualitative facts into 
quantitative sequences has become commonplace at least for most people, for a variety 
of reasons. First, is the existence of mathematics as a tool that is more likely to be used 
by the sciences therefore that it can invite quantitative variables. Second, science, in 
addition to data accuracy, increasingly demands better precision, especially in 
measuring gradations. Because of the need for precision, researchers are not necessarily 
satisfied with good or bad attributes. Some researchers want to measure the 
characteristics that exist between good and bad therefore that a clear gradation scale is 
obtained. In this study, researchers used an interval scale of 1 to 4 to measure the CEO's 
overconfident behaviour, namely Low Overconfident given a score of 1, Medium 
Overconfident given a score of 2, High Overconfident given a score of 3, and Very High 
Overconfident given a score of 4. in Bush & Allman, (2003) which revealed that the data 
obtained from the Likert scale has an ordinal interval scale. Cooper & Schindler, (2014) 
confirmed that the Likert scale produces interval data. 

 
a. CEO ownership (OWN Score) 

The main measure of CEO overconfident behaviour used in this study is the 
confidence of CEOs to maintain their personal wealth, by holding stock options until 
very close to the end of their tenure. Ahmed & Duellman, (2013); Balachandran & 
Nguyen, (2018); Eichholtz & Yönder, (2014); Hribar & Yang, (2016); Libby & Rennekamp, 
(2012); Malmendier & Tate, (2002, 2003, 2005a, 2005b, 2008, 2015); and Purhanudin & 
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follows: 

 
3) Tobin‖s Q 

Another alternative used in measuring firm value is using Tobin's Q method 
developed by (Tobin, 1969). Tobin's Q is calculated by comparing the ratio of the market 
value of the company's stock to the book value of the company's equity (Brainard & 
Tobin, 1968; Copeland et al., 2005). The Q ratio is superior to the market value to book 
value ratio because it focuses on what the company is worth today relative to how much 
it would cost to replace it today. Tobin's Q formula is as follows: 

 
EMV is the market value of equity, EBV is the book value of total assets, and D is 

the book value of total debt. EMV is obtained by multiplying the closing price at the end 
of the year (closing price) with the number of shares outstanding at the end of the year, 
while EBV is obtained from the difference between the company's total assets and its 
total liabilities. 

Measurement of CEO overconfident behaviour from Ahmed & Duellman, (2013); 
Balachandran & Nguyen, (2018); Eichholtz & Yönder, (2014); Hribar & Yang, (2016); Libby 
& Rennekamp, (2012); Malmendier & Tate, (2002, 2003, 2005a, 2005b, 2008, 2015); 
Purhanudin & Zakaria, (2015) became the basis for researchers to use this measurement 
by providing a scale for each level of CEO overconfident behaviour. Scaling is used to 
develop measurement instruments used to assess specific individuals. Scaling is done 
with the expectation of accuracy to estimate the subjective assessment of each 
individual. The technique of making a scale is a way of converting qualitative facts 
(attributes) into a quantitative sequence (variables). Turning qualitative facts into 
quantitative sequences has become commonplace at least for most people, for a variety 
of reasons. First, is the existence of mathematics as a tool that is more likely to be used 
by the sciences therefore that it can invite quantitative variables. Second, science, in 
addition to data accuracy, increasingly demands better precision, especially in 
measuring gradations. Because of the need for precision, researchers are not necessarily 
satisfied with good or bad attributes. Some researchers want to measure the 
characteristics that exist between good and bad therefore that a clear gradation scale is 
obtained. In this study, researchers used an interval scale of 1 to 4 to measure the CEO's 
overconfident behaviour, namely Low Overconfident given a score of 1, Medium 
Overconfident given a score of 2, High Overconfident given a score of 3, and Very High 
Overconfident given a score of 4. in Bush & Allman, (2003) which revealed that the data 
obtained from the Likert scale has an ordinal interval scale. Cooper & Schindler, (2014) 
confirmed that the Likert scale produces interval data. 

 
a. CEO ownership (OWN Score) 

The main measure of CEO overconfident behaviour used in this study is the 
confidence of CEOs to maintain their personal wealth, by holding stock options until 
very close to the end of their tenure. Ahmed & Duellman, (2013); Balachandran & 
Nguyen, (2018); Eichholtz & Yönder, (2014); Hribar & Yang, (2016); Libby & Rennekamp, 
(2012); Malmendier & Tate, (2002, 2003, 2005a, 2005b, 2008, 2015); and Purhanudin & 

Zakaria, (2015), using a measure of CEO overconfident behavior based on the variables 
Conf (Holder67) and Conf (Holder40). Based on this reference, the researcher made a 
CEO ownership score table that was adjusted to the measures of CEO overconfident 
behaviour used by previous researchers, were in the experimental method, Pikulina et 
al., (2017), divided the overconfident level into 4 levels, including; extreme overconfident 
(very high), higher overconfident (high), moderate overconfident (medium) and 
underconfident (low). Researchers used an interval scale of 1 to 4 to measure the level of 
CEO overconfident (Malmendier & Tate, 2003, 2008, 2015), as follows: 

a) The level of overconfident is very high when the CEO holds stock options of at least 
67 per cent of the stock options held until the end of the term of office (at least 3 
years) or at the beginning of the last year before the term of office ends, given a 
score of 4. 

b) The level of overconfident is high when the CEO holds stock options of at least 40 
per cent of the stock options held until the end of the term of office (at least 3 years) 
or at the beginning of the last year before the end of the term of office, given a score 
of 3. 

c) Moderate overconfident level when the CEO holds stock options of at least 20 per 
cent of the stock options held until the end of the term of office (at least 3 years) or 
at the beginning of the last year before the term of office ends, the score is 2. 

d) The level of overconfident is low when the CEO holds stock options below 20 per 
cent of the stock options held until near the end of the term of office (at least 3 
years) or at the beginning of the last year before the term of office ends, given a 
score of 1. 

   
b. Hold and Lose (HLO score) 

Hold and Lose is the number of years the CEO has held stock options. It is said to 
be overconfident when the CEO holds stock options until the end of his term of office, 
which is at least 3 years or at the beginning of the last year, his term of office ends. This 
measurement was used in the research of Malmendier & Tate, (2002, 2003, 2005a, 
2005b, 2008, 2015); Malmendier et al., (2007), based on this reference the researcher 
made an HLO score table adjusted to the rule that stock options by the CEO are 
maintained at least until the last year of tenure (3 years), using Conf (Holder 40), 
explained that a minimum of 40 per cent is said to be overconfident so that when the 
stock options are retained until the last year of tenure (more than 3 years), it can be said 
that the CEO's Overconfident level is very high. The following is a table of hold and lose 
scores: 

1. The Overconfident rate is very high when the CEO holds at least 40 per cent stock 
options in the 4th year of tenure given a score of 4. 

2. The Overconfident rate is high when the CEO holds stock options of at least 40 per 
cent in the 3rd year of tenure given a score of 3. 

3. Moderate Overconfident level when the CEO holds stock options of at least 40 per 
cent in the 2nd year of tenure is given a score of 2. 

4. The Overconfident rate is low when the CEO holds at least 40 per cent of stock 
options in the 1st year of tenure given a score of 1. 

Investment is a commitment to a number of funds or other resources made at this 
time, with the aim of obtaining a number of benefits in the future (Brigham & Houston, 
2015). There are several ratios used to measure investment including: 

1) Market to Book Value of Asset Ratio (MBVA) 
According to Varaiya et al., (1987); Smith and Watts (1992), Gaver & Gaver (1992), 

Kallapur and Trombley (1999), and Fanani (2006), the Market to Book Value of Asset 
Ratio (MBVA) is calculated to show the company's growth prospects expressed in 
market prices. This ratio describes the combination of on-site assets and investment 
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opportunities. Therefore, the higher the MBVA ratio, the higher the investment 
opportunity the company has in terms of on-site assets. The formula used to measure 
the Market to Book Value of Asset Ratio is as follows: 

 

      
(     )  (       )

                  

 
TA is total assets, TE is total equity, CS is outstanding shares, and CP is the closing 

price of shares. 
 

2) Market to Book Value of Equity (MBVE) 
Varaiya et al., (1987); Smith and Watts (1992), Gaver & Gaver (1992), Kallapur and 

Trombley (1999), reveal that the Market to Book Value of Equity (MBVE) shows the 
company's investment opportunities. If the company can make good use of its capital, 
the more likely it is for the company to grow and reflect that the market assesses that 
the return on the company's investment in the future will be greater than the expected 
return on equity. The formula used to measure Market to Book Value of Equity is as 
follows: 

 

                                                                   

 
Data analysis in this study was carried out using the Partial Least Square (PLS) 

method. PLS is a method of solving structural equation modelling (SEM) which in this 
case (according to the research objectives) is more precise than other SEM techniques. 
This study uses latent variables or unobserved variables, namely variables that cannot be 
measured directly, but through indicators (manifest variables) in the form of a set of 
questions or statements in an instrument (questionnaire/questionnaire) with a certain 
scale. In structural analysis, unobserved variables are often referred to as latent 
variables or unobserved variables. These variables cannot be measured directly so 
researchers must use several indicators (Hair et al., 2011; Smith & Langfield-Smith, 
2004). In addition, in the SEM model, the measured variable has at least an interval scale. 
In this study, the overconfident behaviour of the CEO uses an interval scale and the 
variables of capital structure, investment decisions, dividend policy, and firm value are 
measured by a ratio scale, so this research is feasible to use SEM. 

 
4. RESULT AND DISCUSSION 

To provide an overview of the results of data processing that has been observed, in 
this sub-chapter descriptive statistics are presented. The number of observations in this 
study amounted to 860 observations using 7 research indicators. The following is a 
descriptive analysis of the indicators used in this study: 

 
 

Table 1. Descriptive Statistical Test Results 

Description Minimum Maximum Mean Std. 
Deviation 

Valid N 
(listwise) 

Ownership Score 1,000 4,000 1,976 1,400 860 

Hold and Lose Score 1,000 4,000 2,051 1,273 860 

Market to Book Value of 
Equity (MBVE) -3,651 270,379 2,699 11,256 

860 
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opportunities. Therefore, the higher the MBVA ratio, the higher the investment 
opportunity the company has in terms of on-site assets. The formula used to measure 
the Market to Book Value of Asset Ratio is as follows: 

 

      
(     )  (       )

                  

 
TA is total assets, TE is total equity, CS is outstanding shares, and CP is the closing 

price of shares. 
 

2) Market to Book Value of Equity (MBVE) 
Varaiya et al., (1987); Smith and Watts (1992), Gaver & Gaver (1992), Kallapur and 

Trombley (1999), reveal that the Market to Book Value of Equity (MBVE) shows the 
company's investment opportunities. If the company can make good use of its capital, 
the more likely it is for the company to grow and reflect that the market assesses that 
the return on the company's investment in the future will be greater than the expected 
return on equity. The formula used to measure Market to Book Value of Equity is as 
follows: 

 

                                                                   

 
Data analysis in this study was carried out using the Partial Least Square (PLS) 

method. PLS is a method of solving structural equation modelling (SEM) which in this 
case (according to the research objectives) is more precise than other SEM techniques. 
This study uses latent variables or unobserved variables, namely variables that cannot be 
measured directly, but through indicators (manifest variables) in the form of a set of 
questions or statements in an instrument (questionnaire/questionnaire) with a certain 
scale. In structural analysis, unobserved variables are often referred to as latent 
variables or unobserved variables. These variables cannot be measured directly so 
researchers must use several indicators (Hair et al., 2011; Smith & Langfield-Smith, 
2004). In addition, in the SEM model, the measured variable has at least an interval scale. 
In this study, the overconfident behaviour of the CEO uses an interval scale and the 
variables of capital structure, investment decisions, dividend policy, and firm value are 
measured by a ratio scale, so this research is feasible to use SEM. 

 
4. RESULT AND DISCUSSION 

To provide an overview of the results of data processing that has been observed, in 
this sub-chapter descriptive statistics are presented. The number of observations in this 
study amounted to 860 observations using 7 research indicators. The following is a 
descriptive analysis of the indicators used in this study: 

 
 

Table 1. Descriptive Statistical Test Results 

Description Minimum Maximum Mean Std. 
Deviation 

Valid N 
(listwise) 

Ownership Score 1,000 4,000 1,976 1,400 860 

Hold and Lose Score 1,000 4,000 2,051 1,273 860 

Market to Book Value of 
Equity (MBVE) -3,651 270,379 2,699 11,256 

860 

Market to Book Value of 
Asset Ratio (MBVA) -3,920 53,842 1,584 2,612 

860 

Price Book Value (PBV) -3,651 270,379 2,697 11,256 860 

Price Earning Ratio (PER) -1.518,541 7.786,431 39,538 310,757 860 

Tobin‖s Q 0,001 53,842 1,740 2,959 860 

Source: Data processed in 2021 
 

Table 1 is the result of descriptive statistical testing. The test results above can be 
explained that the Ownership Score has a minimum value of 1 and a maximum value of 4, 
with a mean value of 1,976. Observation data with Ownership Score, namely PT. 
Ramayana Lestari Sentosa, Tbk., and 115 other companies, shows that PT. Ramayana 
Lestari Sentosa, Tbk., and 115 other companies have CEOs who behave in Low 
Overconfident. Companies with an Ownership Score of 4 or companies with CEOs who 
behave very highly overconfident, namely PT. Bisi International, Tbk., and 55 other 
companies. However, when viewed from the mean value, it can be concluded that the 
average CEO of the sample companies behaves in Overconfident Moderate. 

The Hold and Lose Score has a minimum value of 1 and a maximum value of 4, with a 
mean value of 2.051. The minimum value of 1 indicates that the company is led by a CEO 
with Low Overconfident behaviour. Companies led by CEOs with Low Overconfident as 
many as 91 sample companies, including PT. Unilever Indonesia, Tbk., and others. 
Meanwhile, there are 44 companies led by CEOs with very high Overconfident 
behaviour, including PT. Saratoga Investama Sedaya, Tbk., PT. Ultrajaya Milk Industry & 
Trading Co., Tbk., PT. Indofood, Tbk., and others. If it is seen from the mean value, the 
CEO of the sample company behaves Overconfident Moderates. 

Market to Book Value of Equity (MBVE) has a minimum value of -3.651, namely PT. 
SLJ Global, Tbk., in 2016. The low MBVE value indicates the company's low investment 
opportunities. Furthermore, the maximum value of 270,379 is PT. Atlas Resources, Tbk., 
in 2018. The high MBVE value indicates that the company's investment opportunities are 
high. If the company can make good use of its capital, the more likely it is for the 
company to grow and reflect that the market assesses that the return on the company's 
investment in the future will be greater than the expected return. The mean value is 
2.699 and the standard deviation is 11.256. Market to Book Value of Asset Ratio (MBVA) 
has a minimum value of -3.920, namely PT. Resource Alam Indonesia, Tbk., in 2018. The 
low MBVA value indicates the company's low investment opportunities therefore the 
company's growth prospects expressed in market prices are low. Furthermore, the 
maximum value of 53,842 is PT. Chandra Asri Petrochemical, Tbk., in 2019. The higher 
the MBVA ratio, the higher the investment opportunity the company has in terms of 
company assets. The mean value is 1.584 and the standard deviation is 2.612. 

The Company Value variable which is proxied by Price Book Value (PBV) has a 
minimum value of -3.651, namely, PT. SLJ Global, Tbk., in 2016, the maximum score is 
270,379 that is, PT. Atlas Resources, Tbk., in 2018, the mean is 2.697 and the standard 
deviation is 11.256. A low PBV value indicates low market confidence in the company's 
prospects. A PBV value above one indicates that the market value of the stock is greater 
than its book value. The greater the PBV ratio, the higher the company is assessed by 
investors relative to the funds that have been invested in the company. Price Earning 
Ratio (PER) has a minimum value of -1,518,541 that is, PT. XL Axiata Tbk, in 2015, the 
maximum value of 7,786,431 that is, PT. Chandra Asri Petrochemical Tbk., in 2019, the 
mean is 39.538 and the standard deviation is 310.757. A low PER value indicates the 
company's low earnings. Meanwhile, a high PER value indicates the company's high 
earnings from the company's investment results. Tobin's Q has a minimum value of -
0.001, namely PT. Sitara Propertindo, Tbk., in 2018. The low value of Tobin's Q shows the 
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low value of the company. Furthermore, the maximum value of 53,842 is PT. Chandra 
Asri Petrochemical, Tbk., in 2019. The high value of Tobin's Q indicates the high value of 
the company. The mean value is 1.740 and the standard deviation is 2.959. 

 
4.1 Direct Effect Hypothesis Testing  

The basis for testing the hypothesis in this study is the value contained in the 
output result for inner weight. The estimation output results for structural model 
testing can be seen in the following table: 

 
Tabel 2. Result For Inner Weights 

Model 
Original 
Sample 

(O) 

Sample 
Mean 
(M) 

Standard 
Deviation 
(STDEV) 

T Statistics 
(|O/STDEV|) 

P 
Values 

CEO Overconfident 
Behaviour (X) -> The value 
of the company (Y) 

0,001 0,001 0,012 0,117 0,907 

CEO Overconfident 
Behaviour (X) -> 
Investation Decision (M1) 

0,074 0,071 0,032 2,277 0,023** 

Investation Decision (M1) -
> The value of the company 
(Y) 

0,951 0,955 0,026 36,865 0,000** 

Source: Data processing with SmartPLS, 2021 
Note: Robust standard errors are presented in the parentheses. ***, **, and * 

denote coefficients significant at 1%, 5%, and 10% significance levels, respectively.  
 
The results of the bootstrapping test in this study from the PLS analysis showed 

that the CEO's overconfident behaviour had no significant positive effect on firm value. 
The effect of CEO overconfident behaviour on firm value shows a coefficient value of 
0.001 with a tstatistic value of 0.117. With a confidence level of 5%, this value is smaller 
than ttable (1.9627) which means that hypothesis 1 is not accepted. This means that the 
CEO's overconfident behaviour cannot be a contributing factor to the increase in firm 
value. The effect of CEO overconfident behaviour on investment decisions shows a 
coefficient value of 0.074 with a tstatistic value of 2.277. With a confidence level of 5%, 
this value is greater than ttable (1.9627) which means that hypothesis 2 is accepted. 
Based on these results, it can be interpreted that the CEO's overconfident behaviour has 
a significant positive effect on investment decisions. This means that the CEO's 
overconfident behaviour is a supporting factor for increasing the company's investment 
decisions. The effect of investment decisions on firm value shows a coefficient value of 
0.951 with a tstatistic value of 36.865. With a confidence level of 5%, this value is greater 
than ttable (1.9627), which means that hypothesis 3 is accepted. Based on these results, it 
can be interpreted that investment decisions have a significant positive effect on firm 
value. This means that investment decisions are a supporting factor for increasing firm 
value. 
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low value of the company. Furthermore, the maximum value of 53,842 is PT. Chandra 
Asri Petrochemical, Tbk., in 2019. The high value of Tobin's Q indicates the high value of 
the company. The mean value is 1.740 and the standard deviation is 2.959. 

 
4.1 Direct Effect Hypothesis Testing  

The basis for testing the hypothesis in this study is the value contained in the 
output result for inner weight. The estimation output results for structural model 
testing can be seen in the following table: 

 
Tabel 2. Result For Inner Weights 

Model 
Original 
Sample 

(O) 

Sample 
Mean 
(M) 

Standard 
Deviation 
(STDEV) 

T Statistics 
(|O/STDEV|) 

P 
Values 

CEO Overconfident 
Behaviour (X) -> The value 
of the company (Y) 

0,001 0,001 0,012 0,117 0,907 

CEO Overconfident 
Behaviour (X) -> 
Investation Decision (M1) 

0,074 0,071 0,032 2,277 0,023** 

Investation Decision (M1) -
> The value of the company 
(Y) 

0,951 0,955 0,026 36,865 0,000** 

Source: Data processing with SmartPLS, 2021 
Note: Robust standard errors are presented in the parentheses. ***, **, and * 

denote coefficients significant at 1%, 5%, and 10% significance levels, respectively.  
 
The results of the bootstrapping test in this study from the PLS analysis showed 

that the CEO's overconfident behaviour had no significant positive effect on firm value. 
The effect of CEO overconfident behaviour on firm value shows a coefficient value of 
0.001 with a tstatistic value of 0.117. With a confidence level of 5%, this value is smaller 
than ttable (1.9627) which means that hypothesis 1 is not accepted. This means that the 
CEO's overconfident behaviour cannot be a contributing factor to the increase in firm 
value. The effect of CEO overconfident behaviour on investment decisions shows a 
coefficient value of 0.074 with a tstatistic value of 2.277. With a confidence level of 5%, 
this value is greater than ttable (1.9627) which means that hypothesis 2 is accepted. 
Based on these results, it can be interpreted that the CEO's overconfident behaviour has 
a significant positive effect on investment decisions. This means that the CEO's 
overconfident behaviour is a supporting factor for increasing the company's investment 
decisions. The effect of investment decisions on firm value shows a coefficient value of 
0.951 with a tstatistic value of 36.865. With a confidence level of 5%, this value is greater 
than ttable (1.9627), which means that hypothesis 3 is accepted. Based on these results, it 
can be interpreted that investment decisions have a significant positive effect on firm 
value. This means that investment decisions are a supporting factor for increasing firm 
value. 

 
 
 
 
 
 
 
 

4.2 Indirect Effect Hypothesis Testing 
The results of testing the indirect influence hypothesis through investment 

decisions as a mediating variable (intervening) can be presented in the following table: 
 

Tabel 3. Specific Indirect Effect 

Model Original 
Sample (O) 

T Statistics 
(|O/STDEV|) 

P 
Values 

CEO Overconfident Behaviour (X) -> 
Investation Decision (M1) -> The 
Value of The Company (Y) 

0,070 2,233 0,026** 

Source: Data processing with SmartPLS, 2021 
Note: Robust standard errors are presented in the parentheses. ***, **, and * 

denote coefficients significant at 1%, 5%, and 10% significance levels, respectively. 
 
The results of the bootstrapping test in this study from the PLS analysis of indirect 

testing showed that the CEO's overconfident behaviour had a significant effect on firm 
value with investment policy as a mediating variable. The effect of CEO overconfident 
behaviour on firm value with investment decisions as a mediating variable shows a 
coefficient value of 0.070, with a tstatistic value of 2.233. With a confidence level of 5%, 
this value is greater than ttable (1.9627) which means that hypothesis 4 is accepted. 
Based on these results, it can be interpreted that the CEO's overconfident behaviour is 
able to increase firm value through investment decisions as a mediating variable. 

 
4.3 Discussion 
4.3.1 Effect of CEO overconfident behaviour on firm value 

The results of testing the CEO's overconfident behaviour on firm value have a 
positive but not significant direct effect value. This shows that overconfident CEO 
behaviour has no significant effect on firm value, high CEO overconfident behaviour will 
not have a good impact on firm value, because overconfident CEO will not necessarily 
perform better to avoid losses. Thus, H1 which states that the CEO's overconfident 
behaviour has a significant positive effect on the 95% confidence level on firm value 
cannot be confirmed or not accepted. 

The results of this hypothesis test do not support the research conducted by 
Slothouber, (2010), which shows that CEO overconfident behaviour has a positive and 
significant effect on firm value and most of the positive effects of high CEO 
overconfident behaviour on firm value are due to greater innovation. and lower costs of 
debt. Slothouber, (2010) uses the model used by Fairchild, (2009; Hackbarth, 2009), with 
consistent results that CEO overconfident behaviour increases firm value. The same 
results were also found in the research of Kang et al., (2017); and Velde, (2017). They draw 
the conclusion that CEO overconfident behaviour can lead to accurate and appropriate 
policies on investment decisions and increase company returns. 

In this study, the CEO's overconfident behaviour showed an insignificant effect on 
firm value. Thus, there is insufficient evidence that the CEO's overconfident behaviour 
has a direct effect on firm value. This finding shows that the CEO's overconfident 
behaviour is not able to explain the variation of changes in the value of companies listed 
on the Indonesia Stock Exchange. This reflects that the higher the CEO's overconfident 
behaviour does not affect the increase in firm value. 

The cause of the insignificant effect of CEO overconfident behaviour on firm value 
is related to information problems. Signalling theory (Myers & Majluf, 1977) states that 
there is information asymmetry between managers and outsiders. Managers have more 
complete information about the condition of the company than outsiders. This 
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condition confirms that the market does not know or the market needs to be provided 
with complete information about the company's performance achievements that occur 
as a result of managers' decisions that are able to create new innovations in company 
activities. The blockage of the information channel causes the market to react 
insignificantly to the company's performance. 

 
4.3.2 The effect of CEO overconfident behaviour on the company's investment 

decisions 
The results of testing the effect of CEO overconfident behaviour on the company's 

investment decisions have a positive and significant direct effect value. This shows that 
the CEO's overconfident behaviour is a factor supporting the increase in the company's 
investment decisions. Thus, H2 which states that the CEO's overconfident behaviour has 
a significant positive effect on the 95% confidence level on the company's investment 
decisions can be confirmed or accepted. 

This research is in line with Malmendier, (2004); Malmendier & Tate, (2001, 2002, 
2003, 2005a, 2005b, 2008), which get the results that there is a significant positive 
relationship between CEO overconfident behaviour on investment. Malmendier et al., 
(2011), examined the effect of management bias on company policy. They found that 
managers who are overconfident will show three tendencies, including overinvestment, 
and a tendency to do mergers and acquisitions. Yu, (2014), asserts that the CEO's 
overconfident behaviour and excessive investment can be explained as a balanced 
result. Research by Hirshleifer et al., (2012), shows that the interaction between risk 
aversion and CEO overconfident behaviour plays an important role in pursuing 
innovative projects. 

The results of this hypothesis test also support the research conducted by Gervais 
& Odean, (2001) which revealed that the level of overconfidence can reduce the fear of 
underinvestment and avoid the cost of financial difficulties that are too high. Pikulina et 
al., (2017), revealed a positive and significant relationship between CEO overconfident 
behaviour and investment decisions. In the experimental method, Pikulina et al., (2017), 
divide the level of CEO overconfidence in investment decision making into several 
levels, including; higher overconfident (high) results in a higher level of investment, 
moderate overconfident (medium) is still profitable and leads to accurate investments, 
extreme overconfident (very high) and underconfident (low) incurs high costs for 
corporate decision making. Ben-David et al., (2007), tested the CEO's overconfident 
behaviour on the company's investment policies using a survey method. The results of 
the study found that the CEO's overconfident behaviour had a positive and significant 
effect on investment decisions. Companies led by overconfident managers will have high 
levels of investment, often making acquisitions. 

Kufepaksi, (2016), reveals that overconfident behaviour can appear without 
realizing it, or unconsciously someone can behave overconfidently, this is because 
human nature generally cannot control their actual abilities perfectly, which results in 
the tendency of each individual to always assume that they are better (smarter, 
stronger) than they really are. This condition is the beginning of the formation of 
overconfident behaviour which has the implication of "self-deception". Many studies 
reveal that being overconfident is a behaviour that tends to be negative and potentially 
harmful, however, Trevelyan, (2008) says that high (excessive) self-confidence does not 
always have a negative connotation and is sometimes necessary. Optimism and 
overconfidence (two elements of self-confidence) will be useful if associated with 
someone's decision to become an entrepreneur. Malmendier & Tate, (2005a) revealed 
that overconfident CEOs are more needed in equity-dependent companies, and 
companies can hire overconfident CEOs for strategic reasons such as committing to act 
more aggressively in investments for an advantage over product market competition. 
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condition confirms that the market does not know or the market needs to be provided 
with complete information about the company's performance achievements that occur 
as a result of managers' decisions that are able to create new innovations in company 
activities. The blockage of the information channel causes the market to react 
insignificantly to the company's performance. 

 
4.3.2 The effect of CEO overconfident behaviour on the company's investment 

decisions 
The results of testing the effect of CEO overconfident behaviour on the company's 

investment decisions have a positive and significant direct effect value. This shows that 
the CEO's overconfident behaviour is a factor supporting the increase in the company's 
investment decisions. Thus, H2 which states that the CEO's overconfident behaviour has 
a significant positive effect on the 95% confidence level on the company's investment 
decisions can be confirmed or accepted. 

This research is in line with Malmendier, (2004); Malmendier & Tate, (2001, 2002, 
2003, 2005a, 2005b, 2008), which get the results that there is a significant positive 
relationship between CEO overconfident behaviour on investment. Malmendier et al., 
(2011), examined the effect of management bias on company policy. They found that 
managers who are overconfident will show three tendencies, including overinvestment, 
and a tendency to do mergers and acquisitions. Yu, (2014), asserts that the CEO's 
overconfident behaviour and excessive investment can be explained as a balanced 
result. Research by Hirshleifer et al., (2012), shows that the interaction between risk 
aversion and CEO overconfident behaviour plays an important role in pursuing 
innovative projects. 

The results of this hypothesis test also support the research conducted by Gervais 
& Odean, (2001) which revealed that the level of overconfidence can reduce the fear of 
underinvestment and avoid the cost of financial difficulties that are too high. Pikulina et 
al., (2017), revealed a positive and significant relationship between CEO overconfident 
behaviour and investment decisions. In the experimental method, Pikulina et al., (2017), 
divide the level of CEO overconfidence in investment decision making into several 
levels, including; higher overconfident (high) results in a higher level of investment, 
moderate overconfident (medium) is still profitable and leads to accurate investments, 
extreme overconfident (very high) and underconfident (low) incurs high costs for 
corporate decision making. Ben-David et al., (2007), tested the CEO's overconfident 
behaviour on the company's investment policies using a survey method. The results of 
the study found that the CEO's overconfident behaviour had a positive and significant 
effect on investment decisions. Companies led by overconfident managers will have high 
levels of investment, often making acquisitions. 

Kufepaksi, (2016), reveals that overconfident behaviour can appear without 
realizing it, or unconsciously someone can behave overconfidently, this is because 
human nature generally cannot control their actual abilities perfectly, which results in 
the tendency of each individual to always assume that they are better (smarter, 
stronger) than they really are. This condition is the beginning of the formation of 
overconfident behaviour which has the implication of "self-deception". Many studies 
reveal that being overconfident is a behaviour that tends to be negative and potentially 
harmful, however, Trevelyan, (2008) says that high (excessive) self-confidence does not 
always have a negative connotation and is sometimes necessary. Optimism and 
overconfidence (two elements of self-confidence) will be useful if associated with 
someone's decision to become an entrepreneur. Malmendier & Tate, (2005a) revealed 
that overconfident CEOs are more needed in equity-dependent companies, and 
companies can hire overconfident CEOs for strategic reasons such as committing to act 
more aggressively in investments for an advantage over product market competition. 

The results of the hypothesis test of this study contradict Hackbarth, (2009), 
revealing that overconfident CEOs tend to invest less because they avoid external 
financing and engage with more projects, as they overestimate future project returns 
and underestimate risk. Goel & Thakor, (2008), said that there is an optimal point of 
being overconfident. Overconfident CEOs are more willing to engage in risky projects to 
reduce underinvestment problems, but overconfident behaviour causes them to take on 
too many projects with negative NPV. Overconfident CEOs have lower investment 
performance because they tend to make weak investment decisions into lower NPV 
projects (Eichholtz & Yönder, 2014). 

 
4.3.3 Effect of investment decisions on firm value 

The results of testing the effect of investment on firm value have a positive and 
significant direct effect value. This shows that investment decisions have a significant 
positive effect on firm value, which means that the results of this study support 
investment decisions as a factor causing the increase in firm value. Thus, H3 which 
states that investment decisions have a significant positive effect at the 95% confidence 
level on firm value can be confirmed or accepted. 

This study supports the statement of Fama (1978), that firm value is solely 
influenced by investment decisions. Myers (1977) explains that investment decisions are 
used to achieve company goals. Companies with large investment decisions show that 
the company has bright future prospects. Thus, the higher the investment decision, the 
higher the firm value (López-Iturriaga and Rodríguez-Sanz, 2001; Davies et al., 2005). 

The findings in this study support the signalling theory because the investment 
will provide a signal about the company's growth prospects in this case equity growth 
and the prospect of capitalization of stock market value which is reflected in the 
expected equity growth in the future. This fact is based on the assumption that the 
maximum value of the company will be obtained through the selection of investments 
that provide a positive net present value. This means that the investment expenditures 
made have been considered and analyzed with existing methods, then the investment 
with a positive NPV is chosen (Chan et al., 1990). The investment decision is one of the 
company's actions to exist in competition between companies in the industry and is a 
very important decision for the company because it is directly related to the 
achievement of the company's goals to maximize company value. This means that 
investment decisions have a positive effect on firm value (Myers, 1977; Fama, 1978). 
Subsequent research shows that consideration of the quality of investment decisions in 
making capital expenditure decisions can determine stock price reactions (Chung et al, 
1998). Investment decisions are an important factor in the company's financial function, 
namely maximizing shareholder wealth. The purpose of investment decisions is to 
obtain a high level of profit with a certain level of risk. High profits accompanied by 
manageable risks are expected to increase the value of the company, thereby increasing 
shareholder wealth. This means that investment decisions can increase firm value 
(Iturriaga and Sanz, 2001; Del Brio et al., 2003; Davies et al. 2005). 

Investment decisions at the corporate level vary by taking into account various 
issues that directly affect the company in the long run. There are three main problems 
namely agency costs, transaction costs and market values that can explain fluctuations 
in investment. The agency cost theory developed by Jensen & Meckling, (1976) can 
address the problem of why firms facing higher interest rate costs do not try to get 
money from other sources (ie, debt, equity markets). Agency problems arise when there 
is a conflict of interest between managers, creditors and shareholders due to different 
objectives. 
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Transaction costs combined with debt and equity issues can increase the cost of 
external financing. Supposedly debt is the only channel of external funding available to 
the company. Debt financing allows creditors to be entitled to interest payments. 
Funding decisions are related to the company's decision to finance its investment and 
determine the composition of its funding sources. From a managerial perspective, the 
core of the funding function is how companies determine optimal funding sources to 
fund various investment alternatives, so as to maximize firm value. Investment is an 
action to invest current funds into current assets and fixed assets with the hope of 
obtaining profits in the future (Kang et al., 2017). Investment activities carried out by the 
company are expected to provide optimal returns which are reused for investment 
activities. 

 
4.3.4  The effect of CEO overconfident behaviour on firm value with investment 

decisions as a mediating variable 
The results of testing the indirect effect of CEO overconfident behaviour on firm 

value with investment decisions as a mediating variable have a positive and significant 
indirect effect value. Based on these results, it can be interpreted that the CEO's 
overconfident behaviour has a significant effect on firm value with investment decisions 
as a mediating variable. This means that the CEO's overconfident behaviour is able to 
increase firm value through investment decisions as a mediating variable. Thus, H4 in 
this study can be confirmed or accepted. The results of this study indicate that the 
investment decision variable as a mediation of the influence of CEO overconfident 
behaviour on firm value has a significant effect with a positive coefficient value. Based 
on the description of the nature of the overconfident CEO behaviour variable, it is found 
that the investment decision variable is full mediation. This means that the indirect 
effect of the variable CEO overconfident behaviour on firm value through investment 
decisions provides evidence that the tendency to increase firm value through 
investment decisions. The positive direction reflects that if the investment made is 
greater, the value of the company will also increase. 

Based on these facts, this research is able to prove that investment decisions are 
perfect intervening variables to increase the role of CEO overconfident behaviour in 
influencing firm value. The findings of this study support and are consistent with Fama's 
(1998) research. The indirect effect of CEO overconfident behaviour on firm value 
through investment decisions is the result obtained from investment activities 
themselves through project selection or other policies such as creating new products, 
replacing more efficient machines, developing research & development, and mergers 
with other companies (Myers, 1976). Meanwhile, firm value is also influenced by 
investment opportunities and discretionary spending in the future (Myers, 1977; Myeong 
& Hyeon, 1998). 

If studied through signalling theory, the findings in this study support the 
existence of this theory because investment decisions are very important in an effort to 
increase firm value. This is because this type of investment will provide a signal about 
the company's growth prospects in this case equity growth and the prospect of 
capitalization of the stock market value which is reflected in the expected equity growth 
in the future. This fact is based on the assumption that the maximum value of the 
company will be obtained through the selection of investments that provide a positive 
net present value. This means that the investment expenditures made have been 
considered and analyzed with existing methods, then the investment with a positive 
NPV is chosen (Chan et al., 1990). Fama & French (1998) revealed that investment 
spending gives a positive signal about the company's growth and the growth of stock 
capitalization in the future so that there is an increase in the overall value of the 
company. The results of this study have proven research by Fama & French (1997) that 
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Transaction costs combined with debt and equity issues can increase the cost of 
external financing. Supposedly debt is the only channel of external funding available to 
the company. Debt financing allows creditors to be entitled to interest payments. 
Funding decisions are related to the company's decision to finance its investment and 
determine the composition of its funding sources. From a managerial perspective, the 
core of the funding function is how companies determine optimal funding sources to 
fund various investment alternatives, so as to maximize firm value. Investment is an 
action to invest current funds into current assets and fixed assets with the hope of 
obtaining profits in the future (Kang et al., 2017). Investment activities carried out by the 
company are expected to provide optimal returns which are reused for investment 
activities. 

 
4.3.4  The effect of CEO overconfident behaviour on firm value with investment 

decisions as a mediating variable 
The results of testing the indirect effect of CEO overconfident behaviour on firm 

value with investment decisions as a mediating variable have a positive and significant 
indirect effect value. Based on these results, it can be interpreted that the CEO's 
overconfident behaviour has a significant effect on firm value with investment decisions 
as a mediating variable. This means that the CEO's overconfident behaviour is able to 
increase firm value through investment decisions as a mediating variable. Thus, H4 in 
this study can be confirmed or accepted. The results of this study indicate that the 
investment decision variable as a mediation of the influence of CEO overconfident 
behaviour on firm value has a significant effect with a positive coefficient value. Based 
on the description of the nature of the overconfident CEO behaviour variable, it is found 
that the investment decision variable is full mediation. This means that the indirect 
effect of the variable CEO overconfident behaviour on firm value through investment 
decisions provides evidence that the tendency to increase firm value through 
investment decisions. The positive direction reflects that if the investment made is 
greater, the value of the company will also increase. 

Based on these facts, this research is able to prove that investment decisions are 
perfect intervening variables to increase the role of CEO overconfident behaviour in 
influencing firm value. The findings of this study support and are consistent with Fama's 
(1998) research. The indirect effect of CEO overconfident behaviour on firm value 
through investment decisions is the result obtained from investment activities 
themselves through project selection or other policies such as creating new products, 
replacing more efficient machines, developing research & development, and mergers 
with other companies (Myers, 1976). Meanwhile, firm value is also influenced by 
investment opportunities and discretionary spending in the future (Myers, 1977; Myeong 
& Hyeon, 1998). 

If studied through signalling theory, the findings in this study support the 
existence of this theory because investment decisions are very important in an effort to 
increase firm value. This is because this type of investment will provide a signal about 
the company's growth prospects in this case equity growth and the prospect of 
capitalization of the stock market value which is reflected in the expected equity growth 
in the future. This fact is based on the assumption that the maximum value of the 
company will be obtained through the selection of investments that provide a positive 
net present value. This means that the investment expenditures made have been 
considered and analyzed with existing methods, then the investment with a positive 
NPV is chosen (Chan et al., 1990). Fama & French (1998) revealed that investment 
spending gives a positive signal about the company's growth and the growth of stock 
capitalization in the future so that there is an increase in the overall value of the 
company. The results of this study have proven research by Fama & French (1997) that 

firm value is solely determined by investment decisions. Bei Ye; and Yuan, (2008), who 
examined the effect of CEO overconfident behaviour on firm value, the findings show 
that there is a positive influence between firm value and CEO overconfident behaviour. 

The results of this study contradict Velde, (2017), who revealed that the CEO's 
overconfident behaviour shows high cash flow sensitivity, which can lead to either too 
much or too little investment. The most important is the excessive investment in 
connection with mergers and acquisitions which is very detrimental to the value of the 
company. In this case, the internal funds are not sufficient but the CEO who is 
overconfident continues to invest and has an impact on the decline in the value of the 
company. Campbell et al., (2011), in their research-tested and proved a statement which 
said that CEOs with high levels of overconfidence will have a high probability of being 
fired from their jobs because managers with these characteristics have a habit of 
exaggerating the quality of information. , resulting in excessive investment 
(overinvestment) which in turn can destroy the value of the company. Indecisive 
managers also have a high probability of being fired from their jobs because they tend to 
underinvest. Managers who are considered to be able to increase the value of the 
company are managers with moderate levels of self-confidence. The results of this test 
are consistent with research conducted by (Goel & Thakor, 2008; Hackbarth, 2009). 

 
5. CONCLUDING REMARKS 

CEO overconfident behaviour has no positive and significant effect on firm value. 
The high overconfident behaviour of the CEO cannot have a good impact on the value of 
the company, because the overconfident CEO does not necessarily perform better to 
avoid losses, but the overconfident behaviour of the CEO has a significant positive effect 
on investment decisions. This shows that the CEO's overconfident behaviour can be a 
supporting factor as a cause of increasing company investment decisions. Furthermore, 
investment decisions have a significant positive effect on firm value, which means that 
the results of this study support investment as a factor causing the increase in firm 
value. The results of this study indicate a positive direction on the effect of investment 
on the company, which means it supports and strengthens the signalling theory, that 
there will be an increase in the value of the company for high-value investments. When 
testing the effect of CEO overconfident behaviour on firm value with investment 
decisions being the mediating variable, the result is that CEO overconfident behaviour 
has a significant effect on firm value with investment decisions as a mediating variable. 
This means that the CEO's overconfident behaviour is able to increase firm value 
through investment decisions as a mediating variable. Overconfident CEOs are brave in 
making investment decisions, resulting in positive investments, and dare to make high-
risk investments. The CEO has an important task in making company policies, so the 
selection of the CEO should be based on criteria that are in accordance with the 
company's goals and consider the overconfident characteristics possessed by the CEO 
so that it can be adjusted to the level of overconfident in accordance with the company's 
goals, vision and mission. This study provides results on the behavioural finance theory 
regarding the existence of an overconfident CEO in the company. Future research can 
examine the gender and background of the CEO who behaves overconfident and then 
assess its impact on firm value. In addition, further research can also be done by 
comparing overconfident CEOs in various industries and their impact on various 
company policies. Future research can also distinguish firm value between companies 
led by overconfident and non-confident CEOs. 
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ABSTRACT – 
Financial inclusion has a vital role in increasing economic growth through the use of 

products from financial services. Public understanding and knowledge about finance is the 
main capital for economic actors, especially MSMEs, to obtain financial services and 
benefits from these financial service products. The use of digital-based financial products 
or Digital Financial Products supported by adequate internet access and services can be a 
bridge for the public to enter into an inclusive financial system. This study uses the partial 
least squares (PLS) method to estimate a formative model that analyzes the effect of 
financial literacy, use of digital financial products, and internet use on financial inclusion. 
The sample used was 210 respondents from MSME actors in Bandar Lampung City, taken 
by random sampling technique in March-April 2022. Data collection used a questionnaire 
that was directly obtained from respondents. The results showed that there was a direct 
and indirect influence. Financial literacy, the use of Digital Financial Products, and the use 
of the internet positively influence financial inclusion. Financial literacy also has a positive 
effect on digital financial products and internet usage. The indirect effect shows that 
financial literacy has a positive effect on financial inclusion through digital financial 
products and the use of the internet. 
Keywords - Financial literacy, Digital financial products, Internet, Financial inclusion. 

 
1. Introduction 

One of the factors that can determine the level of financial inclusion in a country is 
its population's level of financial literacy. According to the Financial Services Authority 
(2017), financial literacy is knowledge, skills, and beliefs that influence attitudes and 
behavior to improve the quality of decision-making and financial management to 
achieve prosperity. According to (Pulungan and Ndururu 2019; Shen, Hu, and Hueng 
2018), the research results found that financial literacy has a positive influence on 
Financial Inclusion. Based on the results of these researchers, it can be concluded that 
financial literacy is not only knowledge about financial products but also knowledge 
about management and decision-making attitudes. 

The third National Financial Literacy Survey (SNLIK) conducted by the Financial 
Services Authority (2019) showed that the financial literacy index reached 38.03% and 
the financial inclusion index 76.19%. This figure is an increase compared to the results of 
the 2016 OJK survey, namely the financial literacy index of 29.7% and the financial 
inclusion index of 67.8%. 
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Fig. 1. 1 Index of Indonesian Financial Literacy and Financial Inclusion 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
From these data, it can be said that Indonesia's literacy rate is still low, although it 

has increased. Indonesia's financial literacy rate in 2019 was 38.03%, meaning that out of 
100 Indonesians, only 38 people were included in the well-literate category. From these 
data, it can be said that the value of financial literacy and financial inclusion has an 
unbalanced proportion. This has become a phenomenon in Indonesia. The value of 
financial inclusion, which is higher than financial literacy, shows that many Indonesians 
already easily use financial services and products but do not have a good understanding 
and knowledge of these financial products. 

Financial Technology, commonly referred to as Fintech, is a digital financial service 
that makes it easier for people to make transactions and obtain financing. Digital finance 
and financial inclusion have several benefits for financial service users, financial service 
providers, governments, and the economy. According to ( Ozili 2018), since 2010, the 
World Bank has been leading this initiative to help reduce poverty in developing 
economies. According to Bank Indonesia, Fintech emerged in line with changes in 
people's lifestyles, which are currently dominated by information technology users who 
demand a fast-paced life. 

The use of digital financial products has a positive effect on financial inclusion in 
developing and developed countries (Ozili 2018); this is in line with research results 
(Kunt et al. 2017) which show that the use of digital payments, age, gender, and income 
level affect financial inclusion in the world, especially developing and developed 
countries. Indonesia, which is categorized as a developing country, certainly reflects 
that the more massive the use of digital financial products, the more financial inclusion 
will increase. Based on data from Bank Indonesia (2019), the volume and nominal of 
transactions using electronic money in Indonesia have continued to increase, especially 
in the last 3 years. 

 
Table 1.1 Total Increase in Volume and Nominal of Electronic Money Transactions 

Period 2017 2018 2019 

Volume 943,319,933 2,922,698,905 5,226,699,919 

Nominal 12,375,469 47,198,616 145,165,468 

 

 
100.00% 

 
0.00% 

2016 2019 
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Siahaan (2017) argues that encouraging digital financial products is one of the 
drivers of increasing national financial inclusion. The factor that causes the use of digital 
financial products to be increasingly used is the emergence of various types of e-
commerce in Indonesia. The definition of e- commerce is a business process using 
electronic technology that connects a company's consumers in the form of electronic 
transactions. Thus, in principle, a business with e- commerce is a paperless commerce 
scriptless business (155780-ID-newspaper-digital-as-media-converter nd). In other 
words, e-commerce is a place where sellers and buyers can transact online, where the 
payment system and receipt of funds are done digitally. Several digital payment methods 
include internet banking, mobile banking, e-money, credit cards, and debit cards. 

According to the APJII survey (2019), Indonesia shows that our society's internet 
usage or penetration has reached 64.8%, which is 171.17 million people from 264.16 
million Indonesian population in 2018. Thus, this digital and internet-based financial 
service will be very easily accessible to the Indonesian people. This is in line with 
research (Al- Rfou 2013), which shows that internet use and internet quality significantly 
influence financial inclusion. However, not all internet users can automatically directly 
access inclusive financial services. Other factors cause this to happen, including the 
ease and speed of internet access in a country that is inadequate and the level of public 
knowledge of technology, especially the internet, is low. Michelle (2016) states that 
agency banking, mobile banking, and the internet do not affect financial inclusion in the 
banking industry in Kenya. Shen, Hu, and Hueng (2018) also found the same thing 
regarding internet use in China, where internet use did not significantly affect financial 
inclusion. 

Research conducted by (Natalia et al. 2020) found that financial literacy did not 
positively affect the financial inclusion of MSME actors. Different research results 
certainly cannot be separated from the research object and the indicators used in the 
study. As well as research (Michelle 2016) found that in developing countries, especially 
in the African region, internet use does not have a significant effect on financial 
inclusion. 

 
2. Literature Review 
2.1. Intermediation Theory 

Financial intermediation discusses one of the functions of financial service 
institutions, especially banking, where banks have the main task of being the dominant 
supporter in a country's economy with the task of intermediating funds from those who 
have excess funds to those who lack funds ( American Finance Association Financial 
Intermediaries and the Saving-Investment). Process) Author(s): John G. Gurley and 
Edward S. Shaw Published by: Wiley for the American Stable Financial Association URL: 
http://www.jstor.org/stable/2976705 Accessed: 2016) 

The intermediation function of banking financial institutions is closely related to 
financial inclusion. The public's decision to buy financial products, whether in terms of 
fund products (savings, deposits, investments, etc.) or financing products (KPR, KUR, 
KKB, etc.), automatically drives the intermediation function. 

With the development of technology, especially in financial technology, making 
choices or public references to financial products easier. For example, to open an 
account at a bank, people do not have to go to a branch office. Still, it can be done 
anywhere with the application of digital financial products supported by internet 
connectivity. Thus, the benefits of financial inclusion supported by financial literacy, 
digital financial products, and the use of the internet can positively affect the 
intermediary function in the financial world, especially banking. 
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Siahaan (2017) argues that encouraging digital financial products is one of the 
drivers of increasing national financial inclusion. The factor that causes the use of digital 
financial products to be increasingly used is the emergence of various types of e-
commerce in Indonesia. The definition of e- commerce is a business process using 
electronic technology that connects a company's consumers in the form of electronic 
transactions. Thus, in principle, a business with e- commerce is a paperless commerce 
scriptless business (155780-ID-newspaper-digital-as-media-converter nd). In other 
words, e-commerce is a place where sellers and buyers can transact online, where the 
payment system and receipt of funds are done digitally. Several digital payment methods 
include internet banking, mobile banking, e-money, credit cards, and debit cards. 

According to the APJII survey (2019), Indonesia shows that our society's internet 
usage or penetration has reached 64.8%, which is 171.17 million people from 264.16 
million Indonesian population in 2018. Thus, this digital and internet-based financial 
service will be very easily accessible to the Indonesian people. This is in line with 
research (Al- Rfou 2013), which shows that internet use and internet quality significantly 
influence financial inclusion. However, not all internet users can automatically directly 
access inclusive financial services. Other factors cause this to happen, including the 
ease and speed of internet access in a country that is inadequate and the level of public 
knowledge of technology, especially the internet, is low. Michelle (2016) states that 
agency banking, mobile banking, and the internet do not affect financial inclusion in the 
banking industry in Kenya. Shen, Hu, and Hueng (2018) also found the same thing 
regarding internet use in China, where internet use did not significantly affect financial 
inclusion. 

Research conducted by (Natalia et al. 2020) found that financial literacy did not 
positively affect the financial inclusion of MSME actors. Different research results 
certainly cannot be separated from the research object and the indicators used in the 
study. As well as research (Michelle 2016) found that in developing countries, especially 
in the African region, internet use does not have a significant effect on financial 
inclusion. 

 
2. Literature Review 
2.1. Intermediation Theory 

Financial intermediation discusses one of the functions of financial service 
institutions, especially banking, where banks have the main task of being the dominant 
supporter in a country's economy with the task of intermediating funds from those who 
have excess funds to those who lack funds ( American Finance Association Financial 
Intermediaries and the Saving-Investment). Process) Author(s): John G. Gurley and 
Edward S. Shaw Published by: Wiley for the American Stable Financial Association URL: 
http://www.jstor.org/stable/2976705 Accessed: 2016) 

The intermediation function of banking financial institutions is closely related to 
financial inclusion. The public's decision to buy financial products, whether in terms of 
fund products (savings, deposits, investments, etc.) or financing products (KPR, KUR, 
KKB, etc.), automatically drives the intermediation function. 

With the development of technology, especially in financial technology, making 
choices or public references to financial products easier. For example, to open an 
account at a bank, people do not have to go to a branch office. Still, it can be done 
anywhere with the application of digital financial products supported by internet 
connectivity. Thus, the benefits of financial inclusion supported by financial literacy, 
digital financial products, and the use of the internet can positively affect the 
intermediary function in the financial world, especially banking. 

 
 

2.2. Financial Inclusion 
Financial inclusion is a financial system that serves and offers savings, credit, 

payment, and risk management products to people with various needs (Kunt et al., 2017). 
Another definition related to financial inclusion, according to (Sarma 2012), financial 
inclusion is a process that ensures easy access, availability, and the formal financial 
system for all economic actors. 

Financial inclusion is a term that refers to a situation where financial products and 
services can be accessed, used, and provided benefits and good quality services to 
improve welfare (Saputra and Dewi 2017). The Financial Services Authority Regulation 
(2016) defines financial inclusion as the availability of access to various financial 
institutions, products, and services following the needs and capabilities of the 
community to improve people's welfare. 

 
2.3.1. Financial Inclusion Measurement 

OECD ( 2016) has developed questions on a questionnaire that can measure the 
level of financial inclusion. This questionnaire has been used in several countries with 
different circumstances and characteristics of respondents. Questions are designed 
with a focus on four things, namely: 

 
 Product holding 

Four indicators identify the financial products currently owned by respondents, 
namely savings or retirement products, payment products, current accounts, or e- 
money (excluding credit), insurance, and credit or mortgage products. 

 Product awareness 
In addition to having financial products, awareness of products as needed is also 
important. 

 Product choice 
Financial inclusion is very beneficial for consumers if financial products are 
monitored properly. 

 Looking for alternatives to formal financial services The final indicator identifies 
communities that may not have access to formal financial services. 

 
2.4. Financial Literacy 

According to (Atkinson and Messy 2012), financial literacy is a combination of 
awareness, knowledge, skills, attitudes, and behaviors needed to make good financial 
decisions and ultimately achieve the individual's financial well-being. According to 
(Chen and Volpe 1998), Financial literacy is knowledge to manage finances. 

Based on a survey conducted in 2013, the level of financial literacy of the 
Indonesian population is divided into four parts, namely: 
 Good understanding is knowledge and confidence about financial service 

institutions and products, including features, benefits and risks, rights and 
obligations related to financial products and services, and skills in using products 
and services. 

 Sufficiently literate, knowledgeable, and confident about financial service 
institutions and products and services, including features, benefits and risks, rights, 
and obligations related to financial products and services. 

 Lack of literacy only knows financial service institutions, products, and services. 
 Not literate, do not have knowledge and confidence in financial service institutions 

and financial products and services, and do not have skills in using financial 
products and services. 
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2.5. Digital Finance 
According to (Shen, Hu, and Hueng 2018), digital finance is a new business model 

that utilizes the capabilities of the internet and technology to achieve a wider range of 
financial activities such as third party payments, online lending, direct sales of funds, 
crowdfunding, online insurance, and so on. Banking. 

According to Bank Of Indonesia Regulation (2017) categorizes financial technology 
into empathy as follows: 
 Crowdfunding and peer to peer (P2P) lending 
 Market aggregator 
 Risk management and investment 
 Payment, settlement, and clearing 

 
2.6. Internet 

Research conducted by (Cheng et al. 2012) said that ICT (Information 
Communication and Technology) has a positive impact that can be felt very quickly 
because ICT has now become a basic need of society, such as electricity, air, and 
transportation. 

 
(Andrianaivo and Kpodar 2011) , explaining the impact of ICT: 
 Direct influence: 

1. Contribute to domestic production and job creation 
2. increase in government revenue 
3. Affect the payment system. 

 Indirect influence: 
1. Expand the market. 
2. Increase in company productivity. 
3. Stimulate capital increase. 
4. Increased financial inclusion 

 
2.6. Hypothesis 

According to Nazir (2005), a hypothesis is a temporary answer to a research 
problem, the truth of which must be tested empirically. The hypothesis states what 
relationship we are looking for or what we want to study. 
 The Effect of Financial Literacy on Financial Inclusion Financial knowledge provides 

individuals with the knowledge and skills needed to assess whether the 
financial product is suitable for them to use and can improve their financial status 

and financial inclusion. (Rooij, Lusardi, and Alessie 2011) Identifying that financial literacy 
affects financial decision-making, where people who are less literate will be less 
interested in investing in stocks. (Hutabarat, 2018) says that financial literacy has a real 
and collective influence on financial inclusion. And (Shen, Hu, and Hueng 2018) also 
explain financial literacy's positive and significant influence on financial inclusion. Based 
on the research results above, the authors provide a hypothesis that there is a 
significant influence between financial literacy and financial inclusion. 

 
H1: Financial literacy has a positive effect on financial inclusion. 

 
 The Effect of Financial Literacy on the Use of Digital Financial Products 

Good financial literacy supports people to easily use digital-based financial 
products such as mobile banking, internet banking, and others related to useful and 
useful functions that can help and facilitate financial activities. This is evidenced by 
research (Königsheim, Lukas, and Nöth 2017) which finds that financial knowledge is 
significantly positively related to Digital Financial Products. (Gerrard, Cunningham, and 
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2.5. Digital Finance 
According to (Shen, Hu, and Hueng 2018), digital finance is a new business model 

that utilizes the capabilities of the internet and technology to achieve a wider range of 
financial activities such as third party payments, online lending, direct sales of funds, 
crowdfunding, online insurance, and so on. Banking. 

According to Bank Of Indonesia Regulation (2017) categorizes financial technology 
into empathy as follows: 
 Crowdfunding and peer to peer (P2P) lending 
 Market aggregator 
 Risk management and investment 
 Payment, settlement, and clearing 

 
2.6. Internet 

Research conducted by (Cheng et al. 2012) said that ICT (Information 
Communication and Technology) has a positive impact that can be felt very quickly 
because ICT has now become a basic need of society, such as electricity, air, and 
transportation. 

 
(Andrianaivo and Kpodar 2011) , explaining the impact of ICT: 
 Direct influence: 

1. Contribute to domestic production and job creation 
2. increase in government revenue 
3. Affect the payment system. 

 Indirect influence: 
1. Expand the market. 
2. Increase in company productivity. 
3. Stimulate capital increase. 
4. Increased financial inclusion 

 
2.6. Hypothesis 

According to Nazir (2005), a hypothesis is a temporary answer to a research 
problem, the truth of which must be tested empirically. The hypothesis states what 
relationship we are looking for or what we want to study. 
 The Effect of Financial Literacy on Financial Inclusion Financial knowledge provides 

individuals with the knowledge and skills needed to assess whether the 
financial product is suitable for them to use and can improve their financial status 

and financial inclusion. (Rooij, Lusardi, and Alessie 2011) Identifying that financial literacy 
affects financial decision-making, where people who are less literate will be less 
interested in investing in stocks. (Hutabarat, 2018) says that financial literacy has a real 
and collective influence on financial inclusion. And (Shen, Hu, and Hueng 2018) also 
explain financial literacy's positive and significant influence on financial inclusion. Based 
on the research results above, the authors provide a hypothesis that there is a 
significant influence between financial literacy and financial inclusion. 

 
H1: Financial literacy has a positive effect on financial inclusion. 

 
 The Effect of Financial Literacy on the Use of Digital Financial Products 

Good financial literacy supports people to easily use digital-based financial 
products such as mobile banking, internet banking, and others related to useful and 
useful functions that can help and facilitate financial activities. This is evidenced by 
research (Königsheim, Lukas, and Nöth 2017) which finds that financial knowledge is 
significantly positively related to Digital Financial Products. (Gerrard, Cunningham, and 

Devlin 2006) Also assessed is that people do not use digital financial products such as 
internet banking or mobile banking for financial reasons. Thus, it can be said that high 
knowledge of finance becomes a strong basis for someone to use Digital Financial 
Products to assist and facilitate their financial transactions. From some of these 
statements, a hypothesis can be drawn that financial literacy significantly influences the 
use of digital financial products. 

 
H2: Financial literacy has a positive effect on the use of Digital Financial Products 

 
 The Effect of Financial Literacy on Internet Use 

The internet is one of the important and almost irreplaceable instruments in every 
human activity not involved in financial activities or transactions. Lama and Lamb (2017) 
found that financial knowledge can be considered a potential risk factor for online 
shopping transactions. The results of this study indicate that 

financial literacy significantly affects internet use. (Rooij, Lusardi, and Alessie 2011) 
also found that they showed a higher literacy level that was more likely to read 
newspapers and magazines, pay attention to finances, and get internet information. 
From this statement, a hypothesis can be drawn that there is a significant influence 
between financial literacy and internet use. 

 
H3: Financial Literacy has a positive effect on internet use. 

 
 The Influence of the Use of Digital Financial products 

on Financial Inclusion 
Digital technology is an ideal medium to reach consumers in a wide area. With 

advances in technology, people can trade online at the cost of capital the smaller one. 
Transactions are carried out online by utilizing digital payments and capital and credit 
requirements that can be easily searched through crowdfunding and online loans. (Rooij, 
Lusardi, and Alessie 2011) provide an opinion that digital finance positively affects 
financial inclusion in developing and developed countries. (Stella 2019) also provides the 
same view on digital finance, which has a vital role in society's financial inclusion. Thus, 
the digital revolution, especially in the financial world, can assist the government in 
increasing inclusion and improving the welfare of all levels of society. From this 
statement, a hypothesis can be drawn that digital financial products have a significant 
effect. 
 
H4: The use of digital financial products has a positive effect on financial inclusion 

 
 Effect of Internet Use on Financial Inclusion Availability of information on financial 

products and services obtained through internet services. This 
technology can expand information and reduce barriers and time gaps. Many 

banks have used the internet as a medium for transactions and promotions. (Andrianaivo 
and Kpodar 2011) Said that the factors that influence the use of internet banking are 
internet use and the quality of internet connections. The study found that there is a 
significant relationship between internet use and digital payment usage, wherein using 
digital payment services or products means increasing financial inclusion. In addition, 
he also stated that there was a positive and significant interaction between ICT and 
financial inclusion. So from these empirical findings, a hypothesis can be drawn that 
there is a relationship or influence of internet use on financial inclusion. 

 
H5: Internet use has a positive effect on Financial Inclusion 
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Digital Financial 
Product Usage 

(X2) (Y2) 

 

3. Research Methods 
The method in this research is quantitative. The data used in this study are 

primary data and secondary data. The collection method in this research is through 
surveys and literature studies. The independent variable in this study is Financial 
Literacy (X1). The objective variable in this research is the use of digital financial 
products (X2), (Y2), Internet Use (X3), (Y3), and Financial Inclusion (Y1). 

 
 
 
 
 

 
 

Fig. 1.2 Thinking Framework 
 
Each variable has its variable indicator. Following the research conducted by 

(Shen, Hu, and Hueng 2018), indicators on financial literacy variables, use of digital 
financial products, and internet use, and according to (OECD 2016), indicators of 
financial inclusion variables, respectively, are as follows: 

 
Table 1.2 Variable Indicators 

Variable Variable Indicators 

Financial 
Literacy (X1) 

Education (LK1) 

Income (LK2) 

Bank   Commercial    Financial    
Product 

(LK3) 
Bank Commercial Loan (LK4) 

Credit Card (LK5) 

Commercial Insurance (LK6) 

Share (LK7) 

Digital 
Financial 
Product

 Usag

Internet Financial Product (DFP1) 

Internet Loan (DFP2) 

Internet Consumer Product 
(DFP3) 

Financial 
Literacy 
(X1) 

 

  

Internet 
Usage (X3) 
(Y3) 

 

 
Financial 

Inclusion (Y1) 
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Digital Financial 
Product Usage 

(X2) (Y2) 

 

3. Research Methods 
The method in this research is quantitative. The data used in this study are 

primary data and secondary data. The collection method in this research is through 
surveys and literature studies. The independent variable in this study is Financial 
Literacy (X1). The objective variable in this research is the use of digital financial 
products (X2), (Y2), Internet Use (X3), (Y3), and Financial Inclusion (Y1). 

 
 
 
 
 

 
 

Fig. 1.2 Thinking Framework 
 
Each variable has its variable indicator. Following the research conducted by 

(Shen, Hu, and Hueng 2018), indicators on financial literacy variables, use of digital 
financial products, and internet use, and according to (OECD 2016), indicators of 
financial inclusion variables, respectively, are as follows: 

 
Table 1.2 Variable Indicators 

Variable Variable Indicators 

Financial 
Literacy (X1) 

Education (LK1) 

Income (LK2) 

Bank   Commercial    Financial    
Product 

(LK3) 
Bank Commercial Loan (LK4) 

Credit Card (LK5) 

Commercial Insurance (LK6) 

Share (LK7) 

Digital 
Financial 
Product

 Usag

Internet Financial Product (DFP1) 

Internet Loan (DFP2) 

Internet Consumer Product 
(DFP3) 

Financial 
Literacy 
(X1) 

 

  

Internet 
Usage (X3) 
(Y3) 

 

 
Financial 

Inclusion (Y1) 

e (X2), (Y2) Crowd Funding (DFP4) 

Internet 
Usage (X3), 

(Y3) 

Online Duration (PI1) 

Internet Dependency (PI2) 

Third-Party Payment (PI3) 

Inklusi 
Keuangan (Y1) 

Product Holding (IK1) 

Product Choice (IK2) 

Product Awareness (IK3) 

Seeking Alternatives (IK4) 

 
 

4. Results and Discussion 
4.1. SEM-PLS Analysis 

The data processing in this study used the SEM-PLS analysis method with the 
Smart PLS 3.0 application. The data obtained from filling in the respondent's 
questionnaire is 1 in a data tab of the CSV type ( Comma Separated Values) for later 
analysis in the SEM-PLS Smart PLS 3.0 application. 
 Measurement Model Evaluation Results ( Outer Model ) 

 
Table 4.1 Outer Loading and AVE. Values 

 
Variable AVE Indicator Outer Loading Value Description 

 
 
 
 

Financial Literacy 

 
 
 
 

0,802 

LK1 0,851 Valid 
LK2 0,500 Invalid 
LK3 0,794 Valid 
LK4 0,753 Valid 
LK5 0,654 Invalid 
LK6 0,817 Valid 
LK7 0,573 Invalid 

 
Digital Financial 
Product Usage 

 
 

0,624 

DFP1 0,864 Valid 
DFP2 0,640 Invalid 
DFP3 0,826 Valid 
DFP4 0,876 Valid 

 
Internet Usage 

 
0,709 

PI1 0,811 Valid 
PI2 0,779 Valid 
PI3 0,822 Valid 

 
 

Fianacial Inclusion 

 
 

0,647 

IK1 0,730 Valid 
IK2 0,735 Valid 
IK3 0,860 Valid 
IK4 0,829 Valid 
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4.2. Convergent validity 
Convergent validity aims to determine the validity of each relationship between the 

indicator and its construct or latent variable. An indicator with a loading factor or outer 
loading value meets convergent validity if it has an outer loading value > v0.7 (Ghozali, 
2016). Convergent validity can also be expressed using the average variance extracted 
(AVE) value. The AVE value is at least greater than 0.5. 

Based on Table 4.1, it is known that there are indicator variables that have an Outer 
Loading value < 0.7, namely the DFP2, LK2, LK5, and LK variable indicators, so that they 
do not interfere with further analysis, these variable indicators are not included in the 
next stage of testing. Otherwise, based on the Average value Variance Extracted (AVE), 
all variables have an AVE value > 0.5. This shows that the latent variable can explain 
more than 50% of the variance of the indicators. So from Table 4.2, it can be said that all 
indicators and constructs in the model have met. Valid Convergent test criteria, which 
means and is used in research and can be analyzed further. 

 
4.3. Discriminant Validity 

The discriminant validity of the measurement model was assessed based on cross-
loading measurement with the construct. An indicator is declared to meet the 
requirements of discriminant validity if the value of the cross-loading indicator on the 
variable is the largest compared to other variables (Ghozali, 2016). 
The following is the cross-loading value of each research indicator. 

 
Table 4.2 Cross Loading Value 

 Financial 
Literacy 

Digital
 Financia

l Products 

Internet Usage Financial 
Inclusion 

LK1 0.915 0.414 0.668 0.485 
LK3 0.744 0.489 0.472 0.561 

LK4 0.826 0.372 0.458 0.446 
LK6 0.873 0.41 0 0.578 0.452 

DFP1 0.534 0.896 0.476 0.649 
DFP3 0.381 0.878 0.317 0.576 

DFP4 0.424 0.913 0.275 0.67 0 
PI1 0.503 0.361 0.812 0.362 

PI2 0.613 0.265 0.786 0.288 
PI3 0.464 0.344 0.816 0.579 

IK1 0.443 0.404 0.599 0.73 0 
IK2 0.406 0.82 0 0.213 0.742 
IK3 0.522 0.497 0.446 0.856 
IK4 0.465 0.4 00 0.434 0.824 

 
Based on Tab1e 4.2, it is known that each indicator has a cross-loading value on the 

largest variable it forms compared to the cross-loading value on other variables. Thus, 
the indicators used in this study meet the requirements and have good discriminant 
validity in compiling their respective variables. 

In addition to comparing the cross-loading values, discriminant validity can also 
be assessed by comparing the Average Variance Extracted root values (AVE). Following 
the Fornell Larcker Criteria that if the square root value of AVE for each construct is 
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4.2. Convergent validity 
Convergent validity aims to determine the validity of each relationship between the 

indicator and its construct or latent variable. An indicator with a loading factor or outer 
loading value meets convergent validity if it has an outer loading value > v0.7 (Ghozali, 
2016). Convergent validity can also be expressed using the average variance extracted 
(AVE) value. The AVE value is at least greater than 0.5. 

Based on Table 4.1, it is known that there are indicator variables that have an Outer 
Loading value < 0.7, namely the DFP2, LK2, LK5, and LK variable indicators, so that they 
do not interfere with further analysis, these variable indicators are not included in the 
next stage of testing. Otherwise, based on the Average value Variance Extracted (AVE), 
all variables have an AVE value > 0.5. This shows that the latent variable can explain 
more than 50% of the variance of the indicators. So from Table 4.2, it can be said that all 
indicators and constructs in the model have met. Valid Convergent test criteria, which 
means and is used in research and can be analyzed further. 

 
4.3. Discriminant Validity 

The discriminant validity of the measurement model was assessed based on cross-
loading measurement with the construct. An indicator is declared to meet the 
requirements of discriminant validity if the value of the cross-loading indicator on the 
variable is the largest compared to other variables (Ghozali, 2016). 
The following is the cross-loading value of each research indicator. 

 
Table 4.2 Cross Loading Value 

 Financial 
Literacy 

Digital
 Financia

l Products 

Internet Usage Financial 
Inclusion 

LK1 0.915 0.414 0.668 0.485 
LK3 0.744 0.489 0.472 0.561 

LK4 0.826 0.372 0.458 0.446 
LK6 0.873 0.41 0 0.578 0.452 

DFP1 0.534 0.896 0.476 0.649 
DFP3 0.381 0.878 0.317 0.576 

DFP4 0.424 0.913 0.275 0.67 0 
PI1 0.503 0.361 0.812 0.362 

PI2 0.613 0.265 0.786 0.288 
PI3 0.464 0.344 0.816 0.579 

IK1 0.443 0.404 0.599 0.73 0 
IK2 0.406 0.82 0 0.213 0.742 
IK3 0.522 0.497 0.446 0.856 
IK4 0.465 0.4 00 0.434 0.824 

 
Based on Tab1e 4.2, it is known that each indicator has a cross-loading value on the 

largest variable it forms compared to the cross-loading value on other variables. Thus, 
the indicators used in this study meet the requirements and have good discriminant 
validity in compiling their respective variables. 

In addition to comparing the cross-loading values, discriminant validity can also 
be assessed by comparing the Average Variance Extracted root values (AVE). Following 
the Fornell Larcker Criteria that if the square root value of AVE for each construct is 

greater than the correlation value between constructs and other constructs in the 
model, then the model is said to have a good discriminant validity value (Henseler et al., 
201 

Table 4.3 Fornell Larcker Criteria Values 
 Digital Financial 

Products 
Financial 
Inclusion 

Financial 
Literacy 

Internet Usage 

Digital Financial 
Products 

0.896    

Financial 
Inclusion 

0.708 0.790   

Financial 
Literacy 

0.503 0.580 0.842  

Internet Usage 0.402 0.517 0.653 0.805 
 
Table 4.3 above shows that all values of the square root of AVE or Fornell Larcker 

Criteria of each construct are greater than the correlation between constructs and 
other constructs. So it can be said that all the constructs in the estimated model have 
met the criteria for the Discriminant Validity test. 

 
4.4. Reliability Test 

The reliability test was conducted to know the instrument's consistency as a 
measuring instrument so that the results of a measurement can be trusted. The 
reliability of a model can be seen in 2 ways, namely the Cronbach's Alpha value and the 
Composite Reliability value. 

 
Table 4.4 Cronbach's Alpha Value and Composite Reliability 

 Alpha Cronbach Composite 
Reliability 

Information 

Digital Financial Products 0.877 0.924 Trusted 
Financial Inclusion 0.800 0.868 Trusted 
Financial Literacy 0.861 0.906 Trusted 

Internet Usage 0.728 0.846 Trusted 

Table 4.4 shows that the value of Cronbach's Alpha and 
Composite Reliability of all variables is above 0.7. Thus, it 

 
 Structural Model Evaluation Results ( Inner Model ) 

Evaluation of the structural or inner model used to predict latent relationships 
between variables. Following (Jogiyanto 2009), in this study, the authors measure the 
structural model with the value of the Coefficient of Determination (R2 ), Predictive 
Relevance (Q2 ), and Goodness Fit Index (GoF). This shows that the relationship between 
constructs is robust (robust). So that hypothesis testing can be done. 

 
4.4.1. Coefficient of Determination (R 2 ) 

Analysis of Variance (R2) or Determination Test is used to determine the effect of 
the independent variable on the dependent variable. Jogiyanto (2009) provides criteria 
for the value of R2 in three classification categories, namely the value of R2 0.67 as 
substantial (strong), 0.33 as moderate, and 0.19 as weak. The following is the value of the 
coefficient of determination (R2 ) from the results of the SEM-PLS data. 
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Table 4.5 Coefficient of Determination Value (R 2 ) 

 R Square (R 2 ) category 

Digital Financial 
Products 0.253 moderate 

Financial Inclusion 0.585 moderate 

Internet Usage 0.426 moderate 

 
Table 4.5 above shows that the variable using Digital Financial Products has an R2 

of 0.253; this means that the construct of Digital Financial Products can be explained by 
the financial literacy variable of 0.253 or 25.3%, while other variables outside the model 
explain the remaining 74.7%. Study. The Financial Inclusion variable has an R-value of 

0.585. This means that the Financial Inclusion construct can be explained by 
Financial Literacy, Use of Digital Financial Products, and Internet Use of 0.585 or 58.5%. 
In comparison, the remaining 41.5% is explained by other variables outside Research 
Model. The variable of Internet use has an R-value of 0.426, which means that the 
construct of Internet use can be explained by the Financial Literacy can be said that the 
four variables have reliable reliability because they meet the Reliability test criteria. variable of 
0.426 or 42.6%. Other variables outside the research model explain the remaining 57.4%. 
From the results of R2 above, it can be seen that the existing category of coefficient of 
determination is moderate, and none is weak, so the analysis can be continued. 

 
4.4.2. Predictive Relevance (Q 2 ) 

Predictive Relevance (Q2) or often called predictive sample reuse, was developed by 
Stone (1974) and, Geisser (1975), Ghozali & Latan (2015). This technique can represent the 
synthesis of cross-validation and fitting functions with predictions of observed variables 
and estimates of construct parameters. The value of Q2 > 0 indicates that the observed 
values have been built well with a relevant predictors model. While the value of Q2 < 0 
indicates no predictive relevance. The calculation formula for Q2 is as follows: 

 
Q2 = 1-(1-R 1 2 ) (1-R 2 2 )… …( 1-R p 2 ) 
With the value of R2 in accordance with table 4.6, 
then: 
Q2= 1-[((1-(0,253) 2 ) ((1-0,585) 2 ) ((1-0.426) 2 
)] 
Q2 = 1-[(0.935 )( 0.658)(0.818)] 
Q2 = 1-0.503 
Q2 = 0.496 
 
The calculated Q2 value is 0.496 or Q2 > 0. This indicates that the model has 

predictive relevance. 
 

4.4.3. Match Index (GoF) 
The Goodness of Fit Index was used to validate the overall structural model. This 

index is a single measure to validate the measurement and structural models' combined 
performance. This GoF value is obtained through the average commonality index (AVE) 
square root multiplied by the model mean value R2. GoF values range from 0 to 1 with 
the interpretation of values: 0.1 = small GoF, 0.25 = moderate GoF and 0.36 = large GoF 
(Ghozali and Latan, 2015). GoF calculation formulas are as follows : 
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Table 4.5 Coefficient of Determination Value (R 2 ) 

 R Square (R 2 ) category 

Digital Financial 
Products 0.253 moderate 

Financial Inclusion 0.585 moderate 

Internet Usage 0.426 moderate 

 
Table 4.5 above shows that the variable using Digital Financial Products has an R2 

of 0.253; this means that the construct of Digital Financial Products can be explained by 
the financial literacy variable of 0.253 or 25.3%, while other variables outside the model 
explain the remaining 74.7%. Study. The Financial Inclusion variable has an R-value of 

0.585. This means that the Financial Inclusion construct can be explained by 
Financial Literacy, Use of Digital Financial Products, and Internet Use of 0.585 or 58.5%. 
In comparison, the remaining 41.5% is explained by other variables outside Research 
Model. The variable of Internet use has an R-value of 0.426, which means that the 
construct of Internet use can be explained by the Financial Literacy can be said that the 
four variables have reliable reliability because they meet the Reliability test criteria. variable of 
0.426 or 42.6%. Other variables outside the research model explain the remaining 57.4%. 
From the results of R2 above, it can be seen that the existing category of coefficient of 
determination is moderate, and none is weak, so the analysis can be continued. 

 
4.4.2. Predictive Relevance (Q 2 ) 

Predictive Relevance (Q2) or often called predictive sample reuse, was developed by 
Stone (1974) and, Geisser (1975), Ghozali & Latan (2015). This technique can represent the 
synthesis of cross-validation and fitting functions with predictions of observed variables 
and estimates of construct parameters. The value of Q2 > 0 indicates that the observed 
values have been built well with a relevant predictors model. While the value of Q2 < 0 
indicates no predictive relevance. The calculation formula for Q2 is as follows: 

 
Q2 = 1-(1-R 1 2 ) (1-R 2 2 )… …( 1-R p 2 ) 
With the value of R2 in accordance with table 4.6, 
then: 
Q2= 1-[((1-(0,253) 2 ) ((1-0,585) 2 ) ((1-0.426) 2 
)] 
Q2 = 1-[(0.935 )( 0.658)(0.818)] 
Q2 = 1-0.503 
Q2 = 0.496 
 
The calculated Q2 value is 0.496 or Q2 > 0. This indicates that the model has 

predictive relevance. 
 

4.4.3. Match Index (GoF) 
The Goodness of Fit Index was used to validate the overall structural model. This 

index is a single measure to validate the measurement and structural models' combined 
performance. This GoF value is obtained through the average commonality index (AVE) 
square root multiplied by the model mean value R2. GoF values range from 0 to 1 with 
the interpretation of values: 0.1 = small GoF, 0.25 = moderate GoF and 0.36 = large GoF 
(Ghozali and Latan, 2015). GoF calculation formulas are as follows : 

 

GoF = √AVE x R2 
With the AVE value in table 4.1 and the R2 according to table 4.5, then: 
GoF = √0,695 x 0,421 GoF = √0,292 
GoF = 0,540 
GoF Nilai value count is 0.540. Thus, it can be said that the calculated GoF value is 

included in the large GoF category, where increasing the GoF value means that the 
description of the model is appropriate. 

 
 Hypothesis test 

The test statistic used is the t statistic or t-test; the application of the resampling 
method allows the data to be freely distributed, does not require the assumption of a 
normal distribution, and does not require a large sample. 

The t-test or partial test is used to determine the effect of the independent 
variable on the variable part. The T-test was carried out using a comparison between 
the results of the path coefficients indicated by the T- statistics with the T- table. If the T 
- statistic value is higher than the value of the T-table, it means that there is an influence 
between the independent variables and partially on the variables. For the 95% 
confidence level and the significant value (α) 5%, the T- table value for the two-tailed 
hypothesis is > 1.96 (Jogiyanto, 2009). Another method compares the probability value 
(P_value) to the significant value (α). If the P_ value is less than the value of, then there 
is an influence between the independent variables partially on certain variables. 

 

 
Fig. 4.1. Bootstrapping Model 

There are 7 results in this study. Namely, 5 direct effects (direct effects ) and 2 
indirect effects (indirect effects ). From the bootstrap method with PLS, the results of 
hypothesis testing are as follows: 
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Table 4.6 Hypothesis Testing Results 
 Road Coef. T Statistics P-value Conclusion 

Direct Effect ( Direct Effect ) 
Financial Literacy -> Financial 

Inclusion 
0.197 8,980 0.000 Significant. 

Hypothesis accepted 
Financial Literacy -> use of 
Digital Financial Products 

0.503 7.231 0.000 Significant. 
Hypothesis accepted 

Financial Literacy -> internet 
usage 

0.653 13,379 0.000 Significant. 
Hypothesis accepted 

Use of Digital Financial 
Products - 

> Financial Inclusion 

0.540 9.706 0.000 Significant. 
Hypothesis accepted 

Internet usage -> Financial 
inclusion 

0.172 2,535 0.012 Significant. 
Hypothesis accepted 

Indirect Effect ( Specific Indirect Effect – Mediation Effect ) 
Financial Literacy -> Use of 
Digital Financial Products -> 

Financial Inclusion 

 
0.112 

 
6.579 

 
0.000 

 
Significant. 

Financial literacy -> Internet 
use -> Financial inclusion 

0.272 2.456 0.014 Significant. 

 
5. Conclusion and Suggestions 
5.1. Conclusion 
The conclusions of this study are: 
 Financial literacy, the use of Digital Financial Products, and the use of the internet 

positively influence financial inclusion. Sufficient knowledge of finance will give 
people confidence and make the right decisions to use financial products that 
automatically increase the value of financial inclusion, especially for MSME actors in 
Bandar Lampung City. 

 Financial literacy has a positive influence on Digital Financial Products and internet 
usage. Public knowledge related to finance directly becomes an important factor for 
people to use digital financial products and the internet. This illustrates that if the 
public lacks information related to finance, they are also reluctant to use the 
internet or digital financial products because there is an information gap regarding 
the benefits and how to use them. 

 The use of Digital Financial Products and the use of the internet are the links for the 
influence of financial literacy on financial inclusion. This can be interpreted that the 
use of the internet, and the use of Digital Financial Products can be a promotional 
media for increasing financial knowledge and indirect financial 

inclusion. The limitations of public access to the financial inclusion system and the 
low level of financial literacy can be overcome by increasing the ease of access and 
affordability of digital financial products and the use of the internet. 

 
5.2. Suggestion 
 There is limited literature and theoretical support on the use of digital financial 

products and the use of the internet, which indirectly affect financial literacy on 
financial inclusion. Therefore, more extensive research is needed to get a better 
result and picture the future of dating. 

 The financial inclusion target launched by the government will be easily overcome if 
our society, especially MSME actors, gets good provisions related to literacy or 
information and financial products. 
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Table 4.6 Hypothesis Testing Results 
 Road Coef. T Statistics P-value Conclusion 

Direct Effect ( Direct Effect ) 
Financial Literacy -> Financial 

Inclusion 
0.197 8,980 0.000 Significant. 

Hypothesis accepted 
Financial Literacy -> use of 
Digital Financial Products 

0.503 7.231 0.000 Significant. 
Hypothesis accepted 

Financial Literacy -> internet 
usage 

0.653 13,379 0.000 Significant. 
Hypothesis accepted 

Use of Digital Financial 
Products - 

> Financial Inclusion 

0.540 9.706 0.000 Significant. 
Hypothesis accepted 

Internet usage -> Financial 
inclusion 

0.172 2,535 0.012 Significant. 
Hypothesis accepted 

Indirect Effect ( Specific Indirect Effect – Mediation Effect ) 
Financial Literacy -> Use of 
Digital Financial Products -> 

Financial Inclusion 

 
0.112 

 
6.579 

 
0.000 

 
Significant. 

Financial literacy -> Internet 
use -> Financial inclusion 

0.272 2.456 0.014 Significant. 

 
5. Conclusion and Suggestions 
5.1. Conclusion 
The conclusions of this study are: 
 Financial literacy, the use of Digital Financial Products, and the use of the internet 

positively influence financial inclusion. Sufficient knowledge of finance will give 
people confidence and make the right decisions to use financial products that 
automatically increase the value of financial inclusion, especially for MSME actors in 
Bandar Lampung City. 

 Financial literacy has a positive influence on Digital Financial Products and internet 
usage. Public knowledge related to finance directly becomes an important factor for 
people to use digital financial products and the internet. This illustrates that if the 
public lacks information related to finance, they are also reluctant to use the 
internet or digital financial products because there is an information gap regarding 
the benefits and how to use them. 

 The use of Digital Financial Products and the use of the internet are the links for the 
influence of financial literacy on financial inclusion. This can be interpreted that the 
use of the internet, and the use of Digital Financial Products can be a promotional 
media for increasing financial knowledge and indirect financial 

inclusion. The limitations of public access to the financial inclusion system and the 
low level of financial literacy can be overcome by increasing the ease of access and 
affordability of digital financial products and the use of the internet. 

 
5.2. Suggestion 
 There is limited literature and theoretical support on the use of digital financial 

products and the use of the internet, which indirectly affect financial literacy on 
financial inclusion. Therefore, more extensive research is needed to get a better 
result and picture the future of dating. 

 The financial inclusion target launched by the government will be easily overcome if 
our society, especially MSME actors, gets good provisions related to literacy or 
information and financial products. 

 To facilitate public access, especially MSME actors, in utilizing digital products, 
financial service providers must be more active in marketing digital financial 
products, which will directly impact financial inclusion and, of course, can increase 
productivity and profits for MSME actors. 
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ABSTRACT 
Investors who have high overconfidence indicated by a high rate of miscalculation 

will tend to overestimate the price of securities so that they unknowingly buy securities 
at a higher price or sell securities at a price lower than their fundamental value, causing 
transaction losses. This paper discusses the overconfident and predictive accuracy of 
stock prices in the Indonesian Islamic capital market with an experimental laboratory 
setting to observe investor responses when they receive valuable information. The 
research design classifies investors into three groups based on overconfidence scores. 
This study uses two types of treatment, namely market conditions without information 
and markets receiving bad news. The results show that overconfident investors tend to 
overestimate the accuracy of their knowledge and information so that they produce 
higher average and error price predictions than investors who are low overconfident 
across all experimental market sessions. This evidence suggests that highly confident 
investors engage in self-deceptive behavior. The results also show that investors who 
are overconfident do not always suffer losses even though they have higher average 
prediction errors or prices than investors who are overconfident low. 
Keywords: Overconfident, self-deception, price error (prediction), transaction loss 

 
INTRODUCTION 

The basic theory of standard finance, as described by Fama, (1970), is that the 
market is efficient. Market efficiency means that the price of security stays at fair value, 
even if some investors make mistakes due to bias. In an efficient market, investors are 
considered as rational, impartial, and consistent actors, who make optimal investment 
decisions, without being influenced by their souls or emotions (Haseeb et al., 2019). 
However, psychological research shows that investors as decision-makers are not 
always rational (De Bont & Thaler, 1985). Irrational investors disrupt the market, by 
buying when prices are high and selling when prices are low, while rational investors 
move prices closer to their fundamental values, by buying when prices are low and 
selling when prices are high (Blasco et al., 2012). 

One aspect of irrational behavior that most people suffer from is being 
overconfident. Overconfident investors exaggerate the information collected, 
overestimate their own information, have predictive ability, and ignore the real facts (Ali 
& Haseeb, 2019). Daniel et al., (1998) define overconfidence as an overreaction to the 
accuracy of private information signals and an underreaction to public information 
signals. Benos, (1998), Glaser & Weber, (2007), Hirshleifer & Luo, (2001), Barber & Odean, 
(1999), mention that overconfident investors tend to trade too much based on their own 
information. Empirical research has also shown that overconfidence leads to lower 
profits (Biais et al., (2005); Glaser et al., (2013); Deaves et al., (2010); Graham et al., (2006); 
Kempf et al., (2014) Overconfident behavior is also associated with trading volume and 
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frequency (Grinblatt & Keloharju, 2009). Another effect of overconfidence causes 
investors to underestimate risk or tend to ignore risk (Pompian, 2006). stock is the risk 
of falling stock prices (capital loss). Information related to global markets, 
macroeconomics, and the issuer's fundamentals can be used to explain the increase or 
decrease in stock prices. The existence of good news and bad news can cause stock 
prices to rise and fall. Furthermore, investor response to the news will cause price 
prediction errors. 

Empirical research shows that investors tend to fail to keep prediction errors low 
because they engage in overconfident behavior in the securities market. Therefore, they 
tend to experience trading losses (Barber & Odean, 1999; Raghubir et al., 1999). These 
findings indicate that overconfident investors experience trading losses because they do 
not realize that their predictions deviate relatively far from the prevailing market price. 
This phenomenon shows that investors engage in self-deception because they 
overestimate their knowledge and information (Trivers, 2004). Although other empirical 
evidence suggests that overconfident behavior does not always end in harm (DeLong, 
Shleifer, Summers, 1990); Hirshleifer & Luo, (2001); Gervais & Odean, (2001). 

Many studies focusing on investor overconfidence in capital markets in developed 
countries have been carried out, both through experimental studies and questionnaires. 
However, this field is under-explored in emerging markets (Ziane & Abaoub, 2010). As far 
as researchers know, in Indonesia, there has been no researcher who has proven the 
effect of overconfident behavior on price predictions in the Indonesian Islamic stock 
market by using a quasi-experimental experiment. We chose this subject for several 
reasons. First, there is a methodological gap in overconfidence behavior in the 
Indonesian Islamic capital market. In addition, very little research has been conducted 
on overconfidence behavior in the Islamic capital market in Indonesia and in the Islamic 
capital market in general. Second, over the last few years, the rapid growth of the 
Islamic capital market with the achievement of sharia share capitalization in 2019 of IDR 
3,666.69 trillion and non-stock sharia asset capitalization of IDR 1,363.43 trillion. As the 
largest Muslim country, Indonesia is attractive for Muslim investors in the world to 
invest and compare overconfident behavior in Muslim countries. The results of the 
study were motivated to explore papers on the effect of overconfidence behavior on 
investors' stock price prediction accuracy, to examine the effect of bad news on stock 
price accuracy, and to examine the effect of overconfidence on investors' investment 
returns as a phenomenon predicted by the Self-Deception Theory. This overconfident 
behavior can be detected from the magnitude of the error in predicting stock prices. 
The more overconfident an investor's behavior is, the more errors there will be. In this 
study, based on their overconfident level, participants were classified into three 
categories referring to Klayman et al., (1999), namely (1) IOT, investors with high 
overconfident behavior, (2) IOR, low overconfident investors, and (3) investors 
moderately overconfident (IOM) behavior. The findings of this study will contribute to 
the Behavioral Finance theory related to stock price predictions in making investment 
decisions in the Islamic capital market. 

This paper is structured as follows: Section 2 presents the related literature, and 
Section 3 describes the experimental design. Section 4 discusses the results. Finally, 
Section 5 concludes. 
 
2. Literature Review 

The overconfidence phenomenon is the tendency of unwitting decision-makers to 
give excessive weight to the accuracy of their knowledge and information accuracy and 
ignore publicly available information (Lichtenstein & Fischhoff, (1977); Taylor & Brown, 
(1988); J. Russo & Schoemaker, (1992)). Overconfidence is the belief that individuals have 
more knowledge or skills than the actual facts in a particular domain or task (Russo & 
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frequency (Grinblatt & Keloharju, 2009). Another effect of overconfidence causes 
investors to underestimate risk or tend to ignore risk (Pompian, 2006). stock is the risk 
of falling stock prices (capital loss). Information related to global markets, 
macroeconomics, and the issuer's fundamentals can be used to explain the increase or 
decrease in stock prices. The existence of good news and bad news can cause stock 
prices to rise and fall. Furthermore, investor response to the news will cause price 
prediction errors. 

Empirical research shows that investors tend to fail to keep prediction errors low 
because they engage in overconfident behavior in the securities market. Therefore, they 
tend to experience trading losses (Barber & Odean, 1999; Raghubir et al., 1999). These 
findings indicate that overconfident investors experience trading losses because they do 
not realize that their predictions deviate relatively far from the prevailing market price. 
This phenomenon shows that investors engage in self-deception because they 
overestimate their knowledge and information (Trivers, 2004). Although other empirical 
evidence suggests that overconfident behavior does not always end in harm (DeLong, 
Shleifer, Summers, 1990); Hirshleifer & Luo, (2001); Gervais & Odean, (2001). 

Many studies focusing on investor overconfidence in capital markets in developed 
countries have been carried out, both through experimental studies and questionnaires. 
However, this field is under-explored in emerging markets (Ziane & Abaoub, 2010). As far 
as researchers know, in Indonesia, there has been no researcher who has proven the 
effect of overconfident behavior on price predictions in the Indonesian Islamic stock 
market by using a quasi-experimental experiment. We chose this subject for several 
reasons. First, there is a methodological gap in overconfidence behavior in the 
Indonesian Islamic capital market. In addition, very little research has been conducted 
on overconfidence behavior in the Islamic capital market in Indonesia and in the Islamic 
capital market in general. Second, over the last few years, the rapid growth of the 
Islamic capital market with the achievement of sharia share capitalization in 2019 of IDR 
3,666.69 trillion and non-stock sharia asset capitalization of IDR 1,363.43 trillion. As the 
largest Muslim country, Indonesia is attractive for Muslim investors in the world to 
invest and compare overconfident behavior in Muslim countries. The results of the 
study were motivated to explore papers on the effect of overconfidence behavior on 
investors' stock price prediction accuracy, to examine the effect of bad news on stock 
price accuracy, and to examine the effect of overconfidence on investors' investment 
returns as a phenomenon predicted by the Self-Deception Theory. This overconfident 
behavior can be detected from the magnitude of the error in predicting stock prices. 
The more overconfident an investor's behavior is, the more errors there will be. In this 
study, based on their overconfident level, participants were classified into three 
categories referring to Klayman et al., (1999), namely (1) IOT, investors with high 
overconfident behavior, (2) IOR, low overconfident investors, and (3) investors 
moderately overconfident (IOM) behavior. The findings of this study will contribute to 
the Behavioral Finance theory related to stock price predictions in making investment 
decisions in the Islamic capital market. 

This paper is structured as follows: Section 2 presents the related literature, and 
Section 3 describes the experimental design. Section 4 discusses the results. Finally, 
Section 5 concludes. 
 
2. Literature Review 

The overconfidence phenomenon is the tendency of unwitting decision-makers to 
give excessive weight to the accuracy of their knowledge and information accuracy and 
ignore publicly available information (Lichtenstein & Fischhoff, (1977); Taylor & Brown, 
(1988); J. Russo & Schoemaker, (1992)). Overconfidence is the belief that individuals have 
more knowledge or skills than the actual facts in a particular domain or task (Russo & 

Schoemaker, 2016). According to Moore & Healy (2008), overconfidence usually appears 
in three different forms. The first is misestimation. This form of overconfidence occurs 
when people misestimate quantities, usually for predictable things. The second is 
misplacement. This form of overconfidence relates to relative comparisons which 
reflects a tendency to overestimate themselves when comparing themselves to others. 
others. Third, misprecision that is beliefs predict or estimate quantities more accurately 
than actual facts. When receiving bad news or information, overconfident individuals 
tend to determine lower predictive values compared to more rational individuals, 
resulting in higher average prediction errors (Taylor & Brown, 1988; Russo & 
Schoemaker, 1992; Palomino & Sadrieh, 1988). 2011). Differences in the level or level of 
overconfidence will cause differences in interpreting and evaluating information so that 
it will result in differences in finding solutions (Griffin & Tversky, 1992a). Another effect 
of overconfidence behavior is the tendency of investors to trade in the stock market too 
much (Barber & Odean, 2001; Graham, et al. 2006; Daniel & Hirshleifer, 2015). 

According to Klayman et al., (1999) and Kufepaksi, (2008), a person's confidence 
level can be identified through a confidence level calibration test. A calibration test is a 
procedure to test and identify the combination of knowledge level and confidence level 
that forms a person's level of confidence based on a specific questionnaire designed 
specifically for this purpose. The level of overconfidence is measured by the 
overconfidence score, which is the average probability confidence level minus the 
average percentage of the correct answer values. If the average confidence probability is 
lower than the average proportion of truth in the judgment, this situation will result in a 
negative score reflecting insecure behavior. On the other hand, if the average 
confidence probability is higher than the average proportion of truth in the judgment, 
this situation will result in a positive overconfidence score. The value of overconfidence 
has three levels: low, medium, and high. 

The difference between the level of excessive trust will lead to differences in 
interpreting and evaluating information that results in different solutions (Kahneman & 
Tversky, (1977, 2001); Griffin & Tversky, (1992). Most of the psychological findings have 
the same conclusion that overconfidence behavior self tends to encourage decision-
makers to make inaccurate predictions that result in prediction errors more than 
rational (more informed) ones. This conclusion confirms the theory of self-deception 
(Trivers, 2004). According to Trivers, 2004, people cannot perfectly control indicators of 
their true internal state. This creates options for the ability to read subtle cues such as 
facial expressions, eye contact, posture, tone of voice, and speech tempo to infer the 
mental state of another individual. According to self-deception theory, individuals are 
designed to think they are better (smarter, stronger) than they really are. The theory 
explains and predicts that when decision-makers unconsciously perceive that they have 
above-average abilities, their thinking patterns will guide them to manage their 
perceptions by seeking other information or arguments to support their behavior and 
ignoring other information that contradicts their behavior. In these situations, decision-
makers follow their false beliefs leading them to engage in overconfident behavior that 
implies self-deception. 
 
2.1 Investor reaction when the market is without any information 

Psychological research has shown that people tend to engage in overconfident 
behavior when faced with uncertain conditions, especially when they encounter very 
difficult problems (Juslin et al., 1999; Klayman et al., 1999; Soll & Klayman, 2004). In an 
uncertain situation such as in the pre-opening period, highly overconfident investors 
tend to overestimate the accuracy of the level of knowledge and accuracy of the 
information, so they tend to produce high prediction errors. In contrast, low 
overconfident investors who generally have sufficient knowledge than high 
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overconfident investors realize that they are individuals who have limited abilities and 
knowledge, so they tend to trade with caution. 

This behavior tends to result in lower prediction errors than highly overconfident 
investors. This phenomenon shows that highly overconfident investors have carried out 
self-deceptive behavior because their perception of ability does not match the actual 
reality. Empirical research shows that investors tend to practice overconfident behavior 
in pre-opening markets which is reflected in higher average prediction errors than 
rational ones (Bloomfield et al., 1999; Kirchler & Maciejovsky, 2002; Friedman, 2016). 

H1: Investors with high overconfidence have a higher average prediction error than 
investors with low overconfidence in the pre-opening market. 

Because highly overconfident investors make higher average prediction errors, 
they will suffer transaction losses. This loss indicates that there will be a transfer of 
wealth from high overconfident investors to low overconfident investors (Kufepaksi, 
2007). 

H2: Highly overconfident investors suffer transaction losses in the pre-opening 
period 

2.2 Investor reaction when the market gives bad news 
The size of the increase in market prices due to the influence of news or 

information is determined by a person's optimism and pessimism about the strength of 
the information or event in question (Griffin & Tversky, 1992). Bad news for an investor 
is information that conveys an unsatisfactory message that will lower the stock market 
price. The decline in stock market prices will reduce the level of shareholder wealth 
(Shleifer, 2002; Daniel et al., 1998). 

When less and more informed investors receive bad news, their predictive value 
will also not be accurate but high overconfident investors will result in a higher average 
error price than low overconfident. Empirical research shows that when receiving bad 
news, high overconfident investors tend to show a larger average price error than low 
overconfident investors leading to transaction losses (Bloomfield et al., 1999; Bloomfield 
& Libby, (1996). 

H3: High overconfident investors commit a higher average of price errors than low 
overconfident investors when the market signals bad news 

Because highly overconfident investors make higher average prediction errors, 
they will suffer transaction losses. This loss indicates that there will be a transfer of 
wealth from high overconfident investors to low overconfident investors. 

H4: Highly overconfident investors suffer transaction losses when the market 
signals bad news. 
 
3. Experimental Design 

Participants in this study were undergraduate students who had taken minimal 
courses on financial management, investment management, and capital markets and 
had never invested in the capital market. The use of students as subjects because they 
represent genuine characteristics that can be manipulated easily in experiments. In 
addition, students have adequate academic requirements that will facilitate their 
understanding of investment (Kufepaksi, 2007). There were 30 participants who had 
followed and passed the calibration test referring to Klayman et al., (1999). Based on the 
overconfident level, the thirty participants will be classified into three groups, each 
consisting of 10 participants, namely the investor group with (1) the highest, (2) 
moderate, and (3) the lowest overconfident level. These three groups of investors will 
trade shares with each other to determine the stock market price. 

This research design is a mixed design between and within-subject design. 
Between subjects, the design compares the effect of the same treatment or treatment 
on different subject groups. Specifically, the between-subject design will compare the 
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overconfident investors realize that they are individuals who have limited abilities and 
knowledge, so they tend to trade with caution. 

This behavior tends to result in lower prediction errors than highly overconfident 
investors. This phenomenon shows that highly overconfident investors have carried out 
self-deceptive behavior because their perception of ability does not match the actual 
reality. Empirical research shows that investors tend to practice overconfident behavior 
in pre-opening markets which is reflected in higher average prediction errors than 
rational ones (Bloomfield et al., 1999; Kirchler & Maciejovsky, 2002; Friedman, 2016). 

H1: Investors with high overconfidence have a higher average prediction error than 
investors with low overconfidence in the pre-opening market. 

Because highly overconfident investors make higher average prediction errors, 
they will suffer transaction losses. This loss indicates that there will be a transfer of 
wealth from high overconfident investors to low overconfident investors (Kufepaksi, 
2007). 

H2: Highly overconfident investors suffer transaction losses in the pre-opening 
period 

2.2 Investor reaction when the market gives bad news 
The size of the increase in market prices due to the influence of news or 

information is determined by a person's optimism and pessimism about the strength of 
the information or event in question (Griffin & Tversky, 1992). Bad news for an investor 
is information that conveys an unsatisfactory message that will lower the stock market 
price. The decline in stock market prices will reduce the level of shareholder wealth 
(Shleifer, 2002; Daniel et al., 1998). 

When less and more informed investors receive bad news, their predictive value 
will also not be accurate but high overconfident investors will result in a higher average 
error price than low overconfident. Empirical research shows that when receiving bad 
news, high overconfident investors tend to show a larger average price error than low 
overconfident investors leading to transaction losses (Bloomfield et al., 1999; Bloomfield 
& Libby, (1996). 

H3: High overconfident investors commit a higher average of price errors than low 
overconfident investors when the market signals bad news 

Because highly overconfident investors make higher average prediction errors, 
they will suffer transaction losses. This loss indicates that there will be a transfer of 
wealth from high overconfident investors to low overconfident investors. 

H4: Highly overconfident investors suffer transaction losses when the market 
signals bad news. 
 
3. Experimental Design 

Participants in this study were undergraduate students who had taken minimal 
courses on financial management, investment management, and capital markets and 
had never invested in the capital market. The use of students as subjects because they 
represent genuine characteristics that can be manipulated easily in experiments. In 
addition, students have adequate academic requirements that will facilitate their 
understanding of investment (Kufepaksi, 2007). There were 30 participants who had 
followed and passed the calibration test referring to Klayman et al., (1999). Based on the 
overconfident level, the thirty participants will be classified into three groups, each 
consisting of 10 participants, namely the investor group with (1) the highest, (2) 
moderate, and (3) the lowest overconfident level. These three groups of investors will 
trade shares with each other to determine the stock market price. 

This research design is a mixed design between and within-subject design. 
Between subjects, the design compares the effect of the same treatment or treatment 
on different subject groups. Specifically, the between-subject design will compare the 

average prediction error (price) of stocks and returns between two groups of investors 
with different levels of overconfidence after receiving the same treatment. Within-
subject design compares the effect of different treatments on the same subject group 
using a repeated measure design. Through this repeated measurement, the same subject 
or participant will be given different treatments repeatedly (Kufepaksi, 2007; Trinugroho 
& Sembel, 2011). 

This experiment will utilize software in the form of a stock trading system which 
will be the main means of answering research questions. The prevailing market in this 
study reflects the Islamic capital market in Indonesia, where the pre-opening market is 
carried out before the main trading session to capture the market price which will be a 
price barometer expected from most market participants in each trading day. The 
market pre-opening in this study lasted approximately 5 minutes so all investors were 
asked to provide their orders representing the number of securities they wish to buy or 
sell at the predicted value of the securities. The experimental design in this study is 
summarized in Table 1, the measurement of the variables in Table 2, and the method of 
testing the hypothesis in Table 3. 

 
4. Hypothesis Testing Results 
4.1 Prediction Error (Price) in Pre-Open session 

Based on Table 4, Panels A, B, and C show that across the three pre-opening 
markets, all investors made valuations related to the value of the stock in order to make 
a profit in the absence of market information. Referring to the uncertain situation, 
investors focus their decisions on their knowledge and confidence. High overconfident 
investors tend to overestimate the accuracy of their knowledge and the accuracy of 
their information, they perform higher stock prediction values than low overconfident 
investors. Therefore, high overconfident investors exhibit higher mean prediction errors 
than low overconfident investors in the three pre-opening markets. The t-test results 
for the mean equations imply that the difference in the mean prediction error between 
high overconfident investors and low overconfident investors in each pre-opening 
market is significant. In other words, high overconfident investors produce significantly 
higher mean prediction errors than low overconfident investors. The findings reflect 
that high overconfident investors cannot prove that they have better knowledge and 
information than low overconfident investors because they fail to produce lower 
predictive errors. Thus, highly overconfident investors engaged in self-deception across 
the three pre-open markets. These findings confirm the results of research by Gervais & 
Odean, (2001); Kufepaksi, (2007). 

High overconfident investors performed overconfident behavior because they 
generated higher prediction errors than low overconfident investors in the three pre-
opening markets, supporting hypothesis 1. 

 
Table 4. Price Prediction Errors 

Market Situation N Average 
Prediction 

Error (Price) 

Standard 
Deviation 

P-Value* 

IOT IOR IOT IOR IOT IOR IOT IOR 
A. Pre-Opening 1 82 82 0,876 0,653 0,473 0,397 0,000 0,000 
B. Pre-Opening 2 82 82 0,906 0,438 1,145 1,200 0,000 0,000 
C. Pre-Opening 3 82 82 0,579 -

0,257 
1,172 0,976 0,000 0,000 

D. Market without 
news 

82 82 0,416 -
0,636 

1,610 1,610 0,000 0,000 

E. Bad news 82 82 1,387 - 2,038 1,769 0,000 0,000 
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0,273 
 
The study also found that when the market gave bad news, high overconfident 

investors decreased their prediction accuracy, while low overconfident investors 
increased prediction accuracy by reducing the average price error (see panels D and E 
in Table 4). This phenomenon indicates that highly overconfident investors practice the 
self-deception hypothesis. When bad news hits the market, high overconfident investors 
increase the average error price by a higher proportion than low overconfident 
investors decrease so the difference in average error price is wider. The calculation 
results imply that highly overconfident investors engage in overconfident behavior 
because they overestimate the accuracy of their knowledge and information in such a 
way as to result in higher mean price errors. Thus, they engage in self-deceptive 
behavior in those trading sessions. These results support hypothesis 3. 
 
4.2. Trading Profit and Loss 

Trading results in the form of investor profits and losses during the trading session 
are presented in Table 5. Table 5 shows that highly overconfident investors who make 
price prediction errors do not always suffer transaction losses. They have profit 
opportunities as presented in panels A, D, and E, even though they make higher average 
predictions or price errors than low overconfident investors. These findings confirm the 
results of previous studies (DeLong, Shleifer, Summers, 1990; Hirshleifer & Luo, 2001; 
Gervais & Odean, 2001). This phenomenon implies that as long as investors are able to 
convey the predictive value of their shares accurately and quickly, they will have a 
greater chance of making a profit even though they produce a higher average prediction 
error or price. 

Table 5. Trading Profit and Loss 
Market Situation N Average Profit 

and Loss 
Standard 
Deviation 

IOT IOR IOT IOR IOT IOR 
A. Pre-Opening 1 32 32 0,422 0,463 0,584 0,653 
B. Pre-Opening 

2 
34 34 -0,051 0,050 0,390 0,553 

C. Pre-Opening 
3 

18 18 -0,195 -0,213 0,251 0,220 

D. market 
without news 

24 24 0,638 0,609 2,504 2,509 

E. Bad news 24 24 0,053 -0,012 0,440 0,446 
 
In addition, because high overconfident investors produce a higher average error 

of prediction than low overconfident investors, they suffer trading losses as presented 
in panels B and C in Table 5. The profits earned by overconfident investors are low. 
Although in panel A, high overconfident investors earn profits, on average the value is 
smaller than those of low overconfident investors. Thus, there is a transfer of wealth 
from high overconfident investors to low overconfident investors and this supports 
Hypothesis 2. When high overconfident investors provide stock value predictions that 
are close to the prevailing market price, they will have a greater chance of making a 
profit, even though their predictions yield positive results. What is interesting to note is 
that although some investors engage in self-deceptive behavior in capital markets, they 
do not necessarily suffer transaction losses as previous empirical research has 
concluded (Barber & Odean, 2000; Raghubir et al., 1999). 

This study finds an interesting result that when receiving bad news, highly 
overconfident investors make a profit even though they have a higher average error 
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0,273 
 
The study also found that when the market gave bad news, high overconfident 

investors decreased their prediction accuracy, while low overconfident investors 
increased prediction accuracy by reducing the average price error (see panels D and E 
in Table 4). This phenomenon indicates that highly overconfident investors practice the 
self-deception hypothesis. When bad news hits the market, high overconfident investors 
increase the average error price by a higher proportion than low overconfident 
investors decrease so the difference in average error price is wider. The calculation 
results imply that highly overconfident investors engage in overconfident behavior 
because they overestimate the accuracy of their knowledge and information in such a 
way as to result in higher mean price errors. Thus, they engage in self-deceptive 
behavior in those trading sessions. These results support hypothesis 3. 
 
4.2. Trading Profit and Loss 

Trading results in the form of investor profits and losses during the trading session 
are presented in Table 5. Table 5 shows that highly overconfident investors who make 
price prediction errors do not always suffer transaction losses. They have profit 
opportunities as presented in panels A, D, and E, even though they make higher average 
predictions or price errors than low overconfident investors. These findings confirm the 
results of previous studies (DeLong, Shleifer, Summers, 1990; Hirshleifer & Luo, 2001; 
Gervais & Odean, 2001). This phenomenon implies that as long as investors are able to 
convey the predictive value of their shares accurately and quickly, they will have a 
greater chance of making a profit even though they produce a higher average prediction 
error or price. 

Table 5. Trading Profit and Loss 
Market Situation N Average Profit 

and Loss 
Standard 
Deviation 

IOT IOR IOT IOR IOT IOR 
A. Pre-Opening 1 32 32 0,422 0,463 0,584 0,653 
B. Pre-Opening 

2 
34 34 -0,051 0,050 0,390 0,553 

C. Pre-Opening 
3 

18 18 -0,195 -0,213 0,251 0,220 

D. market 
without news 

24 24 0,638 0,609 2,504 2,509 

E. Bad news 24 24 0,053 -0,012 0,440 0,446 
 
In addition, because high overconfident investors produce a higher average error 

of prediction than low overconfident investors, they suffer trading losses as presented 
in panels B and C in Table 5. The profits earned by overconfident investors are low. 
Although in panel A, high overconfident investors earn profits, on average the value is 
smaller than those of low overconfident investors. Thus, there is a transfer of wealth 
from high overconfident investors to low overconfident investors and this supports 
Hypothesis 2. When high overconfident investors provide stock value predictions that 
are close to the prevailing market price, they will have a greater chance of making a 
profit, even though their predictions yield positive results. What is interesting to note is 
that although some investors engage in self-deceptive behavior in capital markets, they 
do not necessarily suffer transaction losses as previous empirical research has 
concluded (Barber & Odean, 2000; Raghubir et al., 1999). 

This study finds an interesting result that when receiving bad news, highly 
overconfident investors make a profit even though they have a higher average error 

price. Investors have the opportunity to earn profits only if they are able to provide 
accurate stock value predictions that are close to market prices that reflect the prices 
expected of most market participants. This fact implies that most market participants 
also perform overconfident behavior similar to high overconfident investors. So, highly 
overconfident investors take advantage of such situations to make money. They make a 
profit because they have sold the security at a market price that is higher than its 
fundamental price. This finding proves that overconfident investors do not necessarily 
suffer trading losses based on bad news. In addition, the fact shows that highly 
overconfident investors gain when they receive bad news, resulting in a transfer of 
wealth from low overconfident investors to high overconfident investors. This finding 
does not contradict hypothesis 4 (see panel E in Table 5). 
 
5. Conclusion 

Our experimental study provides empirical evidence regarding overconfident 
behavior in Islamic capital markets and evidence supporting behavioral finance theory. 
This research can make a theoretical contribution in offering a new perspective of price 
discovery which is strongly influenced by overconfident behavior that reflects self-
deceptive behavior. Highly overconfident behavior tends to overestimate the accuracy 
of their knowledge and information so that they result in higher average prediction 
errors and prices than low overconfident investors in the pre-opening session and bad 
news. This phenomenon indicates that highly overconfident investors engage in self-
deceptive behavior. Due to the higher average of predictions and price errors, high 
overconfident investors suffer trading losses leading to a transfer of wealth from high 
overconfident investors to low overconfident investors. However, under certain 
conditions, high overconfident investors can enjoy profits even though they apply a 
higher average prediction error than low overconfident investors as long as they are 
able to provide accurate and fast predictive values of securities that are close to market 
prices. Thus, highly overconfident investors enjoy the benefits because most market 
participants also adopt overconfident behavior. 

Recommendations and Limitations 
The important message that can be drawn from this research is that a low level of 

knowledge will trigger the emergence of overconfident behavior. Therefore, we 
recommend practical suggestions as an implication of the results of this study so that 
investment companies need to provide insight and training to investors, brokers, and 
investment managers about investment mistakes that can occur due to overconfident 
behavior. Hopefully, this training to increase knowledge and understanding of 
overconfidence behavior will reduce errors that result in a decrease in investors' 
investment wealth. 

Nevertheless, we point out some limitations of this study. First, the proxy variables 
used to measure trading activity are limited to prediction errors and stock prices, and 
trading profit and loss. Other variables, such as the bid-ask spread, other behavioral 
variables, were not included in the analysis. Participants rarely place buy orders at the 
best bid or sell orders at the best bid. They prefer to place limited orders (make orders 
in queues). Second, the overall duration of this experimental study was relatively long (4 
hours or 240 minutes). Long-duration experiments can cause maturation effects, 
changes in participant behavior that may be due to the influence of other factors that 
occur during the experiment but not intentionally in the experimental treatment. This 
study measures overconfidence using overestimated calibration, further researchers 
can explore measurements with over-placement, and over-precision. 
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 Table 1. Design of Experiment 

Step Description 

1 Calibration test to determine the level of subject confidence 

2 

Based on the calibration test, determine the number of participants 30 people. 
Participants were grouped into three groups: high, medium, and low 
overconfidence levels. Each group consists of 10 participants who obtained a 
positive calibration value (>0) 
 

3 
Prior to the simulation, participants were given an explanation and guidance on 
the simulation mechanism. 

4 

Trading simulation experiments using software programs. Each participant in 
this study was given a virtual initial capital to invest Rp. 100,000,000, -. The 
experiment was carried out for 4 (four) hours, divided into 3 sessions. 
 

5 

At the end of the experiment, participants who made 1-3 trading profits will 
receive cash prizes. Meanwhile, other participants also received cash for their 
participation in the simulation with a smaller number than the winner of the 
simulation. 
 
 

 
Table 2. Measurement of Variables 

Variables Measurement 

Overconfidence 
Measured using a calibration test based on the calibration model of 
Klayman et.al (1999) and Kufepaksi (2007). 

Bad news 
Announcement of losses and recommendations not to buy (Stikel 
et.al, 1995; Kufepaksi, 2007; Trinugroho and Sembel, 2011) 

Prediction Error 
Measured by = (Predicted Price – Stock Fundamental Price) / Stock 
Fundamental Price 

Price Error 
Measured by the amount = (Price (bid/ask) – Fundamental price of 
the stock) / The price of the fundamental stock 
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Step Description 
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2 

Based on the calibration test, determine the number of participants 30 people. 
Participants were grouped into three groups: high, medium, and low 
overconfidence levels. Each group consists of 10 participants who obtained a 
positive calibration value (>0) 
 

3 
Prior to the simulation, participants were given an explanation and guidance on 
the simulation mechanism. 

4 

Trading simulation experiments using software programs. Each participant in 
this study was given a virtual initial capital to invest Rp. 100,000,000, -. The 
experiment was carried out for 4 (four) hours, divided into 3 sessions. 
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At the end of the experiment, participants who made 1-3 trading profits will 
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Table 2. Measurement of Variables 

Variables Measurement 

Overconfidence 
Measured using a calibration test based on the calibration model of 
Klayman et.al (1999) and Kufepaksi (2007). 

Bad news 
Announcement of losses and recommendations not to buy (Stikel 
et.al, 1995; Kufepaksi, 2007; Trinugroho and Sembel, 2011) 

Prediction Error 
Measured by = (Predicted Price – Stock Fundamental Price) / Stock 
Fundamental Price 

Price Error 
Measured by the amount = (Price (bid/ask) – Fundamental price of 
the stock) / The price of the fundamental stock 

Return 
Measured by the profit or loss earned by investors in stock trading 
simulations = (market price - fundamental price) / fundamental 
price. 

 
Table 3. Method of Hypothesis Testing 

Step Description 

1 
One-way analysis of variance (ANOVA) was used to test whether there was a 
significant difference in overconfidence scores between groups.  
 

2 

Independent samples t-test is used to test H1 and H2 (between subject), whether 
there is a difference in stock price predictions between high overconfidence 
investors and low overconfidence investors. Is there a profit or loss difference 
between high and low overconfidence investors. 

3 

Paired samples t-test was used to test H3 and H4, whether there is a difference 
in stock price predictions between high overconfidence investors and low 
overconfidence investors before and after bad news. Is there a profit or loss 
difference between high and low overconfidence investors. 
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ABSTRACT: 
The purpose of this study is to analyze how the tourism destination image affects 

tourist visit intention during the Covid-19 pandemic on Tegal Mas Island, Lampung, 
Indonesia. By using quantitative research design, there are four hypotheses developed 
and tested using structural equation modeling, based on PLS-SEM application, and also 
using 400 respondents‖ samples with purposive sampling technique. The empirical 
findings reveal that the cognitive image has a positive significant effect on the affective 
image. The cognitive image and affective image are important antecedents of the overall 
destination image. Affective image is a mediator in the effect of cognitive image and 
overall destination image. and the overall image has a positive significant effect on 
tourist visit intentions. Furthermore, the affective image has a greater influence on the 
overall image than the cognitive image. The result implies for the management to 
highlight the destination image improvements that will enable to attract more tourists 
through providing the accessibility quality, technology infrastructure especially for 
information services, and food variety and quality package attraction. 
Keywords: Cognitive Image, Affective Image, Overall Image, Tourist Visit Intention 

 
Introduction 

The tourism industry is one of the most vulnerable industries, but Covid-19 has 
caused the largest decline of the tourism industry (Isaac & Keijzer, 2021). Therefore, the 
tourism industry, especially international tourism demand, is recognized as vulnerable 
to crises. The tourism industry is most vulnerable to natural disasters, conflicts, 
terrorism, and economic crises (Meng et al., 2021). The tourism industry will experience 
significant negative impacts in the event of a crisis, such as the financial crises in 1997 
and 2008, the severe acute respiratory syndrome (SARS) epidemic in 2003, and various 
earthquakes and social unrest (Zhang et al., 2021). 

The covid-19 pandemic had an impact on the tourism industry and the creative 
economy in Indonesia. Indonesia's GDP decreased in 2020 and one of the factors for the 
decline was the contribution of the tourism sector to GDP in 2020 which was only 4.1% 
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Introduction 

The tourism industry is one of the most vulnerable industries, but Covid-19 has 
caused the largest decline of the tourism industry (Isaac & Keijzer, 2021). Therefore, the 
tourism industry, especially international tourism demand, is recognized as vulnerable 
to crises. The tourism industry is most vulnerable to natural disasters, conflicts, 
terrorism, and economic crises (Meng et al., 2021). The tourism industry will experience 
significant negative impacts in the event of a crisis, such as the financial crises in 1997 
and 2008, the severe acute respiratory syndrome (SARS) epidemic in 2003, and various 
earthquakes and social unrest (Zhang et al., 2021). 

The covid-19 pandemic had an impact on the tourism industry and the creative 
economy in Indonesia. Indonesia's GDP decreased in 2020 and one of the factors for the 
decline was the contribution of the tourism sector to GDP in 2020 which was only 4.1% 

due to the Covid-19 pandemic. The contribution of the tourism sector to GDP was 
previously obtained from   the number of tourist visits, tourism investment, and the 
government's budget allocation for tourism. The tourism industry and creative economy 
in Indonesia are affected by the COVID- 

19 pandemic. The impact of Covid-19 on tourism can be seen in the decline in 
foreign and domestic tourist arrivals. The cumulative number of foreign tourist arrivals 
in 2020 was 4,052,923 or decreased by 75.03% compared to 2019 which was 16,106,954 
foreign tourists so that this also had an impact on state revenue in the tourism sector 
which caused a decrease in state revenue in the tourism sector industry by IDR 20.7 
billion (Data Center and Information System, 2021). 

For effective management of crises such as Covid-19 it‖s important to gain insight 
into the perceptions and changing perceptions of tourists (Isaac, 2021). Tourists do not 
only carry out activities while on vacation but also shape their actions while at their 
destination (Lehto et al.,2007). Familiarity with and previous experience with a 
destination has been identified as an early factor in returning to the destination after a 
disaster, such as an earthquake (Hall et al.,2021). A fundamental factor in tourists‖ 
selection of a destination, since it influences their behavior  is  destination  image  (Lin  
et  al.,  2007).  Knowing  which  influences  are  most important in terms of a 
destination's image will make it possible to gain insight into tourists' intentions to visit. 
So, in this study research will be conducted on the image of the destination on the 
tourist intention to visit during the Covid-19 period. The benefits inherent in the 
consumption of tourism services are always experiential. Image is defined as the mental 
concept formed from a set of impressions. There is a cognitive element to the image 
created in the minds of tourists that depends on the quality and quantity of available 
information. In contrast, the affective part of the image is formed based on each 
individual‖s characteristics (Beerli & Martín, 2004). This research draws attention to the 
complexity of the relationship between image components and behavioral intentions 
(Baloglu & McCleary, 1999) From a practical viewpoint, we shed light on factors that 
affect tourists' tendency to visit intention, which can serve as a basis for the image 
destination. 

 
Literature Review 
Destination Image 

Destination image is the impression or perception of a place. According to (Kotler 
et al.,2019) image is a person's beliefs, ideas, and impressions of something. Furthermore 
(Hunt,1975) states that the image is the perception that prospective tourists have about 
a particular destination. The image of a destination is also often referred to as an 
individual's picture of a particular place (Bigné et al., 2001) According to (Tasci et al., 
2007) defines destination image as an interactive system of thoughts, opinions, feelings, 
visualizations, and intentions towards a goal. Destination image plays a major role in 
understanding tourist behavioral intentions and decision making (Afshardoost & 
Eshaghi, 2020);(Karl et al., 2020); (W. K. Tan & Wu, 2016). According to (Crompton, 
1979);(Echtner & Ritchie, 1993) in (Lehto et al.,2007) Image has long been considered an 
attitude construction that represents an individual's beliefs, feelings, and general 
impressions about an object or goal. 

The destination image is a subjective interpretation of a tourism place that is in the 
minds of tourists, which affects tourist behavior (Agapito et al., 2013) this statement 
reinforces the statement (Galí Espelt & Donaire Benito, 2005) that Destination image 
plays an important role in tourist behavior during the various moments that shape the 
tourist experience in the decision-making process of choosing a destination (a priori) in 
the process of comparing expectations with experience, which precedes a state of 
satisfaction and perceived quality (in loco) and in the process of revisiting, spreading 
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word of mouth and recommend destinations to friends and family. Destination image 
has cognitive and affective components (Crompton,1979). Most researchers have also 
conceptualized destination image as a multidimensional construct of two components: 
cognitive and affective (Baloglu & McCleary, 1999); (Hosany et al., 2007); (Lopes, 2011). 

 
Cognitive Image and Affective Image 

The cognitive component relates to the beliefs and knowledge that a person has 
about the attributes of a particular place, namely the cognitive evaluation of images 
based on factual knowledge, personal beliefs, meanings, and memories. The affective 
component is related to the emotions and feelings about a tourism destination (Baloglu 
et al., 2014). The cognitive component consists of consumer beliefs about an object 
(Hawkins, 2016). The cognitive component relates to individual knowledge and beliefs 
(Pike & Ryan, 2004) or perceptions and attitudes towards a goal. Also, a tourist's 
cognitive image of a destination provides an opportunity to investigate how a 
destination's familiarity or past experiences can influence future tourism visit 
intentions. This is very important because cognitive destination image is related to the 
individual's familiarity or knowledge about the destination derived from past 
experiences. Cognitive image refers to the beliefs and knowledge that a person has 
about the characteristics or attributes of a tourism destination and analysis of 
exploration and confirmation factors reveals that cognitive image consists of five 
underlying dimensions, namely  facilities,  quality  of  tourism  services,  tourism  
resources,  supporting  factors  and tourism conditions (Wang & Hsu, 2010). The 
affective component is a feeling or emotional reaction to an object. Affective is   
expressed with positive or negative feelings with varying intensity. The main ones are 
emotions, such as love and anger, followed by feelings such as satisfaction and 
frustration, and moods such as boredom or relaxation (Hawkins, 2016). On the other 
hand, it is about evaluations such as likes and dislikes (Peter & Olson, 2012) and (Tasci et 
al., 2007). (Chen & Lin, 2012) stated that cognitive components relate to the belief and 
knowledge of the person toward the attributes based on the facts, self-belief, means, 
and memory. Moreover, some research results showed that cognitive image has a 
positive significant effect on the affective image (Nisco et al., 2015); (Huete Alcocer & 
López Ruiz,2020). This study proposes the following hypothesis: 
 
H1: Cognitive Image has a positive significant effect on Affective Image 
 
Cognitive Image and Overall Image 

Cognitive components relate to the knowledge and individual belief (Pike & Ryan, 
2004) or attitude and  perception of the person toward the objective of the person to do 
(W. K. Tan & Wu, 2016). Furthermore, the cognitive image of a destination by tourists 
allows evaluating how the destination affect  the tourist experiences to revisit the 
destination in the future (Pike & Ryan, 2004). In line with this, some previous research 
found that cognitive image has a positive significant effect on overall destination image 
(Huete Alcocer & López Ruiz, 2020; Qu et al., 2011). The second hypothesis is: 

 
H2:  Cognitive Image has a positive significant effect on the Overall Image 

 
Affective Image and Overall Image 

According to (Yang et al., 2009), affective image plays a determining role in 
influencing people's behavioral intentions. (Regan et al., 2012) found that affective 
destination image has a significant impact on tourists‖ visit intentions. Similarly, the   
intention to recommend and the intention to revisit are also strongly influenced by the 
affective image of the destination (Akgün  et  al.,  2020).  Furthermore,  it  is  supported  
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word of mouth and recommend destinations to friends and family. Destination image 
has cognitive and affective components (Crompton,1979). Most researchers have also 
conceptualized destination image as a multidimensional construct of two components: 
cognitive and affective (Baloglu & McCleary, 1999); (Hosany et al., 2007); (Lopes, 2011). 

 
Cognitive Image and Affective Image 

The cognitive component relates to the beliefs and knowledge that a person has 
about the attributes of a particular place, namely the cognitive evaluation of images 
based on factual knowledge, personal beliefs, meanings, and memories. The affective 
component is related to the emotions and feelings about a tourism destination (Baloglu 
et al., 2014). The cognitive component consists of consumer beliefs about an object 
(Hawkins, 2016). The cognitive component relates to individual knowledge and beliefs 
(Pike & Ryan, 2004) or perceptions and attitudes towards a goal. Also, a tourist's 
cognitive image of a destination provides an opportunity to investigate how a 
destination's familiarity or past experiences can influence future tourism visit 
intentions. This is very important because cognitive destination image is related to the 
individual's familiarity or knowledge about the destination derived from past 
experiences. Cognitive image refers to the beliefs and knowledge that a person has 
about the characteristics or attributes of a tourism destination and analysis of 
exploration and confirmation factors reveals that cognitive image consists of five 
underlying dimensions, namely  facilities,  quality  of  tourism  services,  tourism  
resources,  supporting  factors  and tourism conditions (Wang & Hsu, 2010). The 
affective component is a feeling or emotional reaction to an object. Affective is   
expressed with positive or negative feelings with varying intensity. The main ones are 
emotions, such as love and anger, followed by feelings such as satisfaction and 
frustration, and moods such as boredom or relaxation (Hawkins, 2016). On the other 
hand, it is about evaluations such as likes and dislikes (Peter & Olson, 2012) and (Tasci et 
al., 2007). (Chen & Lin, 2012) stated that cognitive components relate to the belief and 
knowledge of the person toward the attributes based on the facts, self-belief, means, 
and memory. Moreover, some research results showed that cognitive image has a 
positive significant effect on the affective image (Nisco et al., 2015); (Huete Alcocer & 
López Ruiz,2020). This study proposes the following hypothesis: 
 
H1: Cognitive Image has a positive significant effect on Affective Image 
 
Cognitive Image and Overall Image 

Cognitive components relate to the knowledge and individual belief (Pike & Ryan, 
2004) or attitude and  perception of the person toward the objective of the person to do 
(W. K. Tan & Wu, 2016). Furthermore, the cognitive image of a destination by tourists 
allows evaluating how the destination affect  the tourist experiences to revisit the 
destination in the future (Pike & Ryan, 2004). In line with this, some previous research 
found that cognitive image has a positive significant effect on overall destination image 
(Huete Alcocer & López Ruiz, 2020; Qu et al., 2011). The second hypothesis is: 

 
H2:  Cognitive Image has a positive significant effect on the Overall Image 

 
Affective Image and Overall Image 

According to (Yang et al., 2009), affective image plays a determining role in 
influencing people's behavioral intentions. (Regan et al., 2012) found that affective 
destination image has a significant impact on tourists‖ visit intentions. Similarly, the   
intention to recommend and the intention to revisit are also strongly influenced by the 
affective image of the destination (Akgün  et  al.,  2020).  Furthermore,  it  is  supported  

by  the  statement  that  the  affective component refers to the feelings and emotions 
that individuals may have towards a goal (W.-K. Tan & Wu, 2016). (Baloglu et al., 2014) 
stated that affective indicators include boring-exciting, unpleasant-pleasant, gloomy-
fun, stress-relaxing and insecure-safe have a positive effect on overall image (Nisco et 
al., 2015), so affective image is easier changes due to the emotional feeling. Meanwhile, 
the cognitive image tends to bear a long-time in the mind of the person because of the 
knowledge that the person has previously (Marques et al.,2021).   Furthermore, another 
research result showed that affective image has a positive significant effect on the 
overall image (Huete Alcocer & López Ruiz, 2020). The third hypothesis of this research 
is: 
 
H3: Affective Image has a positive significant effect on Overall Image 
 
Overall Image and Tourism Visit Intention 

The  overall  image  of  the  destination  is  measured  by  the  overall  feeling  
towards  the destination (Lin et al., 2007). Destination image as a whole is formed by two 
components, namely cognitive image and affective image (Baloglu & McCleary, 1999). 
The affective components are emotions, feelings, and specific attributes of the overall 
object, in the cognitive aspect components of its manifestation, are beliefs about 
specific attributes of the whole object and for attitudes and behavioral intentions 
related to the overall attribute or object, so that the overall attitude will be object-
oriented. The cognitive component and the affective component are distinct but 
hierarchically related. The image of a destination is formed depending on tourists' 
perceptions of the strength of cognitive and affective attributes. The combination   of 
cognitive and affective evaluation gives rise to an overall or combined goal picture 
(Wang & Hsu, 2010). Furthermore, cognitive and affective destination images are used by 
tourists to form the overall image of their tourism destinations (overall image) in the 
decision-making  process,  tourism  destinations  as  a whole are  reflected by  cognitive 
images and affective images, and the image of tourist destinations as a whole has an 
indirect impact on behavioral intentions (Wang & Hsu, 2010). 

According to Blackwell and Kollat (Stoica et al., 2018), behavioral intentions are a 
set of individual actions, which are directly related to the purchase of goods and 
services, including the decision-making process that precedes and determines these 
actions. And the behavioral intention is the tendency to perform certain behaviors in the 
future (Ajzen, 1991). Behavioral intentions are response tendencies or those resulting 
from the behavioral component of an attitude (Hawkins, 2016). Intention is considered 
as a catcher or intermediary of motivational factors that have an impact on behavior 
(Ajzen, 1991). According to (Brenc & Dmitrovic,2010) the resulting experience and 
behavioral intentions are critical to successful destination management and marketing. 
Furthermore, the most beneficial of pre-visit and post-visit behavioral intention 
according to researchers and tourism managers is the intention to revisit (Loi et al., 
2017). Based on the above theory, behavioral intention can be seen by how consumers 
intend to repurchase the product. or services and in this case, it is seen how tourists 
have the intention to visit a tourism destination. 

Tourism visit intentions are behavioral intentions and can be understood in the 
same theoretical context (Jang et al., 2009). Then the study also states that tourist visit 
intention emphasizes a person's intention to commit to visiting tourism, and tourism 
visit intention is the result of a mental process that leads to action and changes 
motivation into behavior. Furthermore (Makhdoomi & Majid Baba, 2019) also stated that 
tourism visit intention can be seen as a form of behavioral intention, namely the   
expectation to behave in a certain way concerning different products and services and 
tourism intention is the expectation to have tourism in a certain way or to a certain 
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destination. According to (Afshardoost & Eshaghi,2020), the measurement of tourist 
behavioral intentions is   the intention to recommend the intention to revisit or the 
intention to visit. The study also states that indicators of good  pre- visit  and  post-visit  
behavioral  intentions  for  researchers  and  tourism  managers  are  the intention to 
revisit (Loi et al., 2017), then the intention to recommend (Prayag & Ryan, 2012) and the 
intention to visiting (Fu et al., 2016).   Furthermore, cognitive indicators include 
behavioral intentions, namely the desire to visit and will recommend (Wang & Hsu, 
2010), behavioral intention indicators are to choose a destination again, will recommend 
the destination to friends and relatives, and will talk about the destination to friends and 
relatives (Brenc & Dmitrovic, 2010). This study proposes the following hypothesis: 

 
H4: Overall Image has a positive and significant effect on Tourist Visit Intention 

 

 
Figure 1: Research Model 

 
Methodology 

The study  applied  the quantitative research  design  to  obtain primary data  
based  on  the hypotheses formulation with SEM analysis using SmartPLS statistical 
application. There are two main components in the SEM model, one is the measurement 
model, which interprets the relationship between the constructs and their indicators 
and the other is the structural model used  to  confirm  the  research  model  fit  to  the  
empirical  data. Data  came  from  the respondents‖ sample, selected based on purposive 
sampling technique (Sekaran & Bougie,2009),  by  using  the criteria of  the potential  
tourist  or tourists  already  to  visit  a tourist destination on the island of Tegal Mas, 
Lampung. The size of the samples was amounted to 400 samples, following (Hair et al., 
2019).   The indicators as the measurements of the variables followed the previous 
research, such as the measurements of Cognitive   Image by (Baloglu et al., 2014; Beerli & 
Martín, 2004; Huete Alcocer & López Ruiz, 2020; Stylidis et al., 2017; Stylos et al., 2016), 
of Affective Image by (Baloglu & McCleary, 1999; Beerli & Martín, 2004; Bigné et al., 2001; 
Huete Alcocer & López Ruiz, 2020; Pike & Ryan, 2004; Qu et al., 2011; Stylidis et al., 2017; 
Stylos et al., 2016),   of   Overall Image by (Baloglu & McCleary, 1999; Huete Alcocer & 
López Ruiz, 2020; Stylidis et al., 2017), and Tourist Visit Intention by (Afshardoost & 
Eshaghi, 2020; Loi et al., 2017; Prayag & Ryan, 2012; Wang & Hsu, 2010) and (Isaac & 
Keijzer, 2021) with using a Likert scale (1= strongly disagree until 7=  strongly  agree).  
This  study  uses  a  measurement  model  test  (outer  model)  to  test convergent 
validity, discriminant validity, and reliability, and   hypothesis testing is carried out based 
on the results of the Inner Model test (structural model). 
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destination. According to (Afshardoost & Eshaghi,2020), the measurement of tourist 
behavioral intentions is   the intention to recommend the intention to revisit or the 
intention to visit. The study also states that indicators of good  pre- visit  and  post-visit  
behavioral  intentions  for  researchers  and  tourism  managers  are  the intention to 
revisit (Loi et al., 2017), then the intention to recommend (Prayag & Ryan, 2012) and the 
intention to visiting (Fu et al., 2016).   Furthermore, cognitive indicators include 
behavioral intentions, namely the desire to visit and will recommend (Wang & Hsu, 
2010), behavioral intention indicators are to choose a destination again, will recommend 
the destination to friends and relatives, and will talk about the destination to friends and 
relatives (Brenc & Dmitrovic, 2010). This study proposes the following hypothesis: 

 
H4: Overall Image has a positive and significant effect on Tourist Visit Intention 

 

 
Figure 1: Research Model 

 
Methodology 

The study  applied  the quantitative research  design  to  obtain primary data  
based  on  the hypotheses formulation with SEM analysis using SmartPLS statistical 
application. There are two main components in the SEM model, one is the measurement 
model, which interprets the relationship between the constructs and their indicators 
and the other is the structural model used  to  confirm  the  research  model  fit  to  the  
empirical  data. Data  came  from  the respondents‖ sample, selected based on purposive 
sampling technique (Sekaran & Bougie,2009),  by  using  the criteria of  the potential  
tourist  or tourists  already  to  visit  a tourist destination on the island of Tegal Mas, 
Lampung. The size of the samples was amounted to 400 samples, following (Hair et al., 
2019).   The indicators as the measurements of the variables followed the previous 
research, such as the measurements of Cognitive   Image by (Baloglu et al., 2014; Beerli & 
Martín, 2004; Huete Alcocer & López Ruiz, 2020; Stylidis et al., 2017; Stylos et al., 2016), 
of Affective Image by (Baloglu & McCleary, 1999; Beerli & Martín, 2004; Bigné et al., 2001; 
Huete Alcocer & López Ruiz, 2020; Pike & Ryan, 2004; Qu et al., 2011; Stylidis et al., 2017; 
Stylos et al., 2016),   of   Overall Image by (Baloglu & McCleary, 1999; Huete Alcocer & 
López Ruiz, 2020; Stylidis et al., 2017), and Tourist Visit Intention by (Afshardoost & 
Eshaghi, 2020; Loi et al., 2017; Prayag & Ryan, 2012; Wang & Hsu, 2010) and (Isaac & 
Keijzer, 2021) with using a Likert scale (1= strongly disagree until 7=  strongly  agree).  
This  study  uses  a  measurement  model  test  (outer  model)  to  test convergent 
validity, discriminant validity, and reliability, and   hypothesis testing is carried out based 
on the results of the Inner Model test (structural model). 

 
 
 

Result 
The results in terms of the characteristics of respondents show that female 

dominates and the age of the respondents show the millennials and z generation 
perform more than adults (Table 1). 

 
                                            Table 1: Respondents Profile       

Variables
 Frequency 

N=400 
Percentage 

(%) 

Gender  
Male 130 32,5% 
Female 270 67,5% 
Age   
17-25 168 42,0% 
26-35 187 46,8% 
36-45 38 9,5% 
>50 7 1,8% 
Visited Frequency   
1-2 266 66,5% 
3-4 111 27,8% 
>5 23 5,8% 

             Sources of Respondents' Travel and 
   Tourism Information 

 
 

Variables
 Frequency 

N=400 
Percentage 

(%) 

Natural Tourism 359 89,8% 
Cultural Tourism 5 1,3% 
History Tourism 6 1,5% 
Religious Tourism 2 0,5% 
Shopping Tourism 28 7,0% 

 
Table 1 shows that A millennial and z generation are more interested in taking a 

journey for self-discovery (Holiday) as the finding of Sellick (2004). The highest 
frequency of visits is 1- 

2 times (66.5%). The largest media as a source of destination information comes 
from social media (Google, Facebook, Instagram, Youtube) as of 56.8%, relevant to the 
research results by   Pike & Ryan (2004). The rest of it (43.3%) knowing about the island 
of Tegal Mas Lampung comes from family, friends, or His relatives. Moreover, the 
highest frequency of interest in this type of tourism is nature tourism (89.8%). Most of 
the respondents agree that the beach is one of the interesting places to visit during their 

Social Media (Google, 
Facebook, 

227 56,8% 
Instagram, Youtube)   

Family, Friends or Relatives 173 43,3% 
Main Purpose of Visit   

Holiday 263 65,8% 
Family Recreation 109 27,3% 

School Activity 9 2,3% 
Office Activity 17 4,3% 

Scientific research 2 0,5% 
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spare time or the holiday season (90.8%). 
The measurement of validity in this study consisted of convergent validity and 

discriminant validity.  Reliability and validity test scale tested with a Cronbach's Alpha, 
Average Variance Extracted, and Composite Reliability.  Data processing using SmartPls 
3.2.9 statistical tools. The  assessment of the validity measurements of items having an 
outer loading value > 0.50 (Hair et al., 2019) means that the model is valid.   Composite 
reliability is also important to check the consistency of internal models with values > 
0.70 and Cronbach alpha which shows reliable results >0.70 (Fornell & Larcker, 1981).   
The significance of the parameters was obtained through bootstrapping, which assesses 
the accuracy of the PLS estimates (Hair Jr. et al., 2017).  Testing the size model like this is 
called the outer model, which in principle is to test indicators on latent variables or in 
other words, measure how far the indicators can explain the latent variables. 

 
Table 2: Measurement Instrument: Outer Loading 

Item Outer Loading             Results 
Natural Resources  
Weather Quality 0,

536 
 Va

lid Landscape 0,
547 

 Va
lid Wide variety of Coral Reefs, Flora and Fauna 0,

575 
 Va

lid Seawater Quality 0,
565 

 Va
lid General   Infrastructure    

Ability  to access by public Transport 0,
682 

 Va
lid Ability  to access with Private Transport 0,

590 
 Va

lid Quality of access through airports and ports 0,
701 

 Va
lid Tourism Infrastructure    

Restaurant 0,
800 

 Va
lid Hotels and accommodations 0,

749 
 Va

lid Information center 0,
736 

 Va
lid Water Sport 0,

700 
 Va

lid Natural Environment    

 
Item Outer Loading             Results 

Cleanliness 0,
779 

 Va
lid Environmental Sustainability 0,

769 
 Va

lid Security Service 0,
832 

 Va
lid Healthy Environment 0,

779 
 Va

lid Service quality    
Friendly Service 0,

868 
 Va

lid Helpful Service 0,
857 

 Va
lid Unpleasant-Pleasant 0,

766 
 V

alid Gloomy-Exciting 0,
805 

 V
alid Sleepy-Arousing 0,

791 
 V

alid Distressing-Relaxing 0,
773 

 V
alid Unenjoyable-enjoyable 0,

815 
 V

alid Unfavorable-favorable 0,
802 

 V
alid Overall Image 

Visit Intention 
Intend to Visit 

 
0,811 

  
Valid 

Estimating that will have to travel in the future 0,854  Valid 
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spare time or the holiday season (90.8%). 
The measurement of validity in this study consisted of convergent validity and 

discriminant validity.  Reliability and validity test scale tested with a Cronbach's Alpha, 
Average Variance Extracted, and Composite Reliability.  Data processing using SmartPls 
3.2.9 statistical tools. The  assessment of the validity measurements of items having an 
outer loading value > 0.50 (Hair et al., 2019) means that the model is valid.   Composite 
reliability is also important to check the consistency of internal models with values > 
0.70 and Cronbach alpha which shows reliable results >0.70 (Fornell & Larcker, 1981).   
The significance of the parameters was obtained through bootstrapping, which assesses 
the accuracy of the PLS estimates (Hair Jr. et al., 2017).  Testing the size model like this is 
called the outer model, which in principle is to test indicators on latent variables or in 
other words, measure how far the indicators can explain the latent variables. 

 
Table 2: Measurement Instrument: Outer Loading 

Item Outer Loading             Results 
Natural Resources  
Weather Quality 0,

536 
 Va

lid Landscape 0,
547 

 Va
lid Wide variety of Coral Reefs, Flora and Fauna 0,

575 
 Va

lid Seawater Quality 0,
565 

 Va
lid General   Infrastructure    

Ability  to access by public Transport 0,
682 

 Va
lid Ability  to access with Private Transport 0,

590 
 Va

lid Quality of access through airports and ports 0,
701 

 Va
lid Tourism Infrastructure    

Restaurant 0,
800 

 Va
lid Hotels and accommodations 0,

749 
 Va

lid Information center 0,
736 

 Va
lid Water Sport 0,

700 
 Va

lid Natural Environment    

 
Item Outer Loading             Results 

Cleanliness 0,
779 

 Va
lid Environmental Sustainability 0,

769 
 Va

lid Security Service 0,
832 

 Va
lid Healthy Environment 0,

779 
 Va

lid Service quality    
Friendly Service 0,

868 
 Va

lid Helpful Service 0,
857 

 Va
lid Unpleasant-Pleasant 0,

766 
 V

alid Gloomy-Exciting 0,
805 

 V
alid Sleepy-Arousing 0,

791 
 V

alid Distressing-Relaxing 0,
773 

 V
alid Unenjoyable-enjoyable 0,

815 
 V

alid Unfavorable-favorable 0,
802 

 V
alid Overall Image 

Visit Intention 
Intend to Visit 

 
0,811 

  
Valid 

Estimating that will have to travel in the future 0,854  Valid 

0,793   

0,698 0,723 
0,522 0,494  1,000   

0,643 0,661  0,767  0,809 

 

Willing to visit in the future 
Revisit Intention 
Will visit again 

0,826 
 
0,723 

 Valid 
 
Valid 

Planning to travel back to destination in the near 
future 

0,803  Valid 
High Intention To travel back to destination 
Recommend 
Will recommend 

0,860 
 
0,824 

 Valid 
 
Valid 

Will talk about a good impression 0,857  Valid 
Will provide useful information 0,705  Valid 

 
Table 3: Construct Reliability and Validity 

 Cronbach's Alpha Composite Reliability 
Affective Image 0,902 0,922 
Cognitive Image 0,944 0,951 

Overall Image 1,000 1,000 
Tourist Visit Intention 0,934 0,944 

 
Table 4:   Measurement Instrument: Convergent Validity 

 rho_A  Average Variance Extracted 
(AVE) 

Affective  Image 0,903  0,629 
Cognitive  Image 0,949  0,523 

Overall  Image 1,000  1,000 

Tourist Visit Intention 0,944  0,654 

 
Table 5: Measurement Instrument Discriminant Validity (Fornell-Larcker Criterion) 

Cognitive Overall Tourist Visit 
 
 

Affective Cognitive Overall 
Tourist          Visit 
Intention 
 

Image Image  Image Image 

  
 
 
 
 
 
 
The measurement of validity in this study consisted of convergent validity and 

discriminant validity. According to (Fornell & Larcker, 1981), this measure shows the 
amount of variance that is captured by a construct, through its indicators, concerning 
the amount of variance due to measurement error. A value equal to or greater than 0.5 
indicates that each construct explains  at  least  50%  of  the  variance  of  the  assigned  
indicators.  Another  of  the  most important PLS reliability measures, rho A, was also 
calculated (Dijkstra & Henseler, 2015). 
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The discriminant validity of the measurement model was checked by determining 
the extent to which a given construct is different from the other constructs in the 
model. To meet the requirement for this type of validity, the variance shared by a 
variable and its respective indicators must be greater than the variance shared with the 
model‖s other variables (Barclay et al., 1995).” There   are two methods for evaluating it: 
through an analysis of the cross- loadings and the correlations of the latent variables 
(AVE). The   present research used the latter method which shows the data from the 
matrix of correlations between the model‖s constructs. The diagonal  of the matrix 
shows the value of the square root of the AVE of the corresponding construct. As can be 
seen, the correlations between the constructs are less than the square root of the AVE. 
Therefore, the condition that each of the model‖s constructs must share more variance 
with its indicators than with the model‖s other constructs was met, thereby confirming 
the discriminant validity of the constructs. 
 
Evaluation of the Structural Model 

 
                                        Table 6: Predictive Relevance of the Model     

 
 R2 Q2 

Affective Image 0,487  0,300 
Overall Image 0,305  0,294 

Tourist Visit Intention 0,588  0,370 
 
Based on the goodness of fit (GoF) index  this study has a goodness of fit (GoF) of 

0.567, it can  be  concluded  that  this  model  is  included  in  the  large  criteria.   GoF  
index  can  be explained by three GoF categories, small = 0.1; medium = 0.25; and large = 
0.36. (Henseler 

& Sarstedt, 2013; Tenenhaus et al., 2004). For the assessment of the structural 

model, the magnitude of the R2  values indicates whether a significant amount of the 
variance in the dependent variables is explained. According to (Falk & Miller, 1992), the 

explained variance in the endogenous variables (R2) should be greater than or equal to 

0.1. An increasingly common alternative to considering solely R2  is to also use the 

predictive relevance criterion Q2  proposed by (Stone, 1974). According to (Chin & 

Marcoulides, 1998),   Q2  offers a measure of how well the studied values can be 

reconstructed by the model and its parameters. If Q2 is greater than zero, the model has 
predictive relevance; if it is less than or equal to zero, it does not. As shown in Table 10, 

the R2 values were greater than >0.1 for all the variables. Likewise, all the Q2  values 
were greater than >0. Therefore, the predictive relevance of the model was confirmed. 
Inner model testing is also called structural model testing. 
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The discriminant validity of the measurement model was checked by determining 
the extent to which a given construct is different from the other constructs in the 
model. To meet the requirement for this type of validity, the variance shared by a 
variable and its respective indicators must be greater than the variance shared with the 
model‖s other variables (Barclay et al., 1995).” There   are two methods for evaluating it: 
through an analysis of the cross- loadings and the correlations of the latent variables 
(AVE). The   present research used the latter method which shows the data from the 
matrix of correlations between the model‖s constructs. The diagonal  of the matrix 
shows the value of the square root of the AVE of the corresponding construct. As can be 
seen, the correlations between the constructs are less than the square root of the AVE. 
Therefore, the condition that each of the model‖s constructs must share more variance 
with its indicators than with the model‖s other constructs was met, thereby confirming 
the discriminant validity of the constructs. 
 
Evaluation of the Structural Model 

 
                                        Table 6: Predictive Relevance of the Model     

 
 R2 Q2 

Affective Image 0,487  0,300 
Overall Image 0,305  0,294 

Tourist Visit Intention 0,588  0,370 
 
Based on the goodness of fit (GoF) index  this study has a goodness of fit (GoF) of 

0.567, it can  be  concluded  that  this  model  is  included  in  the  large  criteria.   GoF  
index  can  be explained by three GoF categories, small = 0.1; medium = 0.25; and large = 
0.36. (Henseler 

& Sarstedt, 2013; Tenenhaus et al., 2004). For the assessment of the structural 

model, the magnitude of the R2  values indicates whether a significant amount of the 
variance in the dependent variables is explained. According to (Falk & Miller, 1992), the 

explained variance in the endogenous variables (R2) should be greater than or equal to 

0.1. An increasingly common alternative to considering solely R2  is to also use the 

predictive relevance criterion Q2  proposed by (Stone, 1974). According to (Chin & 

Marcoulides, 1998),   Q2  offers a measure of how well the studied values can be 

reconstructed by the model and its parameters. If Q2 is greater than zero, the model has 
predictive relevance; if it is less than or equal to zero, it does not. As shown in Table 10, 

the R2 values were greater than >0.1 for all the variables. Likewise, all the Q2  values 
were greater than >0. Therefore, the predictive relevance of the model was confirmed. 
Inner model testing is also called structural model testing. 

 
 
 
 
 
 
 
 
 

 

 
Structural Relationship 

Original 
Sample 

T- 
Statisti
c 

P- 
Values 

 
Result 

Cognitive Image -Affective Image (H1) 0,698 27,414 0,000 Supported 
Cognitive Image -Overall Image (H2) 0,252 4,278 0,000 Supported 
Affective Image -Overall Image (H3) 0,346 6,066 0,000 Supported 
Overall Image– Tourist Visit Intention 
(H4) 

0,767 33,791 0,000 Supported 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 2: Resulting SEM Model 
 
The results of hypothesis testing by looking at the significance value between 

constructs, t- statistics, and P-values. Examination of each hypothesis is performed by 
bootstrapping which results in all hypotheses.   The table shows the results of the 
structural analysis carried out with PLS It shows the path coefficients indicating the 
relationships between the structures, as well as the significance of these relationships. 
As mentioned above,   the nonparametric bootstrap resampling technique was used to 
test the stability and significance of the estimated parameters (Hair Jr. et al., 2017). The  
rule of thumb used in this research is t-statistic > 1.96 with a significance level of p-value 
0.05 (5%) and the beta coefficient is positive. Based on the results shown in the table All 
direct effects were accepted. 

 
Table 7: Structural Analysis of the Hypothesis Tests 

 
 
 
 
 

 
 
The result for   H1, confirming the positive and significant influence the cognitive 

image on the affective image (H1) t-value 27,414  >1,96  and p-value 0,000<0.001),   the 
cognitive image has a positive and significant influence the overall image (H2)   (t-value 
4,278 >1,96 and p-value 0,000<0.001), and the   affective image has a positive and 
significant influence the overall image.  (H3) (t-value 6,066>1,96 and p-value 
0,000<0.001) on the overall image. The fact that the cognitive image positively 
influences the overall image (H1) was consistent with previously reported findings 
(Baloglu & McCleary, 1999); (Beerli & Martín, 2004); (Qu et al., 2011); (Stylidis et al., 2017); 
(Huete Alcocer & López Ruiz, 2020). The influence of the  cognitive  image  on  the  
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affective  image  (H2)  likewise  was  consistent  with  previous findings (Baloglu & 
McCleary, 1999);(Beerli & Martín, 2004). The support found for the influence of the 
affective image on the overall image (H3) confirmed the findings of (Baloglu & McCleary, 
1999); (Beerli & Martín, 2004); (Huete Alcocer & López Ruiz, 2020) which suggested that 
the affective image can have a very significant direct effect on the overall image.   The  
last  hypothesis  (H4)  is  also    confirmed  (t-value  33,791>1,96  and  p-value 
0,000<0.001) Overall Image has a positive and significant effect on Tourist Visit 
Intention. The objective was to analyze if the overall image that has a positive and 
significant influence was consistent with previously reported findings (Wang & Hsu, 
2010);(Chaulagain et al.,2019);(Afshardoost & Eshaghi, 2020). 

 
Table 8: Specific Indirect Effect Tests 

 
Specific Indirect Effect 

Original 
Sample 

T Statistics P Values  
Result 

Cognitive Image -> Affective Image -> 
Overall Image 

 
0,242 

 
5,845 

 
0,000 

 
Supported 

Affective Image -> Overall Image -> 
Tourist Visit Intention 

 
0,265 

 
5,754 

 
0,000 

 
Supported 

Cognitive Image -> Affective Image -> 
Overall Image -> Tourist Visit Intention 

 
0,185 

 
5,551 

 
0,000 

 
Supported 

Cognitive Image -> Overall Image -> 
Tourist Visit Intention 

 
0,193 

 
4,125 

 
0,000 

 
Supported 

 
The testing effect  of mediation shows that affective image plays a role in partially 

mediating the effect on the overall image with a value (t = 5.845, p > 0.01), overall image 
plays a role in mediating the effect of affective image on tourist visit intention partially 
with a value (t = 5.754, p> 0.01).   Cognitive image on affective image and overall image on 
tourist visit intention (t = 5.551, p>0.01). And overall image plays a role in mediating 
cognitive image on tourist visit intention   with a value (t = 4.125, p>0.01). The mediating 
effect shows partial mediation because exogenous variables are also able to directly 
influence endogenous variables without going through mediator variables (Nitzl et al., 
2016). 

 
Discussion 

Based on the research model, cognitive and affective images play an important role 
to have a direct influence on the overall image.  It implies that tourist decision making is 
more directly predicted by feelings and emotions than beliefs or actions. In conjunction 
with this,  Damasio (2003) revealed that feelings will always determine pre-cognitively 
before information processing occurs (Hudson et al., 2015). Gartner (1994) stated that 
the affective image is influenced by the cognitive dimension, which theoretically implies 
that the cognitive aspect indirectly affects behavioral intentions   through affective 
imagery. This research results also support the research results by (Afshardoost & 
Eshaghi, 2020; Chaulagain et al., 2019; Huete Alcocer & López Ruiz, 2020; Wang & Hsu, 
2010) showing the overall image has a positive significant effect on tourist visit 
intentions. 

In summary, cognitive and affective images have a positive effect on  the image of 
the destination, and the image of the destination has a positive effect on the intention to 
visit. However, this research has uniqueness in terms of different characteristics of the 
object set, if compared to other previous research results above. The destination of 
Tegal Mas Island, located in Lampung, Indonesia has more underwater beauty including 
coral reefs and various kinds of fish, and also famous for the natural beauty around the 



199PASCASARJANA UNILA (NOVEMBER 2022) 

K
AT

A
LO

G
 J

U
R

N
A

L 
M

A
H

A
SI

SW
A

 P
A

SC
A

SA
R

JA
N

A
 U

N
IV

ER
SI

TA
S 

LA
M

PU
N

G

affective  image  (H2)  likewise  was  consistent  with  previous findings (Baloglu & 
McCleary, 1999);(Beerli & Martín, 2004). The support found for the influence of the 
affective image on the overall image (H3) confirmed the findings of (Baloglu & McCleary, 
1999); (Beerli & Martín, 2004); (Huete Alcocer & López Ruiz, 2020) which suggested that 
the affective image can have a very significant direct effect on the overall image.   The  
last  hypothesis  (H4)  is  also    confirmed  (t-value  33,791>1,96  and  p-value 
0,000<0.001) Overall Image has a positive and significant effect on Tourist Visit 
Intention. The objective was to analyze if the overall image that has a positive and 
significant influence was consistent with previously reported findings (Wang & Hsu, 
2010);(Chaulagain et al.,2019);(Afshardoost & Eshaghi, 2020). 

 
Table 8: Specific Indirect Effect Tests 

 
Specific Indirect Effect 

Original 
Sample 

T Statistics P Values  
Result 

Cognitive Image -> Affective Image -> 
Overall Image 

 
0,242 

 
5,845 

 
0,000 

 
Supported 

Affective Image -> Overall Image -> 
Tourist Visit Intention 

 
0,265 

 
5,754 

 
0,000 

 
Supported 

Cognitive Image -> Affective Image -> 
Overall Image -> Tourist Visit Intention 

 
0,185 

 
5,551 

 
0,000 

 
Supported 

Cognitive Image -> Overall Image -> 
Tourist Visit Intention 

 
0,193 

 
4,125 

 
0,000 

 
Supported 

 
The testing effect  of mediation shows that affective image plays a role in partially 

mediating the effect on the overall image with a value (t = 5.845, p > 0.01), overall image 
plays a role in mediating the effect of affective image on tourist visit intention partially 
with a value (t = 5.754, p> 0.01).   Cognitive image on affective image and overall image on 
tourist visit intention (t = 5.551, p>0.01). And overall image plays a role in mediating 
cognitive image on tourist visit intention   with a value (t = 4.125, p>0.01). The mediating 
effect shows partial mediation because exogenous variables are also able to directly 
influence endogenous variables without going through mediator variables (Nitzl et al., 
2016). 

 
Discussion 

Based on the research model, cognitive and affective images play an important role 
to have a direct influence on the overall image.  It implies that tourist decision making is 
more directly predicted by feelings and emotions than beliefs or actions. In conjunction 
with this,  Damasio (2003) revealed that feelings will always determine pre-cognitively 
before information processing occurs (Hudson et al., 2015). Gartner (1994) stated that 
the affective image is influenced by the cognitive dimension, which theoretically implies 
that the cognitive aspect indirectly affects behavioral intentions   through affective 
imagery. This research results also support the research results by (Afshardoost & 
Eshaghi, 2020; Chaulagain et al., 2019; Huete Alcocer & López Ruiz, 2020; Wang & Hsu, 
2010) showing the overall image has a positive significant effect on tourist visit 
intentions. 

In summary, cognitive and affective images have a positive effect on  the image of 
the destination, and the image of the destination has a positive effect on the intention to 
visit. However, this research has uniqueness in terms of different characteristics of the 
object set, if compared to other previous research results above. The destination of 
Tegal Mas Island, located in Lampung, Indonesia has more underwater beauty including 
coral reefs and various kinds of fish, and also famous for the natural beauty around the 

island, supported by water sports facilities air, and 60 Villas directly facing the sea. Tegal 
Mas Island also deploys Covid-19 Health Protocol standard, with having a certificate of 
CHSE program (Cleanliness, Health, Safety, and Environment, supported mental 
Sustainability), from the Indonesian Tourism Ministry. This program is addressed to 
overcome the perceived risk by tourists in terms of health, safety, financial, and 
psychological risk (Hassan & Salem, 2021). Tegal Mas is the natural destination that many 
tourists prefer to visit due to the effect of the minimum risks toward Covid-19, and make 
more healthy, safety and protect the green environment, as the opinion of (Cajiao et al., 
2022); and (Vengesayi et al., 2009). 

This research also used the different measurements especially for the 
measurement of the tourist visit intention by using three indicators (intention to visit, 
intention to revisit, and intention to recommend), if compared to the another relevant 
previous   research (Stylidis et al., 2017) (Stylos et al., 2016). Therefore, the differences 
also   draw the specific different responses of the respondent. The image of the 
destination needs to improve due to the lower responses representing having not good 
attributes image, especially in terms of accessibility to the destination (transportation), 
information services (digital infrastructure), and also restaurant and food variety, and 
quality package attraction, although the majority of the tourists  are  more  enjoyable  
toward  Tegal  Mas  Destination  (based  on  Affective  Image, 41,50% in the rating scale 
of 7.00/very strongly agree). Also, the research result showed that 40% in the rating 
scale 6,81/strongly agree toward the overall image, determined by belief, feeling, and 
knowledge in the mind of visitors or tourists. It means that this is a very positive image 
toward the tourism destination so that the recommendation will be valuable for   the 
candidate of tourists (relative, friend, and family), and the increasing number of the 
tourist will be achieved, as the recommendation indicators rating scale as of 6.79 (almost 
close to 7.00). This condition relates to the research results by (Castro et al., 2007). 

 
Conclusions 

This study contributes to the field of tourism research by measuring the 
contribution of cognitive, affective images to the   general image of tourism 
destinations. The establishment of the destination image is examined for the case of 
Tegal Mas Island, Lampung Indonesia. This analysis   also focuses on the extent to which 
a destination's image influences tourist visit intentions. Tourists' perceptions are formed 
not only on the   basis of individual beliefs and knowledge about characteristics of the 
destination but also their feelings and perceptions about the destination. Of the two 
dimensions, affective image is the most influential on the overall image.  This finding is a 
new contribution to the literature, as most studies to date on destination image 
formation by tourists have found the cognitive component to be more relevant than the 
affective.  Similarly, this study confirms that the overall image of a destination is an 
antecedent of tourist visit intentions. That is the image that tourists feel about these 
destinations influences their visit intentions. In addition, a literature review shows that 
tourists are willing to visit destinations even during the Covid-19 pandemic and are 
willing to recommend to family, friends, or relatives. This research extends to the theory 
of self-efficacy, as (Bandura, 2004), stating that people‖s perception toward the object, 
and they expect their behavior change due to the objects. (Flammer, 2018) also stated 
that the individual's capacity to produce important effects due to his feeling and taking 
initiatives, or people perceived themselves as help are happy, and motivation for taking 
actions. Related to self-efficacy theory, the research results drawing the destination 
image perceived by the tourist will create the changing of the tourist behavior to visit 
more and give the recommendation to the others. 

The research results imply for tourism management to highlight the destination 
image improvements  that  will  enable the destination  to  attract  more tourists.  Thus,  
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the results obtained explain the usefulness and relevance of the cognitive and affective 
components of the overall destination image. Cognitive Image refers to the belief or 
knowledge of tourists about   tourism   objects.   The   cognitive   image   includes   
resources,   environment   and infrastructure, and service quality. The attributes 
destination image must be improved especially in terms of accessibility to the 
destination (transportation), information services (digital infrastructure), and also 
restaurant and food variety and quality package attraction to boost the tourist 
attractiveness. Therefore, it needs the government's role in providing transportation 
and digital technology infrastructure to make easy accessibility to reach destinations. 
Furthermore, tourism business actors and the government can be more active in 
promoting tourist destinations and security that has been guaranteed during this Covid-
19 Pandemic. Furthermore, another effort is to involve various kinds of tourist 
attractions in tour packages, so that tourists can find out or by holding activities (events) 
at the destination, and attract tourists more to visit can be achieved. 

This  research  has  limitations  in  terms  of  the  research  model  that  only  used  
behavioral intention of the tourist-based on the theoretical viewpoint of Self-Efficacy, 
not analyzing how satisfaction and loyalty level of the tourists toward a destination as 
the behavioral factors in terms  of  relationship  marketing  theory  (Vavra,  1992),  with  
extending  to  the  Theory  of Planned Behavior implementation, as postulated by (Ajzen, 
1985). 
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the results obtained explain the usefulness and relevance of the cognitive and affective 
components of the overall destination image. Cognitive Image refers to the belief or 
knowledge of tourists about   tourism   objects.   The   cognitive   image   includes   
resources,   environment   and infrastructure, and service quality. The attributes 
destination image must be improved especially in terms of accessibility to the 
destination (transportation), information services (digital infrastructure), and also 
restaurant and food variety and quality package attraction to boost the tourist 
attractiveness. Therefore, it needs the government's role in providing transportation 
and digital technology infrastructure to make easy accessibility to reach destinations. 
Furthermore, tourism business actors and the government can be more active in 
promoting tourist destinations and security that has been guaranteed during this Covid-
19 Pandemic. Furthermore, another effort is to involve various kinds of tourist 
attractions in tour packages, so that tourists can find out or by holding activities (events) 
at the destination, and attract tourists more to visit can be achieved. 

This  research  has  limitations  in  terms  of  the  research  model  that  only  used  
behavioral intention of the tourist-based on the theoretical viewpoint of Self-Efficacy, 
not analyzing how satisfaction and loyalty level of the tourists toward a destination as 
the behavioral factors in terms  of  relationship  marketing  theory  (Vavra,  1992),  with  
extending  to  the  Theory  of Planned Behavior implementation, as postulated by (Ajzen, 
1985). 
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THE IMPACT OF ENVIRONMENTAL  AND SOCIAL COSTS 
DISCLOSURE ON FINANCIAL PERFORMANCE MEDIATING 

BY EARNING MANAGEMENT 
 

Ayu M., Lindrianasari, Gamayuni R.R., Urbanski M. * 
 

ABSTRACT: 
The  aim  related  to  the  article  is  to  empirically   investigate  the  effect   of 

environmental cost disclosure and social cost disclosure on financial performance  
mediated by  earning  management.  To  achieve  this  purpose,  a  quantitative  research  
method  was employed  using primary  data  sources and collected  from the employees  
of international energy  corporations.  Then,  the  data  were  examined  using  smart  
Partial  Least  Squares (PLS). The study results revealed that the environmental and 
social costs disclosure significantly affected financial performance. This was in 
agreement with theories of instrumental   stakeholders,   legitimacy   and   agency.   This   
means   that   more   cost   on environmental and social information disclosure can 
generate greater opportunities for corporations. 
Key words: environmental  cost accounting,  earning  management,  financial 

performance, social cost disclosure. 
 

Introduction 
The  phenomenon   of  environmental   and  social  accounting   emerged  with  the 

societies'  need  for  social  accounting  reports  similar  to those  of capital  markets 
(Gavurova  et al., 2018;  Gavurova et al., 2019).  This has required  financial  data provided 
by financial accounting frameworks.  Likewise, users of social accounting data need 
information,  enabling them to judge  if the organization is being socially and   financially   
responsible   or   not.   Regardless   of  social   accounting,   green accounting  and 
reporting  is a new phenomenon  and relatively  suffered  at lack of any mandatory  
codes or regulation  towards the mandatory  disclosure. Hence, the organizations are 
voluntarily engaged in reporting several social responsibility activities  in their annual 
financial  reports.  Globally,  it appears that organizations have progressed in substantial 
issues further than those found in the literature. 

Here,   the  problem  arises  when  the  organization   does  not  invest  heavily  in 
environmental reporting due to the poor understanding of environmental  issues or 
increasing  the costs of incurred  environmental  disclosure.  According  to Sutopo et al 
(2018), only a few investigations  have been done in the area of environmental 
accounting  like reporting  and its effect  on the association's  financial  performance 
(Valaskova et al., 2018; Dvorsky et al., 2019). Consequently, most associations are starting 
to spend much of their income on social activities,  leading them to vague vision towards 
environmental accounting. 

There  is  a  long-running   discussion   on  the  effect   of green  or  environmental 
accounting   on   firms,   particularly   in   corporate   financial   performance.   This 
discussion  illustrates  numerous  parallels  with  investigations  of corporate  social 
responsibility.  The  conventional   financial  argument  showed  the  advantages  of 
natural  accounting  for firms that will collect a limited extent to the organizations 
themselves. Therefore, firms have a motivating force to under embrace the 
environmental   accounting  disclosures   (Ik  and  Azeez,  2020).  This  is  done  by 
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driving  firms to concentrate  on decreasing  extra  generation  costs and expanding 
consumer  or purchasers'  satisfaction  and sales.  In this  context, the effect  of the 
empirical   connection   between   environmental   and   social   costs   on   financial 
performance   is  significantly   explicit.   Thus,  exploring   a  positive   relationship 
between  the two factors  could offer  help for the enormous  contention.  Although 
observational  examinations  on both  aspects  revealed  differentiating results,  firm 
heterogeneity  or deem powerful  impacts on the environmental  accounting financial 
relationship  were less investigated  in the existing literature. As a result, this study aims  
at  examining  the  effect  of environmental  and  social  costs  disclosure  on financial 
performance. 

Hence,  Epstein  and Buhovac  (2014)  believed  that nowadays,  enterprises  
become increasingly  oversensitive  to environmental  issues and partner's  concerns  
and are endeavouring to convert into better corporate residents.  Regardless  of 
whether the inspiration  is a worry  for  the  society  and  environment,  government  
guidelines, partner  pressures  or monetary  benefit, the outcome  is that managers  
must  unveil huge  improvements  for a more adequately  deal with their  environmental  
effects. The  association  between  environmental  and social  costs  on firm 
performance  in current debate remains  inconclusive,  offering  further explorations  
for researchers, especially in the context of energy corporations. 

Besides,  by  developing  and  using  environmental  accounting,  entities  may  
have benefited from several advantages like strict control of environmental  
expenditure, leading to gaining more customers'  trust. Therefore,  higher  incomes  in 
the long• term sustainability  and the environmental  information  disclosure  in annual 
reports are highly utilized by big firms because of their effectiveness  to report, in 
addition to being the main references  of information  for outside  and inside  
shareholders such as customers, investors, creditors, employees, government and 
others. 

They  are  motivated   by  the  lack  of  a  unanimous   opinion   on  the  effect   of 
environmental  and social costs disclosure  on financial  performance,  Cavaco  and Crifo  
(2014)  aimed  at discovering  a consensus  to this relationship  by leading  a board  
investigation  of 300 greatest  European  listed market  organizations.  Their outcomes  
showed  that  integral  human  asset  and  business  activities  are  connected with 
financial performance. Also, they discovered that business and substitutable 
environmental  behavior  has a constructive  relationship  with  financial  performance. 
Therefore,  the  organization   can  be  socially  capable  and  profitable  by  effectively 
utilizing    sustainability,    driving    new    business    openings,    reducing    cost    and 
increasing   client   certainty.  In  any  case,  CSR  does  not  lead  directly   to  better 
financial  performance; it is the consequence  of the managers'  moves that take into 
account simultaneously  organization  development  and every social gathering. 

Most   investigations   conducted   on  the  relationship   between   environmental   
and social  costs  disclosure  and  financial  performance   are uncertain  or  
contradictory, revealing positive or,  in some cases, negative outcomes. Thus, this study 
introduces earning  management  as an intermediate  variable.  Stakeholders'  theory  
and agency theory   emphasized   that   environmental   and  social  costs   disclosure   
represent   a proper  examination   mechanism   to  managing  the  smart  behavior,  
decreasing  the information asymmetry among supervisors and investors with 
conflicting premiums of the two sets and reflecting  the actual financial performance.  
Based  on the   above   description,    the   present    study   aims    at   exploring    the   
effect of environmental   and  social  costs  disclosure  on  financial  performance   
mediated  by earnings management  in the top  100  Global Energy Corporations. 
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driving  firms to concentrate  on decreasing  extra  generation  costs and expanding 
consumer  or purchasers'  satisfaction  and sales.  In this  context, the effect  of the 
empirical   connection   between   environmental   and   social   costs   on   financial 
performance   is  significantly   explicit.   Thus,  exploring   a  positive   relationship 
between  the two factors  could offer  help for the enormous  contention.  Although 
observational  examinations  on both  aspects  revealed  differentiating results,  firm 
heterogeneity  or deem powerful  impacts on the environmental  accounting financial 
relationship  were less investigated  in the existing literature. As a result, this study aims  
at  examining  the  effect  of environmental  and  social  costs  disclosure  on financial 
performance. 

Hence,  Epstein  and Buhovac  (2014)  believed  that nowadays,  enterprises  
become increasingly  oversensitive  to environmental  issues and partner's  concerns  
and are endeavouring to convert into better corporate residents.  Regardless  of 
whether the inspiration  is a worry  for  the  society  and  environment,  government  
guidelines, partner  pressures  or monetary  benefit, the outcome  is that managers  
must  unveil huge  improvements  for a more adequately  deal with their  environmental  
effects. The  association  between  environmental  and social  costs  on firm 
performance  in current debate remains  inconclusive,  offering  further explorations  
for researchers, especially in the context of energy corporations. 

Besides,  by  developing  and  using  environmental  accounting,  entities  may  
have benefited from several advantages like strict control of environmental  
expenditure, leading to gaining more customers'  trust. Therefore,  higher  incomes  in 
the long• term sustainability  and the environmental  information  disclosure  in annual 
reports are highly utilized by big firms because of their effectiveness  to report, in 
addition to being the main references  of information  for outside  and inside  
shareholders such as customers, investors, creditors, employees, government and 
others. 

They  are  motivated   by  the  lack  of  a  unanimous   opinion   on  the  effect   of 
environmental  and social costs disclosure  on financial  performance,  Cavaco  and Crifo  
(2014)  aimed  at discovering  a consensus  to this relationship  by leading  a board  
investigation  of 300 greatest  European  listed market  organizations.  Their outcomes  
showed  that  integral  human  asset  and  business  activities  are  connected with 
financial performance. Also, they discovered that business and substitutable 
environmental  behavior  has a constructive  relationship  with  financial  performance. 
Therefore,  the  organization   can  be  socially  capable  and  profitable  by  effectively 
utilizing    sustainability,    driving    new    business    openings,    reducing    cost    and 
increasing   client   certainty.  In  any  case,  CSR  does  not  lead  directly   to  better 
financial  performance; it is the consequence  of the managers'  moves that take into 
account simultaneously  organization  development  and every social gathering. 

Most   investigations   conducted   on  the  relationship   between   environmental   
and social  costs  disclosure  and  financial  performance   are uncertain  or  
contradictory, revealing positive or,  in some cases, negative outcomes. Thus, this study 
introduces earning  management  as an intermediate  variable.  Stakeholders'  theory  
and agency theory   emphasized   that   environmental   and  social  costs   disclosure   
represent   a proper  examination   mechanism   to  managing  the  smart  behavior,  
decreasing  the information asymmetry among supervisors and investors with 
conflicting premiums of the two sets and reflecting  the actual financial performance.  
Based  on the   above   description,    the   present    study   aims    at   exploring    the   
effect of environmental   and  social  costs  disclosure  on  financial  performance   
mediated  by earnings management  in the top  100  Global Energy Corporations. 

 
 

Literature review 
Instrumental   Stakeholder   Theory   is  framed  using  two  hypotheses,  proposing   

a positive connection between Corporate Social Performance (CSP) and Corporate 
Financial Performance  (CFP). An instrumental hypothesis  is a monetary theory, 
forecasting  an  outcome  to  occur  because  of the  board  choices  (Mohammadali   & 
Abdulkhaliq,  2019).  The  subsequent hypothesis  is  an  ethical  hypothesis  whereby 
managers   are   obliged   to   meet   partners'   needs   than   to   build   the   company's 
estimation.  This  hypothesis   is  wider  than  that  of shareholders  who  claimed  that 
managers  should  expand  investors' estimation  (Dibia  & Onwuchekwa, 2015). The 
instrumental shareholders' hypothesis proposes CSR, which builds stakeholders' 
fulfilment and, ultimately, financial performance. 

In agency theory,  an agency relationship  is an arrangement  in which  "an 
individual (the owner of economic resources)  or more individuals  run another person's  
(agent) (the  one  uses  and  controls  these  resources)  work  to  perform  or  carry  out  
some services   on  their   behalf,   including   decision-making   authority   to  the  
manager (agent)"  (Shapiro,  2005;  Hussain  et  al.,  2020).  The  essence  of this  theory  
is  to determine  the conflict about the detachment  of proprietorship  and the board 
control of corporate   assets  (Hussain,  Mosa,  &  Omran,  2018).  Managers   typically  
have sufficient    details   than   principles.   This   information    asymmetry    
unfavourably influences  the  essential's  capacity  to  observe  whether  their  advantage  
is in  effect, appropriately  served by the agents.  In the agency hypothesis,  managers 
are keen on transient  business  execution,   so  they  hope  to  accomplish   a  positive  
offer  value impact. 

Moreover,   regarding   CED,   an   acceptable   corporate   reputation    and   
improved associations  with  various  partners  can be  changed  over  to  access  
financing.  It  is argued  that  constructing   a  friendly  reputation   is  vital  to  dealing  
with  investors' impressions.    Interest    in    a   proper    undertaking    reputation    may    
maximize shareholder's   wealth.   This  will  further  encourage  holding  unrivalled   
benefits  in capital  markets  (Nawaz  & Hassan,  2016;  Straka  et al.,  2016;  Mesarc,  
2018).  CSR exercises  give an increasingly  precise  risk evaluation  for speculators,  thus 
offering access  to  outer  financing   at  the  most  conceivable   reduced   expense.   To  
attract potential   investors   by   the   expanded   straightforwardness    of  information,   
the organization  probably  progresses  and is in  a fluid situation  in stock exchanges.  As 
such,  managers  engaged  with  earning  management   can  be  relied  upon  to  make 
increasingly  corporate  environmental  exposures  seeking their  advantage.  For that, as 
a framework  that underlines  arrangements  to society,  the organization's  activities 
ought to be as per the desires for society. 

 
 
     Environmental  
     cost disclosure 
                                                                                                               Financial  
                                                                                                            performance 
 
 
         Social Cost  
          disclosure 
 
 

Figure 1: Research  model 
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Environmental accounting means identifying and  revealing explicit  environmental 
costs,   for   instance,   liability   expenses   or  waste   transfer   costs.   Environmental 
accounting   includes   any  costs   and  advantages   emerging   from   changes   to  the 
organization's   properties or methods, such  as the   change   in   thinking and 
environmental effects.  A further  feature  is that environmental  accounting data  are 
not  necessarily  the  outcome  of accountants,  nor  need  accountants  to  apply  them. 
Instead,  they  represent  any  data  with  both  explicit  and understood  money  related 
material   utilized   as  a  contribution   to  the  company's   decision   making,  product 
planners, monetary experts, and office administrators  like the consumers of 
environmental    accounting   information.   It   also   calls   attention   to   any  kind   of 
information  assembled  and inspected by firms (Eze, Nweze,  & Enekwe, 2016). 

The  empirical  study  on  the  relationship   between  environmental   and  social  
costs disclosure   and  financial  performance   is  not  clear  yet   as  some  investigations 
revealed  a  negative  relationship while others  showed  a  positive  one.  However, other  
investigations   found  no  relationship   at  all.  From  a  positive  perspective,  a proper    
association    with   employees,    suppliers    and   clients    is   vital   for   the 
organization's  endurance  while raising a few shareholders  concerning  CSR,  such as 
symbolic  or kind  management  skill.  In particular,  CSR  resembles   the  reputation and 
the organization's  reputation.  In this  manner,  when  an organization  builds  its 
expense or costs by improving  CSR disclosure  to increase  competitive  advantages, 
such CSR practices  can enhance  or increase  organization  reputation;  therefore,  the 
long sustainability would more improve the  financial performance (Diskiene, Pauliene, & 
Ramanauskaite, 2019; Krajnikova,  Smetankova,  & Behunova, 2019). Likewise,  Nor,   
Bahari,  Adnan, Kamal,   and  Ali  (2016)  studied  the  impacts  of environmental  
information  on financial  performance  in Malaysia, using  top (100) organizations   listed  
in  the  market  for  the  year  2011.  Their  results  showed  the presence  of 
environmental  disclosure  practices  in Malaysia.  Moreover,  Cortez and Cudia  (2011)  
contextually  analysed  Japanese  gadgets  organizations  to  determine the   effect    of  
environmental    developments    on   their    financial performance exhibition.  They 
associated  corporate  social performance  with benefit  in electronic test  organizations  
listed  in the Tokyo  Stock  Exchange. Their  findings  focused  on efforts  of risk 
minimization  in electronics  firms despite decline in profitability. Moreover,    Uwuigbe    
and   Jimoh    (2012)    examined    corporate    environmental disclosure,  focusing  much  
on  cement  manufacturing  firms  without  analysing  the cost components  of the firms.   
It is found that in addition to other things, the degree of environmental   disclosure  
practices  is  still  very  low.  Moreover,  Adediran  and Alade (2013)  explored  the  
influence  of  environmental   and  social  accounting  on performance  in (14)  randomly  
selected  Nigerian  organizations. The data gathered from  the  annual   report   were   
analysed by  employing Regression Analysis.   It showed  a negative  connection  
between  environmental   accounting  and  profit  for capital   utilized   and  gaining  per   
share.   Besides,   Al  Azeez,   Sukoharsono,   and Andayani  (2019) investigated  CSR and 
financial  performance.  They  argued  that a firm's   social   responsibility   and  the   
company's   financial   performance have   an essentially positive   relationship   between   
the   two   and   that   the   firm's   social performance  enhances the increase in gross 
margin. 

Moreover,   Chih,   Shen,   and   Kang   (2008)   utilized   an   alternative   variable   
to distinguish  earning  management.  CSR  is used  and measured  by scores  from  SiRi 
ProTM  information  in eight fields of research,  for example, business  exercises and 
CSR   activities.   It  is  found   that   CFP   is  a  significant   control   variable   when 
inspecting  the relations  among  CSR  and EM using  varied  perspectives  of Chih et al. 
(2008) who argued that when the managers  demonstrate  their very own support of  
overseeing   income,   there   are  more  intentions   to  take  part   in  several   CSR 
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Environmental accounting means identifying and  revealing explicit  environmental 
costs,   for   instance,   liability   expenses   or  waste   transfer   costs.   Environmental 
accounting   includes   any  costs   and  advantages   emerging   from   changes   to  the 
organization's   properties or methods, such  as the   change   in   thinking and 
environmental effects.  A further  feature  is that environmental  accounting data  are 
not  necessarily  the  outcome  of accountants,  nor  need  accountants  to  apply  them. 
Instead,  they  represent  any  data  with  both  explicit  and understood  money  related 
material   utilized   as  a  contribution   to  the  company's   decision   making,  product 
planners, monetary experts, and office administrators  like the consumers of 
environmental    accounting   information.   It   also   calls   attention   to   any  kind   of 
information  assembled  and inspected by firms (Eze, Nweze,  & Enekwe, 2016). 

The  empirical  study  on  the  relationship   between  environmental   and  social  
costs disclosure   and  financial  performance   is  not  clear  yet   as  some  investigations 
revealed  a  negative  relationship while others  showed  a  positive  one.  However, other  
investigations   found  no  relationship   at  all.  From  a  positive  perspective,  a proper    
association    with   employees,    suppliers    and   clients    is   vital   for   the 
organization's  endurance  while raising a few shareholders  concerning  CSR,  such as 
symbolic  or kind  management  skill.  In particular,  CSR  resembles   the  reputation and 
the organization's  reputation.  In this  manner,  when  an organization  builds  its 
expense or costs by improving  CSR disclosure  to increase  competitive  advantages, 
such CSR practices  can enhance  or increase  organization  reputation;  therefore,  the 
long sustainability would more improve the  financial performance (Diskiene, Pauliene, & 
Ramanauskaite, 2019; Krajnikova,  Smetankova,  & Behunova, 2019). Likewise,  Nor,   
Bahari,  Adnan, Kamal,   and  Ali  (2016)  studied  the  impacts  of environmental  
information  on financial  performance  in Malaysia, using  top (100) organizations   listed  
in  the  market  for  the  year  2011.  Their  results  showed  the presence  of 
environmental  disclosure  practices  in Malaysia.  Moreover,  Cortez and Cudia  (2011)  
contextually  analysed  Japanese  gadgets  organizations  to  determine the   effect    of  
environmental    developments    on   their    financial performance exhibition.  They 
associated  corporate  social performance  with benefit  in electronic test  organizations  
listed  in the Tokyo  Stock  Exchange. Their  findings  focused  on efforts  of risk 
minimization  in electronics  firms despite decline in profitability. Moreover,    Uwuigbe    
and   Jimoh    (2012)    examined    corporate    environmental disclosure,  focusing  much  
on  cement  manufacturing  firms  without  analysing  the cost components  of the firms.   
It is found that in addition to other things, the degree of environmental   disclosure  
practices  is  still  very  low.  Moreover,  Adediran  and Alade (2013)  explored  the  
influence  of  environmental   and  social  accounting  on performance  in (14)  randomly  
selected  Nigerian  organizations. The data gathered from  the  annual   report   were   
analysed by  employing Regression Analysis.   It showed  a negative  connection  
between  environmental   accounting  and  profit  for capital   utilized   and  gaining  per   
share.   Besides,   Al  Azeez,   Sukoharsono,   and Andayani  (2019) investigated  CSR and 
financial  performance.  They  argued  that a firm's   social   responsibility   and  the   
company's   financial   performance have   an essentially positive   relationship   between   
the   two   and   that   the   firm's   social performance  enhances the increase in gross 
margin. 

Moreover,   Chih,   Shen,   and   Kang   (2008)   utilized   an   alternative   variable   
to distinguish  earning  management.  CSR  is used  and measured  by scores  from  SiRi 
ProTM  information  in eight fields of research,  for example, business  exercises and 
CSR   activities.   It  is  found   that   CFP   is  a  significant   control   variable   when 
inspecting  the relations  among  CSR  and EM using  varied  perspectives  of Chih et al. 
(2008) who argued that when the managers  demonstrate  their very own support of  
overseeing   income,   there   are  more  intentions   to  take  part   in  several   CSR 

exercises. Moreover,   they  proposed   that  CSR  is  seen  as  a  secondary   tool  to 
accumulate  support from other groups of stakeholders, whose benefits  are damaged by 
earning  management  practices.  Thus,  corporate  governance  (CG)  working  as a 
controlled system is a   protection    mechanism    to    reinforce    and    improve 
organizational  legitimacy.  In this way,  organizations  are inspired to focus on CSR, for  
example,  volunteering   in  the  community   or  socially  and  environmentally conscious 
investments, and social and environmental disclosure responses affecting corporate  
financial  performance.  Hence,  more  obligations  will  be  performed  if firms  
implement   CSR  practices   as  an  outcome  of earnings  manipulation;  the positive  
effect  of CSR on CFP is negatively  mitigated.  Based on this discussion, the hypotheses 
are formed as follows: 

 
Table 1 :  HLVOO theses d eve ooment 

Hl The  Environmental  cost  has  a  significant  effect  on  the  
reduction  the  earnmg management 

H2 The  environmental   cost  has  a  significant  effect   on  the  mcrease  
lll  financial performance 

H3 The  environmental   cost  has  a  significant  effect   on  the  mcrease  
lll  financial performance mediated by earnings management 

H4 The social cost has a significant effect on the reduction the earning 
management 
 

H5 The social cost has a significant effect on the increase in financial 
performance 
 

H6 The  social  cost has a significant  effect  on the increase  in financial 
performance mediated by earnings management 

H7 Earnings  management   has  a  significant   effect   on  the  reduction   
in  financial performance 

 
Research methodology 

The  present  investigation   employed  a  quantitative  method  and  Smart  PLS  to 
examine  the  data.  The  largest  250  global  energy  corporations   represented  the 
research  community,  using  the  questionnaire  method  to collect  the data.  In this 
study, the corporations which own assets more than 5 billion in USD currency were 
selected.  The  final  sample  was  450  employees.  This  study  consisted  of four 
variables,  as  clarified  such  as Earnings  Management  (EM)  is measured  by Ali Shah, 
Butt, and Hassan (2009) using two methodologies. Formerly, most analysts preferred  
cash flow method. For example, Hribar and Collins (2002) supported the utilization   of  
cash   flow-based   methodology   for   the   computation   of  all-out collections. 

The  disclosure  of environmental   cost  includes  disclosure  for  the  management 
approach which comprises  environmental  aspects (for example, materials, vitality, 
water, biodiversity, outflows, effluents and waste), items and administrations, 
consistence,   transport,   and   in  general,   objectives   applicable   to   environment 
viewpoints,   strategy,  hierarchical   duty,   checking   and  development   and  extra 
relevant data (GRI, Sustainability Reporting Guidelines). 

The  social  cost  disclosure  dimension  of reasonability  concerns  the  impacts  on 
affiliation  it has on the social systems within  which it works.  The  disclosure  of social  
cost  would  be  categorized  into  four  perspectives:   labour  practices  and tolerable  
work,  human  rights,  society  and product  duty.  The  information  to be unveiled 
would be the financial performance and environmental performance, including   the  
management   approach,   objectives,   strategy,   authoritative   duty, preparing  and 
awareness, observing  and follows up, and extra logical  data.  Each information  would  
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be  accounted  for  depending  on  the  relationship   of  social viewpoints  (GRI, 
Sustainability Reporting Guidelines). GRI rule scoring would be utilized  in measurement  
if the  organization  revealed  the GRI based  rule;  giving (0.5) social materials, (1.0) 
condition material and (0.0) for no disclosure. 

Financial performance is the extent of how far good a firm can run the assets from 
its  fundamental   mechanism   for   achieving   sustainable   business   and  making 
revenues.  The aspects of financial performance  to be measured  are categorized in 
indicator  of Return  on Asset  (ROA),  which  was  used  as  an  intermediate  for financial  
performance  in this  examination.  Indeed,  many  organizations  globally always work to 
develop their performance  through financial  techniques  (Yousif, 2010; Izarikova 2014). 

 
Findings 

The evaluation model used in this study was based on partial least squares (PLS) to 
roughly   calculate   parameters   and  predict   cause  and   effect   relationships   by 
assessing the outer model as well as the inner model. Based on table 2, it is clear that the 
estimation of AVE in each development was bigger than (0.5).  In addition, Alpha  and CR 
are also larger than  0.70.  Therefore, in light of the management results, it may be well 
presumed  that the convergent  legitimacy  was met. These figures are shown in Table 2. 

 
Table 2: Algorithm 

 Cronbach's Alpha Composite     
(Reliability) 

AVE) 

CP 0.854 0.814 0.652 

ECD 0.842 0.754 0.614 

EM 0.741 0.763 0.732 

SCD 0.912 0.865 0.699 
 
To test discriminant validity,  cross-Loading was examined  on the off chance that 

the estimation of one specific variable or construct was more than (0.7).  Given the 
Cross-Loading (shown in table 3), it is inferred that if the discriminant validity met for 
each marker in every factor was more than (0.7) regardless of indistinguishable 
conditions   from  the  past   loading  factor  evaluation,  and  there  would  be  an 
estimation   less  than  (0. 7).   Yet,   this  is  simultaneously   considered   substantial 
because the variable has esteem bigger than (0.5). However, the reliability test was done 
using two strategies: Cronbach's Alpha, which was larger than (0.6) and composite  
reliability  esteem,  which  was  supposed  to be  higher  than  (0.7).  As indicated by the 
calculation in Table 2, all factors had the estimation of Cronbach's Alpha,  which was 
higher than (0.6).  The composite reliability esteems were more than (0.7).  Therefore,  
the information  and consequences  of estimations  were safe and reliable. 

Table3;Cross loading 
 CP ECD EM SCD 

CP 1.0000 0.3948 -0.7422 0.5672 
ECD 0.3948 1.0000 -0.5573 0.2523 

EM -0.7422 -0.5573 1.0000 -0.6078 

SCD 0.5672 0.2523 -0.6078 1.0000 

 
 
 



211PASCASARJANA UNILA (NOVEMBER 2022) 

K
AT

A
LO

G
 J

U
R

N
A

L 
M

A
H

A
SI

SW
A

 P
A

SC
A

SA
R

JA
N

A
 U

N
IV

ER
SI

TA
S 

LA
M

PU
N

G

be  accounted  for  depending  on  the  relationship   of  social viewpoints  (GRI, 
Sustainability Reporting Guidelines). GRI rule scoring would be utilized  in measurement  
if the  organization  revealed  the GRI based  rule;  giving (0.5) social materials, (1.0) 
condition material and (0.0) for no disclosure. 

Financial performance is the extent of how far good a firm can run the assets from 
its  fundamental   mechanism   for   achieving   sustainable   business   and  making 
revenues.  The aspects of financial performance  to be measured  are categorized in 
indicator  of Return  on Asset  (ROA),  which  was  used  as  an  intermediate  for financial  
performance  in this  examination.  Indeed,  many  organizations  globally always work to 
develop their performance  through financial  techniques  (Yousif, 2010; Izarikova 2014). 

 
Findings 

The evaluation model used in this study was based on partial least squares (PLS) to 
roughly   calculate   parameters   and  predict   cause  and   effect   relationships   by 
assessing the outer model as well as the inner model. Based on table 2, it is clear that the 
estimation of AVE in each development was bigger than (0.5).  In addition, Alpha  and CR 
are also larger than  0.70.  Therefore, in light of the management results, it may be well 
presumed  that the convergent  legitimacy  was met. These figures are shown in Table 2. 

 
Table 2: Algorithm 

 Cronbach's Alpha Composite     
(Reliability) 

AVE) 

CP 0.854 0.814 0.652 

ECD 0.842 0.754 0.614 

EM 0.741 0.763 0.732 

SCD 0.912 0.865 0.699 
 
To test discriminant validity,  cross-Loading was examined  on the off chance that 

the estimation of one specific variable or construct was more than (0.7).  Given the 
Cross-Loading (shown in table 3), it is inferred that if the discriminant validity met for 
each marker in every factor was more than (0.7) regardless of indistinguishable 
conditions   from  the  past   loading  factor  evaluation,  and  there  would  be  an 
estimation   less  than  (0. 7).   Yet,   this  is  simultaneously   considered   substantial 
because the variable has esteem bigger than (0.5). However, the reliability test was done 
using two strategies: Cronbach's Alpha, which was larger than (0.6) and composite  
reliability  esteem,  which  was  supposed  to be  higher  than  (0.7).  As indicated by the 
calculation in Table 2, all factors had the estimation of Cronbach's Alpha,  which was 
higher than (0.6).  The composite reliability esteems were more than (0.7).  Therefore,  
the information  and consequences  of estimations  were safe and reliable. 

Table3;Cross loading 
 CP ECD EM SCD 

CP 1.0000 0.3948 -0.7422 0.5672 
ECD 0.3948 1.0000 -0.5573 0.2523 

EM -0.7422 -0.5573 1.0000 -0.6078 

SCD 0.5672 0.2523 -0.6078 1.0000 

 
 
 

There were direct and indirect effects, as clarified in Table 7.  In hypothesis 
testing, when the coefficient path resulted from T-statistics was bigger than 1.96 or p-
value < 5% (0.05), the alternative hypothesis  could be expressed as supported.  
Moreover, if the estimation of T-statistics  was less than  1.96  or p-value>5%  (0.05), at 
that point,  the alternative  hypothesis  was not supported.  The  outcome of hypotheses 
testing on the environmental costs had a significant effect on the reduction of the 
earning management  and T -test  was 7.2001; while T-table  was  1,  96, because T• test 
> T-table that is 7.2001>  1.96 or p-value (0.000) < a = 0.05.  This influenced X 1      
environmental cost  on  earnings management.   It  can  be  concluded   that Hypothesis 
1 is accepted.   The   outcome   revealed   the   significant   effect   of environmental  cost  
on  the  enhancement  of financial  performance.   T-test  was 4.8455; while T-table was 
1,  96 because T-test > T-table that is 4.8455>  1.96 or p• value (0.000) <  a = 0.05.  This 
indicates that X2 environmental  cost on financial performance  results was significant.  
So, Hypothesis  2 is accepted.  The results of environmental cost effect on the increase 
of the financial performance mediated by earnings management  indicated  that T-test 
was 4.8455;  while T-table was  1,  96 because T-test > T-table that is 4.8455>  1.96 or p-
value (0.000)  < a= 0.05.  Thus, Hypothesis  3  is accepted.  The results of social cost on 
the reduction  of earning management revealed that T-test was 6.5685; while T-table 
was 1, 96 as T-test > T• table that is 6.5685>  1.96 or p-value (0.000) < a = 0.05. Hence,  
Hypothesis 4 is accepted.  The outcome of social cost on the financial performance  
implied that T• test was 6.8806; while T-table was 1. 96 since T-test > T-table that is 
6.8806> 1.96 or p-value (0.000) <a= 0.05. Therefore, Hypothesis 5 is accepted. The 
outcome of social cost on the financial performance mediated by earnings management 
showed that T-test was 4.5441; while T-table was 1.  96 as T-test > T-table that is 4.5441> 
1.96 or p-value (0.000) < a= 0.05.  Thus,  the influence of Xl  environmental  cost on  
earnings  management   results  was  significant.  Therefore,   Hypothesis   6  is 
accepted.   The  results   of  earning  management   on  the  reduction   of  financial 
performance revealed that T -test was 6.0702; while T-table was 1.96 as T-test > T-table 
that is 6.0702> 1.96 or p-value (0.000) < a= 0.05. Therefore, Hypothesis 7 is accepted. 

 
Table 4:  T-test direct effect 
  

Construct 
 

ECD->EM 
 

Original 
Sample 

 
-0.4314 

Samole 
Mean 

 
-0.4311 

Standard 
Deviation 

 
0.0599 

T-Statistics 
 
 

7.2001 

P Values 
 
 

0.0000 

ECD->CP  0.2731 0.2740 0.0564 4.8455 0.0000 

ECD ->  EM CP ->  
0.2731 

 
0.2740 

 
0.0564 

 
4.8455 

 
0.0000 

SCD->EM  -0.4990 -0.5028 0.0760 6.5685 0.0000 

SCD->CP  0.4994 0.5009 0.0726 6.8806 0.0000 

SCD  ->  EM CP ->  
0.3159 

 
0.3195 

 
0.0695 

 
4.5441 

 
0.0000 

EM->CP  -0.6331 -0.6369 0.1043 6.0702 0.0000 
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Discussion 
The findings of this study showed a relationship between environmental  and 

social costs  disclosure  and  financial  performance  mediated  by  earnings  
management. Based  on  these  results,  the  direct  effect  was  measured  using  the  
validity  test depending   on  relevant  previous  results.  Hence,  the  environmental   
cost  has  a remarkable   impact   on  the  reduction   of  earning  management.   This   
result   is consistent with that found by Palacios-Manzano, Gras-Gil, and Santos-Jaen 
(2019) who revealed  that CSR practices  are considered  a powerful  device to 
accumulate supported   by   different   partners   whose   interests   are   damaged   by   
earnings management practices.  Moreover,  Corporate Governance  as a checking 
framework is a key  system to strengthen  or fix organizational  authenticity.  In this  
manner, organizations  are persuaded  to  focus  on  CSR practice,  for  example,  
voluntary, corporate, social and environmental  disclosure  responses, which will impact  
their financial performance.  Nevertheless,  they remark that if an organization  takes 
part in CSR exercises  as a result  of income control,  the favourable  effect  of CSR on 
CFP will be adversely relieved. Thus, this result agrees with agency theory. 

The  environmental   cost  influences   the  enhancement   of financial  
performance,which  is consistent  with the shareholder's  theory. There  is a positive  
relationship between  Corporate  Social Performance  (CSP)  and CFP.  This  result  
differs  from that found by Iqbal, Sutrisno, Assih, and Rosidi (2013), which showed that 
firms' expenses on environmental  and social issues are not proportionate  to their 
financial performance  and that CSR is a matter  of concern  to the government.  Thus,  
the environmental  cost has a considerable  impact on enhancing corporate 
performance mediated by earning management. 

This relationship  between social cost disclosure and financial performance  can be 
explained   by  companies   trying  to  reduce  the  implicit   costs  to  act  socially 
responsible. That would increase the explicit cost and, in tum, lead to a competitive 
disadvantage  (decline  in profits).  Thus,  social cost disclosure  and CSR improve 
relations  with stakeholders.  This relationship  increases competitive  advantage  and 
improves financial performance.  Overall,  environmental  and social cost disclosures are 
activities  that  give an increasingly  precise  risk assessment  for stakeholders, and,  
therefore,  will  offer  access  to  outside  financing  at  the  most  conceivable reduced  
expense.  Concerning  bringing  more  potential  stakeholders  through  the expanded 
straightforwardness  of information, the organization  is probably going to be  in  a 
progressively  hard  and  flexible  situation  in  stock  exchanges.  Finally, managers  
engaged  in profit  controls  are required  to make increasingly  corporate environmental 
disclosures, seeking their very own advantage. 
 
Conclusion 

From an accounting perspective, this study aimed at exammmg the effect of 
environmental  and  social  costs  disclosure  on financial  performance  mediated  by 
earnings  management  based  on  the  literature  available  and  applicable  theories 
including instrumental  stakeholders, agency and legitimacy. The study revealed the 
impact  of environmental   and  social  costs  disclosure  on  financial  performance 
mediated by earning management. Consequently, the environmental and social 
disclosure has a considerable impact on increasing corporate performance, which is 
consistent  with theories  of instrumental  stakeholders, agency and legitimacy. This 
means  that  more  cost  on  environmental   and  social  information  disclosure  can 
create   a  room   for  an  organization   to   enhance   its  reputation.   Hence,   most 
organizations  announce  environmental  data  to  clarify their  activities  and  needs. 
The environmental  exposure for the management  approach comprises  of 
environmental    factors   like   materials,   water,   energy,   biodiversity,   outflows, 
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Discussion 
The findings of this study showed a relationship between environmental  and 

social costs  disclosure  and  financial  performance  mediated  by  earnings  
management. Based  on  these  results,  the  direct  effect  was  measured  using  the  
validity  test depending   on  relevant  previous  results.  Hence,  the  environmental   
cost  has  a remarkable   impact   on  the  reduction   of  earning  management.   This   
result   is consistent with that found by Palacios-Manzano, Gras-Gil, and Santos-Jaen 
(2019) who revealed  that CSR practices  are considered  a powerful  device to 
accumulate supported   by   different   partners   whose   interests   are   damaged   by   
earnings management practices.  Moreover,  Corporate Governance  as a checking 
framework is a key  system to strengthen  or fix organizational  authenticity.  In this  
manner, organizations  are persuaded  to  focus  on  CSR practice,  for  example,  
voluntary, corporate, social and environmental  disclosure  responses, which will impact  
their financial performance.  Nevertheless,  they remark that if an organization  takes 
part in CSR exercises  as a result  of income control,  the favourable  effect  of CSR on 
CFP will be adversely relieved. Thus, this result agrees with agency theory. 

The  environmental   cost  influences   the  enhancement   of financial  
performance,which  is consistent  with the shareholder's  theory. There  is a positive  
relationship between  Corporate  Social Performance  (CSP)  and CFP.  This  result  
differs  from that found by Iqbal, Sutrisno, Assih, and Rosidi (2013), which showed that 
firms' expenses on environmental  and social issues are not proportionate  to their 
financial performance  and that CSR is a matter  of concern  to the government.  Thus,  
the environmental  cost has a considerable  impact on enhancing corporate 
performance mediated by earning management. 

This relationship  between social cost disclosure and financial performance  can be 
explained   by  companies   trying  to  reduce  the  implicit   costs  to  act  socially 
responsible. That would increase the explicit cost and, in tum, lead to a competitive 
disadvantage  (decline  in profits).  Thus,  social cost disclosure  and CSR improve 
relations  with stakeholders.  This relationship  increases competitive  advantage  and 
improves financial performance.  Overall,  environmental  and social cost disclosures are 
activities  that  give an increasingly  precise  risk assessment  for stakeholders, and,  
therefore,  will  offer  access  to  outside  financing  at  the  most  conceivable reduced  
expense.  Concerning  bringing  more  potential  stakeholders  through  the expanded 
straightforwardness  of information, the organization  is probably going to be  in  a 
progressively  hard  and  flexible  situation  in  stock  exchanges.  Finally, managers  
engaged  in profit  controls  are required  to make increasingly  corporate environmental 
disclosures, seeking their very own advantage. 
 
Conclusion 

From an accounting perspective, this study aimed at exammmg the effect of 
environmental  and  social  costs  disclosure  on financial  performance  mediated  by 
earnings  management  based  on  the  literature  available  and  applicable  theories 
including instrumental  stakeholders, agency and legitimacy. The study revealed the 
impact  of environmental   and  social  costs  disclosure  on  financial  performance 
mediated by earning management. Consequently, the environmental and social 
disclosure has a considerable impact on increasing corporate performance, which is 
consistent  with theories  of instrumental  stakeholders, agency and legitimacy. This 
means  that  more  cost  on  environmental   and  social  information  disclosure  can 
create   a  room   for  an  organization   to   enhance   its  reputation.   Hence,   most 
organizations  announce  environmental  data  to  clarify their  activities  and  needs. 
The environmental  exposure for the management  approach comprises  of 
environmental    factors   like   materials,   water,   energy,   biodiversity,   outflows, 

effluents, waste, items, services, consistence  and transport.  Moreover, the cultural 
concern will, in general, be recognized as a considerable corporate responsibility to 
communicate among organizations and society concerning social obligation and 
sustainability.  The  social  disclosure  cost would be divided  into four viewpoints: labor   
practice   and   conventional   work,   human   rights,   society   and   product 
responsibility.  Accordingly,  the corporate social and environmental  revelation may be 
treated as a genuine and social commitment made by the association. However, because  
of inadequate reviewing  regarding  the genuine  economy, managers  have motivating 
forces to take optional  activities over revealed salary to maximize their advantage.  
Moreover, the earnings  management  will  accumulate  when  managers mislead  some  
stakeholders  about  the  underlying  economic  performance   of the corporation. The 
limitations of the study are as follows it takes only two predictors and  ignore  other  
factors  that  affect  financial  performance   and  suggested  that upcoming  studies  
should  include  more  factors  in their  studies.  In addition,  the present  study took 
only no moderation  in the study and recommended  that further study should add 
moderator in their analysis. 
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Abstract. Employee performance is inseparable from efficiency and effectiveness. 
Efficiency emphasizes work results, while effectiveness relates to the process of achieving 
goals related to human work or increasing human labor, life and cultural renewal, mental 
attitude of glorifying work and expanding efforts to improve the quality of people's lives. In 
other words, the process of increasing work productivity can be done through motivation, 
education, work discipline, skills, technology, work ethic attitudes, income levels, work 
environment and climate, management, achievement opportunities and production 
facilities as well as social security, work ethic, work loyalty. , job satisfaction, leadership, 
organizational structure and supervision.The research design is generally divided into 3 
(three) forms, namely explorative research, descriptive research and explanatory research. 
Explorative research is a type of research that seeks to find new ideas or relationships. 
While descriptive research is research that aims to describe the properties or 
characteristics of a particular phenomenon. Finally, explanatory research is research that 
aims to analyze the relationships between one variable and another or how one variable 
affects other variables.Based on the discussion that has been carried out, the results of 
this study are as follows: 1) Motivation (X1) has a positive and significant effect on 
performance (Y) and the hypothesis is accepted. 2) Reward (X2) has a positive and 
significant effect on performance (Y) and the hypothesis is accepted. 3) Reward moderated 
by the commitment variable (X2X3) has a positive and significant effect on performance (Y) 
and the hypothesis is accepted. 
Keywords: Motivation, Reward System, Performance, Commitment, Mediating Variable 

 
I.   INTRODUCTION 

The current era of globalization demands high competition, which means it 
requires companies to be able to continue to innovate so as not to be left behind, thus 
the human resources within the company must be more productive and do something 
better. Employees or human resources are one element that has an important role in a 
company. Existing employees become the driving force of all work activities carried out. 
Therefore, human resources  must  be managed, and this  depends on the  
organization's  management in managing human resources in order to achieve the goals 
expected by the company. An organization is a collection of individuals who work 
together to achieve common work goals through a hierarchical structure and division 
of labor.Improving human resources is a must that must be considered for every 
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other words, the process of increasing work productivity can be done through motivation, 
education, work discipline, skills, technology, work ethic attitudes, income levels, work 
environment and climate, management, achievement opportunities and production 
facilities as well as social security, work ethic, work loyalty. , job satisfaction, leadership, 
organizational structure and supervision.The research design is generally divided into 3 
(three) forms, namely explorative research, descriptive research and explanatory research. 
Explorative research is a type of research that seeks to find new ideas or relationships. 
While descriptive research is research that aims to describe the properties or 
characteristics of a particular phenomenon. Finally, explanatory research is research that 
aims to analyze the relationships between one variable and another or how one variable 
affects other variables.Based on the discussion that has been carried out, the results of 
this study are as follows: 1) Motivation (X1) has a positive and significant effect on 
performance (Y) and the hypothesis is accepted. 2) Reward (X2) has a positive and 
significant effect on performance (Y) and the hypothesis is accepted. 3) Reward moderated 
by the commitment variable (X2X3) has a positive and significant effect on performance (Y) 
and the hypothesis is accepted. 
Keywords: Motivation, Reward System, Performance, Commitment, Mediating Variable 

 
I.   INTRODUCTION 

The current era of globalization demands high competition, which means it 
requires companies to be able to continue to innovate so as not to be left behind, thus 
the human resources within the company must be more productive and do something 
better. Employees or human resources are one element that has an important role in a 
company. Existing employees become the driving force of all work activities carried out. 
Therefore, human resources  must  be managed, and this  depends on the  
organization's  management in managing human resources in order to achieve the goals 
expected by the company. An organization is a collection of individuals who work 
together to achieve common work goals through a hierarchical structure and division 
of labor.Improving human resources is a must that must be considered for every 

organization that wants the goals it has set can always be achieved in a situation full of 
uncertainty. To achieve this goal, it is necessary to have a passion and enthusiasm for 
work that must be owned by every individual in it. With a high enthusiasm and 
enthusiasm for work, the work given will be easily and quickly completed so as to 
increase work efficiency which in turn will increase work productivity. However, if 
the opposite happens, the organizational goals will be difficult to achieve. 

[11]Performance is something that is complex and always needs to be improved 
both in terms of individuals, groups and organizations. This is because performance is a 
challenge that must be faced by all components and elements of the organization and is 
the business of everyone in the work organization so that they are able to overcome the 
economic and monetary situation in Indonesia.[5] This axiom applies not only to 
organizations engaged in the economy, but also to other organizational fields, such as 
state, politics, non- profit, business, socio-cultural, social institutions of religious 
communities.Performance in the organization consists of components of technology, 
capital and human resources. Resources that are utilized efficiently are one of the 
factors that can increase productivity, although on the other hand human resources are 
a trigger for waste and inefficiency in various forms.[17] This is reflected when the 
organization's management is not able  to  formulate  human  resource  management  
policies  within  the  organization  and  carry  out  human resource management 
practices. The influence of human resources on performance can be seen in the results 
of their work, absenteeism, accidents, intention to leave and their contribution to the 
organization.[6] Good employee performance is needed by the company to be able to 
run its business well. PT Niaga Nusa Abadi, one of the Class Mild cigarette distributors, 
is very concerned about employee performance so that sales targets can be achieved. 
Table 1 below presents the number of employees of PT Niaga Nusa Abadi 2019 by 
division. 

Table 1.Number of Employees of PT Niaga Nusa Abadi 2019 
Division/Section Amount 

Supervisor 5 
Sales Team Leader 8 
Promotion Leader 4 
Motorcycle Sales 70 

Sales RRO Car 45 
Office administration 24 

Security 18 
Amount 174 

Source: PT Niaga Nusa Abadi 2019 
 

Based on Table 1, it can be seen that there are quite a lot of employees, namely 174 
people divided into 7 sections. The most divisions are in Motorcycle Sales and Car Sales, 
respectively 70 and 45 people. PT Niaga Nusa Abadi 2019 had a total cigarette sales of 
309,289 balls from January to September 2019 (11% lower than sales in 2018).PT Niaga 
Nusa Abadi 2019 has a fairly good reward system for its employees. Rewards given 
include, if the marketing department makes sales exceeding the monthly target by 1.5 
times, the employee will get an additional bonus of Rp. 200,000. In addition, PT Niaga 
Nusa Abadi 2019 annual rewards are distributed to all employees and given at the end of 
the year according to the number of sales successfully recorded in the same year and 
the amount of rewards is at least 3 times the monthly salary. Another reward given is an 
increase in answers based on evaluations every semester. If the employee fulfills the 
competence, he will get a promotion. 
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Employee performance is inseparable from efficiency and effectiveness. Efficiency 
emphasizes work results, while effectiveness relates to the process of achieving goals 
related to human work or increasing human labor, life and cultural renewal, mental 
attitude of glorifying work and expanding efforts to improve the quality of people's lives. 
In other words, the process of increasing work productivity can be done through 
motivation, education, work discipline, skills, technology, work ethic attitudes, income 
levels, work environment and climate, management, achievement opportunities and 
production facilities as well as social security, work ethic, work loyalty. , job 
satisfaction, leadership, organizational structure and supervision.[6]Furthermore, the 
research of Castro et al [6] also resulted in no direct influence between motivational 
variables on performance. Motivation will affect performance after taking into account 
the commitment variable. This means that employee performance will increase if good 
employee motivation is combined with commitment to complete well then employee 
performance will increase. Increased employee performance will cause employees to 
get rewards for completing their work. Rewards received by employees theoretically will 
increase employee work motivation.[12] 

 
II. METHODS Research design 

The  research  design  is  generally  divided  into  3  (three)  forms,  namely  
explorative  research, descriptive research and explanatory research.[7] Explorative 
research is a type of research that seeks to find new ideas or relationships. While 
descriptive research is research that aims to describe the properties or 
characteristics of a particular phenomenon. Finally, explanatory research is research 
that aims to analyze the relationships between one variable and another or how one 
variable affects other variables. 
Population and Research Sample 

According to Suharsimi Arikunto's opinion [2] that if the population members are 
greater than 100 then a sampling method can be used by taking samples of 10%, 
15% and so on from the population members, but if the population members are less 
than 100, it is better to use the census method by examining the entire population. 
population member 
 
Variable Operational Definition 

The operational definition of research variables according to Sugiyono [15] is an 
attribute or nature or value of objects or activities that have certain variations that have 
been determined by researchers to be studied and then drawn conclusions. 
 
Validity and Reliability Test 
Validity test 

Validity test is used to show how valid an instrument measures the concept that 
should be measured. A valid instrument means that the instrument can be used to 
measure what is intended to be measured precisely and correctly. Validity test is done 
by using factor analysis. Whether or not an instrument is valid is seen from the loading 
factor of each variable. The value of the loading factor will be compared with the 
minimum constant, which is 0.6 [7]. If the loading factor is greater than 0.6 then the 
instrument is considered valid. 

 
 
 

Reliability Test 
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Employee performance is inseparable from efficiency and effectiveness. Efficiency 
emphasizes work results, while effectiveness relates to the process of achieving goals 
related to human work or increasing human labor, life and cultural renewal, mental 
attitude of glorifying work and expanding efforts to improve the quality of people's lives. 
In other words, the process of increasing work productivity can be done through 
motivation, education, work discipline, skills, technology, work ethic attitudes, income 
levels, work environment and climate, management, achievement opportunities and 
production facilities as well as social security, work ethic, work loyalty. , job 
satisfaction, leadership, organizational structure and supervision.[6]Furthermore, the 
research of Castro et al [6] also resulted in no direct influence between motivational 
variables on performance. Motivation will affect performance after taking into account 
the commitment variable. This means that employee performance will increase if good 
employee motivation is combined with commitment to complete well then employee 
performance will increase. Increased employee performance will cause employees to 
get rewards for completing their work. Rewards received by employees theoretically will 
increase employee work motivation.[12] 

 
II. METHODS Research design 

The  research  design  is  generally  divided  into  3  (three)  forms,  namely  
explorative  research, descriptive research and explanatory research.[7] Explorative 
research is a type of research that seeks to find new ideas or relationships. While 
descriptive research is research that aims to describe the properties or 
characteristics of a particular phenomenon. Finally, explanatory research is research 
that aims to analyze the relationships between one variable and another or how one 
variable affects other variables. 
Population and Research Sample 

According to Suharsimi Arikunto's opinion [2] that if the population members are 
greater than 100 then a sampling method can be used by taking samples of 10%, 
15% and so on from the population members, but if the population members are less 
than 100, it is better to use the census method by examining the entire population. 
population member 
 
Variable Operational Definition 

The operational definition of research variables according to Sugiyono [15] is an 
attribute or nature or value of objects or activities that have certain variations that have 
been determined by researchers to be studied and then drawn conclusions. 
 
Validity and Reliability Test 
Validity test 

Validity test is used to show how valid an instrument measures the concept that 
should be measured. A valid instrument means that the instrument can be used to 
measure what is intended to be measured precisely and correctly. Validity test is done 
by using factor analysis. Whether or not an instrument is valid is seen from the loading 
factor of each variable. The value of the loading factor will be compared with the 
minimum constant, which is 0.6 [7]. If the loading factor is greater than 0.6 then the 
instrument is considered valid. 

 
 
 

Reliability Test 

Age Amount Percentage (%) 

25-30 Years 18 25.71 
31-40 Years 27 38.57 
41-50 Years 15 21.43 
>50 Years 10 14.29 
Total 70 100 

 

Reliability test is used to show the extent to which the measuring instrument used 
can be trusted and reliable. Reliability testing is indicated by the Alpha Croanbach 
coefficient. Reliability tests are conducted to determine the consistency and accuracy 
of measurements, when measurements are made on the same object repeatedly with 
the same instrument. Testing the validity and reliability of this by using the help of 
SPSS. The indicator criteria are said to be reliable if the Croanbach's Alpha value is 
greater than the Croanbach's Alpha value if the item is deleted.[7] 
 
III.  RESULTS AND DISCUSSION 
3.1 Research Stages 

1. Preparation  In  this  stage,  before  the  researchers  conducted  the  research,  the  
researchers conducted observations and interviews with the employees of PT Niaga 
Nusa Abadi. 

2. Licensing In this stage, researchers carry out research by submitting a research 
application letter to PT Niaga Nusa Abadi. 

3. Implementation In this stage, researchers conducted observations at PT Niaga 
Nusa Abadi and 

4. asked questions related to the influence of values, motivation, reward system and 
commitment as intervening variables. 

5. Post-implementation This stage is the final stage, at this stage the processing of the 
data obtained through a scale includes, data collection, data simplification, and data 
description using predetermined formulas. 

 
3.2 Characteristics of Respondents 

This study examines the influence of values, motivation, reward system and 
commitment as intervening variables, which uses a sample of 70 employees 
1.   Characteristics of Respondents Based on Age 

From the results of the research that has been done, the following are the 
characteristics of respondents based on age. 

Table 2.Respondents by Age 
 
 
 
 
 
 
 

 
 

From the calculation results in Table 2, respondents are dominated by the age of 
31-40 years, namely 27 people or 38.57%, then respondents aged 25-30 years are 18 
people or 25.71%, then respondents aged 41-50 years are 14. people or 21.43%, and the 
rest are respondents aged > 50 years as many as 10 people or 14.29%. 
 
2. Characteristics of Respondents Based on Gender 

From the results of the research that has been done, the following are the 
characteristics of the respondents based on gender. 

 
 
 
 

Table 3.Respondents by Gender 
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Gender Amount Percentage (%) 

Man 47 67.14 
Woman 23 32.86 
Total 120 100 

 

 
 
 
 
 
 
 

From the results of   the calculations in Table 3, respondents are dominated by 
men, namely 47 people or 67.33% and the rest are women, totaling 23 people or 32.86% 
of the total sample. 

 
3.  Characteristics of Respondents Based on Working Period 

From the results of the research that has been done, the following are the 
characteristics of the respondents based on the working period. 

Table 4.Respondents Based on Years of Service 
 

Years of service Amount Percentage (%) 

< 10 Years 37 52.86 
11-20 Years 18 25.71 
21-30 Years 15 21.43 
Total 70 100 

 
From the calculation results in Table 4, respondents are dominated by working 

years > 10 years as much as 37 or 52.86%, then 11-20 years as many as 18 or 25.71% and 
the rest, namely 21-30 years as many as 15 or 21.43%. 
 
Validity test 

The validity test is used to determine the accuracy of the measuring instrument 
carried out in the correlation of the answer scores for each question, with the following 
criteria: 

1. If r count > r table, then the question is declared valid. 
2. If r count < r table, then the question is declared invalid 

 
Motivation Validity Test (X1) 
The validity test of the motivation variable statement (X1) is shown in table 6 below: 

Table 5.Motivation Validity Test (X1) 
Item-Total Statistics 

 Scale Mean if 
Item Deleted 

Scale Variance if 
Item Deleted 

Corrected Item-
Total Correlation 

Cronbach's Alpha  
if  Item Deleted 

VAR0000 
1 
 

VAR0000 
2 
 

VAR0000 
3 
 

VAR0000 
4 
 

38.8429 
 
 

38.8857 
 
 

38.8429 
 
 

38.8571 
 
 

17,149 
 
 

19,581 
 
 

17,758 
 
 

19,602 
 
 

.737 
 
 

.465 
 
 

.633 
 
 

.474 
 
 

.824 
 
 

.849 
 
 

.834 
 
 

.848 
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Gender Amount Percentage (%) 

Man 47 67.14 
Woman 23 32.86 
Total 120 100 

 

 
 
 
 
 
 
 

From the results of   the calculations in Table 3, respondents are dominated by 
men, namely 47 people or 67.33% and the rest are women, totaling 23 people or 32.86% 
of the total sample. 

 
3.  Characteristics of Respondents Based on Working Period 

From the results of the research that has been done, the following are the 
characteristics of the respondents based on the working period. 

Table 4.Respondents Based on Years of Service 
 

Years of service Amount Percentage (%) 

< 10 Years 37 52.86 
11-20 Years 18 25.71 
21-30 Years 15 21.43 
Total 70 100 

 
From the calculation results in Table 4, respondents are dominated by working 

years > 10 years as much as 37 or 52.86%, then 11-20 years as many as 18 or 25.71% and 
the rest, namely 21-30 years as many as 15 or 21.43%. 
 
Validity test 

The validity test is used to determine the accuracy of the measuring instrument 
carried out in the correlation of the answer scores for each question, with the following 
criteria: 

1. If r count > r table, then the question is declared valid. 
2. If r count < r table, then the question is declared invalid 

 
Motivation Validity Test (X1) 
The validity test of the motivation variable statement (X1) is shown in table 6 below: 

Table 5.Motivation Validity Test (X1) 
Item-Total Statistics 

 Scale Mean if 
Item Deleted 

Scale Variance if 
Item Deleted 

Corrected Item-
Total Correlation 

Cronbach's Alpha  
if  Item Deleted 

VAR0000 
1 
 

VAR0000 
2 
 

VAR0000 
3 
 

VAR0000 
4 
 

38.8429 
 
 

38.8857 
 
 

38.8429 
 
 

38.8571 
 
 

17,149 
 
 

19,581 
 
 

17,758 
 
 

19,602 
 
 

.737 
 
 

.465 
 
 

.633 
 
 

.474 
 
 

.824 
 
 

.849 
 
 

.834 
 
 

.848 
 
 

VAR0000 
5 
 

VAR0000 
6 
 

VAR0000 
7 
 

VAR0000 
8 
 

VAR0000 
9 
 

VAR0001 
0 

38.8429 
 
 

38.8286 
 
 

38.8286 
 
 

38.6714 
 
 

38.9714 
 
 

38.8429 

18,627 
 
 

18,434 
 
 

18,753 
 
 

19,151 
 
 

18.202 
 
 

18,743 

.608 
 
 

.573 
 
 

.440 
 
 

.608 
 
 

.516 
 
 

.586 

.837 
 
 

.840 
 
 

.853 
 
 

.839 
 
 

.846 
 
 

.839 

Source: Data processed by SPSS 20, 2022 
 

From the table above, it shows that the validity value shown in columnCorrected 
Item-Total Correlationfor each statement of Motivation variable(X1)greater than r table. 
With a confidence level of 95% and a total n of 70, the value in the distribution table for 
r is 0.2352, so each statement on the Motivation variable(X1)declared to have met the 
level of validity. 
 
Reward Validity Test(X2) 
The validity test of the Reward(X2) variable statement is shown in table 7 below: 

Table 6.Reward Validity(X2) 
Item-Total Statistics 

 Scale Mean if 
Item Deleted 

Scale Variance 
if Item Deleted 

Corrected 
Item-Total 
Correlation 

Cronbach's 
Alpha if Item 

Deleted 
VAR0000 

1 
VAR0000 

2 
VAR0000 

3 
VAR0000 

4 
VAR0000 

5 
VAR0000 

6 
VAR0000 

7 
VAR0000 

8 

30.4143 
 

30.3714 
 

30.3143 
 

30.3143 
 

30.2714 
 

30.4571 
 

30.2571 
 

30.3000 

14,362 
 

14,324 
 

15.523 
 

14,161 
 

14,983 
 

14,078 
 

15,034 
 

14.126 

.446 
 

.596 
 

.486 
 

.652 
 

.613 
 

.565 
 

.600 
 

.636 

.838 
 

.813 
 

.827 
 

.806 
 

.813 
 

.818 
 

.814 
 

.808 

Source: Data processed by SPSS 20, 2022 
 
 

From the table above, it shows that the validity value shown in columnCorrected 
Item-Total Correlationfor each variable statementRewards(X2) is greater than r table. 
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With a 95% confidence level and a total n of 70, the value in the distribution table for r 
is 0.2352, so each statement on the variableRewards(X2)declared to have met the level of 
validity. 

 
Commitment Validity Test (X3) 

The validity test of the commitment variable statement (X3) is shown in table 7 
below: 

Table1.Commitment Validity (X3) 
Item-Total Statistics 

 Scale   Mean  if 
Item Deleted 

Scale    
Variance if 

Item Deleted 

Corrected  
Item- Total 
Correlation 

Cronbach's 
Alpha   if   Item 

Deleted 

VAR00001 
VAR00002 
VAR00003 
VAR00004 
VAR00005 
VAR00006 
VAR00007 
VAR00008 

28.2571 
 

28.3857 
 

28.2571 
 

28.2000 
 

28.4286 
 

28.7143 
 

28.8571 
 

28.4000 

14,629 
 

13,632 
 

12.802 
 

14,539 
 

14,741 
 

14,787 
 

15.110 
 

12,620 

.641 
 

.636 
 

.825 
 

.665 
 

.543 
 

.566 
 

.350 
 

.780 

.848 
 

.848 
 

.824 
 

.846 
 

.857 
 

.855 
 

.882 
 

.829 
Source: Data processed by SPSS 20, 2022 

 
From the table above, it shows that the validity value shown in columnCorrected 

Item-Total Correlationfor each variable statementCommitment (X3)greater than r 
table. With a 95% confidence level and a total n of 70, the value in the distribution table 
for r is 0.2352, so each statement on the variableCommitment (X3)declared to have met 
the level of validity. 
 
Performance Validity Test(Y) 

Test the validity of the statement Performance variable (Y) is shown in table 8 
below: 

Table2.Performance Validity Test(Y) 
Item-Total Statistics 

 Scale Mean if 
Item Deleted 

Scale Variance      
if Item Deleted 

Corrected 
Item-Total 
Correlation 

Cronbach's 
Alpha  if  Item 

Deleted 
VAR0000 

1 
VAR0000 

2 
VAR0000 

3 
VAR0000 

4 

26.2857 
 

26.4571 
 

26.2857 
 

26.3143 
 

15,280 
 

13,846 
 

14,091 
 

14.016 
 

.628 
 

.692 
 

.749 
 

.723 
 

.835 
 

.825 
 

.819 
 

.822 
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With a 95% confidence level and a total n of 70, the value in the distribution table for r 
is 0.2352, so each statement on the variableRewards(X2)declared to have met the level of 
validity. 

 
Commitment Validity Test (X3) 

The validity test of the commitment variable statement (X3) is shown in table 7 
below: 

Table1.Commitment Validity (X3) 
Item-Total Statistics 

 Scale   Mean  if 
Item Deleted 

Scale    
Variance if 

Item Deleted 

Corrected  
Item- Total 
Correlation 

Cronbach's 
Alpha   if   Item 

Deleted 

VAR00001 
VAR00002 
VAR00003 
VAR00004 
VAR00005 
VAR00006 
VAR00007 
VAR00008 

28.2571 
 

28.3857 
 

28.2571 
 

28.2000 
 

28.4286 
 

28.7143 
 

28.8571 
 

28.4000 

14,629 
 

13,632 
 

12.802 
 

14,539 
 

14,741 
 

14,787 
 

15.110 
 

12,620 

.641 
 

.636 
 

.825 
 

.665 
 

.543 
 

.566 
 

.350 
 

.780 

.848 
 

.848 
 

.824 
 

.846 
 

.857 
 

.855 
 

.882 
 

.829 
Source: Data processed by SPSS 20, 2022 

 
From the table above, it shows that the validity value shown in columnCorrected 

Item-Total Correlationfor each variable statementCommitment (X3)greater than r 
table. With a 95% confidence level and a total n of 70, the value in the distribution table 
for r is 0.2352, so each statement on the variableCommitment (X3)declared to have met 
the level of validity. 
 
Performance Validity Test(Y) 

Test the validity of the statement Performance variable (Y) is shown in table 8 
below: 

Table2.Performance Validity Test(Y) 
Item-Total Statistics 

 Scale Mean if 
Item Deleted 

Scale Variance      
if Item Deleted 

Corrected 
Item-Total 
Correlation 

Cronbach's 
Alpha  if  Item 

Deleted 
VAR0000 

1 
VAR0000 

2 
VAR0000 

3 
VAR0000 

4 

26.2857 
 

26.4571 
 

26.2857 
 

26.3143 
 

15,280 
 

13,846 
 

14,091 
 

14.016 
 

.628 
 

.692 
 

.749 
 

.723 
 

.835 
 

.825 
 

.819 
 

.822 
 

VAR0000 
5 

VAR0000 
6 

VAR0000 
7 

VAR0000 
8 

26.4286 
 

26.4857 
 

26.6857 
 

26.4571 

14,306 
 

16,195 
 

17,494 
 

13.034 

.674 
 

.347 
 

.171 
 

.804 

.828 
 

.865 
 

.879 
 

.809 

Source: Data processed by SPSS 20, 2022 
 
From the table above, it shows that the validity value shown in columnCorrected 

Item-Total Correlationfor each variable statementPerformance(Y) is greater than r 
table. With a 95% confidence level and a total n of 70, the value in the distribution table 
for r is 0.2352, so each statement on the variablePerformance(Y)declared to have met 
the level of validity. 
 
3.3 Reliability Test 

Items of statements that are already valid in the validity test will be reliably 
determined with the criteria if Cronbach > 0.600 then the statement is reliable. 
Motivation Reliability Test (X1) 

The reliability test of the motivation variable statement (X1) is shown in table 9 
below: 

Table3.Motivation Reliability Test (X1) 
Reliability Statistics 

Cronbach's 
Alpha N of Items 

.855 10 
Source: Data processed by SPSS 20, 2022 

 
From the table above shows that the reliability of the statement of the motivation 

variable (X1)with the number of samples (N of Cases) of 70 respondents and the number 
of statement items (N of Items) of 10, obtainedtotal alpha of 0.855. Of the 10 statement 
items, the value of Cronbach's alpha if the item deleted all shows reliable, because the 
value of the 10 statement items is greater than 0.600 
 
Reward Reliability Test(X2) 

The Reliability Test of the Reward(X2) variable statement is shown in table 10 
below: 

 
Table4.Reward Reliability Test(X2) 

Reliability Statistics 
Cronbach's 

Alpha N of Items 

.836 8 
Source: Data processed by SPSS 20, 2022 

From the table above shows that the Reliability of the Reward variable 
statement (X2)with the number of samples (N of Cases) of 70 respondents and the 
number of statement items (N of Items) of 8, obtainedtotal alpha of 0.836Of the 8 
statement items, the value of Cronbach's alpha if the item deleted all shows reliable, 
because the value of 8 statement items is greater than 0.600. 
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Commitment Reliability Test (X3) 

The reliability test of the commitment variable statement (X3) is shown in table 10 
below: 

Table 11.Commitment Reliability Test (X3) 
Reliability Statistics 

 
Cronbach's 

Alpha N of Items 

.866 8 
Source: Data processed by SPSS 20, 2022 

 
From the table above shows that the reliability of the statement of the 

commitment variable (X3) with a total sample (N of Cases) of 70 respondents and the 
number of statement items (N of Items) of 8, obtainedtotal alpha of 0.866Of the 8 
statement items, the value of Cronbach's alpha if the item deleted all shows reliable, 
because the value of 8 statement items is greater than 0.600. 
 
Performance Reliability Test(Y) 

The reliability test of the performance variable statement (Y) is shown in table 11 
below: 

Table 12.Performance Reliability Test(Y) 
Reliability Statistics 

Cronbach's 
Alpha 

N of Items 

.855 8 
Source: Data processed by SPSS 20, 2022 

 
From the table above shows that the reliability of the statement of the 

Performance variable (Y)with the number of samples (N of Cases) of 70 respondents and 
the number of statement items (N of Items) of 8, obtainedtotal alpha of 0.855. Of the 7 
statement items, the value of Cronbach's alpha if the item deleted all shows reliable, 
because the value of 7 statement items is greater than 0.600. 
 
3.4 Normality test 

Normality test was carried out to find outwhether the distribution of research 
data is normal or not. To find out if the data is normally distributed or not, the 
Kolmogorov-Smirnov normality test was performed using SPSS v.22 for windows. 
 
 
 
 
 
 
 
 
 
 

Table 13.Normality test 
One-Sample Kolmogorov-Smirnov Test 
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Commitment Reliability Test (X3) 

The reliability test of the commitment variable statement (X3) is shown in table 10 
below: 

Table 11.Commitment Reliability Test (X3) 
Reliability Statistics 

 
Cronbach's 

Alpha N of Items 

.866 8 
Source: Data processed by SPSS 20, 2022 

 
From the table above shows that the reliability of the statement of the 

commitment variable (X3) with a total sample (N of Cases) of 70 respondents and the 
number of statement items (N of Items) of 8, obtainedtotal alpha of 0.866Of the 8 
statement items, the value of Cronbach's alpha if the item deleted all shows reliable, 
because the value of 8 statement items is greater than 0.600. 
 
Performance Reliability Test(Y) 

The reliability test of the performance variable statement (Y) is shown in table 11 
below: 

Table 12.Performance Reliability Test(Y) 
Reliability Statistics 

Cronbach's 
Alpha 

N of Items 

.855 8 
Source: Data processed by SPSS 20, 2022 

 
From the table above shows that the reliability of the statement of the 

Performance variable (Y)with the number of samples (N of Cases) of 70 respondents and 
the number of statement items (N of Items) of 8, obtainedtotal alpha of 0.855. Of the 7 
statement items, the value of Cronbach's alpha if the item deleted all shows reliable, 
because the value of 7 statement items is greater than 0.600. 
 
3.4 Normality test 

Normality test was carried out to find outwhether the distribution of research 
data is normal or not. To find out if the data is normally distributed or not, the 
Kolmogorov-Smirnov normality test was performed using SPSS v.22 for windows. 
 
 
 
 
 
 
 
 
 
 

Table 13.Normality test 
One-Sample Kolmogorov-Smirnov Test 

N 
 

X1 X2 Y 

Normal Parameters, b mean 
Std. Deviation Most Extreme  Absolute 

Differences Positive negative Kolmogorov-
Smirnov Zasymp. Sig. (2-tailed) 

70 
3.6845 

0.57662 
0.133 
0.062 
-0.133 
1.456 
0.288 

70 
3.8878 
0.61262 

0.107 
0.083 
-0.107 
1.171 

0.129 

70 
3.5406 
0.79796 
0.089 
0.068 
-0.089 
0.973 
0.297 

 
a. Test distribution is Normal. 
b. Calculated from data. 

From the table it is explained that the data is normally distributed which can be 
seen from the significance value or probability. The decision-making guideline is if the 
significance value is < 0.05 then the data is not normal and vice versa, if the 
significance value is > 0.05 thenthe data is declared normal. The probability value of the 
sig value obtained in the Motivation (X1), Reward (X2) and Performance (Y) variables > 
0.05 then the data is normally distributed. 
 
3.5 Multiple Linear Regression Test 

Multiple linear regression analysis in this study used the help of the SPSS version 
20 software application. The equation form is as follows: 

Y= a + b1X1 + b2X2 + b3X2X3 + 
So based on the results of the analysis using the SPSS program, the following 

multiple linear regression equations can be presented: 
 

Table 14.Multiple Linear Regression Test 
Coefficientsa 

 

Model 
Unstandardized 

Coefficients 
Standardized 
Coefficients 

 
 
 
t 

 
 
 

Sig. 
B Std. Error Beta 

1 (Constant) 
X1 
X2 

X2X3 

4.457 .607  7.343 .000 

.025 .221 .022 3,433 .004 

.283 .212 .280 5.335 .002 

.025 .029 .138 2.863 .003 
 
a. Dependent Variable: Y 

 
Y = 4.457 + 0.025X1 + 0.283X2+0.025X2X3 
 

Based on these equations, it can be explained as follows: 
1. The constant coefficient of 4.457 means that in a state of motivation, the reward 

and reward system moderated by commitment is equal to zero, the performance 
value is 4.457. 

2. The regression coefficient of the motivation variable is 0.025 in the positive 
direction, meaning that every increase in motivation a is 1 point and the other 
variables are fixed, the performance will increase by 0.025. 
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3. The regression coefficient of the Reward variable is 0.283 in the positive direction, 
meaning that for every increase in Reward by 1 point and other variables remain, 
then the performance will increase by 0.283. 

4. The regression coefficient of the Reward variable moderated by the 
commitment variable is 0.025 in the positive direction, meaning that every 
increase in the Reward moderated by the commitment variable is 1 point and 
other variables are fixed, the performance will increase by 0.025. 

 
3.6 The Effect of Motivation on Performance 

Motivation is defined by Fillmore H. Stanford [3] that motivation is a condition that 
moves people towards a certain goal. Based on the opinions of the experts above, it can 
be concluded that the motive is a driving need within the company that needs to be 
fulfilled by the company to be able to adapt to its environment, while motivation is a 
condition that moves the company to be able to achieve the goals of its motives. While 
motivation is said to be energy to generate drive in oneself (drive arousal). In relation to 
the work environment, Robbins and Judge [12] suggested that work motivation is 
defined as a condition that has an effect on generating, directing and maintaining 
behavior related to the work environment. 

The relationship between a person's motivation to carry out an activity with the 
performance he will get is that if his motivation is low, do not expect his work 
(performance) to be good. Motivation is influenced by  various  personal  considerations  
such  as  being  interested  or  getting  hope.The  results  showed thatMotivation (X1) 
has a significant effect on performance with a t-table value of 2.6479 and a t-count 
value of 3.433 and sig 0.004. Then it is known that the t-count > t-table (3.433 >2.647) 
and sig 0.004 <0.05, which means Hadi Accept. In this study, motivation (X1) has a 
significant effect on performance (Y). This means that motivation (X1) has a strong 
influence on performance (Y). These results are also supported by the results of 
research conducted by Subekti & Setyadi [14]. In his research, it  was found that 
work motivation had a significant effect on employee performance. The results of this 
study are also supported by Jayawera [10] who found that work motivation has a 
significant effect on employee performance. Then Shahzadi, 
 
3.7 Effect of Reward System on Performance 

Rewardsis an exchange (award) given by a company or service that is given an 
award. Reward is one of the elements that organizations can use to motivate employees 
to make maximum contributions. Reward has a broad meaning and is not only focused 
on finance. Amar and Hlupic [1] emphasize that rewards do not only include quantitative 
elements such as salaries, wages, etc., but also other non-monetary elements, such as 
opportunities to carry out greater responsibilities, career opportunities, opportunities 
to learn and develop. 

, decent quality of life in the organization and others. The results showed 
thatReward (X2) has a significant effect on performance with a t-table value of 2.6479 
and a t-count value of 5.335 and sig 0.002. Then it is known that the t-count > t-table 
(5.335 >2.647) and sig 0.002 <0.05, which means Hadi Accept. In this study Reward (X2) 
has a significant effect on Performance (Y). 
 
 
3.8 The Effect of Motivation on Performance with Commitment as a Mediation 
Variable. 

Castro et al [6] argue that in general commitment is more individual and 
organizational commitment is more directed at the commitment of each individual to 



227PASCASARJANA UNILA (NOVEMBER 2022) 

K
AT

A
LO

G
 J

U
R

N
A

L 
M

A
H

A
SI

SW
A

 P
A

SC
A

SA
R

JA
N

A
 U

N
IV

ER
SI

TA
S 

LA
M

PU
N

G

3. The regression coefficient of the Reward variable is 0.283 in the positive direction, 
meaning that for every increase in Reward by 1 point and other variables remain, 
then the performance will increase by 0.283. 

4. The regression coefficient of the Reward variable moderated by the 
commitment variable is 0.025 in the positive direction, meaning that every 
increase in the Reward moderated by the commitment variable is 1 point and 
other variables are fixed, the performance will increase by 0.025. 

 
3.6 The Effect of Motivation on Performance 

Motivation is defined by Fillmore H. Stanford [3] that motivation is a condition that 
moves people towards a certain goal. Based on the opinions of the experts above, it can 
be concluded that the motive is a driving need within the company that needs to be 
fulfilled by the company to be able to adapt to its environment, while motivation is a 
condition that moves the company to be able to achieve the goals of its motives. While 
motivation is said to be energy to generate drive in oneself (drive arousal). In relation to 
the work environment, Robbins and Judge [12] suggested that work motivation is 
defined as a condition that has an effect on generating, directing and maintaining 
behavior related to the work environment. 

The relationship between a person's motivation to carry out an activity with the 
performance he will get is that if his motivation is low, do not expect his work 
(performance) to be good. Motivation is influenced by  various  personal  considerations  
such  as  being  interested  or  getting  hope.The  results  showed thatMotivation (X1) 
has a significant effect on performance with a t-table value of 2.6479 and a t-count 
value of 3.433 and sig 0.004. Then it is known that the t-count > t-table (3.433 >2.647) 
and sig 0.004 <0.05, which means Hadi Accept. In this study, motivation (X1) has a 
significant effect on performance (Y). This means that motivation (X1) has a strong 
influence on performance (Y). These results are also supported by the results of 
research conducted by Subekti & Setyadi [14]. In his research, it  was found that 
work motivation had a significant effect on employee performance. The results of this 
study are also supported by Jayawera [10] who found that work motivation has a 
significant effect on employee performance. Then Shahzadi, 
 
3.7 Effect of Reward System on Performance 

Rewardsis an exchange (award) given by a company or service that is given an 
award. Reward is one of the elements that organizations can use to motivate employees 
to make maximum contributions. Reward has a broad meaning and is not only focused 
on finance. Amar and Hlupic [1] emphasize that rewards do not only include quantitative 
elements such as salaries, wages, etc., but also other non-monetary elements, such as 
opportunities to carry out greater responsibilities, career opportunities, opportunities 
to learn and develop. 

, decent quality of life in the organization and others. The results showed 
thatReward (X2) has a significant effect on performance with a t-table value of 2.6479 
and a t-count value of 5.335 and sig 0.002. Then it is known that the t-count > t-table 
(5.335 >2.647) and sig 0.002 <0.05, which means Hadi Accept. In this study Reward (X2) 
has a significant effect on Performance (Y). 
 
 
3.8 The Effect of Motivation on Performance with Commitment as a Mediation 
Variable. 

Castro et al [6] argue that in general commitment is more individual and 
organizational commitment is more directed at the commitment of each individual to 

the organization. Castro et al [6] defined commitment as a feeling of identification, 
engagement, and loyalty expressed by employees towards the organization. According 
to Gibson et al.[8] organizational commitment is  the feeling of identification, 
loyalty, and involvement expressed by employees towards the organization or units 
within the organization. 

The results showed thatReward moderated by the commitment variable (X2X3) has 
a significant effect on performance with a t-table value of 2.6479 and a t-count value of 
2.863 and sig 0.003. Then it is known that the t-count value > t-table (2.863 >2.647) 
and sig 0.003<0.05 which means Ha is accepted. In this study, the reward moderated 
by the commitment variable (X2X3) has a significant effect on performance (Y). This 
means that the reward moderated by the commitment variable (X2X3) has a strong 
effect on performance (Y). These results are also supported by the results of research 
conducted by Hakim et al [9]. In his research, it was found that organizational 
commitment had a significant effect on employee performance. The results of this study 
are also supported by Almutairi & Abdulaziz [4] who found that organizational 
commitment had a significant effect on employee performance. Then Syauta, et al [16] 
also found similar results where organizational commitment has a significant influence 
on employee performance. 

 
IV.  CONCLUSION 

Based on the discussion that has been carried out in the previous chapter, the 
following conclusions can be drawn: 

1. Motivation (X1) has a positive and significant effect on performance (Y) and the 
hypothesis is accepted. 

2. Reward (X2) has a positive and significant effect on performance (Y) and the 
hypothesis is accepted 

3. Reward moderated by the commitment variable (X2X3) has a positive and significant 
effect on performance (Y) and the hypothesis is accepted 

 
V.    SUGGESTION 

Based on the research that has been done, there are several things that are 
suggested, including; 

1. Making various policies in the application of compensation to improve employee 
performance, with the implementation of a new policy, namely the existence of 
subsidized allowances for functional positions. 

2. Increase commitment in motivating oneself to do better performance in serving 
consumers in a friendly manner for excellent service 
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Abstract 
This study intends to examine the causations of fraudulent financial statement in 

Indonesia based on The Fraud Hexagon Theory. It uses secondary data from Indonesia’s 
companies that have history of doing fraudulent financial statement and delisting from 
Indonesia Stock Exchange, for the year 2010 until 2020. Data analysis was carried out 
with logistic regression method. The study views the company as a single party that 
commits fraudulent financial statements. Result shows pressure (ROA), arrogance (CEO 
dismissal) and collusion (whistle blowing system implementation) statistically have 
correlation with fraudulent financial statements. To the contrary, other fraud elements 
such opportunity (numbers of internal auditors), rationalization (total accrual), and 
capability (good governance implementation), statistically have no correlation with 
fraudulent financial statement. Simultaneously, all variables used in this study affect 
fraudulent financial statements.    
Keywords: fraud, fraudulent, financial statement, hexagon theory 

 
Introduction 

In Indonesia, the most recent financial statement fraud case was detected in July 
2021, namely at PT Truba Alam Manunggal Engineering Tbk for the 2010 to 2013 financial 
year period. It led to the imposition of sanctions by The Indonesian Financial Services 
Authority, the company was delisted from the Indonesia Stock Exchange in 2018. The 
sanction was penalty for 500 million rupiahs, as the company did not disclose the 
increase of ownership in other companies, did not use fair value accordance with 
generally accepted principles in the measurement of company assets and liabilities, and 
did not fully disclose the company's debt. In this case, delisting can be seen as a result of 
improper disclosure of financial statements which ultimately affects the company's 
going concern in carrying out its operations. 

The impact of inappropriate accounting practices will not show its impact in a 
short time. Fraudulent practices will continue until a company finds its difficult 
obstacles to re-manipulate its financial statements. As a long-term result, the company's 
continuity will be disrupted, that will also impact the company's status as a public 
company with an increased risk of delisting. Thus, this condition will always continue, so 
it is necessary to be mitigated early in order to prevent the fraud and losses, especially 
for investors. The survey of the Association of Certified Fraud Examiners (ACFE) in 2020 
shows that the fraudulent financial report is the lowest cases of fraud happened, in the 
other hand it gives the biggest loss in amount. 

In addition to this background, there have not many studies associated to the use 
of the hexagon fraud theory on fraudulent financial statements. This study intends to 
examine the causations of fraudulent financial statement in Indonesia based on The 
Fraud Hexagon Theory. The novelties are the samples used in the form of companies 
that have committed fraud and delisting as the dependent variable; consistency in 
viewing the company as a party which commits fraudulent financial statements; and the 
use of the hexagon fraud theory as the latest theory in fraud so the proxies of 
opportunity and arrogance are updated. 
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Fraudulent financial statement is defined by ACFE as an intentional misstatement 
that is achieved through misstatement of the company's financial condition or omission 
of disclosure of the amounts in the financial statements to mislead the financial 
statement users. Fraud in financial statements is a misstatement of amounts or falsifying 
disclosure that are intentionally made with the aim of deceiving users (Arens et al., 2012). 
Fraudulent presentation of information in financial statements with the aim of 
misleading investors, has the potential to destroy the value of the company. Previous 
research has shown that managers have the aim of manipulating financial statements to 
achieve certain goals, both internal goals which can be in the form of incentives or 
external goals (Zainudin and Hashim, 2016) 

The latest fraud theory is the hexagon fraud theory by Vousinas (2019). Vousinas 
identified the element of collusion as a new element in the theory of fraud so that his 
fraud model developed into the S.C.C.O.R.E model, namely Stimulus, Capability, 
Collusion, Opportunity, Rationalization and Ego. Vousinas assesses that the main cause 
of fraud cases that have occurred such as Enron, WorldCom and Parmalat are collusion 
with white-collar crimes so that they can have a large financial impact. 

 
 
 
 
 

 
 
 
 

Picture 1. Fraud Hexagon 
The elements of the fraud hexagon and their causations on fraudulent financial 

statements can be presented as follows: 
Pressure 

The success of the company’s management can be indicated from the achievement 
of corporate profits. Return of Asset (ROA) ratio can be used to measure the efficiency of 
corporate operational activity (Skousen, 2009). The pressure for the management comes 
from the lower ROA. It motivates management to do anything in order to achieve 
shareholder expectation, which is efficient operational of the company.  

The conditions mentioned above are one of the objectives of this study to examine 
the correlation between ROA and fraudulent financial statements. The first hypothesis is 
formulated as follows: 
H1: ROA and fraudulent financial statements have negative correlation.  
 
Opportunity 

A situation that concede a person or organization to commit and allow unfair 
actions and take advantage of it for personal gain described as opportunity (Romney and 
Steinbart, 2016). As the impacts of lack supervision, management have opportunity to 
behave dishonestly by carrying out earnings management (Nurbaiti and Hanafi, 2017). 
The proxy that used to measure this element as suggested by Ozcelik (2020) is the 
number of internal auditors. Along with the higher level of supervision of internal 
auditors, fraud is expected to be minimized. In addition, mitigation of risks can be 
carried out on a wider scope by the greater number of internal auditors, so that fraud 
can be further minimized. Based on these conditions, the following hypothesis is 
formulated: 
H2: Number of internal audit and fraudulent financial statements have negative 

correlation. 

Arrogance Pressure 

Rationalization Capability 

Collusion Opprotunity 
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Fraudulent financial statement is defined by ACFE as an intentional misstatement 
that is achieved through misstatement of the company's financial condition or omission 
of disclosure of the amounts in the financial statements to mislead the financial 
statement users. Fraud in financial statements is a misstatement of amounts or falsifying 
disclosure that are intentionally made with the aim of deceiving users (Arens et al., 2012). 
Fraudulent presentation of information in financial statements with the aim of 
misleading investors, has the potential to destroy the value of the company. Previous 
research has shown that managers have the aim of manipulating financial statements to 
achieve certain goals, both internal goals which can be in the form of incentives or 
external goals (Zainudin and Hashim, 2016) 

The latest fraud theory is the hexagon fraud theory by Vousinas (2019). Vousinas 
identified the element of collusion as a new element in the theory of fraud so that his 
fraud model developed into the S.C.C.O.R.E model, namely Stimulus, Capability, 
Collusion, Opportunity, Rationalization and Ego. Vousinas assesses that the main cause 
of fraud cases that have occurred such as Enron, WorldCom and Parmalat are collusion 
with white-collar crimes so that they can have a large financial impact. 

 
 
 
 
 

 
 
 
 

Picture 1. Fraud Hexagon 
The elements of the fraud hexagon and their causations on fraudulent financial 

statements can be presented as follows: 
Pressure 

The success of the company’s management can be indicated from the achievement 
of corporate profits. Return of Asset (ROA) ratio can be used to measure the efficiency of 
corporate operational activity (Skousen, 2009). The pressure for the management comes 
from the lower ROA. It motivates management to do anything in order to achieve 
shareholder expectation, which is efficient operational of the company.  

The conditions mentioned above are one of the objectives of this study to examine 
the correlation between ROA and fraudulent financial statements. The first hypothesis is 
formulated as follows: 
H1: ROA and fraudulent financial statements have negative correlation.  
 
Opportunity 

A situation that concede a person or organization to commit and allow unfair 
actions and take advantage of it for personal gain described as opportunity (Romney and 
Steinbart, 2016). As the impacts of lack supervision, management have opportunity to 
behave dishonestly by carrying out earnings management (Nurbaiti and Hanafi, 2017). 
The proxy that used to measure this element as suggested by Ozcelik (2020) is the 
number of internal auditors. Along with the higher level of supervision of internal 
auditors, fraud is expected to be minimized. In addition, mitigation of risks can be 
carried out on a wider scope by the greater number of internal auditors, so that fraud 
can be further minimized. Based on these conditions, the following hypothesis is 
formulated: 
H2: Number of internal audit and fraudulent financial statements have negative 

correlation. 

Arrogance Pressure 

Rationalization Capability 

Collusion Opprotunity 

 
Rationalization 

Rationalization provides reasons for fraud perpetrators to justify their illegal 
actions. This justification appears on an environment that not supports fraudulent 
actions as a mistake, and it can arises from the desire of the perpetrators of fraud to be 
free from punishment (Muranto and Sandra, 2019). Septriani and Handayani (2018) 
argues that total accruals are regarded as the company's overall activities. Research by 
Sunardi and Amin (2018) consistently shows that total accruals have significant and 
positive effect on financial statement fraud. Total accrual is interpreted as the 
management accounting policy, so the hypothesis is formulated as follows: 
H3: Total accrual and fraudulent financial statements have positive correlation. 
 
Capability 

This element shows that high-level fraud will not be possible by parties who do not 
have the capability (Ozcelik, 2020). With a good corporate institutional level, fraud can 
be prevented. In a company that has low institutional, the opportunity for fraud to occur 
will be even greater. Dalgar and Pekin (2011) in Ozcelik (2020) argue that companies that 
have a strong institutional structure will be able to reduce fraud in their financial 
statements. Ozcelik (2020) assesses that if the company does not have a strong 
structure, employees with sufficient capabilities will easily take advantage of their ability 
to commit fraud. By the implementation of good corporate governance, fraud incidents 
are expected to be avoided so that the company can run its operations optimally. The 
hypothesis is formulated as follows: 
H4: Good governance and fraudulent financial statement have negative correlation. 
 

Arrogance 
An attitude of denying the internal control for him/herself based on the 

superiority of his/her own pride is defined as arrogance (Aprilia, 2017). At the company's 
point of view as a fraud perpetrator, the company's arrogance can be shown by the CEO 
dismissal by the shareholders only if the company give less profit than the shareholders 
expectation. This policy interpreted as scapegoating ritual theory in order to share 
positive signal to the market (Lindrianasari, 2011). This condition shows at least five of 
eleven criteria of company arrogance as explained Godkin and Allcorn (2009). The 
greater arrogance of a company to achieve its goals, can encourage the fraud Itself. The 
hypothesis is formulated as follows: 
H5: CEO dismissal and fraudulent financial statement have positive correlation. 
 

Collusion 
Collusion is a factor that causes a lot of fraud, including white-collar crime. It is an 

agreement and cooperation between several people to commit fraud (Vousinas, 2019). In 
relation to agency theory, agents (supervisors and subordinates) have a high potential 
for collusion that is difficult for the principal to know. By providing a whistle blowing 
mechanism for supervisors and subordinates, it is expected that it can encourage the 
achievement of company goals and reduce the opportunity for collusion to occur among 
agents (Felli and Vallve, 2015). So that on these conditions the hypothesis can be 
formulated as follows: 
H6:  Whistle blowing system implementation and fraudulent financial statement have 

negative correlation.  
Methods  

This research is a quantitative research by using secondary data. The object of this 
research is the annual reports and financial statements of companies that listed on the 
Indonesia Stock Exchange. The sample of this study was eliminated by purposive 
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sampling. First, sample elected based on the history of fraudulent financial statements, 
based on the regulatory sanctions or publication in reputable media, as well as the 
delisted companies (force delisting). Second, the same number of companies was 
elected based on the similarity of industrial sector and sub-industrial sector. Based on 
the availability, this study used 371 data of 42 companies. The analysis in this study uses 
logistic regression as the use of dummy score as the dependent variable. By using 
logistic regression, this study does not require the normality assumption in the 
independent variables (Ghozali, 2018). The proxies and measurements in this study are: 

Table 1. Variabel Measurement 
Variabel Proksi Pengukuran 

Variable Dependent 

Fraudulent 
Financial 
Report (Y) 

companies that have a 
history of fraudulent 
financial statements 

and delisting 
companies 

1 if the company have fraudulent financial 
statement history / delisted from the 

stock exchange 
0 if the company have no fraudulent 

financial statement history / delisted from 
the stock exchange 

Variable Independent 
Pressure (X1) Return of Assets Return of Assets = Net Profit / Total Assets 
Opportunity 

(X2) 
Internal auditor 

monitoring Number of internal auditor 

Rationalization 
(X3) Total Accrual 

Total Accrual = 
                                                

                            
            

Capability (X4) Good Governance 
Implementation 

The implementation number of good 
governance recommendation from 

Financial Services Authority 

Arrogance (X5) CEO dismissal 1 if there is an CEO dismissal 
0 if there is no CEO dismissal 

Collusion (X6) 
Whistle Blowing 

System 
implementation 

1 if the whistle blowing system is 
implemented 

0 if the whistle blowing system is not 
implemented 

 
Result and Discussion 
The results of descriptive statistical analysis research can be described as follows: 

Tabel 2. Decsriptive Statistical Analysis – variable Y 
Y 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid 0 207 55.8 55.8 55.8 
1 164 44.2 44.2 100.0 
Total 371 100.0 100.0  

Source: Primary Data, 2022 
 
 

Tabel 3. Decsriptive Statistical Analysis – variable X1, X2, X3, X4 
Descriptive Statistics 

 N Minimum Maximum Mean Std. 
Deviation 
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sampling. First, sample elected based on the history of fraudulent financial statements, 
based on the regulatory sanctions or publication in reputable media, as well as the 
delisted companies (force delisting). Second, the same number of companies was 
elected based on the similarity of industrial sector and sub-industrial sector. Based on 
the availability, this study used 371 data of 42 companies. The analysis in this study uses 
logistic regression as the use of dummy score as the dependent variable. By using 
logistic regression, this study does not require the normality assumption in the 
independent variables (Ghozali, 2018). The proxies and measurements in this study are: 

Table 1. Variabel Measurement 
Variabel Proksi Pengukuran 

Variable Dependent 

Fraudulent 
Financial 
Report (Y) 

companies that have a 
history of fraudulent 
financial statements 

and delisting 
companies 

1 if the company have fraudulent financial 
statement history / delisted from the 

stock exchange 
0 if the company have no fraudulent 

financial statement history / delisted from 
the stock exchange 

Variable Independent 
Pressure (X1) Return of Assets Return of Assets = Net Profit / Total Assets 
Opportunity 

(X2) 
Internal auditor 

monitoring Number of internal auditor 

Rationalization 
(X3) Total Accrual 

Total Accrual = 
                                                

                            
            

Capability (X4) Good Governance 
Implementation 

The implementation number of good 
governance recommendation from 

Financial Services Authority 

Arrogance (X5) CEO dismissal 1 if there is an CEO dismissal 
0 if there is no CEO dismissal 

Collusion (X6) 
Whistle Blowing 

System 
implementation 

1 if the whistle blowing system is 
implemented 

0 if the whistle blowing system is not 
implemented 

 
Result and Discussion 
The results of descriptive statistical analysis research can be described as follows: 

Tabel 2. Decsriptive Statistical Analysis – variable Y 
Y 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid 0 207 55.8 55.8 55.8 
1 164 44.2 44.2 100.0 
Total 371 100.0 100.0  

Source: Primary Data, 2022 
 
 

Tabel 3. Decsriptive Statistical Analysis – variable X1, X2, X3, X4 
Descriptive Statistics 

 N Minimum Maximum Mean Std. 
Deviation 

X1   371 -2.837 2.632 .02549 .243829 
X2  371 0 93 9.88 16.771 
X3  371 -2.910 1.987 -.04484 .309248 
X4  371 0.000% 100.000% 24.61456% 40.593565% 
Valid N 
(listwise) 

371     

Source: Primary Data, 2022 
 

Tabel 4. Decsriptive Statistical Analysis – variable X5 
X5  

 Frequency Percent 
Valid 

Percent 
Cumulativ
e Percent 

Valid 0 326 87.9 87.9 87.9 
1 45 12.1 12.1 100.0 
Total 371 100.0 100.0  

Source: Primary Data, 2022 
 

Tabel 5. Decsriptive Statistical Analysis – variable X6 
X6 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 
Valid 0 151 40.7 40.7 40.7 

1 220 59.3 59.3 100.0 
Total 371 100.0 100.0  

Source: Primary Data, 2022 
 
Logistic Regression Test 
Overall Model Fit 

The regression model can be accepted because the hypothesized model fits the 
data, based on the decrease of value in comparation of the value between -2 Log 
Likelihood (-2LL) at the beginning (Block Number = 0) and the value of -2 Log Likelihood 
(-2LL) at the end (Block Number = 1), as follows. 

Tabel 6. Value comparison between -2LL at beginning and at the end  
Block Number = 0 Block Number = 1 Decrease/Increase 

509.320 459.882 Decrease 
Source: Primary Data, 2022 

 
Determination Coefficient (Nagelkarke R2) 

Tabel 7. Nagelkerk R Square Results 
Model Summary 

Step 
-2 Log 

likelihood 
Cox & Snell R 

Square 
Nagelkerke R 

Square 
1 163.098a .537 .737 

Source: Primary Data, 2022 
 

a.  Estimation terminated at iteration number 20 because maximum iterations has been 
reached. Final solution cannot be found. 

Based on table 7, the Nagelkerke R Square value indicating that the dependent 
variable can be explained by the independent variable in the number of 73,7% while 
the remaining 26,3% explained by other variables outside the research model. It is 
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concluded that the independent variable can provides almost all the information 
needed to predict the dependent variable. 

Feasibility of Regression Model (Hosmer and Lomeshow’s Goodness of Fit Test) 
Tabel 8. Hosmer and Lemeshow Test Result 

Hosmer and Lemeshow Test 
Step Chi-square df Sig. 
1 9.669 8 .289 

Source: Primary Data, 2022 
 

The SPSS output table from the Hosmer and Lemeshow's Test result shows that 
the model can be accepted because it is in accordance with the observation data, 
showed by the Chi-Square value at 9,669 with a significance at 0,289 (>0,05).  
 
Hypothesis test 
Partial Significance Test of Model (Wald Test) 

Tabel 9. Wald Test Results 
Variables in the Equation 

 B S.E. Wald df Sig. Exp(B) 95% C.I.for EXP(B) 
Lower Upper 

Step 
1a 

X1 -26.603 4.336 37.643 1 .000 .000 .000 .000 
X2 .137 .021 41.279 1 .000 1.147 1.100 1.196 
X3 -10.924 2.110 26.811 1 .000 .000 .000 .001 
X4 -.014 .008 3.585 1 .058 .986 .971 1.001 
X5 2.782 .708 15.438 1 .000 16.159 4.033 64.745 
X6 -5.540 .894 38.409 1 .000 .004 .001 .023 
Constant .040 .272 .021 1 .884 1.040   

a. Variable(s) entered on step 1: X1, X2, X3, X4, X5, X6 
Source: Primary Data, 2022 

 
Based on Table 8, the test results can be explained as follows: 

Variable X1 shows a negative coefficient at -26.603 with a significance level at 
0.000 < 0.05, which means that H1 is acceptable or X1 has significant negative 
correlation with Y. ROA as a proxy for pressure elements show an effect on fraudulent 
financial statement. This result is in line with Rusmana and Tanjung (2019), Lestari and 
Henny (2019), Septriani and Handayani (2018), and Saputra and Kesumaningrum (2017). 
This result indicates that lower ROA give more pressure to the management to increase 
the further ROA in any ways, include misstatement in financial report. 

Variable X2 shows a positive coefficient at 0.137 with a significance level at 0.000 < 
0.05, which means that H2 is unacceptable or X2 has no effect on Y. This result shows 
that the bigger number of internal auditor, give no effect on fraudulent financial 
statement. This can be interpreted as the lack of internal auditor independence, while it 
should be interpreted in the organization structure. Structurally, internal auditor 
directly under the CEO, so the independence can be achieved only if intenral auditor 
have direct communication access to the audit committee.  

 
Variable X3 shows a negative coefficient at -10.924 with a significance level at 

0.000 < 0.05, which means that H3 is unacceptable or X3 has no effect on Y. The result 
shows that the total accrual is interpreted as the accounting policy taken by the 
management. This results is in line with the research of Handayani and Evana (2022), 
Skousen et al. (2009), Septriani and Handayani (2018). 
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concluded that the independent variable can provides almost all the information 
needed to predict the dependent variable. 

Feasibility of Regression Model (Hosmer and Lomeshow’s Goodness of Fit Test) 
Tabel 8. Hosmer and Lemeshow Test Result 

Hosmer and Lemeshow Test 
Step Chi-square df Sig. 
1 9.669 8 .289 

Source: Primary Data, 2022 
 

The SPSS output table from the Hosmer and Lemeshow's Test result shows that 
the model can be accepted because it is in accordance with the observation data, 
showed by the Chi-Square value at 9,669 with a significance at 0,289 (>0,05).  
 
Hypothesis test 
Partial Significance Test of Model (Wald Test) 

Tabel 9. Wald Test Results 
Variables in the Equation 

 B S.E. Wald df Sig. Exp(B) 95% C.I.for EXP(B) 
Lower Upper 

Step 
1a 

X1 -26.603 4.336 37.643 1 .000 .000 .000 .000 
X2 .137 .021 41.279 1 .000 1.147 1.100 1.196 
X3 -10.924 2.110 26.811 1 .000 .000 .000 .001 
X4 -.014 .008 3.585 1 .058 .986 .971 1.001 
X5 2.782 .708 15.438 1 .000 16.159 4.033 64.745 
X6 -5.540 .894 38.409 1 .000 .004 .001 .023 
Constant .040 .272 .021 1 .884 1.040   

a. Variable(s) entered on step 1: X1, X2, X3, X4, X5, X6 
Source: Primary Data, 2022 

 
Based on Table 8, the test results can be explained as follows: 

Variable X1 shows a negative coefficient at -26.603 with a significance level at 
0.000 < 0.05, which means that H1 is acceptable or X1 has significant negative 
correlation with Y. ROA as a proxy for pressure elements show an effect on fraudulent 
financial statement. This result is in line with Rusmana and Tanjung (2019), Lestari and 
Henny (2019), Septriani and Handayani (2018), and Saputra and Kesumaningrum (2017). 
This result indicates that lower ROA give more pressure to the management to increase 
the further ROA in any ways, include misstatement in financial report. 

Variable X2 shows a positive coefficient at 0.137 with a significance level at 0.000 < 
0.05, which means that H2 is unacceptable or X2 has no effect on Y. This result shows 
that the bigger number of internal auditor, give no effect on fraudulent financial 
statement. This can be interpreted as the lack of internal auditor independence, while it 
should be interpreted in the organization structure. Structurally, internal auditor 
directly under the CEO, so the independence can be achieved only if intenral auditor 
have direct communication access to the audit committee.  

 
Variable X3 shows a negative coefficient at -10.924 with a significance level at 

0.000 < 0.05, which means that H3 is unacceptable or X3 has no effect on Y. The result 
shows that the total accrual is interpreted as the accounting policy taken by the 
management. This results is in line with the research of Handayani and Evana (2022), 
Skousen et al. (2009), Septriani and Handayani (2018). 

Variable X4 shows a negative coefficient at -0.014 with a significance level at 0.058 
> 0.05 which means H4 is unacceptable or X4 has no effect on Y. The result of this study 
is not in line with Ozcelik (2020), which shows that good corporate governance can 
minimize the occurrence of fraud. This can be because the score used in Ozcelik's 
research (2020) is a Corporate Governance Index published on the Istanbul stock 
exchange whose assessment is carried out by the Capital Market Board, while in this 
study the score used based on the number of authority recommendation in good 
corporate disclosed by “comply” or “not comply”.  

Variable X5 shows a positive coefficient at 2.782 with a significance level at 0.000 < 
0.05, which means that H5 is acceptable or X5 has significant positive correlation with Y. 
The element of CEO that is proxied by the dismissal of employees show significant effect 
on fraudulent financial statement. This term of shareholders arrogance shown as the 
motive for the CEO to do their best to achieve the financial goal, so they can extend 
their position as CEO. 

The X6 variable shows a negative coefficient at -5.540 with a significance level at 
0.000 < 0.05, which means that H6 is acceptable or X6 has significant positive 
correlation with Y. The implementation of whistle blower system can be interpreted as 
support mechanism of company control, in order to minimize the number of frudulent 
financial report. 

 
Simultaneous testing (Omnibus) 

Tabel 10. Omnibus Test Results 
Omnibus Tests of Model Coefficients 

 Chi-square df Sig. 
Step 1 Step 235.440 6 .000 

Block 235.440 6 .000 
Model 235.440 6 .000 

Source: Primary Data, 2022 
 

Based on Table 10, the value of Sig. 0.000 < 0.05, then the model that involves 
independent variables (simultaneously) is better in terms of matching the data than a 
simple model, or the independent variables used in this study together have an effect on 
the dependent variable (Omnibus). 
 
Conclusion 

Based on the outcome of the analysis and the research that have been put forward, 
it can be determined that the element of pressure, arrogance and collusion have 
correlation in fraudulent financial statement in Indonesia. While other elements such as 
opportunity, rationalization and capability statistically show no correlation on 
fraudulent financial statements. However, simultaneously, all variables used in this study 
affect fraudulent financial statements. 
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ABSTRACT 
This study aims to determine whether there are differences in the financial 

performance of commercial banks in Indonesia before and during the Covid-19 
pandemic, with a major focus on capital, asset quality, profitability, and management 
efficiency based on BUKU (Bank Umum Kegiatan Usaha - Commercial Bank Business 
Activities). The data used in this study is secondary data, which consists of the 2015-
2019 financial statements and the 1st quarter 2020 - the 3rd quarter 2020 financial 
statements. The sample used in this study amounted to 38 banks. The analytical method 
used is the Kruskal-Wallis test using the IBM SPSS version 25 software. The results of 
data processing and data analysis using the Kruskal-Wallis test show that there are 
differences in the capital (CAR), asset quality (NPL), profitability (ROA), and management 
efficiency (BOPO) of banking companies between BUKU 2, BUKU 3, and BUKU 4 before 
and during the covid-19 pandemic. The results of this study indicate that in general, the 
Covid-19 pandemic has an impact on the performance of commercial banks in Indonesia. 
Keywords: Bank Performance, BUKU, BOPO, Covid-19, CAR, NPL, ROA 
 
Introduction 

The Covid-19 pandemic has weakened the world economy. According to most of 
the world's researchers and economists, this outbreak is considered the most severe 
cause of the global financial crisis when compared to the Asian financial crisis of 1997-
1998, or the subprime mortgage crisis of 2008 (Yusuf & Ichsan, 2020). The impact of the 
Covid-19 pandemic is different from the crises that occurred in 1997 and 2008, the crisis 
caused by Covid-19 is much more complex because not only the health sector is 
affected, but the economic and business sectors are also affected, including the banking 
sector, which resulted in a decrease in the profitability of the banking industry and also a 
decrease in credit growth (Kuncara et al., 2020). Sourced from the Financial Services 
Authority (OJK), since the first announcement of the Covid-19 active cases in Indonesia 
in March 2020, the level of profitability (ROA) of banks in Indonesia has decreased by 
around 0.6% in the second quarter of 2020 figure 1. 
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1998, or the subprime mortgage crisis of 2008 (Yusuf & Ichsan, 2020). The impact of the 
Covid-19 pandemic is different from the crises that occurred in 1997 and 2008, the crisis 
caused by Covid-19 is much more complex because not only the health sector is 
affected, but the economic and business sectors are also affected, including the banking 
sector, which resulted in a decrease in the profitability of the banking industry and also a 
decrease in credit growth (Kuncara et al., 2020). Sourced from the Financial Services 
Authority (OJK), since the first announcement of the Covid-19 active cases in Indonesia 
in March 2020, the level of profitability (ROA) of banks in Indonesia has decreased by 
around 0.6% in the second quarter of 2020 figure 1. 

 

 

3 

2,5 

2 

1,5 
 
 

 
PROFITABILITY (ROA) 

3,3 
3,2 
3,1 
3 

2,9 
2,8 
2,7 
2,6 
2,5 

O C T N O V D E C   J A N   F E B M A R A P R M A Y J U N   J U L 
' 1 9     ' 1 9     ' 1 9     ' 2 0     ' 2 0     ' 2 0     ' 2 0     ' 2 0     ' 2 0     ' 2 0 

NPL 

Figure 1. Level of Bank Profitability in Indonesia from August 2019 to June 2020 
Source: Financial Services Authority (OJK) 

 
Not only at the level of profitability, but this pandemic also had an impact on 

increasing non- performing loans (NPL) and operating cost to operating income (BOPO). 
During the Covid-19 pandemic, the Financial Services Authority (OJK) recorded an 
increase in NPL. In March 2020 the NPL ratio of commercial banks in Indonesia was 
2.77%, however, during the Covid-19 pandemic, it increased to 3.22% in July 2020 (Fig.2). 
If a bank has a high NPL level, it will increase costs, potentially causing losses for banks 
and have an impact on the decline in bank performance (Purwoko & Sudiyatno, 2013). 
BOPO is also increased by 8.78% to 88.45%. BOPO is used to measure the ability of bank 
management to control bank operational costs against the bank's operating income 
received (Hasibuan et al., 2020). A low BOPO level indicates the more efficient a bank is in 
controlling its operational costs, with cost efficiency, the income earned by the bank will 
increase, and the bank's performance will be better. (Saputra & Budiasih, 2016). 

On the other hand, in March 2020 the capital adequacy ratio (CAR) decreased by 
0.66% to 21.67%. Capital Adequacy Ratio (CAR) is a ratio that shows how much all bank 
assets contain risk (credit, investments, securities, claims on other banks) and is also 
financed by your capital in addition to obtaining sources of funds from outside the bank. 
The low capital adequacy ratio indicates that the bank is unable to absorb losses that 
may arise from bank business activities (Purwoko & Sudiyatno, 2013). 

Figure 2. Level of Non-Performing Loan (NPL) from August 2019 to July 2020 Source: 
Financial Services Authority (OJK) 

Banks play critical roles in every economy. The banking system aids in allocating 
resources from those in surplus (depositors) to those in deficit (borrowers) by 
transforming relatively small liquid deposits into larger illiquid loans. This intermediation 
process helps match deposit and loan supply and provides liquidity to an economy. If 
intermediation is undertaken efficiently, then deposit and credit demands can be met at 
a low cost, benefiting the parties concerned as well as the economy overall (Berger et al., 
2010). On the other hand, banks must have a variety of risks that can disrupt their 
operational processes. Risk in banking refers to the potential loss that may occur to a 
bank due to the happening of some events. Risk arises because of the uncertainty 
associated with events that have the potential to cause loss (Ghosh, 2012), including the 
covid- 19 pandemic. 

In Indonesia, banks are divided based on the amount of capital and type of 
business activity carried out, or also known as BUKU (Bank Umum Kegiatan Usaha - 
Commercial Bank Business Activities). Based on the regulation of the financial services 
authority (OJK) Number 6 / POJK.03 / 2016, banks are divided into four groups of 
BUKU, namely BUKU 1, BUKU 2, BUKU 3, and BUKU 4. BUKU 1 is a bank with an initial 
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capital of up to less than 1 trillion rupiahs. BUKU 2 is a bank with an initial capital of at 
least 1 trillion rupiahs to less than 5 trillion rupiahs. BUKU 3 is a bank with an initial 
capital of at least 5 trillion rupiahs to less than 30 trillion. BUKU 4 is a bank with a core 
capital of at least thirty 30 rupiahs. Banks from the BUKU 4 group are the banks with the 
highest capital. The advantage of a BUKU 4 bank is that it can make capital participation 
in Islamic financial institutions both in Indonesia and in all regions abroad for a 
maximum of 35% of bank capital, besides that banks with BUKU 4 are required to 
channel credit or financing for at least 70% of total credit or financing. By carrying out 
these business activities, BUKU 4 banks will find it easier to obtain the capital needed for 
operational activities. 

The importance of capital in banking encourages the Financial Services Authority 
(OJK) to issue OJK Regulation Number 12 / POJK.03 / 2020 which imposes new rules to 
fulfill the minimum core capital and CEMA (Capital Equivalent Maintained Assets), which 
is a minimum of IDR 3 trillion. The addition of core capital was carried out to strengthen 
banking resilience in facing increasingly fierce competition from time to time. Bank 
management must develop a strategy to obtain the additional capital needed. Plans for 
additional capital can be carried out in various ways so that bank capital remains strong. 
Low capital banks rely on their ability to raise capital using mergers or partnerships to 
achieve a core capital of at least Rp 3 trillion. Banks with large capitals will find it easier to 
get access to the capital market so that they have more options to choose the need for 
additional capital. The choice of banks with small capital is relatively limited and 
depends more on the willingness of bank owners to increase their capital. On the other 
hand, bank capital can be used to cover potential unexpected losses and as a reserve in 
the event of a banking crisis or unexpected events such as the current Covid-19 
pandemic. 

From the phenomenon that occurs in commercial banks, researchers are 
interested in conducting empirical research on whether there are differences in the 
performance of banks in Indonesia before and during the Covid-19 pandemic based on 
business activities (which in the next section will be referred to as BUKU). The bank 
performance referred to in this study is viewed in terms of capital, asset quality, 
profitability, and management efficiency. 
 
Hypothesis Development 

The condition of capital in a bank represents the risk that comes to the adequacy 
of capital to cover current risks and anticipate future risk exposures. The capital ratio 
serves to absorb unavoidable losses. In this study, capital is measured by CAR (Capital 
Adequacy Ratio). CAR is a ratio that does not show all bank assets that carry the risk of 
being financed from the bank's capital funds in addition to obtaining funds from outside 
sources (Leon & Ericson, 2007). The Covid-19 pandemic is one of the unpredictable risks, 
this risk allows the CAR value of banking companies to decline because they have to 
cover various losses from bank operations. The difference in capital owned by banks 
shows the amount of resilience of banks to face bank operational risks that will reduce 
bank capital. The higher the bank's capital, the easier it is for management to determine 
strategies as well as activities to be carried out to obtain additional capital, therefore the 
capital conditions for each BUKU group before and during the Covid-19 pandemic are 
different. From this statement, the hypothesis proposed is as follows: 
H1:  There is a difference in the capital of banking companies between BUKU 2, BUKU 3, and 

BUKU 4 before and during the covid-19 pandemic  
 
Asset quality can show how much the bank can anticipate the risk of default from 

financing (credit risk) that will arise. During the Covid-19 pandemic, many of the bank 
customers were unable to pay the number of funds that had been borrowed from the 
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capital of up to less than 1 trillion rupiahs. BUKU 2 is a bank with an initial capital of at 
least 1 trillion rupiahs to less than 5 trillion rupiahs. BUKU 3 is a bank with an initial 
capital of at least 5 trillion rupiahs to less than 30 trillion. BUKU 4 is a bank with a core 
capital of at least thirty 30 rupiahs. Banks from the BUKU 4 group are the banks with the 
highest capital. The advantage of a BUKU 4 bank is that it can make capital participation 
in Islamic financial institutions both in Indonesia and in all regions abroad for a 
maximum of 35% of bank capital, besides that banks with BUKU 4 are required to 
channel credit or financing for at least 70% of total credit or financing. By carrying out 
these business activities, BUKU 4 banks will find it easier to obtain the capital needed for 
operational activities. 

The importance of capital in banking encourages the Financial Services Authority 
(OJK) to issue OJK Regulation Number 12 / POJK.03 / 2020 which imposes new rules to 
fulfill the minimum core capital and CEMA (Capital Equivalent Maintained Assets), which 
is a minimum of IDR 3 trillion. The addition of core capital was carried out to strengthen 
banking resilience in facing increasingly fierce competition from time to time. Bank 
management must develop a strategy to obtain the additional capital needed. Plans for 
additional capital can be carried out in various ways so that bank capital remains strong. 
Low capital banks rely on their ability to raise capital using mergers or partnerships to 
achieve a core capital of at least Rp 3 trillion. Banks with large capitals will find it easier to 
get access to the capital market so that they have more options to choose the need for 
additional capital. The choice of banks with small capital is relatively limited and 
depends more on the willingness of bank owners to increase their capital. On the other 
hand, bank capital can be used to cover potential unexpected losses and as a reserve in 
the event of a banking crisis or unexpected events such as the current Covid-19 
pandemic. 

From the phenomenon that occurs in commercial banks, researchers are 
interested in conducting empirical research on whether there are differences in the 
performance of banks in Indonesia before and during the Covid-19 pandemic based on 
business activities (which in the next section will be referred to as BUKU). The bank 
performance referred to in this study is viewed in terms of capital, asset quality, 
profitability, and management efficiency. 
 
Hypothesis Development 

The condition of capital in a bank represents the risk that comes to the adequacy 
of capital to cover current risks and anticipate future risk exposures. The capital ratio 
serves to absorb unavoidable losses. In this study, capital is measured by CAR (Capital 
Adequacy Ratio). CAR is a ratio that does not show all bank assets that carry the risk of 
being financed from the bank's capital funds in addition to obtaining funds from outside 
sources (Leon & Ericson, 2007). The Covid-19 pandemic is one of the unpredictable risks, 
this risk allows the CAR value of banking companies to decline because they have to 
cover various losses from bank operations. The difference in capital owned by banks 
shows the amount of resilience of banks to face bank operational risks that will reduce 
bank capital. The higher the bank's capital, the easier it is for management to determine 
strategies as well as activities to be carried out to obtain additional capital, therefore the 
capital conditions for each BUKU group before and during the Covid-19 pandemic are 
different. From this statement, the hypothesis proposed is as follows: 
H1:  There is a difference in the capital of banking companies between BUKU 2, BUKU 3, and 

BUKU 4 before and during the covid-19 pandemic  
 
Asset quality can show how much the bank can anticipate the risk of default from 

financing (credit risk) that will arise. During the Covid-19 pandemic, many of the bank 
customers were unable to pay the number of funds that had been borrowed from the 

bank, so the level of bad credit (NPL) increased and the risk of default faced by banks was 
high. The failure of these payments will affect the balance sheet and income statement 
because when the principal amount of the loan is written off and becomes an expense 
on the income statement, it will decrease the profit from the bank. This decrease in 
profits indicates a decrease in the performance of the bank (Kingu et al., 2018). A bank 
that has a high level of credit collectibility and has adequate productive assets will need 
capital to be obtained from the profit concerned, and conversely, if the bank continues to 
lose money, its capital will likely be eroded little by little (Fitrianto & Mawardi, 2006). 
Each BUKU group has a different core capital, during the Covid-19 pandemic the level of 
credit collectibility decreased and many credits were not paid, so that each BUKU group 
had differences in asset quality before and during Covid-19. From the statement above, 
the hypothesis proposed is as follows: 
H2:  There is a difference in the asset quality of banking companies between BUKU 2, BUKU 

3, and BUKU 4 before and during the covid-19 pandemic  
 
Profitability analysis is an evaluation of a company's investment return. It focuses 

on the sources and profit level of the company. Profitability analysis also focuses on 
sustainability rather than company revenue, or it can be said that profitability is measured 
to see whether the assets owned by the company are productive or not. In this study, 
profitability is measured using ROA (return on assets). ROA is the ratio of the return on 
operating income divided by assets, or it can be said that ROA is the ratio of the return 
on total assets listed on the balance sheet (Subramanyam, 2014). The existence of the 
Covid-19 pandemic has significantly decreased bank revenues, this can be caused by 
many bank customers who have difficulty paying credit. When the bank cannot handle 
the crisis that arises, it will cause a decrease in cash which can reduce the profitability 
of the bank. 

Bank capital has three main functions, one of which is the function of capital as a 
buffer to absorb operational losses and other losses. The absorption of bank losses 
indicates that the bank will have the opportunity to make a profit. Therefore, the more 
capital the bank has, the bank's profitability will also increase (Widyaningrum & 
Septiarini, 2015). The Covid-19 pandemic can result in a decrease in the capital of each 
BUKU bank group because it absorbs losses from bank operational activities, this 
decrease in the capital will result in a decrease in the level of profitability so that the 
level of profitability in each BUKU bank group is different. From this statement, the 
hypothesis proposed is as follows: 
H3:  There is a difference in the profitability of banking companies between BUKU 2, BUKU 

3, and BUKU 4 before and during the covid-19 pandemic  
 
Management efficiency eliminates the managerial ability of bank managers to run a 

business, the adequacy of risk management, and bank compliance with applicable 
regulations and commitments to Bank Indonesia and/or other parties. In this study, 
management efficiency is measured using operating cost to operating income (BOPO). 
BOPO is used to measure the ability of bank management to control the bank's operating 
expenses against the operating income received by the bank (Hasibuan et al., 2020). The 
covid-19 pandemic made the operations of banking companies not run as usual so that 
banks experienced a decrease in income, but operating costs still had to be paid by the 
bank. The bank management must conduct efficiently the operations carried out. This 
efficiency is carried out so that during the Covid-19 pandemic, banks can optimize all 
costs incurred by banks that are directly related to the bank's main business to increase 
bank income. Each bank's BUKU group has various activities, the higher the level of 
capital, the more diverse the bank's activities are. This diversity of activities causes high 
operational costs that must be borne by the bank. On the other hand, the Covid-19 
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pandemic caused a decrease in the level of bank income, this is reflected in an increase in 
the management efficiency ratio or BOPO. Therefore, the management efficiency 
described by the BOPO ratio for each BUKU group was different before and during the 
Covid-19 pandemic. From this statement, the hypothesis proposed is as follows: 
H4:  There is a difference in the management efficiency of banking companies between 

BUKU 2, BUKU 3, and BUKU 4 before and during the covid-19 pandemic.  
 

Methods 
This study is a quantitative study that aims to determine whether there are 

differences in the financial performance of commercial banks in Indonesia before and 
during the Covid-19 pandemic, with a major focus on capital, asset quality, profitability, 
and management efficiency. The data used in this study is secondary data, which 
consists of the 2015-2019 financial statements and the 1st quarter 2020 to the 3rd 
quarter 2020 financial statements. 

The population in this study were all commercial banks listed on the Indonesia 
Stock Exchange (IDX). The sample selection is done by using the purposive sampling 
technique. Thus, the final sample in this study amounted to 38 banks which were 
grouped into 3 BUKU groups, namely BUKU 2, BUKU 3, and BUKU 4. The research 
method used is the Kruskal-Wallis test. The Kruskal- Wallis test is a nonparametric test 
that aims to determine statistically significant differences between two or more groups. 
This Kruskal-Wallis test is an alternative to the ANOVA test in parametric testing if the 
research data does not meet the assumption of normality. This research was processed 
using the IBM SPSS version 25 software. 
 
Results and Discussion Descriptive Statistic Test 

Table 1 is the result of descriptive statistical tests of 38 research samples, which 
were conducted before the Covid-19 pandemic and during the Covid-19 pandemic. The 
average capital variable which is proxied by CAR (Capital Adequacy Ratio) before the 
Covid-19 pandemic in BUKU 2 is 23.20%, in BUKU 3 is 19.26%, and in BUKU 4 is 21.41%. 
Meanwhile, the average CAR during the Covid-19 pandemic in BUKU 2 was 24.02%, in 
BUKU 3 it was 21.23%, and in BUKU 4 it was 21.57%. These results indicate that both before 
the Covid-19 pandemic and during the Covid-19 pandemic the BUKU 2 group of banks had 
the highest average capital and the BUKU 3 group banks had the lowest average capital 
compared to other groups. Also, the average capital across all bank groups increased 
during the Covid-19 pandemic. 

The maximum value of capital before the Covid-19 pandemic in BUKU 2 is 66.42%, 
in BUKU 3 is 44.56%, and in BUKU 4 is 25.60%. The minimum value of capital before the 
Covid-19 pandemic in BUKU 2 is 8.02%, in BUKU 3 is 10.52%, and in BUKU 4 is 16.15%. The 
maximum value of capital during the Covid-19 pandemic in BUKU 2 is 49.70%, in BUKU 3 is 
43.08%, and in BUKU 4 is 28.14%. The minimum value of capital during the Covid-19 
pandemic in BUKU 2 is 8.02%, in BUKU 3 is 12.58%, and in BUKU 4 is 16.07%. 

 
The average variable asset quality as measured by NPL (Non-performing Loans) 

before the Covid- 19 pandemic in BUKU 2 was 3.77%, in BUKU 3 it was 3.06%, and in 
BUKU 4 it was 3.27%. Meanwhile, the average NPL during the Covid-19 pandemic in 
BUKU 2 was 4.97%, BUKU 3 was 3.54%, and BUKU 4 was 2.62%. These results indicate 
that both before the Covid-19 pandemic and during the Covid-19 pandemic the BUKU 2 
bank group had the highest average NPL compared to other groups. Compared to the 
NPL before the pandemic, the BUKU 2 and BUKU 3 groups experienced an increase, 
while those in BUKU 4 experienced a decrease during the Covid- 19 pandemic. 

Table 1. Descriptive Statistic 
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pandemic caused a decrease in the level of bank income, this is reflected in an increase in 
the management efficiency ratio or BOPO. Therefore, the management efficiency 
described by the BOPO ratio for each BUKU group was different before and during the 
Covid-19 pandemic. From this statement, the hypothesis proposed is as follows: 
H4:  There is a difference in the management efficiency of banking companies between 

BUKU 2, BUKU 3, and BUKU 4 before and during the covid-19 pandemic.  
 

Methods 
This study is a quantitative study that aims to determine whether there are 

differences in the financial performance of commercial banks in Indonesia before and 
during the Covid-19 pandemic, with a major focus on capital, asset quality, profitability, 
and management efficiency. The data used in this study is secondary data, which 
consists of the 2015-2019 financial statements and the 1st quarter 2020 to the 3rd 
quarter 2020 financial statements. 

The population in this study were all commercial banks listed on the Indonesia 
Stock Exchange (IDX). The sample selection is done by using the purposive sampling 
technique. Thus, the final sample in this study amounted to 38 banks which were 
grouped into 3 BUKU groups, namely BUKU 2, BUKU 3, and BUKU 4. The research 
method used is the Kruskal-Wallis test. The Kruskal- Wallis test is a nonparametric test 
that aims to determine statistically significant differences between two or more groups. 
This Kruskal-Wallis test is an alternative to the ANOVA test in parametric testing if the 
research data does not meet the assumption of normality. This research was processed 
using the IBM SPSS version 25 software. 
 
Results and Discussion Descriptive Statistic Test 

Table 1 is the result of descriptive statistical tests of 38 research samples, which 
were conducted before the Covid-19 pandemic and during the Covid-19 pandemic. The 
average capital variable which is proxied by CAR (Capital Adequacy Ratio) before the 
Covid-19 pandemic in BUKU 2 is 23.20%, in BUKU 3 is 19.26%, and in BUKU 4 is 21.41%. 
Meanwhile, the average CAR during the Covid-19 pandemic in BUKU 2 was 24.02%, in 
BUKU 3 it was 21.23%, and in BUKU 4 it was 21.57%. These results indicate that both before 
the Covid-19 pandemic and during the Covid-19 pandemic the BUKU 2 group of banks had 
the highest average capital and the BUKU 3 group banks had the lowest average capital 
compared to other groups. Also, the average capital across all bank groups increased 
during the Covid-19 pandemic. 

The maximum value of capital before the Covid-19 pandemic in BUKU 2 is 66.42%, 
in BUKU 3 is 44.56%, and in BUKU 4 is 25.60%. The minimum value of capital before the 
Covid-19 pandemic in BUKU 2 is 8.02%, in BUKU 3 is 10.52%, and in BUKU 4 is 16.15%. The 
maximum value of capital during the Covid-19 pandemic in BUKU 2 is 49.70%, in BUKU 3 is 
43.08%, and in BUKU 4 is 28.14%. The minimum value of capital during the Covid-19 
pandemic in BUKU 2 is 8.02%, in BUKU 3 is 12.58%, and in BUKU 4 is 16.07%. 

 
The average variable asset quality as measured by NPL (Non-performing Loans) 

before the Covid- 19 pandemic in BUKU 2 was 3.77%, in BUKU 3 it was 3.06%, and in 
BUKU 4 it was 3.27%. Meanwhile, the average NPL during the Covid-19 pandemic in 
BUKU 2 was 4.97%, BUKU 3 was 3.54%, and BUKU 4 was 2.62%. These results indicate 
that both before the Covid-19 pandemic and during the Covid-19 pandemic the BUKU 2 
bank group had the highest average NPL compared to other groups. Compared to the 
NPL before the pandemic, the BUKU 2 and BUKU 3 groups experienced an increase, 
while those in BUKU 4 experienced a decrease during the Covid- 19 pandemic. 

Table 1. Descriptive Statistic 

Variables   N Min Max Mean Standard 
Deviation 

CAR 

Before 
Pandemic 

BUKU 2 85 .08022 .66428 .2320781 .09854843 
BUKU 3 65 .10523 .44569 .1926149 .05607575 
BUKU 4 40 .16156 .25603 .2141798 .02283351 

During 
Pandemic 

BUKU 2 51 .08021 .49707 .2402267 .11002103 
BUKU 3 39 .12586 .43089 .2123236 .07240439 
BUKU 4 24 .16074 .28143 .2157392 .03255713 

NPL 

Before 
Pandemic 

BUKU 2 85 .00000 .15820 .0377260 .02727164 
BUKU 3 65 .00308 .08830 .0306725 .01784224 
BUKU 4 40 .00702 .13580 .0327663 .03083035 

During 
Pandemic 

BUKU 2 51 .01409 .15398 .0497098 .03367044 
BUKU 3 39 .01320 .08560 .0354221 .01899687 
BUKU 4 24 .00941 .04077 .0262383 .00985969 

ROA Before BUKU 2 85 -.11728 .08536 -.0026246 .02768281 

 

Pandemic 
BUKU 3 65 -.05133 .09099 .0142085 .01889609 
BUKU 4 40 .00179 .03134 .0194205 .00700111 

During 
Pandemic 

BUKU 2 51 -.03158 .01592 -.0009449 .00872852 
BUKU 3 39 -.01319 .03274 .0061864 .00813057 
BUKU 4 24 .00356 .02004 .0073579 .00357387 

BOPO 

Before 
Pandemic 

BUKU 2 85 .59885 2.99310 .9969644 .35263228 
BUKU 3 65 .57229 1.51802 .8053374 .13373680 
BUKU 4 40 .48828 .97194 .7573115 .10514393 

During 
Pandemic 

BUKU 2 51 .70346 1.71077 1.0253508 .22067490 
BUKU 3 39 .54848 1.16759 .8221605 .13794602 
BUKU 4 24 .61723 .89336 .7946725 .06934599 

Source: Output IBM SPSS ver. 25, primary data 2021 
 

The maximum NPL value before the Covid-19 pandemic in BUKU 2 was 15.82%, in 
BUKU 3 it was 8.83%, and in BUKU 4 it was 13.58%. The minimum NPL value before the 
Covid-19 pandemic in BUKU 2 is 0%, BUKU 3 is 0.30%, and BUKU 4 is 0.70%. The 
maximum NPL value at the time of the Covid-19 pandemic in BUKU 2 was 15.39%, in 
BUKU 3 was 8.56%, and in BUKU 4 was 4.07%. The minimum NPL value during the Covid-
19 pandemic was 1.40% in BUKU 2, 1.32% in BUKU 3, and 0.94% in BUKU 4. 

The average profitability variable measured by ROA (Return on Assets) before the 
Covid-19 pandemic in BUKU 2 is -0.26%, in BUKU 3 is 1.42%, and in BUKU 4 is 1.94%. 
Meanwhile, the average ROA during the Covid-19 pandemic in BUKU 2 was -0.094%, 
BUKU 3 was 0.61%, and BUKU 4 was 0.73%. These results indicate that both before the 
Covid-19 pandemic and during the Covid-19 pandemic the BUKU 2 bank group had the 
lowest average ROA compared to other groups. Compared to the ROA before the 
pandemic, the entire BUKU group experienced a decline during the Covid-19 
pandemic.The maximum ROA value before the Covid-19 pandemic in BUKU 2 is 8.53%, in 
BUKU 3 is 9.09%, and in BUKU 4 is 3.13%. The minimum ROA before the Covid-19 
pandemic in BUKU 2 is -11.72%, BUKU 3 -5.13%, and BUKU 4 is 0.17%. The maximum 
value of ROA during the Covid-19 pandemic in BUKU 2 was 1.59%, in BUKU 3 was 3.27%, 
and in BUKU 4 was 2.00%. The minimum ROA value during the Covid-19 pandemic in 
BUKU 2 was -3.15%, in BUKU 3 it was -1.31%, and in BUKU 4 it was 0.35%. 

The average management efficiency variable as measured by BOPO (Operational 
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Costs to Operating Income) before the Covid-19 pandemic in BUKU 2 was 99.69%, in 
BUKU 3 it was 80.53%, and in BUKU 4 it was 75.73%. Meanwhile, the average BOPO 
during the Covid-19 pandemic in BUKU 2 was 102.53%, BUKU 3 was 82.21%, and BUKU 4 
was 79.46%. These results indicate that both before the Covid-19 pandemic and during 
the Covid-19 pandemic the BUKU 2 bank group had the highest average BOPO compared 
to other groups. Compared to BOPO before the pandemic, the entire BUKU group 
experienced an increase during the Covid-19 pandemic. 

The maximum BOPO value before the Covid-19 pandemic in BUKU 2 was 299.31%, 
in BUKU 3 it was 151.80%, and in BUKU 4 it was 97.19%. The minimum value of BOPO 
before the Covid-19 pandemic in BUKU 2 is 59.88%, BUKU 3 is 57.22%, and BUKU 4 is 
48.82%. The maximum value of BOPO during the Covid-19 pandemic in BUKU 2 was 
171.07%, in BUKU 3 it was 116.75%, and in BUKU 4 it was 89.33%. The minimum value of 
BOPO during the Covid-19 pandemic in BUKU 2 was 70.34%, in BUKU 3 was 54.84%, 
and in BUKU 4 was 61.72%. Hypothesis testing 

Table 2. Kruskal-Wallis Test 
Variables CAR NPL ROA BOPO 

Chi-Square 15.515 18.575 133.677 101.596 
df 5 5 5 5 

Asymp. Sig. .008 .002 .000 .000 
Source: Output IBM SPSS ver. 25, primary data 2021 

 
Table 2 shows the results of the study using the Kruskal-Wallis test to determine 

whether or not there is a difference between the performance of commercial banks in 
Indonesia in terms of capital (CAR), assets quality (NPL), profitability (ROA), and 
management efficiency (BOPO) in the period before the Covid-19 pandemic and during 
the Covid-19 pandemic based on BUKU. From these results, it can be seen that the 
significance value (Asymp. Sig.) for the capital (CAR) is 0.08 < 0.05, so H1 is accepted. This 
means that there is a difference in the capital of banking companies between BUKU 2, 
BUKU 3, and BUKU 4 before and during the covid-19 pandemic. 

The Covid-19 pandemic is an unpredictable risk. Based on descriptive statistical 
tests, even though the Covid-19 pandemic occurred, the average bank capital in 
Indonesia tended to increase, this may occur because banks in Indonesia have a level of 
capital adequacy that is far from the minimum requirement of the central bank (Bank 
Indonesia), which is 8%. The difference in capital owned by a bank shows the level of bank 
resilience in facing bank operational risks that have the potential to reduce bank capital. 
The higher the bank capital, the easier it will be for management to determine the 
strategies and activities that will be carried out to obtain additional capital. The 
Indonesian government through the Financial Services Authority (OJK) encourages all 
BUKU bank groups to increase their capital through OJK Regulation Number 12 / 
POJK.03 / 2020 which imposes new rules to fulfill the minimum core capital and CEMA 
(Capital Equivalent Maintained Assets), which is a minimum of IDR 3 trillion. The 
addition of core capital was carried out to strengthen banking resilience in facing 
increasingly fierce competition from time to time. 

The results of this study indicate that the significance value of the asset quality 
(NPL) is 0.002 < 0.05 so that H2 is accepted. This means that there is a difference in the 
asset quality of banking companies between BUKU 2, BUKU 3, and BUKU 4 before and 
during the covid-19 pandemic. Based on the descriptive statistical test, all BUKU bank 
groups experienced an increase in non- performing loans. The development of the 
spread of the 2019 coronavirus disease (Covid-19) has had a direct or indirect impact on 
the performance and capacity of debtors in fulfilling their credit obligations to financial 
institutions. The impact of the decline in performance increases credit risk, which has 
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Costs to Operating Income) before the Covid-19 pandemic in BUKU 2 was 99.69%, in 
BUKU 3 it was 80.53%, and in BUKU 4 it was 75.73%. Meanwhile, the average BOPO 
during the Covid-19 pandemic in BUKU 2 was 102.53%, BUKU 3 was 82.21%, and BUKU 4 
was 79.46%. These results indicate that both before the Covid-19 pandemic and during 
the Covid-19 pandemic the BUKU 2 bank group had the highest average BOPO compared 
to other groups. Compared to BOPO before the pandemic, the entire BUKU group 
experienced an increase during the Covid-19 pandemic. 

The maximum BOPO value before the Covid-19 pandemic in BUKU 2 was 299.31%, 
in BUKU 3 it was 151.80%, and in BUKU 4 it was 97.19%. The minimum value of BOPO 
before the Covid-19 pandemic in BUKU 2 is 59.88%, BUKU 3 is 57.22%, and BUKU 4 is 
48.82%. The maximum value of BOPO during the Covid-19 pandemic in BUKU 2 was 
171.07%, in BUKU 3 it was 116.75%, and in BUKU 4 it was 89.33%. The minimum value of 
BOPO during the Covid-19 pandemic in BUKU 2 was 70.34%, in BUKU 3 was 54.84%, 
and in BUKU 4 was 61.72%. Hypothesis testing 

Table 2. Kruskal-Wallis Test 
Variables CAR NPL ROA BOPO 

Chi-Square 15.515 18.575 133.677 101.596 
df 5 5 5 5 

Asymp. Sig. .008 .002 .000 .000 
Source: Output IBM SPSS ver. 25, primary data 2021 

 
Table 2 shows the results of the study using the Kruskal-Wallis test to determine 

whether or not there is a difference between the performance of commercial banks in 
Indonesia in terms of capital (CAR), assets quality (NPL), profitability (ROA), and 
management efficiency (BOPO) in the period before the Covid-19 pandemic and during 
the Covid-19 pandemic based on BUKU. From these results, it can be seen that the 
significance value (Asymp. Sig.) for the capital (CAR) is 0.08 < 0.05, so H1 is accepted. This 
means that there is a difference in the capital of banking companies between BUKU 2, 
BUKU 3, and BUKU 4 before and during the covid-19 pandemic. 

The Covid-19 pandemic is an unpredictable risk. Based on descriptive statistical 
tests, even though the Covid-19 pandemic occurred, the average bank capital in 
Indonesia tended to increase, this may occur because banks in Indonesia have a level of 
capital adequacy that is far from the minimum requirement of the central bank (Bank 
Indonesia), which is 8%. The difference in capital owned by a bank shows the level of bank 
resilience in facing bank operational risks that have the potential to reduce bank capital. 
The higher the bank capital, the easier it will be for management to determine the 
strategies and activities that will be carried out to obtain additional capital. The 
Indonesian government through the Financial Services Authority (OJK) encourages all 
BUKU bank groups to increase their capital through OJK Regulation Number 12 / 
POJK.03 / 2020 which imposes new rules to fulfill the minimum core capital and CEMA 
(Capital Equivalent Maintained Assets), which is a minimum of IDR 3 trillion. The 
addition of core capital was carried out to strengthen banking resilience in facing 
increasingly fierce competition from time to time. 

The results of this study indicate that the significance value of the asset quality 
(NPL) is 0.002 < 0.05 so that H2 is accepted. This means that there is a difference in the 
asset quality of banking companies between BUKU 2, BUKU 3, and BUKU 4 before and 
during the covid-19 pandemic. Based on the descriptive statistical test, all BUKU bank 
groups experienced an increase in non- performing loans. The development of the 
spread of the 2019 coronavirus disease (Covid-19) has had a direct or indirect impact on 
the performance and capacity of debtors in fulfilling their credit obligations to financial 
institutions. The impact of the decline in performance increases credit risk, which has 

the potential to disrupt banking performance and financial system stability, which could 
affect economic growth. To encourage banking performance as an intermediary 
institution, the Government of Indonesia implemented an economic stimulus policy 
through regulations made by the financial services authority, namely the Financial 
Services Authority Regulation of the Republic of Indonesia Number 11 / PJOK.03 / 2020 
concerning National Economic Stimulus as a Countercyclical Policy regarding the 
impact of the Corona Virus Spread 2019. One of the contents of this regulation is to 
allow banks to implement a credit restructuring policy for debtors affected by the Covid-
19 pandemic. With this regulation, it is hoped that it can reduce the level of bad credit 
(NPL) that occurred in all BUKU bank groups. 

The results of the Kruskal-Wallis test show that there is a difference in the 
profitability of banking companies between BUKU 2, BUKU 3, and BUKU 4 before and 
during the covid-19 pandemic, this can be seen from the profitability significance level 
(ROA) of 0.000 <0.005, so it can be concluded that H3 is accepted. Based on the 
descriptive statistical test, all BUKU bank groups experienced a significant decrease in 
their level of profitability. An increase in provision expenses, recognition of debtor 
restructuring expenses, and a decrease in the potential for new debtors to add credit 
can be the causes of lower bank profitability. The decline in the level of profitability 
indicates a decline in bank performance. On the other hand, profit is an important factor 
for the survival of a company and is an important indicator of its performance. A bank is 
a type of company, therefore the level of profit is very important for bank performance 
(Muda et al., 2013). 

The results of this study indicate that there is a difference in the management 
efficiency of banking companies between BUKU 2, BUKU 3, and BUKU 4 before and 
during the covid-19 pandemic, this can be seen from the level of significance of the 
efficiency management variable (BOPO), namely 0.000 < 0.005. Then the proposed 
hypothesis (H4) is accepted. Based on descriptive statistical tests, all BUKU bank groups 
experienced an increase in BOPO values during the Covid-19 pandemic. The increase in 
the value of BOPO indicates that there is a decrease in the efficiency of OEOI which can 
cause a decrease in the capability of the bank to earn profits. The BOPO ratio can be 
used to see the ability of bank managers to manage operating costs and operating 
income. The small BOPO ratio indicates that the operational costs incurred by banks are 
more efficient. Based on the provisions of Bank Indonesia (the central bank), a bank is 
said to be efficient if the BOPO ratio is below 90% (Supeno, 2019). The increase in the 
BOPO ratio can be caused by a decrease in income caused by the debtor's delay in 
paying his obligations, but at the same time, operational costs must still be borne by the 
bank. 
 
Conclusion 

The results of data processing and data analysis using the Kruskal-Wallis test show 
that there are differences in the capital (CAR), asset quality (NPL), profitability (ROA), and 
management efficiency (BOPO) of banking companies between BUKU 2, BUKU 3, and 
BUKU 4 before and during the covid-19 pandemic. The results of this study indicate that 
in general, the Covid-19 pandemic has an impact on the performance of commercial 
banks in Indonesia. The limitation in the study that might affect the results of this study 
is the small number of samples. For further research, it is expected to increase the 
sample in research such as banks in Indonesia that are not listed on the Indonesian 
Stock Exchange (IDX). Also, further research can add other bank financial performance 
variables, so that we can see comprehensively how the impact of Covid-19 on banking 
companies in Indonesia. 
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ABSTRACT 
The rapid advancement of information technology encourages business needs to 

use technology to serve consumers. Electronic transaction in the form of internet 
banking is a new way of transfer that changes the form of services from human 
technology to information technology. This study aims to examine the capability model 
of the intention to use internet banking in Indonesia. This study is quantitative in the 
form of a survey study. The sample in this study were non-user customers and 
prospective internet banking users in both private and state-owned banks. The data were 
analyzed using the partial least square (PLS). This study contributes to the development 
of internet banking marketing to improve features, security and service quality. The 
results show that all hypotheses indicate a positive and significant effect. 
Keywords : Capability, Perceived Ease of Use, TAM, and Internet Banking 

 
1. Introduction 
1.1 Background 

The very rapid advancement of information technology encourages business needs 
to use technology to serve consumers. The development of information technology has 
transformed the strategy of business including banking by prioritizing information 
technology in transaction process and services for consumers. In addition, the 
development of information technology also encourages innovation in the service 
sector, including banking service. The development of internet banking services is in line 
with the increasingly rapid growth of information technology. The innovations of 
transaction and service are an integral part of banking development. This aims to 
improve service quality to be more effective and efficient. One of the internet-based 
transactions that is currently a concern in banking is internet banking (Chan and Ming, 
2004). As a new strategy, electronic transaction in the form of internet banking is a new 
way of transfer that changes the form of services from human technology to information 
technology. 

On the other hand, according to APJII (2020), the use of internet banking services 
is at the lowest level with only 16.75%. This shows that the demand for internet banking 
services in Indonesia is still low. The Financial Services Authority as a bank supervisory 
authority has a strong responsibility in ensuring that banks implement internet banking 
services with prudential banking principles, risk management and customer protection 
as the dependency on technology and third parties is very high. The government has 
issued a policy on digital transactions, but only a small proportion of people use this 
service. Internet banking provides convenience and benefits; however, the current data 
shows that internet banking users are still low. This means that convenience and benefits 
have not solved the problem. 

 
Davis (1985) in Chuttur (2009) proposed that system use, which was previously 

directly influenced by system features and user capabilities, can be explained or 
predicted by user motivation. System use is a response that can be explained or 
predicted by user motivation which in turn is directly influenced by external stimuli 
including system features and capabilities. To be clearer, it is described in Figure 1. 
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         Stimuli                                        Organism                                Response  
Figure. 1. Conceptual Model of Technology Acceptance 

Source: Davis (1985) in Chuttur (2009) 
 
Therefore, banking efforts are needed to increase the use of internet banking 

services. This is because most internet users think that internet banking is risky. So, it is 
necessary to examine the factors that can affect the use of internet banking. Most 
researchers focus more on the benefits and ease of use in intention to use information 
technology, including internet banking. 

The description above shows several gaps related to findings that there are still 
weaknesses between the perceived ease of use and the perceived usefulness which are 
insufficient to make technology acceptance so it is assumed that there are other 
influencing factors. When using internet banking, there is no direct contact between 
humans. However, if an obstacle occurs, someone must be able to solve it. 

System use is a response that can be explained or predicted by the user's 
motivation, which in turn is directly stimulated by the user's ability so that it is assumed 
that there will be a relation with the intention to use internet banking. With the 
perceived ease of use, a high-capability person will use a system easier which is 
assumed to affect the intention to use internet banking. 

The purpose of this study is to examine the capability of the intention to use 
internet banking in Indonesia. More specifically, this study (1) examine the role of 
individual capabilities in the influence of perceived ease of use, (2) examine the role of 
individual capabilities in the influence of intention to use internet banking, (3) examine 
the mediating effect of perceived ease of use in the relation between capability and the 
intention to use internet banking. This study is expected to contribute as a basis for 
policymaking for the government and banks regarding the use of internet banking. In 
addition, this study is also expected to provide practical contributions in the 
development of internet banking marketing for banks to improve features, security and 
service quality. 

 
2. Literature Review, Research Framework and Hypothesis Development 
2.1 Literature Review 
a. Theory of Reasoned Action 

Theory of Reasoned Action (TRA) developed by Fishbein and Ajzen (1975,1980), has 
the principle of determining how to measure the components of attitude towards 
relevant behavior, distinguishing between beliefs and attitudes, and determining external 
stimuli. Therefore, the TRA model triggers user reactions and perceptions of the 
information system to determine the user's attitudes and behavior. TRA formulates that 
an individual's tendency to act is a major factor in a person's behavior. The intention to 
act depends on the attitude towards the behavior and the subjective norms in the 
surroundings. Attitude on behavior is positive and negative feelings in carrying out the 
targeted behavior, whereas subjective norms are defined as a person's perception about 
whether he should or should not perform certain behaviors. 
b. Theory of Planned Behavior 

This theory relies on social psychology revealed by Ajzen (1985) as an extension of 
TRA. This theory argues that actual behavior is determined by the intention to act which 
in turn is influenced by individual attitudes, subjective norms and perceived behavioral 
control (Ajzen, 1991 in Teo and Pok, 2003). TPB (Theory of Planned Behavior) was 
developed to expand TRA in predicting and understanding behavior under the control 
on incomplete willingness. In addition to behavioral beliefs, TPB adds two important 
constructs in explaining behavior including subjective norm (normative belief) and 
perceived behavioral control (control belief). 
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surroundings. Attitude on behavior is positive and negative feelings in carrying out the 
targeted behavior, whereas subjective norms are defined as a person's perception about 
whether he should or should not perform certain behaviors. 
b. Theory of Planned Behavior 

This theory relies on social psychology revealed by Ajzen (1985) as an extension of 
TRA. This theory argues that actual behavior is determined by the intention to act which 
in turn is influenced by individual attitudes, subjective norms and perceived behavioral 
control (Ajzen, 1991 in Teo and Pok, 2003). TPB (Theory of Planned Behavior) was 
developed to expand TRA in predicting and understanding behavior under the control 
on incomplete willingness. In addition to behavioral beliefs, TPB adds two important 
constructs in explaining behavior including subjective norm (normative belief) and 
perceived behavioral control (control belief). 

 
c. Technology Acceptance Model (TAM) 

TAM describes a causal relationship between belief (in the benefits of an 
information system and its ease of use), behavior, needs, and actual use of an 
information system. TAM is a research model that can be used to predict the adoption of 
information technology introduced by Davis in 1989. TAM aims to explain and measure 
user acceptance of an information system. TAM provides a theoretical basis for knowing 
the influencing factors of a technology acceptance in an organization; the factor is 
perceived ease of use. In Davis (1989) states that ease means freedom from d=ifficulty or 
great effort. Then, perceived ease of use is defined by the degree to which a person 
believes that using a particular system would be free of effort. Related to information 
system, it means that the user believes that the information system is easy to use so that 
it does not require big effort and will be no difficulties. This includes the ease of using the 
information system according to the user’s willingness. Davis (1989) found that 
perceived ease of use can explain why users use the system and the new system that 
users can accept. 

 
2.2 Research Framework and Hypothesis Development 

Capability is the ability that comes from the word “able” which means being able to 
do something, while ability means proficiency or power (Kamus Besar Bahasa Indonesia, 
1989: 552-553). Ability means the capacity of an individual to perform various tasks in a 
job (Robbins et al., 2009). From this understanding, it can be concluded that ability is the 
power of an individual to master a skill and is used to carry out various tasks in a job. 
According to Kamus Besar Bahasa Indonesia (2014), capability is the same as 
competence. However, the meaning of capability is not only limited to having skills but 
also understanding in more detail so that someone can completely master his abilities 
including the weakness and how to overcome it. According to Baker and Sinkula (2005), 
is a set of specific skills, procedures, and processes to utilize resources and take 
competitive advantages. In brief, Individual capability is an ability that is more than skill 
at something that becomes a competitive advantage and ability mastery from a weak 
point. 

Based on the description above, the research model of capability concept on the 
intention to use internet banking can be seen in the following figure: 

 
                         1.H1+                                                                            H3+ 
 
 
 
 
 

Figure 2. Research Model 
                                    H2+ 

 
The ability in technology will underlie certain innovations and it is essential to 

trigger a response. The individual ability to use computer to complete tasks is a 
significant influencing factor of the use of an information system (Compeau and Higgins, 
1995, Adamson and Shine, 2003). Dynamic capability is beneficial for the concept of 
innovation that identifies ability through values and its implementation (Hyunsuk Lee 
and Donna Kelley, 2008). John and Rotimi (2014) found that there is a significant 
relationship between internet banking and customer satisfaction. Ejdys (2018) shows 
that ease of use, general trust level, respondents and institutional trust also have a 
significant effect. Ease of use is the consumer's perception that transactions using 
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internet banking will be more effective and efficient. 
In several studies on information technology, perceived ease of use has been 

identified as the main construct for examining and assessing user’s technology 
acceptance. Thus, the hypothesis can be formulated as follows. 

H1: Capability positively affects perceived ease of use 
H2: Capability positively affects the intention to use internet banking 
H3: Perceived ease of use strengthen the effect of capability on the intention to use 

internet banking . 
 

3. Research Methodology 
a. Population dan Sample 

In this study, the population is the internet users in Indonesia. Furthermore, 200 
respondents who have savings in banks but have not used internet banking services were 
selected using purposive sampling technique. This sample size has met the minimum 
sample size required, i.e., 200-600 respondents (Kline, 2005; Foster et al., 2006; Hair et al., 
2014; Ghozali, 2013). In this study, the covariance-based Structural Equation Model (SEM) 
requires a sample size at least 10 times the number of observed variables. 

 
b. Data Collection 

Questionnaire is a pre-formulated set of written questions in which respondents 
record their answers which are usually the closest alternatives. The questionnaire is an 
efficient data collection technique when the researcher knows exactly what he needs and 
how the interesting way to measure the variables. Questionnaire can be administered 
privately, sent to respondents, or now it can be distributed electronically (2003: 236). 
This study is quantitative. Therefore, the questionnaire consists of closed statements 
with alternative answers to choose from. 

 
c. Definition and Operationalization of Research Variables Independent variable 

Capability is individual ability to master a skill used to do various tasks in a job 
(Robins and Timothy, 2009). The capability is measured by five indicators including (1) the 
use of a computer or smartphone, (2) the use of internet as a technology that helps 
banking transactions, (3) the ability to use technology for banking transactions, (4) the 
ability to use communication technology and (5) the ability that influences income 
differences. 
1. Mediating Variable 

The perceived ease of use is the use of information systems in accordance with the 
user’s intention (Davis, 1989). In this study, the ease of use is measured by five indicators, 
including (1) the convenience provided by internet banking in carrying out daily banking 
transactions, (2) the improvement transaction experience provided by internet banking, 
(3) the convenience to get the needs in banking transaction by internet banking, (4) great 
control over banking transactions provided by internet banking, and (5) the clarity and 
convenience to understand internet banking transactions. 

 
2. Dependent Variable 

Intention is a person's desire to perform a certain behavior (Hartono, 2007). Internet 
banking is a banking service for bank customers to request and get information as well as 
to conduct banking transactions through computers and smartphones with internet 
(Suriya et al, 2012). The intention to use internet banking is measured by four indicators 
including (1) the opinion that internet banking has a positive impact, (2) the possibility to 
use internet banking soon, 

(2) the willingness that the use of internet banking will continue in the future, and 
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2. Dependent Variable 

Intention is a person's desire to perform a certain behavior (Hartono, 2007). Internet 
banking is a banking service for bank customers to request and get information as well as 
to conduct banking transactions through computers and smartphones with internet 
(Suriya et al, 2012). The intention to use internet banking is measured by four indicators 
including (1) the opinion that internet banking has a positive impact, (2) the possibility to 
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(4) possibility to use internet banking even though there is only online instruction when 
transacting. 

 
d. Procedure of analysis 

In this study, the data were analyzed using Partial Least Square (PLS). PLS is a 
component or variant-based Structural Equation Modeling (SEM). The SEM analysis 
model applies a multivariate technique by combining multiple regression analysis and 
factor analysis (Hair et al, 2014: 546). According to (Ghozali, 2006), PLS is an alternative 
approach that shifts from a covariance-based to a variant-based SEM approach. The 
purpose of PLS is to help researchers in prediction and it is suitable for data collection 
using purposive sampling technique. The model defines latent variables as linear 
aggregates of the indicators. The weight estimation for creating a latent variable score 
component was obtained based on how the inner model (structural model) and the outer 
model (measurement model) are specified (Ghozali, 2006). The structural equation model 
in this study can be seen in Figure 3. 

Figure 3. Structural Model 
 
Based on Figure 3, the structural model equation is as follows. 
Structural Model 1 : 1 (PEU) = 
Structural Model 2 : 2(NPI) = β 
 

 
 

4. RESULTS AND DISCUSSIONS 
Figure 4 shows the results of the analysis of the relationship between capability 

and intention to use internet banking in Indonesia mediated by perceived ease of use. 
 

 = Eta, latent variable Y (endogenous variable)  
          = Ksi, latent variable X (exogenous variable) 
          = Gamma (Regression coefficient) 
1, 2  = The effect of exogenous variable on endogenous variable  
Β    = Endogenous variables 
1  = Perceived ease of use 
2                    = Intention to use internet banking 
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Figure 4. The Outer Model Value of Orginal Sample 
 
Figure 4 shows that the value of outer loading and AVE is above 0.5. Likewise, the 

reliability value is above 0.7 while the Q-square value is 0.626542 which means that the 
model is good. More details can be seen in Table 2. 

 
Table 2. R-Square Value 

VARIABLE R-Squares 
Capability - 

Perceived ease of use 0.267479 
Intention to use internet banking 0.490175 

 
The calculation of Q-Square is as follows : 

2  Q = 1 – (1 – 0.267479) ( 1 – 0.490175) = 0.626542 
In addition to the feasibility, the above model also illustrates the relationship 

between the capability and the intention to use internet banking with a positive value of 
0.427, the relationship between the capability and the perceived ease of use is positive at 
0.517 and the relationship between the perceived ease and the intention to use internet 
banking is positive at 0.377. The mediation effect of the ease of use on the relationship 
between capability and intention to use internet banking is positive and significant. 
More details can be seen in Table 3. 

 
Table 3. Result For Inner Weights 
 

Hypoth esis Relation 
Total Effects 

Original Sample 
Estimate (O) 

Indirect 
Effects 

T-Statistics 
(|O/STERR|) Decision 

H1 CB -> PO 0.517184 0 7.204149 Accepted 
H2 PO -> ITU 0.376688 0 4.539158 Accepted 

H3 
CB -> PO 

through ITU 
0.426661 0.19481 

7 4.930167 Accepted 

 
The table above can be explained as follows 
1. The effect of capability on the ease of use 

The relationship between the capability variable (CB) and the perceived ease of use 
(PO) shows a positive path coefficient value of 0.517184 and a t-value of 7.204149. So, there 
is a positive and significant effect of capability (CB) on the perceived ease of use (PO). the 
more a person understands his capabilities, the easier the system will be used. This 
result is in line with the research of Davis (1985) in Chuttur (2009). 
2. The effect of perceived ease of use on the intention to use internet banking 
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through ITU 
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The table above can be explained as follows 
1. The effect of capability on the ease of use 

The relationship between the capability variable (CB) and the perceived ease of use 
(PO) shows a positive path coefficient value of 0.517184 and a t-value of 7.204149. So, there 
is a positive and significant effect of capability (CB) on the perceived ease of use (PO). the 
more a person understands his capabilities, the easier the system will be used. This 
result is in line with the research of Davis (1985) in Chuttur (2009). 
2. The effect of perceived ease of use on the intention to use internet banking 

The relationship between the intention to use internet banking (ITU) and perceived 
ease of use (PO) shows a positive path coefficient value (Total Effects) at 0.376688 with a 
t-count value of 4.539158. This indicates that perceived ease of use (PO) has a positive 
and significant effect on the intention to use internet banking (NPI). The easier the 
system to use, the higher the intention to use internet banking. This result is in line with 
the research conducted by John and Rotimi (2014), and Ejdys (2018). 
3. The effect of capability on the intention to use the internet through perceived ease of 

use 
the relationship between the capability variable (CB) and the intention to use 

internet banking (ITU) shows the path coefficient value (Total Effects) from 0. 426661 to 
0.621478 and t-count from 4.930167 to 10.155192. The changing value at 0.19481 in both 
the coefficient value and the t-value is the mediating effect of perceived ease of use. The 
mediation leads the relationship between capability (CB) and the intention to use 
internet banking (ITU) to be more positive and significant. This indicates that the more 
the capability to use technology and are supported by the perceived ease of use, the 
stronger individual’s intention to use internet banking. 

When customers are capable to learn and understand the use of internet banking 
faster, the use of internet banking will increase. The capabilities of internet banking 
users will make them think that the system is very easy to use. One of the conveniences 
of internet banking is that customers do not need to come to the bank for banking 
transactions. Therefore, the perceived ease of use is a mediator that strengthens the 
effect of capability on the intention to use internet banking. Bank customers will find it 
easier to use the system when they have the capability and perceived ease of use. So, 
they will have a positive attitude towards the internet banking system. 

 
5. Conclusion and Implication 

The study provides references for the government and banks in increasing the use 
of internet banking. Besides, this study found that the capability has a significant 
positive effect on perceived ease of use. Perceived ease of use has a significant positive 
effect on the intention to use internet banking. Mediated by perceived ease of use, the 
capability has a significant positive effect on the intention to use internet banking. 

In order to optimize the use of internet banking in Indonesia, banks and the 
government need to regularly educate banking customers about internet banking, 
especially the convenience of and how to use it. This is because the higher the customer 
capability, the higher the intention to use internet banking. 
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ABSTRACT: 
Humans use communication as a channel to interact with each other in everyday life. 

Good communication is a necessary tool to achieve high-quality performance and 
maintain strong working relationships within the organization. Trust among employees 
can be built if everyone takes the time to deliver clear communication. Effective 
communication increases employee productivity and unites employees.  This study aimed 
to analyze the influence of communication, motivation, and job satisfaction on employee 
performance  The research conducted is empirical research in which the researcher is 
directly involved in the research. The method used in determining the sample is purposive 
sampling. The data in this study were obtained from 149 employees of PT Wilrika Citra 
Mandiri and the data is analyzed using multiple linear analysis. The results obtained from 
this study are communication, motivation, and job satisfaction have a positive and 
significant effect on the performance of employees. This research implies that the leaders of 
PT Wilrika Citra Mandiri should provide direction and further instill the concept of 
encouraging questions, and discussions, and providing support, and feedback to employees 
so that there is no miscommunication between employees. Leaders of PT Wilrika Citra 
Mandiri are advised to motivate employees, give appreciation and appreciation for the 
work of employees as well as provide an objective work assessment and provide rewards 
for the work done. 
KEYWORD: Communication, Motivation, Work Satisfaction, Work Performance 
 
I. INTRODUCTION 

Every organization has a vision, mission, goals, and objectives to be achieved. 
Having human resources is very important in supporting the achievement of 
organizational goals. With good human resources, leaders will easily direct all resources 
and efforts to achieve organizational goals [1]. Success in achieving company goals can 
not be separated from the maximum results of employee performance. Employees who 
can work well without making many mistakes and carry out their authority and 
responsibility to achieve organizational goals [2]. For this reason, it is very important for 
organizational leaders to continuously measure the extent to which their employees are 
performing in achieving organizational goals.  

Employee performance is the behavior of an employee while doing a job or task [3]. 
Employee performance is the result of the ability, effort, and perception of the task of 
the employee. Excellent employee performance creates results such as high quality and 
high productivity among employees in the organization. Based on the results of an 
interview with a manager at a distributor company in Bandar Lampung, it was found 
that the performance of employees at the distributor company was still not optimal, one 
of which was seen in the decline in sales that occurred from April 2020 to November 
2020.  
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I. INTRODUCTION 

Every organization has a vision, mission, goals, and objectives to be achieved. 
Having human resources is very important in supporting the achievement of 
organizational goals. With good human resources, leaders will easily direct all resources 
and efforts to achieve organizational goals [1]. Success in achieving company goals can 
not be separated from the maximum results of employee performance. Employees who 
can work well without making many mistakes and carry out their authority and 
responsibility to achieve organizational goals [2]. For this reason, it is very important for 
organizational leaders to continuously measure the extent to which their employees are 
performing in achieving organizational goals.  

Employee performance is the behavior of an employee while doing a job or task [3]. 
Employee performance is the result of the ability, effort, and perception of the task of 
the employee. Excellent employee performance creates results such as high quality and 
high productivity among employees in the organization. Based on the results of an 
interview with a manager at a distributor company in Bandar Lampung, it was found 
that the performance of employees at the distributor company was still not optimal, one 
of which was seen in the decline in sales that occurred from April 2020 to November 
2020.  

 

Table 1 Sales Table of Distributor Companies Apr 2020 – Nov 2020 

 
Table 1 shows that there was an increase in sales in June 2020 and a decrease in 

sales from September 2020 to November 2020. The decline was quite high from the 
previous one due to the impact of Covid-19 on sales. The decline in sales indirectly 
affects revenue. It is not easy for companies affected by Covid-19 to manage the 
performance of their employees well. Based on this, the researchers felt the need to 
research the performance of employees at this distributor company. PT Wilrika Citra 
Mandiri is a distributor company engaged in the distribution of goods from producers to 
consumers in Lampung Province. 

The distribution channel is an organizational device involved in the process of 
making a product or service ready for use or consumption by consumers or business 
users [4]. The selection of distribution channels involves decisions about the use of 
distributors (traders, retailers, retailers, agents, brokers), and how to cooperate with 
these distributors. In distribution activities, there are parties called distributors. 
Distributors are people or institutions that carry out distribution activities or also called 
traders who buy/obtain merchandise products from firsthand (producers) directly. In 
conducting marketing activities and selling goods, distributors purchase merchandise 
from producers. With the sale and purchase, ownership of the goods is transferred to 
the distributor, then the goods that have become his are sold back to consumers. 

Based on the author's observations, the distributor company has less than optimal 
employee performance, this can be seen from the many jobs that sometimes make 
excessive working hours. Conditions like this make some employees feel bored and 
bored with employees, thereby lowering the enthusiasm and enthusiasm of employees 
at work. The decrease in morale was also caused by a decrease in sales figures in the last 
year due to the Covid 19 pandemic. The distributor company has several types of 
products, including various foods, cooking oil, kitchen spices, stationery, skincare, 
makeup, and others from several companies that are distributed. its products. The 
company also has branches in Kotabumi and Metro districts. The strategy to improve 
employee performance continues to be carried out to achieve the vision of the 
distributor company. as well as the way how the organization communicates with its 
employees reflects the performance of its employees in the company. 

Humans use communication as a channel to interact with each other in everyday 
life. Good communication is a necessary tool to achieve high-quality performance and 
maintain strong working relationships within the organization. Trust among employees 
can be built if everyone takes the time to deliver clear communication. Effective 
communication increases employee productivity and unites employees. It builds teams 
and improves employee performance and at the same time reduces employee turnover 
in the organization. However, weak communication within the organization will lead to a 
loss of trust and ineffective operations [5]. 

Based on the results of interviews with employees at one of the distributor 
companies internal communication has not run optimally. This is because there are still 
obstacles in the delivery of information from superiors to employees. One of them is the 
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packing operator. The obstacle is in the form of many channels that must be passed, for 
example, information from directors to employees still has to go through several 
managers and several heads of sections. So the possibility of changing the information 
will be great. This is understandable because every channel that participates in 
conveying the information tends to change it according to personal interests. 

Smooth communication is very important for improving the performance of each 
employee. To get good performance and increase work results in a work organization, 
employees must also meet the requirements or have basic skills and abilities, namely a 
group of abilities, which include communication skills, technical abilities, conceptual 
abilities, and personal qualities which include mental, physical, emotional, social 
character, attitude, commitment, integrity, awareness, and good behavior, and 
administrative skills including the ability to analyze problems, give considerations, 
opinions, decisions, manage resources, and various activities, be generous, patient, 
participate actively in various activities [6]. Based on the results of interviews conducted 
by the author with the company's employees, it is stated that management's lack of 
attention to what an employee gets or collects, the lack of awards given to employees 
who excel, and places that do not support doing work or conducting financial 
transactions and frequent employee turnover. This causes a decrease in sales turnover 
in the company. Meanwhile, employees who get the predicate healthy state the opposite 
where every work of all employees always gets praise and appreciation from 
management after meetings in each semester. 

The difference between the realization of the income budget obtained by each 
employee shows a significant difference. Improving individual and group performance is 
a concern in improving organizational performance [3]. Several factors affect individual 
performance, namely company regulations, co-workers, supervision, motivating ability, 
and training [7]. Another thing that will also be very helpful and affect the process of 
employee performance is motivation. Motivation has an intrinsic influence or impetus 
that comes from within the individual and extrinsic or encouragement from outside the 
individual so that it becomes a strong predictor because the more positive the intrinsic 
and extrinsic values of motivation will have a good impact on employee performance. 
the desire to achieve optimal efficiency in productivity is very important for managerial 
purposes [8]. 

Organizational effectiveness is largely determined by the quality of the employees. 
Therefore, the most difficult task of a manager is how best to unite human and material 
resources to achieve the mission, vision, and goals of the organization. Motivation 
encourages people to do something with a reward or reward; makes people move in a 
certain direction to achieve the desired results, and encourage employees to seriously 
work [8]. Some of the efforts made by distributor companies with policies during the 
pandemic so that employee motivation remains high, namely by: 

1. Continue to provide full Salary and Allowances. 
2.  Provide internet quota packages per month to employees so that employees are still 

able to carry out work from home processes smoothly. 
3.  Work from Home, PT Wilrika Citra Mandiri has implemented WFH so that 

employees do not need to come to the office for absences or meetings so they can 
do it at home. 

Companies must also pay attention to job satisfaction because job satisfaction is 
also another important factor that can improve employee performance. Factors that 
increase employee job satisfaction include communication that must be reciprocal, 
teamwork, and cooperation as well as the existence of good relations and mutual 
respect in the company environment and achievements [9]. Although the factors that 
influence job satisfaction can be studied, the relationship pattern is not simple. Job 
satisfaction does come from within the individual itself, but what influences it is 
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packing operator. The obstacle is in the form of many channels that must be passed, for 
example, information from directors to employees still has to go through several 
managers and several heads of sections. So the possibility of changing the information 
will be great. This is understandable because every channel that participates in 
conveying the information tends to change it according to personal interests. 

Smooth communication is very important for improving the performance of each 
employee. To get good performance and increase work results in a work organization, 
employees must also meet the requirements or have basic skills and abilities, namely a 
group of abilities, which include communication skills, technical abilities, conceptual 
abilities, and personal qualities which include mental, physical, emotional, social 
character, attitude, commitment, integrity, awareness, and good behavior, and 
administrative skills including the ability to analyze problems, give considerations, 
opinions, decisions, manage resources, and various activities, be generous, patient, 
participate actively in various activities [6]. Based on the results of interviews conducted 
by the author with the company's employees, it is stated that management's lack of 
attention to what an employee gets or collects, the lack of awards given to employees 
who excel, and places that do not support doing work or conducting financial 
transactions and frequent employee turnover. This causes a decrease in sales turnover 
in the company. Meanwhile, employees who get the predicate healthy state the opposite 
where every work of all employees always gets praise and appreciation from 
management after meetings in each semester. 

The difference between the realization of the income budget obtained by each 
employee shows a significant difference. Improving individual and group performance is 
a concern in improving organizational performance [3]. Several factors affect individual 
performance, namely company regulations, co-workers, supervision, motivating ability, 
and training [7]. Another thing that will also be very helpful and affect the process of 
employee performance is motivation. Motivation has an intrinsic influence or impetus 
that comes from within the individual and extrinsic or encouragement from outside the 
individual so that it becomes a strong predictor because the more positive the intrinsic 
and extrinsic values of motivation will have a good impact on employee performance. 
the desire to achieve optimal efficiency in productivity is very important for managerial 
purposes [8]. 

Organizational effectiveness is largely determined by the quality of the employees. 
Therefore, the most difficult task of a manager is how best to unite human and material 
resources to achieve the mission, vision, and goals of the organization. Motivation 
encourages people to do something with a reward or reward; makes people move in a 
certain direction to achieve the desired results, and encourage employees to seriously 
work [8]. Some of the efforts made by distributor companies with policies during the 
pandemic so that employee motivation remains high, namely by: 

1. Continue to provide full Salary and Allowances. 
2.  Provide internet quota packages per month to employees so that employees are still 

able to carry out work from home processes smoothly. 
3.  Work from Home, PT Wilrika Citra Mandiri has implemented WFH so that 

employees do not need to come to the office for absences or meetings so they can 
do it at home. 

Companies must also pay attention to job satisfaction because job satisfaction is 
also another important factor that can improve employee performance. Factors that 
increase employee job satisfaction include communication that must be reciprocal, 
teamwork, and cooperation as well as the existence of good relations and mutual 
respect in the company environment and achievements [9]. Although the factors that 
influence job satisfaction can be studied, the relationship pattern is not simple. Job 
satisfaction does come from within the individual itself, but what influences it is 

determined by the individual factors themselves and external factors. For this reason, 
companies can generate work motivation by treating workers well. The causes of 
dissatisfaction are varied, such as the results received are low or perceived as 
inadequate, unsatisfactory working conditions, incompatible relationships with 
coworkers and superiors, and unsuitable work. Employees are the most valuable 
resource, employee satisfaction determines whether the company and employees can 
maintain a harmonious relationship for the continued development of the company. 

The Company provides various compensation programs in addition to salaries for 
employees (HR), such as individual performance incentives, holiday allowances, vacation 
pay, pension benefits, and old-age benefits. Other benefits, such as recreational 
activities, sports, and family gatherings organized by the company. The level of salary 
given to each employee varies depending on the position and period of service of the 
employee. The provision of other compensation besides the salary received by the 
employee depends on the company's ability, such as the provision of incentive money 
from the achievement of the company's performance every six months and once a year. 
The purpose of the compensation program provided to employees by the company is 
that employees have a high level of job satisfaction. At this time, the condition of the 
distributor company which is the object of this research has not shown maximum 
results, although it is seen from its financial performance that it has increased, in reality, 
the achievement has not reached the target that has been set.  

Realization achievements that have not reached the target indicate that there are 
obstacles in the implementation of objectives related to employee performance. 
Increasing the performance of individual employees will encourage the performance of 
human resources as a whole. To deal with the problems faced by distributor companies 
with increasing distribution competition, distributor companies are required to manage 
reliable human resources, namely those who can work harder to achieve the targets set 
by the company. Based on the elaboration of the problems above, it can be seen that the 
importance of understanding communication, motivation, and job satisfaction to 
improve company performance. This is because the distributor company is quite large in 
Lampung Province so the employees in the company will greatly determine the success 
of implementing the effectiveness of production and other goals that have been set. The 
aim of this research is : 

1. Analyzing the effect of communication on employee performance at PT Wilrika 
Citra Mandiri 

2. Analyzing the effect of motivation on employee performance at PT Wilrika Citra 
Mandiri. 

3. Analyzing the effect of job satisfaction on employee performance at PT Wilrika Citra 
Mandiri. 

 
II. LITERATURE REVIEW 

Effective communication becomes very important for all organizations. To 
understand communication easily, it is necessary to know first. Communication is a 
process of giving signals with certain rules so that in this way a system can be 
established, maintained, and changed [5]. Humans use communication as a channel to 
interact with each other in everyday life [3]. Good communication is a necessary tool to 
achieve high-quality performance and maintain strong working relationships within the 
organization. Trust among employees can be built if everyone takes the time to deliver 
clear communication. Effective communication increases employee productivity and 
unites employees, thereby helping to build teams and improve employee performance 
while at the same time reducing employee turnover in the organization. 

In understanding communication, we must know what are the indicators for 
achieving effective communication, including [3]: 
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1.  Horizontal Communication 
Communication at the same level within the organization. The message is 

transmitted at the same level within an organization. Horizontal communication directly 
shares information, solves problems, and cooperates efficiently. This usually results in a 
higher quality of information exchange as it occurs directly between employees working 
at the same level. Horizontal communication coordinates the activities of various 
departments in the organization, thereby helping in developing stronger relationships 
between employees in the same department and different departments. 

 
2.  Upward Communication 

Communication from subordinates to superiors in the organization. Messages are 
transmitted from the bottom up along the hierarchy. This usually happens when 
subordinates ask for opinions from their superiors. Upward communication is the type 
of communication that triggers decisions from top management. Upward 
communication enhances cooperation and gains support from superiors. Upward 
communication allows employees to express their feelings about work and procedures 
within the organization. In addition, upward communication also reflects the ability of 
employees to do their jobs. For example, subordinates must know the expectations of 
their superiors and discuss with them their work interests and future career 
development. In this case, superiors and subordinates can work in unison to produce 
better results and achieve excellent performance. 

 
3.  Downward Communication 

Communication from superiors to subordinates in the organization. Messages are 
sent from top to bottom along the hierarchy. Bosses usually share information with their 
lower-level employees. This will ensure that employees understand the goals of the 
organization clearly. The more information is shared, the more productive workers are 
expected to be. Effective downward communication enhances leadership 
communication by sharing regular updates within the organization. Superiors who 
provide subordinates with useful and accurate information can reduce the uncertainty 
between them. This makes employees understand the rationale for making management 
decisions. Managers can also use downward communication to provide feedback on 
employee performance so that individuals can improve it over time. 

Motivation is defined as a state of pleasure because extrinsic and intrinsic 
motivation and organizational context must be one of the factors that affect work 
positively and significantly. Adam Smith understood happiness as an enduring state [8]. 
Motivation refers to the general attitude of an individual towards his work [11]. A person 
with a high level of job satisfaction shows a positive attitude towards the job. A person 
who is dissatisfied with his job shows a negative attitude towards the job. There are 
several theories related to motivation, including Maslow Theory, Herzberg Theory, and 
Hackman and Oldham Theory: 
1.  Maslow's Hierarchy of Needs 

The essence of Maslow's theory is that needs are arranged in a hierarchy [12]. The 
needs at the lowest level are physiological, and the needs at the highest level are self-
actualization needs. These needs are defined as follows: 

a) Physiological. 
b) Security and Safety. 
c) Togetherness, social, and love. 
d) Awards. 
e) Self-actualization 
 

2.  Alderfer's ERG Theory 
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1.  Horizontal Communication 
Communication at the same level within the organization. The message is 

transmitted at the same level within an organization. Horizontal communication directly 
shares information, solves problems, and cooperates efficiently. This usually results in a 
higher quality of information exchange as it occurs directly between employees working 
at the same level. Horizontal communication coordinates the activities of various 
departments in the organization, thereby helping in developing stronger relationships 
between employees in the same department and different departments. 

 
2.  Upward Communication 

Communication from subordinates to superiors in the organization. Messages are 
transmitted from the bottom up along the hierarchy. This usually happens when 
subordinates ask for opinions from their superiors. Upward communication is the type 
of communication that triggers decisions from top management. Upward 
communication enhances cooperation and gains support from superiors. Upward 
communication allows employees to express their feelings about work and procedures 
within the organization. In addition, upward communication also reflects the ability of 
employees to do their jobs. For example, subordinates must know the expectations of 
their superiors and discuss with them their work interests and future career 
development. In this case, superiors and subordinates can work in unison to produce 
better results and achieve excellent performance. 

 
3.  Downward Communication 

Communication from superiors to subordinates in the organization. Messages are 
sent from top to bottom along the hierarchy. Bosses usually share information with their 
lower-level employees. This will ensure that employees understand the goals of the 
organization clearly. The more information is shared, the more productive workers are 
expected to be. Effective downward communication enhances leadership 
communication by sharing regular updates within the organization. Superiors who 
provide subordinates with useful and accurate information can reduce the uncertainty 
between them. This makes employees understand the rationale for making management 
decisions. Managers can also use downward communication to provide feedback on 
employee performance so that individuals can improve it over time. 

Motivation is defined as a state of pleasure because extrinsic and intrinsic 
motivation and organizational context must be one of the factors that affect work 
positively and significantly. Adam Smith understood happiness as an enduring state [8]. 
Motivation refers to the general attitude of an individual towards his work [11]. A person 
with a high level of job satisfaction shows a positive attitude towards the job. A person 
who is dissatisfied with his job shows a negative attitude towards the job. There are 
several theories related to motivation, including Maslow Theory, Herzberg Theory, and 
Hackman and Oldham Theory: 
1.  Maslow's Hierarchy of Needs 

The essence of Maslow's theory is that needs are arranged in a hierarchy [12]. The 
needs at the lowest level are physiological, and the needs at the highest level are self-
actualization needs. These needs are defined as follows: 

a) Physiological. 
b) Security and Safety. 
c) Togetherness, social, and love. 
d) Awards. 
e) Self-actualization 
 

2.  Alderfer's ERG Theory 

Alderfer agrees with Maslow that individual needs are arranged in a hierarchy. 
However, his hierarchy of needs involves only three sets of needs [13]: 

a) Existence. 
b) Relationship. 
c) Growth. 

There are two types of motivation proposed by Gibson and Donnelly [14], namely: 
1. Positive Motivation 

Managers motivate subordinates by rewarding those who perform well. With this 
good motivation, the work spirit of subordinates will be high because humans generally 
like to accept things that are fine. 
2. Negative Motivation 

Managers motivate their subordinates by giving punishment to those whose work 
is not good (low performance). With this negative motivation, morale in the short term 
will increase. Because they are afraid of being punished, but in the long term it will be 
bad. 

In practice, these two types of motivation are often carried out by managers and 
companies. Its use must be appropriate and balanced to increase employee motivation. 
The components of work motivation indicators [8] are as follows: 
1.  Extrinsic Motivation 

From the perspective of extrinsic motivation, individual behavior is driven by the 
perceived values and benefits of the action. The fundamental purpose of extrinsically 
motivated behavior is to receive organizational rewards or reciprocal benefits. 
Organizational rewards are useful for motivating individuals to perform desired 
behaviors [15]. Organizational rewards can range from non-monetary incentives such as 
supervisory competence, working conditions, and career opportunities in the company 
[8] 

 
2.  Intrinsic Motivation 

From the perspective of intrinsic motivation, behavior is aroused by the need for 
employees to feel competence and self-determination in dealing with their environment 
[15]. 

Job satisfaction is defined as an individual's general attitude towards his job. To 
measure job satisfaction the factors that are generally included are work atmosphere, 
supervision, current wage levels, promotion opportunities, and relationships with work 
partners [6]. Satisfied employees are more likely to speak positively about the 
organization, help others and make their job performance exceed normal expectations. 
Companies must also pay attention to job satisfaction because other important factors 
that can lead to increased job satisfaction are factors related to working conditions and 
work environment. In particular, these factors include the presence of a comfortable 
and functional workplace and employee rest, the presence of appropriate equipment 
and consumables, and the relationship between employees and the relationship 
between employees and management. Factors that increase employee job satisfaction 
include communication that must be reciprocal, teamwork, and cooperation as well as 
good relations and mutual respect in the company environment and achievements [10]. 
Job satisfaction indicators are as follows: 

 
 
 

1. Job Factor 
A response to a work situation. It cannot be seen, but can only be guessed. Or this 

cannot be stated but will be reflected in the attitude of the employee. 
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2. Related to salary 
By obtaining results that match, or even exceed what is expected, for example, 

employees work as well as they can and expect to get commensurate rewards. They get 
a salary as expected and get praise from their superiors for their achievements. Then 
the employee will feel satisfied at work. 
 
3. Connect with colleagues 

Supporting partners. People more often resign from a job more than just a matter 
of money or tangible achievements. For most employees, work also fulfills their social 
interaction needs. Therefore, work partners support encouraging job satisfaction. 
 
4. Related to work performance 

Performance is a relevant outcome measure of work performance or actual 
achievement achieved by an employee [16]. Performance can be measured by comparing 
the resulting work performance with work standards compiled as a reference for work, 
or it can also be done by comparing the employee with other employees for similar jobs 
[16]. Employee performance is a relevant outcome measure and is often used in literary 
studies in the work environment. In recent decades, many studies have been conducted 
in areas such as management, occupational health, industrial organization, and 
psychology to find predictors and effects of employee performance. Employee 
performance is the overall performance of employees in meeting the expected quality 
and achievement of tasks under organizational goals [17]. It can be concluded that 
performance is work performance or work results both quality and quantity achieved 
over some time in carrying out their duties following the responsibilities given and their 
work results are as expected by the organization, through the existing criteria on the 
performance of an employee in the organization. 
The development of measurements to measure performance is as follows [16]: 
a.  Task Performance 

The ability/ability of an individual to carry out the main work/core substantive or 
technical tasks that have been assigned to him, such as the ability to plan and manage 
performance, result orientation, determination of work priorities, and the ability to use 
time and effort at work. 
b.  Contextual Performance 

Defined “Positive behaviors that can support a work climate in an organizational 
environment, such as the strength of commitment and responsibility to work, 
collaboration and teamwork skills, communication skills, creativity and work initiative, 
working methods, and training new employees. 
c.  Counterproductive Work Behavior 

Defined as behavior that is negative and contradictory/counterproductive to the 
work climate. Because this behavior tends to be negative, it tends to conflict with the 
work culture and can hinder productivity. 

 
 
 
 
 
 
 

Figure 1: Research Framework 
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2. Related to salary 
By obtaining results that match, or even exceed what is expected, for example, 

employees work as well as they can and expect to get commensurate rewards. They get 
a salary as expected and get praise from their superiors for their achievements. Then 
the employee will feel satisfied at work. 
 
3. Connect with colleagues 

Supporting partners. People more often resign from a job more than just a matter 
of money or tangible achievements. For most employees, work also fulfills their social 
interaction needs. Therefore, work partners support encouraging job satisfaction. 
 
4. Related to work performance 

Performance is a relevant outcome measure of work performance or actual 
achievement achieved by an employee [16]. Performance can be measured by comparing 
the resulting work performance with work standards compiled as a reference for work, 
or it can also be done by comparing the employee with other employees for similar jobs 
[16]. Employee performance is a relevant outcome measure and is often used in literary 
studies in the work environment. In recent decades, many studies have been conducted 
in areas such as management, occupational health, industrial organization, and 
psychology to find predictors and effects of employee performance. Employee 
performance is the overall performance of employees in meeting the expected quality 
and achievement of tasks under organizational goals [17]. It can be concluded that 
performance is work performance or work results both quality and quantity achieved 
over some time in carrying out their duties following the responsibilities given and their 
work results are as expected by the organization, through the existing criteria on the 
performance of an employee in the organization. 
The development of measurements to measure performance is as follows [16]: 
a.  Task Performance 

The ability/ability of an individual to carry out the main work/core substantive or 
technical tasks that have been assigned to him, such as the ability to plan and manage 
performance, result orientation, determination of work priorities, and the ability to use 
time and effort at work. 
b.  Contextual Performance 

Defined “Positive behaviors that can support a work climate in an organizational 
environment, such as the strength of commitment and responsibility to work, 
collaboration and teamwork skills, communication skills, creativity and work initiative, 
working methods, and training new employees. 
c.  Counterproductive Work Behavior 

Defined as behavior that is negative and contradictory/counterproductive to the 
work climate. Because this behavior tends to be negative, it tends to conflict with the 
work culture and can hinder productivity. 

 
 
 
 
 
 
 

Figure 1: Research Framework 

 
 
The research framework above is used to describe the relationship between the 

variables tested in this study. The development of hypotheses based on the framework 
of thinking above can be seen in the following explanation: 

 
A.  The Influence of Communication on Employee Performance 

Good communication is a necessary tool to achieve high-quality performance and 
maintain strong working relationships within the organization. Trust among employees 
can be built if everyone takes the time to deliver clear communication. Effective 
communication increases employee productivity and unites employees. Based on the 
results of interviews with employees at one of the distributor companies internal 
communication has not run optimally, because there are still obstacles in delivering 
information from superiors to employees. Previous studies are showing that there is a 
positive relationship between communication and employee performance where 
communication encourages learning and decision making and enables better 
performance [4]. Based on this, the first hypothesis can be formed. 
H1: Communication has a positive influence on performance. 

 
B.  The Influence of Motivation on Employee Performance 

Motivation is defined as a state of pleasure because extrinsic and intrinsic 
motivation and organizational context must be one of the factors that affect work 
positively and significantly. Motivation refers to the general attitude of an individual 
towards his work [11]. A person with a high level of job satisfaction shows a positive 
attitude towards the job. There are previous studies that show that there is a significant 
positive relationship between work motivation and employee performance [18]. Based 
on this, the following hypotheses can be formed: 
H2: Motivation has a positive influence on employee performance. 
 
C.  The Influence of Work Satisfaction on Employee Performance 

Job satisfaction is defined as an individual's general attitude towards his job. To 
measure job satisfaction the factors that are generally included are work atmosphere, 
supervision, current wage levels, promotion opportunities, and relationships with work 
partners [6]. Satisfied employees are more likely to speak positively about the 
organization, help others and make their job performance exceed normal expectations. 
There are previous studies that show that job satisfaction has a positive and significant 
relationship with employee performance, this indicates that an increase in the level of 
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job satisfaction will also lead to an increase in employee performance [19]. Based on this, 
the following hypotheses can be formed: 
H3: Work Satisfaction has a positive influence on employee performance 

 
III. RESEARCH METHOD 

The research conducted is empirical research in which the researcher is directly 
involved in the research. The method used in determining the sample is purposive 
sampling. In this study, the research sample was 149 employees of PT Wilrika Citra 
Mandiri. The data in this study were obtained through questionnaires and the data 
obtained were first tested for normality, validity, and reliability before being tested using 
multiple linear analysis. The hypotheses analyzed in this study were tested using the T-
test to analyze the effect of communication, motivation, and job satisfaction on the 
performance of PT Wilrika Citra Mandiri employees partially. 

 
IV. RESULT AND DISCUSSION 

PT Wilrika Citra Mandiri is one of the distributor companies that engaged in the 
distribution of goods from producers to consumers in Lampung Province where the 
organizations involved are in the manufacturing process product or service becomes 
ready for use or consumption by consumers or business users”. The selection of 
distribution channels involves decisions about the use of distributors (traders, retailers, 
retailers, agents, marketers), and how to cooperate with these dealers. PT Wilrika Citra 
Mandiri was established on February 1, 1999, and has offices mainly located on Jl. Laksh. 
Yos Sudarso No. 48A Way Lunik Teluk Betung South - Bandar Lampung. PT Wilrika Citra 
Mandiri has a branch office in several areas including Metro City and Earth City. PT 
Wilrika Citra Mandiri itself has several Principals. The principal is the owner of the 
brand of products distributed by distributors. One of the principal duties is to 
implement various strategies to increase sales and support distributors in achieving a 
turnover. 

 
A.  Normality 

The normality test is used to determine whether the instrument used as a data 
collection tool is normally distributed or not. The normality test used in this study is the 
Kolmogorov-Smirnov statistic. The results of the Kolmogorov-Smirnov test to test the 
normality of the research data can be seen in Table 2 below. 

 
Table 2. Normality Test 
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job satisfaction will also lead to an increase in employee performance [19]. Based on this, 
the following hypotheses can be formed: 
H3: Work Satisfaction has a positive influence on employee performance 

 
III. RESEARCH METHOD 

The research conducted is empirical research in which the researcher is directly 
involved in the research. The method used in determining the sample is purposive 
sampling. In this study, the research sample was 149 employees of PT Wilrika Citra 
Mandiri. The data in this study were obtained through questionnaires and the data 
obtained were first tested for normality, validity, and reliability before being tested using 
multiple linear analysis. The hypotheses analyzed in this study were tested using the T-
test to analyze the effect of communication, motivation, and job satisfaction on the 
performance of PT Wilrika Citra Mandiri employees partially. 

 
IV. RESULT AND DISCUSSION 

PT Wilrika Citra Mandiri is one of the distributor companies that engaged in the 
distribution of goods from producers to consumers in Lampung Province where the 
organizations involved are in the manufacturing process product or service becomes 
ready for use or consumption by consumers or business users”. The selection of 
distribution channels involves decisions about the use of distributors (traders, retailers, 
retailers, agents, marketers), and how to cooperate with these dealers. PT Wilrika Citra 
Mandiri was established on February 1, 1999, and has offices mainly located on Jl. Laksh. 
Yos Sudarso No. 48A Way Lunik Teluk Betung South - Bandar Lampung. PT Wilrika Citra 
Mandiri has a branch office in several areas including Metro City and Earth City. PT 
Wilrika Citra Mandiri itself has several Principals. The principal is the owner of the 
brand of products distributed by distributors. One of the principal duties is to 
implement various strategies to increase sales and support distributors in achieving a 
turnover. 

 
A.  Normality 

The normality test is used to determine whether the instrument used as a data 
collection tool is normally distributed or not. The normality test used in this study is the 
Kolmogorov-Smirnov statistic. The results of the Kolmogorov-Smirnov test to test the 
normality of the research data can be seen in Table 2 below. 

 
Table 2. Normality Test 

 
 

Based on Table 2 above, shows the results of the one-sample Kolmogorov-Smirnov 
test variable (X1) namely Communication (X2) Motivation and (X3) Job Satisfaction (Y) 
namely employee performance can be declared normal, the basis of this statement is to 
look at the significant value generated, namely of 0.200 which means greater than 0.05 
then the data under study is normally distributed. 

 
B.  Validity Test 

A questionnaire is said to be valid if the questions on the questionnaire can reveal 
something that is measured by the questionnaire. The validity test was carried out using 
the one-shot method. The validity of the measuring instrument in this study was carried 
out through the Pearson Correlation test. The results of the Pearson Correlation test to 
test the validity of this research data can be seen in Table 3 below. 

 
Table 3. Validity Test 

Variable Indicator R Score Minimum 
Score 

Result 

Communication 
(X1) 

X1.1 0,657 0.161 Valid 
X1.2 0,691 0.161 Valid 
X1.3 0,714 0.161 Valid 
X1.4 0,599 0.161 Valid 
X1.5 0,688 0.161 Valid 
X1.6 0,775 0.161 Valid 
X1.7 0,727 0.161 Valid 
X1.8 0,761 0.161 Valid 
X1.9 0,720 0.161 Valid 
X1.10 0,807 0.161 Valid 
X1.11 0,786 0.161 Valid 
X1.12 0,673 0.161 Valid 
X1.13 0,342 0.161 Valid 
X1.14 0,660 0.161 Valid 
X1.15 0,621 0.161 Valid 
X1.16 0,662 0.161 Valid 
X1.17 0,688 0.161 Valid 
X1.18 0,716 0.161 Valid 

Motivation 
(X2) 

X2.1 0,466 0.161 Valid 
X2.2 0,585 0.161 Valid 
X2.3 0,628 0.161 Valid 
X2.4 0,624 0.161 Valid 
X2.5 0,775 0.161 Valid 
X2.6 0,801 0.161 Valid 
X2.7 0,629 0.161 Valid 
X2.8 0,602 0.161 Valid 
X2.9 0,470 0.161 Valid 
X2.10 0,780 0.161 Valid 

Employee 
Satisfaction 

(X3) 
 
 
 
 

X3.1 0,360 0.161 Valid 
X3.2 0,211 0.161 Valid 
X3.3 0,291 0.161 Valid 
X3.4 0,861 0.161 Valid 
X3.5 0,827 0.161 Valid 
X3.6 0,770 0.161 Valid 
X3.7 0,796 0.161 Valid 
X3.8 0,825 0.161 Valid 
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 X3.9 0,781 0.161 Valid 
X3.10 0,842 0.161 Valid 
X3.11 0,820 0.161 Valid 
X3.12 0,875 0.161 Valid 
X3.13 0,766 0.161 Valid 
X3.14 0,824 0.161 Valid 
X3.15 0,831 0.161 Valid 
X3.16 0,825 0.161 Valid 
X3.17 0,781 0.161 Valid 
X3.18 0,848 0.161 Valid 

Employee 
Performance 

(Y) 

Y1 0,571 0.161 Valid 
Y2 0,437 0.161 Valid 
Y3 0,288 0.161 Valid 
Y4 0,446 0.161 Valid 
Y5 0,570 0.161 Valid 
Y6 0,656 0.161 Valid 
Y7 0,719 0.161 Valid 
Y8 0,650 0.161 Valid 
Y9 0,605 0.161 Valid 
Y10 0,656 0.161 Valid 
Y11 0,626 0.161 Valid 
Y12 0,593 0.161 Valid 

 
Table 3 above shows that the table r value for df = 149 (df = n-2) is 0.1609. Based on 

the results of the validity test, the r-calculated value for each indicator is greater than 
the r-table value. Thus, all items tested are declared valid.  

 
C.  Reliability Test 

The results of the reliability test are said to be reliable if the Cronbach's Alpha 
value is > 0.7. Reliability test on 4 tested variables namely Communication, Motivation, 
Job Satisfaction, and Employee Performance can be seen in Table 4 below. 

 
Table 4 Reliability Test 

No Variable α Croanbach value Terms Result 
1 Communication 0,929 > 0,7 Reliable 
2 Motivation 0,836 > 0,7 Reliable 
3 Employee Satisfaction 0,953 > 0,7 Reliable 
4 Employee Performance 0,793 > 0,7 Reliable 

 
Table 4 above shows that the value of Cronbach's alpha for all variables in this 

study is above 0.7. From the results of the study, it was obtained that all Cronbach's 
alpha values on the indicator were greater than 0.7, thus all the instruments tested in 
this study could be declared reliable. 

To find the effect of Communication (X1), Motivation (X2), and Job Satisfaction (X3) 
on Employee Performance (Y) using statistical analysis, namely the multiple regression 
analysis models. From the results of calculations with the SPSS program. The results of 
the regression analysis can be seen in the following table. 
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 X3.9 0,781 0.161 Valid 
X3.10 0,842 0.161 Valid 
X3.11 0,820 0.161 Valid 
X3.12 0,875 0.161 Valid 
X3.13 0,766 0.161 Valid 
X3.14 0,824 0.161 Valid 
X3.15 0,831 0.161 Valid 
X3.16 0,825 0.161 Valid 
X3.17 0,781 0.161 Valid 
X3.18 0,848 0.161 Valid 

Employee 
Performance 

(Y) 

Y1 0,571 0.161 Valid 
Y2 0,437 0.161 Valid 
Y3 0,288 0.161 Valid 
Y4 0,446 0.161 Valid 
Y5 0,570 0.161 Valid 
Y6 0,656 0.161 Valid 
Y7 0,719 0.161 Valid 
Y8 0,650 0.161 Valid 
Y9 0,605 0.161 Valid 
Y10 0,656 0.161 Valid 
Y11 0,626 0.161 Valid 
Y12 0,593 0.161 Valid 

 
Table 3 above shows that the table r value for df = 149 (df = n-2) is 0.1609. Based on 

the results of the validity test, the r-calculated value for each indicator is greater than 
the r-table value. Thus, all items tested are declared valid.  

 
C.  Reliability Test 

The results of the reliability test are said to be reliable if the Cronbach's Alpha 
value is > 0.7. Reliability test on 4 tested variables namely Communication, Motivation, 
Job Satisfaction, and Employee Performance can be seen in Table 4 below. 

 
Table 4 Reliability Test 

No Variable α Croanbach value Terms Result 
1 Communication 0,929 > 0,7 Reliable 
2 Motivation 0,836 > 0,7 Reliable 
3 Employee Satisfaction 0,953 > 0,7 Reliable 
4 Employee Performance 0,793 > 0,7 Reliable 

 
Table 4 above shows that the value of Cronbach's alpha for all variables in this 

study is above 0.7. From the results of the study, it was obtained that all Cronbach's 
alpha values on the indicator were greater than 0.7, thus all the instruments tested in 
this study could be declared reliable. 

To find the effect of Communication (X1), Motivation (X2), and Job Satisfaction (X3) 
on Employee Performance (Y) using statistical analysis, namely the multiple regression 
analysis models. From the results of calculations with the SPSS program. The results of 
the regression analysis can be seen in the following table. 

 
 
 
 

Table 5. Linier Regression Test 
Coefficients 

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients 

T Sig. B Std. Error Beta 
1 (Constant) 9.593 1.571  6.106 .000 

Communication .106 .030 .211 3.527 .001 
Motivation .726 .066 .687 11.041 .000 
Employee 
Satisfaction 

.031 .015 .080 2.012 .046 

 
Based on the value of the regression coefficient, an employee performance 

equation can be made: 
Y = f(X1, X2,X3) = 0211X1 + 0,687X2 + 0,080X3 
Description: 
X1 = Communication 
X2 = Motivation 
X3  = Employee Satisfaction 
Y = Employee Performance  
 

A.  Communication (X1) 
The regression coefficient for the Communication variable (b1) is 0.211 and is also 

significant at <0.05, marked positive (+), this indicates that if communication increases, 
employee performance will increase. Table 5 above shows the t-count value of the 
Communication variable of 3.527 with a significance value of 0.000. This signature value 
is smaller than the significance limit value, which is 0.05. In addition, by looking at the 
positive coefficient value, the hypothesis which states that the Communication variable 
has a positive and significant effect on employee performance is accepted. This means 
that if communication increases, employee performance will increase. 

 
B.  Motivation (X2) 

T The regression coefficient for the motivation variable (b2) is 0.687 and is also 
significant at <0.05, marked positive (+), this indicates that if motivation increases, 
employee performance will increase. Table 5 above shows the t value for the motivation 
variable is 11.041 with a significance value of 0.001. This significance value is smaller than 
the significance limit value, which is 0.05. In addition, by looking at the positive 
coefficient value, the hypothesis which states that the motivation variable has a positive 
and significant effect on employee performance is accepted. This means that if 
motivation increases, employee performance will increase. 

 
C. Employee Satisfaction (X3) 

The regression coefficient for the employee satisfaction variable (b3) is 0.080 and 
is also significant at <0.05, marked positive (+), this shows that if employee satisfaction 
increases, employee performance will increase. Table 5 above shows the t-count value 
of the Job Satisfaction variable of 2.012 with a significance value of 0.046. This 
significance value is smaller than the significance limit value, which is 0.05. In addition, 
by looking at the positive coefficient value, the hypothesis which states that the Job 
Satisfaction variable has a positive and significant effect on employee performance is 
accepted. This means that if job satisfaction increases, employee performance will 
increase. 
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The results of the analysis in this study were obtained from analyzing 149 
employee respondents of PT Wilrika Citra Mandiri. Effective communication increases 
employee productivity and unites employees [3]. It builds teams and improves employee 
performance and at the same time reduces employee turnover in the organization. 
However, weak communication within the organization will lead to a loss of trust and 
ineffective operations. Based on the results of regression analysis in this study, it was 
found that the communication variable had a positive and significant effect on employee 
performance where which indicates that the first hypothesis is supported and if the 
communication is getting better, the employee performance at PT Wilrika Citra Mandiri 
Lampung Province will also increase. The findings in this study are supported by 
previous research by Ong Chon Hee, et.al (2019), and Shonubi, A O et.al (2016) which 
stated that communication has a positive and significant influence on employee 
performance. 

Work motivation is one of the factors that affect employee performance because 
the relationship between leaders and employees is needed in achieving maximum 
performance. Motivation is a process that causes the intensity, direction, and 
continuous effort of individuals towards the achievement of goals [5]. Based on the 
results of the regression analysis in this study, it was found that the motivation variable 
had a positive and significant effect on employee performance where which indicates 
that the second hypothesis is supported and if employee motivation is higher, the 
performance of employees at PT Wilrika Citra Mandiri Lampung Province will also 
increase. The findings in this study are supported by three previous studies, namely 
Mardanov (2020), and Shazadi et al (2014), which state that motivation has a positive and 
significant influence on employee performance. 

Job satisfaction is an individual's general attitude towards his work [5]. To measure 
job satisfaction the factors that are generally included are work atmosphere, 
supervision, current wage level, promotion opportunities, and relationship with work 
partners. Because good job satisfaction can help an employee work well and calmly, it 
doesn't make them bored in completing work. This will make them feel satisfied with 
their work. Based on the results of the regression analysis in this study, it was found that 
the job satisfaction variable had a positive and significant effect on employee 
performance where which indicates that the third hypothesis is supported and if job 
satisfaction is getting better, the performance of employees at PT Wilrika Citra Mandiri 
Lampung Province will also increase. The findings in this study are supported by Shazadi 
et al (2014), which states that the work environment has a positive and significant 
influence on employee performance. 

 
V. CONCLUSION AND SUGGESTIONS 

Hypothesis testing in this research is done through multiple linear regression 
analysis or multiple regression analysis. The results of the analysis using multiple linear 
regression analysis show the conclusion that communication, motivation, and job 
satisfaction have a positive and significant influence on employee performance at PT 
Wilrika Citra Mandiri, Lampung Province. This research implies that researchers suggest 
that the leaders of PT Wilrika Citra Mandiri can provide direction and further instill the 
concept of encouraging questions, and discussions, and providing support, and feedback 
to employees so that there is no miscommunication between employees. Leaders of PT 
Wilrika Citra Mandiri are advised to motivate employees so that they can contribute 
input to decisions that will be made by superiors. The researcher also suggests that the 
leaders of PT Wilrika Citra Mandiri give appreciation and appreciation for the work of 
employees as well as provide an objective work assessment and provide rewards for the 
work done. 
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The results of the analysis in this study were obtained from analyzing 149 
employee respondents of PT Wilrika Citra Mandiri. Effective communication increases 
employee productivity and unites employees [3]. It builds teams and improves employee 
performance and at the same time reduces employee turnover in the organization. 
However, weak communication within the organization will lead to a loss of trust and 
ineffective operations. Based on the results of regression analysis in this study, it was 
found that the communication variable had a positive and significant effect on employee 
performance where which indicates that the first hypothesis is supported and if the 
communication is getting better, the employee performance at PT Wilrika Citra Mandiri 
Lampung Province will also increase. The findings in this study are supported by 
previous research by Ong Chon Hee, et.al (2019), and Shonubi, A O et.al (2016) which 
stated that communication has a positive and significant influence on employee 
performance. 

Work motivation is one of the factors that affect employee performance because 
the relationship between leaders and employees is needed in achieving maximum 
performance. Motivation is a process that causes the intensity, direction, and 
continuous effort of individuals towards the achievement of goals [5]. Based on the 
results of the regression analysis in this study, it was found that the motivation variable 
had a positive and significant effect on employee performance where which indicates 
that the second hypothesis is supported and if employee motivation is higher, the 
performance of employees at PT Wilrika Citra Mandiri Lampung Province will also 
increase. The findings in this study are supported by three previous studies, namely 
Mardanov (2020), and Shazadi et al (2014), which state that motivation has a positive and 
significant influence on employee performance. 

Job satisfaction is an individual's general attitude towards his work [5]. To measure 
job satisfaction the factors that are generally included are work atmosphere, 
supervision, current wage level, promotion opportunities, and relationship with work 
partners. Because good job satisfaction can help an employee work well and calmly, it 
doesn't make them bored in completing work. This will make them feel satisfied with 
their work. Based on the results of the regression analysis in this study, it was found that 
the job satisfaction variable had a positive and significant effect on employee 
performance where which indicates that the third hypothesis is supported and if job 
satisfaction is getting better, the performance of employees at PT Wilrika Citra Mandiri 
Lampung Province will also increase. The findings in this study are supported by Shazadi 
et al (2014), which states that the work environment has a positive and significant 
influence on employee performance. 

 
V. CONCLUSION AND SUGGESTIONS 

Hypothesis testing in this research is done through multiple linear regression 
analysis or multiple regression analysis. The results of the analysis using multiple linear 
regression analysis show the conclusion that communication, motivation, and job 
satisfaction have a positive and significant influence on employee performance at PT 
Wilrika Citra Mandiri, Lampung Province. This research implies that researchers suggest 
that the leaders of PT Wilrika Citra Mandiri can provide direction and further instill the 
concept of encouraging questions, and discussions, and providing support, and feedback 
to employees so that there is no miscommunication between employees. Leaders of PT 
Wilrika Citra Mandiri are advised to motivate employees so that they can contribute 
input to decisions that will be made by superiors. The researcher also suggests that the 
leaders of PT Wilrika Citra Mandiri give appreciation and appreciation for the work of 
employees as well as provide an objective work assessment and provide rewards for the 
work done. 
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ABSTRAK 
Tujuan penelitian mengetahui pengaruh profitabilitas, likuiditas, dan leverage 

terhadap financial distress serta untuk mengetahui kondisi financial distress perusahaan 
asuransi di BEI sebelum dan saat pandemi. Sampel menggunakan metode purposive 
sampling pada 15 perusahaan assuransi di Indonesia. Pengujian dilakukan menggunakan 
regresi linier berganda dengan alat bantu SPSS 25. Hasil menunjukkan bahwa ROE dan 
CR tidak berpengaruh signifikan terhadap financial distress. Sedangkan DAR 
berpengaruh negatif signifikan terhadap nilai perusahaan. ZScore menunjukkan bahwa 
perusahaan Asuransi Harta Aman Pratama Tbk (AHAP) mengalami financial distress 
sebelum Covid-19 dan berada dalam kategori grey area pada saat Covid19. Sedangkan 
Malaca Trust Wuwungan Insurance Tbk (MTWI) berada dalam kategori grey area pada 
masa Covid-19 maupun saat Covid-19.  
Kata Kunci:  Financial  Distress;  Profitabilitas; Likuiditas; Leverage; Altman Z-Score.  

    
ABSTRACT 

The purpose of the study was to determine the effect of profitability, liquidity, and 
leverage on financial distress and to determine the financial distress condition of 
insurance companies on the IDX before and during the pandemic. The sample used 
purposive sampling method on 15 insurance companies in Indonesia. The test was carried 
out using multiple linear regression with SPSS 25. The results showed that ROE and CR 
had no significant effect on financial distress. Meanwhile, DAR has a significant negative 
effect on firm value. The Z-Score shows that the Harta Aman Pratama Tbk (AHAP) 
Insurance company experienced financial distress before Covid-19 and was in the gray 
area category at the time of Covid-19. Meanwhile, Malaca Trust Wuwungan Insurance Tbk 
(MTWI) is in the gray area category during the Covid-19 period and during the Covid-19 
period.  
Keywords: Financial Distress; Profitability; Liquidity; Leverage; Altman Z-Score.  

    
PENDAHULUAN  

Pembatasan Berskala Besar (PSBB) menyebabkan tenaga pemasaran asuransi 
kesulitan melakukan pertemuan dengan calon nasabah, sesama agen dan nasabah. 
Penghasilan masyarakat disaat pandemi Covid-19 mengalami penurunan karena adanya 
pengurangan kerja atau penghasilan yang menurun. Masyarakat luas harus memangkas 
kebutuhan sehari-hari yang dianggap bukan prioritas, seperti biaya yang dikeluarkan 
untuk membayar premi asuransi. Akibatnya penurunan produksi pada perusahaan 
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berpengaruh negatif signifikan terhadap nilai perusahaan. ZScore menunjukkan bahwa 
perusahaan Asuransi Harta Aman Pratama Tbk (AHAP) mengalami financial distress 
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masa Covid-19 maupun saat Covid-19.  
Kata Kunci:  Financial  Distress;  Profitabilitas; Likuiditas; Leverage; Altman Z-Score.  

    
ABSTRACT 

The purpose of the study was to determine the effect of profitability, liquidity, and 
leverage on financial distress and to determine the financial distress condition of 
insurance companies on the IDX before and during the pandemic. The sample used 
purposive sampling method on 15 insurance companies in Indonesia. The test was carried 
out using multiple linear regression with SPSS 25. The results showed that ROE and CR 
had no significant effect on financial distress. Meanwhile, DAR has a significant negative 
effect on firm value. The Z-Score shows that the Harta Aman Pratama Tbk (AHAP) 
Insurance company experienced financial distress before Covid-19 and was in the gray 
area category at the time of Covid-19. Meanwhile, Malaca Trust Wuwungan Insurance Tbk 
(MTWI) is in the gray area category during the Covid-19 period and during the Covid-19 
period.  
Keywords: Financial Distress; Profitability; Liquidity; Leverage; Altman Z-Score.  

    
PENDAHULUAN  

Pembatasan Berskala Besar (PSBB) menyebabkan tenaga pemasaran asuransi 
kesulitan melakukan pertemuan dengan calon nasabah, sesama agen dan nasabah. 
Penghasilan masyarakat disaat pandemi Covid-19 mengalami penurunan karena adanya 
pengurangan kerja atau penghasilan yang menurun. Masyarakat luas harus memangkas 
kebutuhan sehari-hari yang dianggap bukan prioritas, seperti biaya yang dikeluarkan 
untuk membayar premi asuransi. Akibatnya penurunan produksi pada perusahaan 

asuransi pada tahun 2020 akan mengalami penurunan dibanding tahun 2019. Kondisi 
finansial distress (kesulitan keuangan) akan terjadi secara berkelanjutan serta dapat 
menyebabkan kebangkrutan jika perusahaan asuransi tidak dapat melakukan 
penyesuaian (Sinaga et al., 2019). Kesulitan keuangan dikaitkan dengan kondisi bahwa 
laba operasi tidak dapat menutupi total biaya tetap dan biaya hangus. Semakin rendah 
interest cover rasio maka perusahaan semakin terbebani oleh beban utang 
(Bhattacharjee & Han, 2014).   

Situasi financial distress muncul karena pertumbuhan yang tidak terkendali, 
adanya ekspansi modal kerja yang rendah, teknik peramalan arus kas yang buruk dan 
ketidakmampuan untuk memprediksi serta menghitung arus kas. Kesulitan keuangan 
menciptakan berbagai masalah seperti penjualan perusahaan yang rendah, biaya yang 
tinggi, anggaran penetapan harga yang tidak realistis, arus kas perusahaan yang tidak 
cukup untuk menjalankan operasi bisnis dengan lancar, saldo akun yang tidak 
mencukupi dan manajemen hutang yang buruk (Younas et al., 2021). Krisis ekonomi dan 
keuangan pada masa Covid-19 mengharuskan penyelesaian masalah di bidang kesehatan. 
Selanjutnya, diperlukan respon yang optimal dan tepat waktu untuk menganalisis bagian 
dari sistem keuangan yang bermasalah (Didier et al., 2021). Sebelum terjadi kebangkrutan 
atau likuidasi, situasi keuangan akan memburuk pada titik financial distress (Platt et al., 
1995). Perusahaan yang mempunyai laba operasi negatif dalam dua tahun berturutturut, 
maka dianggap mengalami financial distress (Kusanti & Andayani, 2015).   

Agency teory adalah ekspresi analitis dari hubungan yang kontraktual antara dua 
pihak. Setiap kali salah satu pihak (prinsipal) mendelegasikan wewenang dan tanggung 
jawabnya dalam pengambilan keputusan terhadap orang lain (Jansen & Meckling, 1976). 
Menurut teori keagenan, mekanisme tata kelola perusahaan untuk menyeimbangkan 
kepentingan para eksekutif dan kepentingan pemegang saham yang mengarah kepada 
kinerja bisnis (Baklouti et al., 2016). Kerelevanan signaling theory dan financial distress 
mengandung informasi kuantitatif serta kualitatif sehingga dalam pelaporan keuangan 
dapat dijadikan sebagai media pada periode akuntansi untuk memberikan sinyal negatif 
teradap perusahaan yang mengalami kesulitan dalam membiayai kegiatan operasional 
dan mengalami kondisifinancial distress. Perusahaan yang terhindar dari kondisi ini akan 
memberikan sinyal positif (good news) kepada para stakeholder untuk mengetahui 
kondisi financial distress pada perusahaan tersebut. Manajemen akan melakukan upaya 
deteksi menggunakan sistem peringatan dini (early warning system) sebagai alat untuk 
meminimalisir potensi terjadinya financial distress pada perusahaan tersebut. Sebagian 
besar perusahaan dalam kesulitan keuangan akan menghadapi masalah solvabilitas 
dengan total aset tidak mencukupi untuk membayar semua hutang (Cladera et al., 2021). 
Kegagalan melanjutkan usaha karena total aset tidak mencukupi untuk membayar 
hutang dapat dideteksi secara dini melalui uji financial distress dengan menggunakan 
berbagai macam model seperti Altman zscore, Zmijewski, Springer dan Grover (Al-khatib 
& Al-Horani, 2015).  

Financial distress adalah kondisi laba bersih (net profit) perusahaan bernilai negatif 
dalam waktu beberapa tahun berturut-turut. Financial distress adalah tahap dimana 
kondisi keuangan perusahaan mengalami penurunan sebelum terjadinya kebangkrutan 
ataupun likuidasi (Sánchez et al., 2020). Financial distress dapat diakibatkan oleh 
kekuatan internal dan eksternal. Variabel internal yang mempengaruhi perusahaan 
termasuk masalah arus kas, tingkat hutang, dan kerugian dari aktivitas operasi 
perusahaan selama beberapa tahun. Pengaruh eksternal dapat berupa peningkatan suku 
bunga pinjaman yang meningkatkan beban bunga perusahaan, serta peningkatan beban 
tenaga kerja yang mengakibatkan biaya produksi perusahaan menjadi besar 
menghasilkan peningkatan biaya tenaga kerja (Kusanti & Andayanii, 2015). Pada indikator 
financial distress, model Altman memiliki efek positif yang cukup besar. Semakin kecil 
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probabilitas financial distress , semakin tinggi Altman Z-score (Younas et al., 2021) dan 
(Fitriani & Huda, 2020).   

Kegagalan perusahaan asuransi mampu menimbulkan dampak krisis ekonomi dan 
berdampak negatif pada stabilitas ekonomi sektor lain di suatu negara. Karena operasi 
perusahaan asuransi berhubungan erat dengan hampir semua sektor ekonomi, 
kegagalan yang dialami perusahaan asuransi akan berdampak pada semua sektor 
ekonomi lainnya. Oleh karena itu, penting untuk melihat faktor-faktor yang dapat 
menyebabkan kesulitan keuangan di industri asuransi. Untuk meliat status keuangan 
operasi perusahaan harus dinilai secara teratur (Zelie, 2019). Penelitian yang dilakukan 
pada perusahaan asuransi di Cina daratan menyatakan bahwa Covid-19 memiliki 
pengaruh negatif yang cukup besar pada pasar asuransi China dalam jangka pendek 
karena saluran pemasaran asuransi yang terbatas dan penekanan permintaan asuransi 
(Wang et al., 2020). Pandemi Covid-19 telah menimbulkan kejutan yang tiba-tiba dan 
tidak terduga bagi industri asuransi. Dampak keuangannya sangat besar dengan laba 
yang mengalami penurunan sebesar 16,6% dalam periode yang ditinjau Maret hingga 
Juni 2020. Total premi turun 17,01% sementara klaim meningkat 38,4%. Sebagian besar 
perusahaan telah mengurangi pangsa pasar dengan hanya sedikit yang mempertahankan 
pangsa pasar mereka. Perkiraan kerugian finansial untuk industri asuransi di Ghana 
dalam periode yang ditinjau adalah GHȻ 112 juta. Perusahaan asuransi berpengaruh 
secara berbeda tergantug pada faktor seperti likuiditas, portofolio mereka yang berisiko, 
ketergantungan pada reasuransi, tingkat aset bebas dan perlindungan yang dimilki 
(Babuna et al., 2020).   

Kasus PT Asuransi Jiwasraya (Persero) hampir identik dengan kasus Bakrie Life. 
Keduanya gagal karena masalah penempatan dana investasi. Jiwasraya lalai membayar 
polis kepada nasabah yang membeli produk investasi Saving Plan. Jiwasraya menyatakan 
bahwa pada 10 Oktober 2018 pihaknya tidak akan mampu membayar policy Insurance 
Saving Plan senilai Rp 802 miliar yang jatuh tempo. Dugaan kecurangan dalam 
pengelolaan investasi Jiwasraya dilaporkan oleh  

Menteri Negara BUMN. Pada tahun 2019 nilai Z pada PT. Jiwa Seraya adalah 13,56, 
naik hanya 1,37 persen dibandingkan tahun sebelumnya. PT Asuransi Jiwasraya (Persero) 
membutuhkan suntikan modal untuk mencapai rasio kecukupan modal (RBC) berbasis 
risiko sebesar 120 persen. Akibatnya terjadi penurunan ekuitas (Trivena, 2020). Selain 
itu, karena masalah likuiditas akibat wabah Covid-19, Asuransi Jiwa Kresna (Kresna life) 
gagal membayar nasabahnya. Ketidakmampuan untuk mengelola aset, keputusan untuk 
menjual barang dengan kerugian (negatif spread dan under pricing), kualitas aset 
investasi dan noninvestasi yang kurang likuid adalah semua variabel yang berkontribusi 
terhadap masalah perusahaan asuransi (Siswanto, 2021).   

Likuiditas tidak berpengaruh terhadap financial distress (Mafiroh & Triyono, 2018), 
(Rahmawati & Herlambang, 2018), (Valentina & Jin, 2021), (Fahlevi & Mukhibad, 2018), dan 
(Pranita & Kristanti, 2020). Sedangkan hasil penelitian lain menyatkan bahwa likuiditas 
berpengaruh positif terhadap financial distress (Zelie, 2019), (Lord et al., 2020), (Dianova 
& Nahumury, 2019), (Widhiari & Merkuswati, 2015), dan (Yanuar, 2018). Profitabilitas 
berpengaruh positif terhadap financial distress (Luqman Khais et al., 2016), (Harahap, 
2016), (Lord et al., 2020), dan (Zelie, 2019). Sedangkan penelitian lain menyatakan bahwa 
profitabilitas tidak berpengaruh terhadap financial distress (Mafiroh & Triyono, 2018). 
Rasio leverage berpengaruh terhadap financial distress (Mafiroh & Triyono, 2018), 
(Pranita & Kristanti, 2020), dan (Pradana, 2020). Sedangkan penelitian lain menunjukkan 
bahwa tidak adanya pengaruh rasio leverage terhadap financial distress (Rahmawati & 
Herlambang, 2018), dan (Valentina & Jin, 2021).  

Model Altman Z-Score modifikasi sebagai alat analisis tanpa adanya peanambahan 
variabel lain (Lord et al., 2020). Penelitian lain menambahkan profitabilitas dengan 
menggunakan proxy Net Profit Margin untuk mengukur tingkat efektivitas manajemen 
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probabilitas financial distress , semakin tinggi Altman Z-score (Younas et al., 2021) dan 
(Fitriani & Huda, 2020).   

Kegagalan perusahaan asuransi mampu menimbulkan dampak krisis ekonomi dan 
berdampak negatif pada stabilitas ekonomi sektor lain di suatu negara. Karena operasi 
perusahaan asuransi berhubungan erat dengan hampir semua sektor ekonomi, 
kegagalan yang dialami perusahaan asuransi akan berdampak pada semua sektor 
ekonomi lainnya. Oleh karena itu, penting untuk melihat faktor-faktor yang dapat 
menyebabkan kesulitan keuangan di industri asuransi. Untuk meliat status keuangan 
operasi perusahaan harus dinilai secara teratur (Zelie, 2019). Penelitian yang dilakukan 
pada perusahaan asuransi di Cina daratan menyatakan bahwa Covid-19 memiliki 
pengaruh negatif yang cukup besar pada pasar asuransi China dalam jangka pendek 
karena saluran pemasaran asuransi yang terbatas dan penekanan permintaan asuransi 
(Wang et al., 2020). Pandemi Covid-19 telah menimbulkan kejutan yang tiba-tiba dan 
tidak terduga bagi industri asuransi. Dampak keuangannya sangat besar dengan laba 
yang mengalami penurunan sebesar 16,6% dalam periode yang ditinjau Maret hingga 
Juni 2020. Total premi turun 17,01% sementara klaim meningkat 38,4%. Sebagian besar 
perusahaan telah mengurangi pangsa pasar dengan hanya sedikit yang mempertahankan 
pangsa pasar mereka. Perkiraan kerugian finansial untuk industri asuransi di Ghana 
dalam periode yang ditinjau adalah GHȻ 112 juta. Perusahaan asuransi berpengaruh 
secara berbeda tergantug pada faktor seperti likuiditas, portofolio mereka yang berisiko, 
ketergantungan pada reasuransi, tingkat aset bebas dan perlindungan yang dimilki 
(Babuna et al., 2020).   

Kasus PT Asuransi Jiwasraya (Persero) hampir identik dengan kasus Bakrie Life. 
Keduanya gagal karena masalah penempatan dana investasi. Jiwasraya lalai membayar 
polis kepada nasabah yang membeli produk investasi Saving Plan. Jiwasraya menyatakan 
bahwa pada 10 Oktober 2018 pihaknya tidak akan mampu membayar policy Insurance 
Saving Plan senilai Rp 802 miliar yang jatuh tempo. Dugaan kecurangan dalam 
pengelolaan investasi Jiwasraya dilaporkan oleh  

Menteri Negara BUMN. Pada tahun 2019 nilai Z pada PT. Jiwa Seraya adalah 13,56, 
naik hanya 1,37 persen dibandingkan tahun sebelumnya. PT Asuransi Jiwasraya (Persero) 
membutuhkan suntikan modal untuk mencapai rasio kecukupan modal (RBC) berbasis 
risiko sebesar 120 persen. Akibatnya terjadi penurunan ekuitas (Trivena, 2020). Selain 
itu, karena masalah likuiditas akibat wabah Covid-19, Asuransi Jiwa Kresna (Kresna life) 
gagal membayar nasabahnya. Ketidakmampuan untuk mengelola aset, keputusan untuk 
menjual barang dengan kerugian (negatif spread dan under pricing), kualitas aset 
investasi dan noninvestasi yang kurang likuid adalah semua variabel yang berkontribusi 
terhadap masalah perusahaan asuransi (Siswanto, 2021).   

Likuiditas tidak berpengaruh terhadap financial distress (Mafiroh & Triyono, 2018), 
(Rahmawati & Herlambang, 2018), (Valentina & Jin, 2021), (Fahlevi & Mukhibad, 2018), dan 
(Pranita & Kristanti, 2020). Sedangkan hasil penelitian lain menyatkan bahwa likuiditas 
berpengaruh positif terhadap financial distress (Zelie, 2019), (Lord et al., 2020), (Dianova 
& Nahumury, 2019), (Widhiari & Merkuswati, 2015), dan (Yanuar, 2018). Profitabilitas 
berpengaruh positif terhadap financial distress (Luqman Khais et al., 2016), (Harahap, 
2016), (Lord et al., 2020), dan (Zelie, 2019). Sedangkan penelitian lain menyatakan bahwa 
profitabilitas tidak berpengaruh terhadap financial distress (Mafiroh & Triyono, 2018). 
Rasio leverage berpengaruh terhadap financial distress (Mafiroh & Triyono, 2018), 
(Pranita & Kristanti, 2020), dan (Pradana, 2020). Sedangkan penelitian lain menunjukkan 
bahwa tidak adanya pengaruh rasio leverage terhadap financial distress (Rahmawati & 
Herlambang, 2018), dan (Valentina & Jin, 2021).  

Model Altman Z-Score modifikasi sebagai alat analisis tanpa adanya peanambahan 
variabel lain (Lord et al., 2020). Penelitian lain menambahkan profitabilitas dengan 
menggunakan proxy Net Profit Margin untuk mengukur tingkat efektivitas manajemen 

secara keseluruhan dengan tujuan untuk memperoleh tingkat laba dalam penjualan 
(Valentina & Jin, 2021). Sedangkan penelitian lain menggunakan rasio profitabilitas yang 
diukur dengan ROA (Mafiroh & Triyono, 2018), dan (Rahmawati & Herlambang, 2018). 
Sedangkan penelitian yang akan penulis lakukan financial distress diukur dengan model 
altman Z-Score modifikasi dengan variabel independen profitabilitas yang diproxykan 
dengan return on equity, likuiditas dengan current ratio, dan rasio leverage dengan debt 
to aset ratio. Selain itu penelitian ini akan menganalisis mengenai kondisi financial 
distress serta membandingkan financial distress sebelum dan saat pandemi pada 
masing-masing perusahaan asuransi.   

Penelitian ini penting dilakukan untuk menambah ikonsistensi pada penelitian 
sebelumnya. Motivasi peneliti melakukan penelitian karena penelitian sebelumnya masih 
jarang meneliti mengenai pengaruh kinerja keuangan terhadap financial distress dengan 
membandingkan antara sebelum dan saat pandemi. Hal ini penting dilakukan karena 
pada masa pandemi ini banyak perusahaan yang terdampak salah satunya perusahaan 
asuransi yang menjadi sampel dari penelitian ini. Tujuan dilakukan penelitian ini adalah 
untuk mengetahui pengaruh rasio profitabilitas, likuiditas dan leverage terhadap 
financial distress. Kedua, untuk mengetahui kondisi financial distress pada perusahaan 
asuransi di Indonesia serta membandingkan antara sebelum dan saat pandemi. Selain itu 
untuk menambah kepercayaan dan wawasan luas pada masyarakat bahwa perusahaan 
asuransi mempunyai kondisi yang stabil dan dapat dimanfaatkan sebagai proteksi. 
Setelah dilakukan penelitian ini diharapkan dapat menjadi peringatan bagi pihak 
manajemen perusahaan asuransi yang mengalami financial distress untuk segera 
memperbaiki kondisi keuangannya. Selain itu penelitian ini berkontribusi untuk 
memperkuat teori agency dimana perusahaan dapatamenunjukkanasinyal yangabaik dan 
positifamaupunasinyal negatifabagi investoradan kreditur. Rasio profitabilitas menilai 
efisiensi manajemen dalam menghasilkan keuntungan melalui operasinya. Agen, 
menurut teori keagenan, bertanggung jawab atas tindakan operasional perusahaan. Jika 
bisnis menghasilkan banyak laba, maka agen dianggap telah melakukan pekerjaan yang 
baik dalam mengelola bisnis. Laba perusahaan yang tinggi dapat memberikan sinyal 
positif kepada investor untuk mengetahui saat yang tepat untuk berinvestasi di 
perusahaan. Rasio ini dapat digunakan untuk menilai seberapa besar kemampuan 
perusahaan menghasilkan laba atau menahan laba dari total asetnya. Laba perusahaan 
yang diinvestasikan kembali dalam kegiatan operasional daripada diberikan kepada 
pemegang saham disebut sebagai laba ditahan. Dampak lain dari peningkatan 
profitabilitas yakni akan adanya penurunan kondisi financial distress . Profitabilitas 
berpengaruh negatif signifikan secara statistik terhadap kondisi financial distress (Zelie, 
2019), (Luqman Khais et al., 2016), (Harahap, 2016), dan (Lord et al., 2020).  
 
Maka hipotesis yang dirumuskan adalah sebagai berikut.  
H1: Rasio profitabilitas berpengaruh negatif terhadap financial distress.  

Selanjutnya Rasio likuiditasamenunjukkan seberapa baik suatu perusahaan dapat 
memenuhi kewajiban jangkaapendeknya. Agen pada teori keagenan, bertanggung jawab 
atas keputusan hutang dan piutang perusahaan. Pilihan agen untuk memberikan 
pinjaman atau kredit kepada pihak di luar korporasi di masa lalu mengakibatkan 
kewajiban keuangan yang sekarang harus dibayar. Jika perusahaan memiliki terlalu 
banyak kewajiban keuangan yang akan jatuh tempo, masalah tersebut harus segera 
ditangani oleh agen, atau perusahaan akan mengalami kondisi financial distress. Rasio 
likuiditas yang tinggi mampu memberikan sinyal positif kepada investoradanakreditur, 
karena perusahaan telah mampu membayar kewajiban lancarnya dan mampu mengelola 
perusahaan. Jika perusahaan mampu mendanai kewajiban jangka pendeknya dengan 
tepat, maka kemungkinan financial distress akan berkurang. Oleh karena itu 
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kemungkinan perusahaan mengalami financial distress akan semakin rendah jika 
perusahaan mampu mendanai kewajiban jangka pendeknya dengan baik.  

 
Likuiditas berpengaruh positif terhadap financial distress (Zelie, 2019), (Lord et al., 

2020), (Dianova & Nahumury, 2019), (Widhiari & Merkuswati, 2015), dan (Yanuar, 2018). 
Maka hipotesis yang dirumuskan adalah sebagai berikut.  
H2: Terdapat pengaruh positif yang signifikan rasio likuiditas terhadap financial distress.   

Rasio leverage adalah rasio yang digunakan untuk mengukur kemampuan 
perusahaan memenuhi kewajiban jangka pendek ataupun jangka panjang suatu 
perusahaan. Penggunaan hutang yang tinggi akan membahayakan perusahaan karena 
perusahaana akan masuk dalam kategori extreme leverage dan mengalami likuiditas. 
Teori sinyal membangun hubungan leverage dengan financialadistress. Leverage yang 
tinggi dapat menunjukkan sinyal negatif bagi investor dan kreditur karena perusahaan 
dianggap buruk dalam pengambilan keputusan pendanaan yang dilakukan perusahaan 
dengan hutang (Valentina & Jin, 2021). Hutang yang besar tentunya akan mempersulit 
perusahaan mengembalikan hutang dimasa yang akan datang. Sehingg hutang yang 
besar akan memperbesar kemungkinan perusahaan terkena financial distress. Rasio 
leverage berpengaruh positif terhadap financial distres (Mafiroh & Triyono, 2018), 
(Pranita & Kristanti, 2020), dan (Pradana, 2020). ”  
H3: Terdapat pengaruh positif yang signifikan rasio leverage terhadap financial distress.  
METODE PENELITIAN  

Pendekatan dalam penelitian ini menggunakan pendekatan kuantitatif, seperti alat 
statistik dan pengujian hipotesis, digunakan dalam jenis penelitian ini. Data sekunder 
berupa data tahunan perusahaan asuransi di BEI periode 2019-2020 dikumpulkan dari 
laporan tahunan yang dihasilkan oleh masing-masing perusahaan yang relevan dengan 
penelitian. Untuk periode 2019-2020, ”populasi terdiri dari 16 perusahaan asuransi. 
penelitian ini menggunakan perushaan asuransi di Indonesia karena perusahaan 
asuransi merupakan perusahaan yang jarang diteliti, selain itu perusahaan tersebut 
termasuk kedalam kategori yang terdampak dari Covid-19. Teknik pengambilan sampel 
menggunakan purposive sampling, yang menghasilkan 15 perusahaan asuransi. Rasio 
profitabilitas diproksikan ROE, likuiditas diproksikan dengan current ratio dan leverage 
diproksikan dengan DAR, adalah variabel independen. Dengan ukuran sebagai berikut.  

𝑅𝑅𝑂𝑂𝐸𝐸 = Laba sebelum Bunga dan Pajak…………………………………….………………..(1)  
𝑇𝑇𝑜𝑜𝑡𝑡𝑎𝑎𝑙𝑙𝐸𝐸𝑘𝑘𝑢𝑢𝑖𝑖𝑡𝑡𝑎𝑎𝑠𝑠 
‘𝐶𝐶𝑅𝑅 = Aset lancar ………………………………………..…………………………(2)  
Kewajiban Lancar 
‘𝐷𝐷𝐴𝐴𝑅𝑅 = 𝐿𝐿𝑖𝑖𝑎𝑎𝑏𝑏𝑖𝑖𝑙𝑙𝑖𝑖𝑡𝑡𝑦𝑦 …………………………………………………………………...……(3)  
𝑇𝑇𝑜𝑜𝑡𝑡𝑎𝑎𝑙𝑙𝐴𝐴𝑠𝑠𝑒𝑒𝑡𝑡 
Sedangkan variabel dependen yang digunakan adalah financial distress yang 

diproksikan dengan nilai Z-Score sebagai berikut.  
Zi = 6,56 X1 + 3,26 X2 + 6,72 X3 + 1,05 X4…………….……..………………………..(4) Keterangan:   

X
l = ‘Working capital to total asset‘ 

X
2 

= ‘Retained earning to total asset‘ 

X
3 

= ‘Earning before interest‘and tax to 
total asset‘ 

X
4 

= ‘Book value of equity to total liability‘ 

Z
i = ‘Z-score‘” 
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kemungkinan perusahaan mengalami financial distress akan semakin rendah jika 
perusahaan mampu mendanai kewajiban jangka pendeknya dengan baik.  

 
Likuiditas berpengaruh positif terhadap financial distress (Zelie, 2019), (Lord et al., 

2020), (Dianova & Nahumury, 2019), (Widhiari & Merkuswati, 2015), dan (Yanuar, 2018). 
Maka hipotesis yang dirumuskan adalah sebagai berikut.  
H2: Terdapat pengaruh positif yang signifikan rasio likuiditas terhadap financial distress.   

Rasio leverage adalah rasio yang digunakan untuk mengukur kemampuan 
perusahaan memenuhi kewajiban jangka pendek ataupun jangka panjang suatu 
perusahaan. Penggunaan hutang yang tinggi akan membahayakan perusahaan karena 
perusahaana akan masuk dalam kategori extreme leverage dan mengalami likuiditas. 
Teori sinyal membangun hubungan leverage dengan financialadistress. Leverage yang 
tinggi dapat menunjukkan sinyal negatif bagi investor dan kreditur karena perusahaan 
dianggap buruk dalam pengambilan keputusan pendanaan yang dilakukan perusahaan 
dengan hutang (Valentina & Jin, 2021). Hutang yang besar tentunya akan mempersulit 
perusahaan mengembalikan hutang dimasa yang akan datang. Sehingg hutang yang 
besar akan memperbesar kemungkinan perusahaan terkena financial distress. Rasio 
leverage berpengaruh positif terhadap financial distres (Mafiroh & Triyono, 2018), 
(Pranita & Kristanti, 2020), dan (Pradana, 2020). ”  
H3: Terdapat pengaruh positif yang signifikan rasio leverage terhadap financial distress.  
METODE PENELITIAN  

Pendekatan dalam penelitian ini menggunakan pendekatan kuantitatif, seperti alat 
statistik dan pengujian hipotesis, digunakan dalam jenis penelitian ini. Data sekunder 
berupa data tahunan perusahaan asuransi di BEI periode 2019-2020 dikumpulkan dari 
laporan tahunan yang dihasilkan oleh masing-masing perusahaan yang relevan dengan 
penelitian. Untuk periode 2019-2020, ”populasi terdiri dari 16 perusahaan asuransi. 
penelitian ini menggunakan perushaan asuransi di Indonesia karena perusahaan 
asuransi merupakan perusahaan yang jarang diteliti, selain itu perusahaan tersebut 
termasuk kedalam kategori yang terdampak dari Covid-19. Teknik pengambilan sampel 
menggunakan purposive sampling, yang menghasilkan 15 perusahaan asuransi. Rasio 
profitabilitas diproksikan ROE, likuiditas diproksikan dengan current ratio dan leverage 
diproksikan dengan DAR, adalah variabel independen. Dengan ukuran sebagai berikut.  

𝑅𝑅𝑂𝑂𝐸𝐸 = Laba sebelum Bunga dan Pajak…………………………………….………………..(1)  
𝑇𝑇𝑜𝑜𝑡𝑡𝑎𝑎𝑙𝑙𝐸𝐸𝑘𝑘𝑢𝑢𝑖𝑖𝑡𝑡𝑎𝑎𝑠𝑠 
‘𝐶𝐶𝑅𝑅 = Aset lancar ………………………………………..…………………………(2)  
Kewajiban Lancar 
‘𝐷𝐷𝐴𝐴𝑅𝑅 = 𝐿𝐿𝑖𝑖𝑎𝑎𝑏𝑏𝑖𝑖𝑙𝑙𝑖𝑖𝑡𝑡𝑦𝑦 …………………………………………………………………...……(3)  
𝑇𝑇𝑜𝑜𝑡𝑡𝑎𝑎𝑙𝑙𝐴𝐴𝑠𝑠𝑒𝑒𝑡𝑡 
Sedangkan variabel dependen yang digunakan adalah financial distress yang 

diproksikan dengan nilai Z-Score sebagai berikut.  
Zi = 6,56 X1 + 3,26 X2 + 6,72 X3 + 1,05 X4…………….……..………………………..(4) Keterangan:   

X
l = ‘Working capital to total asset‘ 

X
2 

= ‘Retained earning to total asset‘ 

X
3 

= ‘Earning before interest‘and tax to 
total asset‘ 

X
4 

= ‘Book value of equity to total liability‘ 

Z
i = ‘Z-score‘” 

Klasifikasi nilai ‘altman z-score ‘modifikasi ini dapat dibagi ke ‘dalam tiga kelompok, 
yaitu, Nilai‘ Z < 1,1 mengindikasikan bahwa ‘perusahaan berkemungkinan besar akan 
mengalami kebangkrutan. Nilai‘ Z di ‘antara 1,1 dan 2,6 (1,1 < Z < 2,6) ‘engindikasikan 
bahwa ‘perusahaan berada ‘di zona ‘abu-abu (grey area). Nilai Z > 2,6 mengindikasikan 
bahwa perusahaan berkemungkinan kecil mengalami kebangkrutan. Dengan kata lain, 
perusahaan berada dalam kondisi yang sehat. ”  

Analisis statistik deskriptif dilakukan untuk menganalisis data. Untuk 
menghilangkan bias dalam kesimpulan penelitian, teknik analisis data dimulai dengan 
pra analisis data, khususnya uji asumsi klasik, yang meliputi normalitas, autokorelasi, dan 
multikolinearitas. Kemudian dengan kerangka SPSS. 25”dilanjutkan dengan analisis 
regresi berganda, koefisien ‘determinasi (uji R2), kelayakan model (uji F), dan signifikansi 
parameter individual (uji t). Uji R2 dapat ditemukan pada nilai Adjusted R2 hasil model 
summary regresi. ”Uji ‘F dapat diperhatikan dalam temuan ‘ANOVA regresi jika ‘nilai Sig. 
F lebih kecil dari tingkat ‘signifikansi 0,05, yang menunjukkan bahwa variabel 
independen dan variabel moderasi dapat ‘memprediksi model ‘secara bersamaan. Jika 
nilai ‘Sig. kurang dari ‘taraf signifikansi ‘0,05, variabel ‘independen dan variabel moderasi 
dapat memprediksi variabel ‘dependen dan ‘dapat menjawab apakah hipotesis diterima 
atau ditolak, uji t dapat digunakan untuk menguji variabel penelitian independen secara 
individual mempengaruhi variabel dependen, atau ‘tidak mempengaruhi ‘dengan menguji 
‘hipotesis penelitian. Berikut ini ‘adalah persamaan analisis regresi sebagai berikut.  

 
Y = α + β X1+ β X2+ β X3 + β X4 + …………….……………………………………(5)  
 1 2 3 4 
Keterangan: ‘   
Y   = ‘Financial distress ’ α  = ‘Konstanta‘  
 β = ‘Koefisien Regresi‘  
1, 2, 3  
 X1 = ‘Profitabilitas‘  
  
 X2 = ‘Likuiditas‘  
  
 X3 = ‘Laverage‘  
  
   = ‘Error  
  

 
HASIL DAN PEMBAHASAN  

Teknik pengambilan sampel dalam penelitian ini menggunakan“purposive sampling 
dengan menggunakan pertimbangan tertentu dalam menentukan sampel. ”  

Tabel 1. Kriteria Sampel 
Keterangan Jumlah 

Perusahaan asuransi yang terdaftar di BEI periode 2019-2020. 16 
Perusahaan asuransidi BEI yang tidak menerbitkan annual report 
tahun 2019 sampai 2020. (1) 

Perusahaan yang terpilih sebagai sampel 15 
Sumber: Data Penelitian, 2021 

 
Hasil cut-off z-score pada perusahaan-perusahaan asuransi di BEI terlihat 

mengalami fluktuasi. Pada tahun 2019 (sebelum pandemi Covid-19), terdapat 13 
perusahaan asuransi yang menunjukkan nilai Z-score >2,6 hal ini mengindikasikan 
perusahaan asuransi berada pada kategori sehat. Sementara dua perusahaan asuransi 
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lainnya yaitu Asuransi Harta Aman Pratama Tbk (AHAP) dengan nilai Z-score sebesar 
0,851 hal ini mengindikasikan bahwa perusahaan tersebut mengalami financial distress. 
Sedangkan Malaca Trust Wuwungan Insurance Tbk (MTWI) berada pada kategori grey 
area dimana nilai Z-score menunjukkan angka 2,514. Perusahaan dengan cut-off z-score 
tertinggi pada tahun 2019 sehingga dapat dikatakan sebagai perusahaan asuransi yang 
paling sehat adalah PT Paninvisment Tbk, yakni dengan nilai sebesar 9,702. Adapun 
perusahaan dengan cut-off z-score terendah pada tahun tersebut adalah Asuransi Harta 
Aman Pratama Tbk (AHAP), yakni dengan nilai sebesar 0,851. Penyebab terjadinya 
financial distress pada perusahaan Asuransi Harta Aman Pratama Tbk (AHAP) adalah 
karena nilai RETTA pada tahun 2019 mengalami rasio negatif. Hasil rasio ini dapat 
bernilai negatif yang disebabkan oleh laba ditahan perusahaan tersebut bernilai minus 
akibat kesalahan kebijakan pembagian dividen, yakni yang ditimbulkan oleh pembagian 
nilai dividen yang lebih besar kepada pemegang saham daripada nilai laba yang ditahan.   

Tabel 2. Rasio Altman Z-Score Perusahaan Asuransi 

Kode 
perusa 
haan 

WCTTA  RETTA  EBITTA  BVETL  Z-SCORE 
Sebe lum 
Covi d-19 Saat 

Covid 
-19 

sebel 
um Covi 

d-19 

Saat 
Covid 

-19 

sebelu 
m 

Covid 
-19 

Saat 
Covid 

-19 

sebelu m 
Covid19 Saat 

Covid 
-19 

sebel 
um Covi 

d-19 

Saat 
Covid 

-19 

ABDA 0,450 0,520 0,360 0,420 0,040 0,060 0,490 0, 560 4,908 5,771 

AHAP 0,260 0,230 -0,13 -0,150 -0,100 0,020 0,230 0,230 0,851 1,395 
AMA 

G 0,370 0,420 0,240 0,220 0,020 0,030 0,720 0,730 4,100 4,440 

ASBI 0,510 0,560 0,140 0,170 0,008 0,020 0,510 0,560 4,391 4,950 
ASD 
M 0,280 0,400 0,250 0,360 0,020 0,030 0,410 0,690 3,216 4,723 

ASJT 0,470 0,570 0,001 -
0,020 

0,005 -0,020 0,010 0,001 3,130 3,540 

ASMI 0,540 0,450 0,230 0,140 0,010 -0,090 1,200 0,810 5,619 3,654 
ASRM 0,280 0,330 0,190 0,230 0,050 0,050 0,400 0,500 3,212 3,775 
LIFE 0,490 0,510 0,016 0,011 0,022 0,030 0,900 1,040 4,359 4,675 
LPGI 0,350 0,310 0,280 0,270 0,004 0,040 0,540 0, 40 3,802 3,644 
MREI 0,420 0,430 0,001 0,013 0,050 0,030 0,700 0,700 3,829 3,799 
MTWI 0,310 0,240 0,002 0,005 0,008 0,010 0,400 0,300 2,514 1,972 
PNIN 0,860 0,870 0,024 0,008 0,002 0,015 3,780 3,920 9,702 9,950 
TUGU 0,410 0,430 0,030 0,002 0,031 0,018 0,600 0,700 3,625 3,683 
VINS 0,660 0,570 0,160 0,110 0,050 0,020 1,900 1,330 7,182 5,628 

Sumber: Data Penelitian, 2021 
 

Pada tahun 2020 (saat pandemi Covid-19), terdapat 13 perusahaan asuransi yang 
menunjukkan nilai Z-score >2,6 hal ini menunjukkan bahwa perusahaan berada pada 
kategori sehat. Sementara dua perusahaan asuransi lainnya yaitu Asuransi Harta Aman 
Pratama Tbk (AHAP) dengan nilai Z-score sebesar 1,395, hal ini mengindikasikan bahwa 
perusahaan tersebut berada pada kategori grey area dengan . Sedangkan Malaca Trust 
Wuwungan Insurance Tbk (MTWI) berada dalam kategori grey area dengan nilai Z-score 
yaitu 1,972. Perusahaan dengan cut-off z-score tertinggi pada tahun 2019 sehingga dapat 
dikatakan sebagai perusahaan asuransi yang paling sehat adalah PT Paninvisment Tbk, 
yakni dengan nilai sebesar 9,950. Adapun perusahaan dengan cut-off z-score terendah 
pada tahun tersebut adalah Asuransi Harta Aman Pratama Tbk (AHAP), yakni dengan 
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lainnya yaitu Asuransi Harta Aman Pratama Tbk (AHAP) dengan nilai Z-score sebesar 
0,851 hal ini mengindikasikan bahwa perusahaan tersebut mengalami financial distress. 
Sedangkan Malaca Trust Wuwungan Insurance Tbk (MTWI) berada pada kategori grey 
area dimana nilai Z-score menunjukkan angka 2,514. Perusahaan dengan cut-off z-score 
tertinggi pada tahun 2019 sehingga dapat dikatakan sebagai perusahaan asuransi yang 
paling sehat adalah PT Paninvisment Tbk, yakni dengan nilai sebesar 9,702. Adapun 
perusahaan dengan cut-off z-score terendah pada tahun tersebut adalah Asuransi Harta 
Aman Pratama Tbk (AHAP), yakni dengan nilai sebesar 0,851. Penyebab terjadinya 
financial distress pada perusahaan Asuransi Harta Aman Pratama Tbk (AHAP) adalah 
karena nilai RETTA pada tahun 2019 mengalami rasio negatif. Hasil rasio ini dapat 
bernilai negatif yang disebabkan oleh laba ditahan perusahaan tersebut bernilai minus 
akibat kesalahan kebijakan pembagian dividen, yakni yang ditimbulkan oleh pembagian 
nilai dividen yang lebih besar kepada pemegang saham daripada nilai laba yang ditahan.   

Tabel 2. Rasio Altman Z-Score Perusahaan Asuransi 

Kode 
perusa 
haan 

WCTTA  RETTA  EBITTA  BVETL  Z-SCORE 
Sebe lum 
Covi d-19 Saat 

Covid 
-19 

sebel 
um Covi 

d-19 

Saat 
Covid 

-19 

sebelu 
m 

Covid 
-19 

Saat 
Covid 

-19 

sebelu m 
Covid19 Saat 

Covid 
-19 

sebel 
um Covi 

d-19 

Saat 
Covid 

-19 

ABDA 0,450 0,520 0,360 0,420 0,040 0,060 0,490 0, 560 4,908 5,771 

AHAP 0,260 0,230 -0,13 -0,150 -0,100 0,020 0,230 0,230 0,851 1,395 
AMA 

G 0,370 0,420 0,240 0,220 0,020 0,030 0,720 0,730 4,100 4,440 

ASBI 0,510 0,560 0,140 0,170 0,008 0,020 0,510 0,560 4,391 4,950 
ASD 
M 0,280 0,400 0,250 0,360 0,020 0,030 0,410 0,690 3,216 4,723 

ASJT 0,470 0,570 0,001 -
0,020 

0,005 -0,020 0,010 0,001 3,130 3,540 

ASMI 0,540 0,450 0,230 0,140 0,010 -0,090 1,200 0,810 5,619 3,654 
ASRM 0,280 0,330 0,190 0,230 0,050 0,050 0,400 0,500 3,212 3,775 
LIFE 0,490 0,510 0,016 0,011 0,022 0,030 0,900 1,040 4,359 4,675 
LPGI 0,350 0,310 0,280 0,270 0,004 0,040 0,540 0, 40 3,802 3,644 
MREI 0,420 0,430 0,001 0,013 0,050 0,030 0,700 0,700 3,829 3,799 
MTWI 0,310 0,240 0,002 0,005 0,008 0,010 0,400 0,300 2,514 1,972 
PNIN 0,860 0,870 0,024 0,008 0,002 0,015 3,780 3,920 9,702 9,950 
TUGU 0,410 0,430 0,030 0,002 0,031 0,018 0,600 0,700 3,625 3,683 
VINS 0,660 0,570 0,160 0,110 0,050 0,020 1,900 1,330 7,182 5,628 

Sumber: Data Penelitian, 2021 
 

Pada tahun 2020 (saat pandemi Covid-19), terdapat 13 perusahaan asuransi yang 
menunjukkan nilai Z-score >2,6 hal ini menunjukkan bahwa perusahaan berada pada 
kategori sehat. Sementara dua perusahaan asuransi lainnya yaitu Asuransi Harta Aman 
Pratama Tbk (AHAP) dengan nilai Z-score sebesar 1,395, hal ini mengindikasikan bahwa 
perusahaan tersebut berada pada kategori grey area dengan . Sedangkan Malaca Trust 
Wuwungan Insurance Tbk (MTWI) berada dalam kategori grey area dengan nilai Z-score 
yaitu 1,972. Perusahaan dengan cut-off z-score tertinggi pada tahun 2019 sehingga dapat 
dikatakan sebagai perusahaan asuransi yang paling sehat adalah PT Paninvisment Tbk, 
yakni dengan nilai sebesar 9,950. Adapun perusahaan dengan cut-off z-score terendah 
pada tahun tersebut adalah Asuransi Harta Aman Pratama Tbk (AHAP), yakni dengan 

nilai sebesar 1,395. Rendahnya rasio RETTA dan EBITTA dibandingkan rasio lain 
menyebabkan perusahaan berada pada kategori grey area. Hasil rasio ini bernilai rendah 
karena adanya kewajiban yang harus dibayar oleh perusahaan asuransi tersebut lebih 
besar dari pada pendapatan yang diterima.  

Hasil Z-Score secara umum menunjukkan adanya dua perusahaan yang terindikasi 
mengalami financial distress sebelum dan masa Covid-19. Yakni perusahaan Asuransi 
Harta Aman Pratama Tbk (AHAP) dan Malaca Trust Wuwungan Insurance Tbk (MTWI). 
Dimana sebelum Covid-19 dan masa Covid-19 Z-Score AHAP mengalami peningkatan dari 
0,851 menjadi 1,395. Meskipun nilai Z-Score yang mengalami peningkatan masih dalam 
kategori grey area namun hal ini berdampak baik karena perusahaan telah melakukan 
perbaikan pada tahun 2020 sehingga rasio RETTA yang semuala -0,130 menjadi 0,150. 
Artinya laba ditahan pada perusahan tersebut telah bernilai positif. Artinya early warning 
system terjadinya financial distress pada perusahaan AHAP di tahun 2019 dapat 
diperbaiki oleh perusahaan tersebut sehingga manajemen melakukan kegiatan 
operasionalnya dengan hati-hati dan menghasilkan laba yang positif meskipun saat 
pandemi Covid-19 terjadi.   

Sedangkan pada perusahaan asuransi Malaca Trust Wuwungan Insurance Tbk 
(MTWI). Z-score menunjukkan penurunan dari tahun 2019 yang semula memiliki nilai 
sebesar 2,514 menjadi 1,972 pada tahun 2020. Hal ini disebabkan oleh penurunan rasio 
WCTTA dan BVETL. Dimana semakin kecil nilai rasio WCTTA, maka semakin rendah 
kemampuan perusahaan dalam menghasilkan modal kerja bersih, sehingga semakin 
rendah tingkat likuiditas aktiva perusahaan tersebut. Pada rasio BVETL terjadi 
penurunan pada nilai buku ekuitas yang menyebabkan semakin rendahnya kemampuan 
perusahaan dalam memenuhi kewajibannya.   

Variabel dalam penelitian ini adalah variabel fundamentalayang diukuradengan 
variabel independen yaitu ROA (X1), CR (X2), DAR (X3), variabel dependen Altman Z-
Score. Dengan hasil output dari analisis statistik deskriptif berikut dapat dilihat nilai 
mean, minimum, maximum, dan standar deviasi sebagai berikut. 

 
 
 
 
 
 
 

 
Sumber: Data Penelitian, 2021 

Hasil analisis menunjukkan bahwa pada variabel financial distress yang diproksikan 
dengan Z-Score tertinggi dimiliki oleh Paninvestment Tbk yakni sebesar 9,95 pada 
periode 2020 dan z-score paling rendah dimiliki oleh Assuransi Harta Aman Pratama 
(AHAP) yakni sebesar 0,85 tahun 2019. Mean atau nilai ratarata dari z-score yakni 4,334. 
Standar deviasi z-score adalah 1,966. Artinya terindikasi penyimpangan nilai rasio z-
score dengan rata-ratanya yakni sebesar 1,966. Return On Equity (ROE) sebagai X1 
tertinggi dimiliki Asuransi Ramayana Tbk sebesar 0,81 periode 2019 dan ROE paling 
rendah dimiliki Assuransi Harta Aman Pratama sebesar -0,77 tahun 2019. Mean dari ROE 
adalah 1,093. Standar deviasi ROE adalah 0,248. Maknanya adanya penyimpangan nilai 
rasio ROE dengan rata-ratanya yakni sebesar 0,248. ”  

CR sebagai X2 nilai tertinggi dimiliki Asuransi Multi Arta Guna yaitu sebesar 1,84 
tahun 2020 dan CR paling rendah dimiliki oleh Victoria Insurance Tbk yakni sebesar 0,03 
tahun 2020. Mean dari CR adalah 0,717. Standar deviasi dari CR adalah 0,558. Artinya 

Tabela3. Uji Statistik Deskriptif 

  

Meana   
Std. Deva  

Z_SCORE  30  0,85  9,95  4,334  1,966  
ROE  30  -0,77  0,81  0,109  0,248  
CR  30  0,03  1,84  0,716  0,557  
DAR  30  0,13  0,98  0,588  0,185  

Variabel   N a   Min   Max   
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adanya penyimpangan pada nilai CR yang diteliti dengan rata-ratanya yaitu sebesar 
0,558. Leverage (DAR) sebagai X3 nilai tertinggi dimiliki oleh Asuransi Kresna Mitra yakni 
sebesar 0,98 padaatahun 2020 dan DAR terendah dimiliki oleh investment Tbk sebesar 
0,13 tahun 2020. Mean dari DAR adalah 0,589. Standar deviasi dari rasio DAR adalah 
0,185. Artinya terdapat penyimpangan pada nilai DAR yang sudah diteliti dengan rata-
ratanya yakni sebesar 0,185.  

Tabel 4. Uji Normalitas 
One-Sample Kolmogorov-Smirnov Test  

Test Statistic 0,124 
Asymp. Sig. (2-tailed) 0,200c, d 

Sumber : Data Penelitian, 2021 
Hasil Uji Kolmogorov-Smirnov menunjukkan hasil sig (2-tailed) 0,200 > 0,05. Maka 

dapat artikan bahwa sampel memiliki distribusi normal sehingga syarat normalitas untuk 
melakukan regresi berganda telah terpenuhi.  

Tabel 5. Uji Autokorelasi 

Model 
R R 

Square 
0,498 

Adjusted 
R Square 

0,441 

Std. Error of the 
Estimate 

Durbin-
Watson 

1 0,706a 1,471 2,804 
Sumber : Data Penelitian, 2021 

Hasil uji statistik Durbin Watson dapat dikatakan lulus uji autokorelasiajika nilai 
Durbina Watson diantaraa -2 sampaia+2. Hasil ujiamenunjukkan nilai Durbin-Watson 
adalah 2,804. Maka dapat diartikan bahwa sampel lolos dari uji Autokorelasi.  

Tabel 6. Uji Multikolinearitas 
Variabel Tolerance VIF 

ROE 0,990 1,010 
CR 0,980 1,020 

DAR 0,972 1,029 
Sumber: Data Penelitian, 2021 

 
Berdasarkan uji multikolinearitas pada Tabel 4, keseluruhan variabel tidak terjadi 

multikolinearitas hal ini disebabkan oleh keseluruhan variabel independen masing-
masing yang memiliki nilai tolerance di atas 0,1 dan nilai VIF di bawah 10. Maka diartikan 
bahwa tidak ada hubungan antar variabel independen sehingga data baik digunakan 
untuk penelitian.  

Tabel 7. Hasil uji koefisien determinasi (R-Square) 

Modela Ra 
RaSquare 

a 
Adjusted 

Ra Square 
Std. aError ofa 
the Estimatea 

aDurbin-
Watsona 

1a 0,706a 0,498 0,441 1,471 2,804 
Sumber : Data Penelitian, 2021 

 
Berdasarkan pengujian koefisien determinasi didapatkan nilai Adjusted R2 yakni 

0,441 atau 44,1% hal ini dapat diartikan bahwa variable financialadistress mampu 
dijelaskan oleh variable profitabilitas, likuiditas dan laverage. Dan 55,9% sisanya 
dijelaskan oleh variabel-variabel lain yang tidak termasuk dalam model regresi ini.  

Tabel 8. Hasila uji F-statistica 
Modela Sum of Squaresa dfa Mean 

Squarea 
Fa Sig. A 

Regression 55,902 3a 18,634 8,613 ,000b 
Sumber: Data Penelitian, 2021 
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adanya penyimpangan pada nilai CR yang diteliti dengan rata-ratanya yaitu sebesar 
0,558. Leverage (DAR) sebagai X3 nilai tertinggi dimiliki oleh Asuransi Kresna Mitra yakni 
sebesar 0,98 padaatahun 2020 dan DAR terendah dimiliki oleh investment Tbk sebesar 
0,13 tahun 2020. Mean dari DAR adalah 0,589. Standar deviasi dari rasio DAR adalah 
0,185. Artinya terdapat penyimpangan pada nilai DAR yang sudah diteliti dengan rata-
ratanya yakni sebesar 0,185.  

Tabel 4. Uji Normalitas 
One-Sample Kolmogorov-Smirnov Test  

Test Statistic 0,124 
Asymp. Sig. (2-tailed) 0,200c, d 

Sumber : Data Penelitian, 2021 
Hasil Uji Kolmogorov-Smirnov menunjukkan hasil sig (2-tailed) 0,200 > 0,05. Maka 

dapat artikan bahwa sampel memiliki distribusi normal sehingga syarat normalitas untuk 
melakukan regresi berganda telah terpenuhi.  

Tabel 5. Uji Autokorelasi 

Model 
R R 

Square 
0,498 

Adjusted 
R Square 

0,441 

Std. Error of the 
Estimate 

Durbin-
Watson 

1 0,706a 1,471 2,804 
Sumber : Data Penelitian, 2021 

Hasil uji statistik Durbin Watson dapat dikatakan lulus uji autokorelasiajika nilai 
Durbina Watson diantaraa -2 sampaia+2. Hasil ujiamenunjukkan nilai Durbin-Watson 
adalah 2,804. Maka dapat diartikan bahwa sampel lolos dari uji Autokorelasi.  

Tabel 6. Uji Multikolinearitas 
Variabel Tolerance VIF 

ROE 0,990 1,010 
CR 0,980 1,020 

DAR 0,972 1,029 
Sumber: Data Penelitian, 2021 

 
Berdasarkan uji multikolinearitas pada Tabel 4, keseluruhan variabel tidak terjadi 

multikolinearitas hal ini disebabkan oleh keseluruhan variabel independen masing-
masing yang memiliki nilai tolerance di atas 0,1 dan nilai VIF di bawah 10. Maka diartikan 
bahwa tidak ada hubungan antar variabel independen sehingga data baik digunakan 
untuk penelitian.  

Tabel 7. Hasil uji koefisien determinasi (R-Square) 

Modela Ra 
RaSquare 

a 
Adjusted 

Ra Square 
Std. aError ofa 
the Estimatea 

aDurbin-
Watsona 

1a 0,706a 0,498 0,441 1,471 2,804 
Sumber : Data Penelitian, 2021 

 
Berdasarkan pengujian koefisien determinasi didapatkan nilai Adjusted R2 yakni 

0,441 atau 44,1% hal ini dapat diartikan bahwa variable financialadistress mampu 
dijelaskan oleh variable profitabilitas, likuiditas dan laverage. Dan 55,9% sisanya 
dijelaskan oleh variabel-variabel lain yang tidak termasuk dalam model regresi ini.  

Tabel 8. Hasila uji F-statistica 
Modela Sum of Squaresa dfa Mean 

Squarea 
Fa Sig. A 

Regression 55,902 3a 18,634 8,613 ,000b 
Sumber: Data Penelitian, 2021 

Dari hasil uji F-statistic menunjukkan signifikan sebesar 0,000. Karena nilai 
signifikansi <0,05, hal ini diartikan bahwa variabel profitabilitas, likuiditas dan laverage 
secara simultan berpengaruh terhadap financial distress.  

Tabel 9. Hasil uji Regresi Linier berganda 
Variabel Coefficient Std. Error Beta t Sig. 

(Constant) 8,599 0,962  8,941 0,000 
ROE 1,112 1,107 0,140 1,004 0,324 
CR -0,538 0,495 -0,152 -1,087 0,287 

DAR -6,793 1,495 -0,640 -4,542 0,000 
Sumber: Data Penelitian, 2021 

Persamaan model regresi linier berganda didapatkan sebagai berikut.  
Y = 8,599 + 1,112X1 -0,538X2 -6,793X3 +   
Berdasarkan hasil model regresi linier berganda, nilai konstanta sebesar 8,599 

menunjukkan jika variabel profitabilitas, likuiditas, dan rasio leverage dianggap konstan 
oleh karenanya probabilitas suatu perusahaan dalam kategorifinancial distress akan 
mengalami peningkatan sebesar 8,599. Variabel rasio profitabilitas yang diproksikan 
dengan ROE (X1) memiliki koefisien regresi sebesar 1,112. Dengan asumsi faktor-faktor 
lain tetap konstan, jika variabel profitabilitas meningkat sebesar satu unit, maka 
kemungkinan korporasi mengalami kesulitan keuangan meningkat sebesar 1,112. 
Berdasarkan hasil pengujian variabel profitabilitas memiliki nilai signifikansi 
menunjukkan angka 0,324 atau lebih besar dari 0,05 hal ini menunjukkan bahwa H1 tidak 
terdukung. Akibatnya, dapat dikatakan bahwa rasio profitabilitas tidak berpengaruh pada 
kesulitan keuangan. Hal ini disebabkan karena adanya dugaan profitabilitas yang tinggi 
tidak menggambarkan efektifitas dan efesiensi pada pengelolaan aktiva sehingga dapat 
mengurangi biaya yang dikeluarkan oleh perusahaan. Temuan penelitian ini terdukung 
oleh temuan sebelumnya bahwa profitabilitas tidak berpengaruh pada financial distress 
(Mafiroh & Triyono, 2018).  

Variabel rasio likuiditas diproksikan dengan CR (X2) memiliki koefisien regresi 
sebesar -0,538. Dengan faktor-faktor lain tetap konstan, hal ini menunjukkan jika 
variabel likuiditas mengalami peningkatan satu unit, kemungkinan perusahaan 
mengalami kesulitan keuangan berkurang -0,538. Berdasarkan hasil uji nilai rasio 
profitabilitas memiliki nilai signifikansi sebesar 0,287 atau > 0,05 yang menunjukkan 
bahwa H2 tidak terdukung. Akibatnya, dapat dikatakan bahwa rasio likuiditas tidak 
memiliki pengaruh pada financial distress. Likuiditas tidak berpengaruh terhadap 
financial distress karena adanya aktiva lancar tinggi pada perusahaan yang 
mengindikasikan adanya dana perusahaan yang tidak digunakan secara tepat dan 
maksimal sehingga menjadi dana terpendam dalam perusahaan yang berbentuk piutang 
tak tertagih. Penelitian ini terdukung oleh penelitian sebelumnya yaitu rasio likuiditas 
tidak berpengaruh terhadap financial distress (Mafiroh & Triyono, 2018), (Rahmawati & 
Herlambang, 2018), (Valentina & Jin, 2021), (Fahlevi & Mukhibad, 2018), dan (Pranita & 
Kristanti, 2020).  

Rasio standar industri likuiditas adalah 2,00, yang berarti bahwa untuk setiap 1,00 
kewajiban lancar perusahaan, tersedia 200 persen aset lancar guna menutupinya, dan 
untuk setiap 0,5 utang, 100 persen aset lancar. tersedia untuk menutupinya. Menurut 
statistik, rata-rata likuiditas perusahaan sampel adalah 0,717, lebih tinggi dari rasio 
likuiditas rata-rata industri, yang menunjukkan bahwa aset lancar perusahaan dapat 
membayar kewajiban jangka pendeknya. Selanjutnya, nilai CR sangat bergantung pada 
jenis bisnis yang dilakukan oleh masing-masing organisasi. Tingginya nilai CR 
disebabkan oleh tingginya jumlah aset lancar perusahaan, seperti persediaan dan 
piutang, perusahaan asuransi yang memiliki jumlah aset lancar yang cukup besar untuk 
menjalankan kegiatan operasionalnya, sehingga menyebabkan rasio likuiditas tidak 
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berpengaruh terhadap terjadinya financial distress pada industri asuransi di Indonesia. 
Selain itu, mengubah piutang premi dan aset lainnya menjadi uang tunai untuk 
mendanai komitmen mereka membutuhkan waktu lama dan bervariasi menurut 
organisasi. Akibatnya, dapat disimpulkan bahwa tidak ada hubungan substansial antara 
likuiditas dan kesulitan keuangan dalam penelitian ini.   

Koefisien regresi rasio leverage diproksikan dengan DAR(X3) adalah sebesar -6.793. 
Dengan asumsi bahwa faktor lain tetap konstan, apabila rasio leverage mengalami 
pengurangan satu satuan, maka kemungkinan korporasi mengalami financial distress 
mengalami penurunan sebesar -6.793. Berdasarkan hasil pengujian variabel profitabilitas 
memiliki nilai signifikansi sebesar 0,000aatau lebih kecil daria0,05 yang menunjukkan 
bahwaaH3aterdukung. Sedangkan nilai koefisiennya negatif. Akibatnya, rasio likuiditas 
dapat dikatakan memiliki dampak besar pada kesulitan keuangan. Penelitian ini 
terdukung oleh penelitian terdahulu yang mengemukakan bahwa rasio leverage 
berpengaruh negatif terhadap financial distress (Rahmawati & Herlambang, 2018) dan 
(Valentina & Jin, 2021).  

Rasio leverage mengindikasikan kemampuan perusahaan guna memenuhi seluruh 
kewajiban jangka pendek dan panjangnya. Karena aset yang dimiliki suatu korporasi 
tidak mampu memenuhi hutangnya, semakin tinggi rasio leverage, semakin besar bahaya 
korporasi mengalami masalah pembayaran pokok pinjaman dan beban bunga. Karena 
rendahnya tingkat keamanan terhadap pengembalian uang yang dipinjamkan, 
perusahaan dengan leverage yang tinggi cenderung untuk menghindari kreditur 
berinvestasi, sehingga mengakibatkan kurangnya kepercayaan di antara pihak-pihak 
yang turut berkepentingan dalam perusahaan. Hal ini akan semakin mempersulit 
korporasi untuk mengamankan pembiayaan untuk membiayai kepentingannya, sehingga 
meningkatkan risiko krisis keuangan.   

  
SIMPULAN  

Berdasarkan riset, kesimpulan yang dapat diambil adalah tidak adanya pengaruh 
signifikan rasio profitabilitas yang diukur dengan ROE terhadap financial distress pada 
perusahaan asuransi di BEI periode 2019-2020, variabel likuiditas yang diukur dengan CR 
tidak berpengaruh signifikan terhadap financial distress perusahaan asuransi di BEI 
tahun periode 2019 -2020, dan rasio leverage yang diukur dengan DAR berpengaruh 
positif signifikan terhadap financial distress perusahaan asuransi di BEI periode 2019-
2020, sesuai dengan temuan penelitian. Hasil keseluruhan Z-Score menunjukkan ada dua 
perusahaan yang diduga bermasalah keuangan sebelum dan selama rentang waktu 
Covid-19. Hasil Z-Score secara keseluruhan menunjukkan adanya dua perusahaan yang 
terindikasi mengalami financial distress sebelum dan masa Covid-19 yakni perusahaan 
Asuransi Harta Aman Pratama Tbk (AHAP) dan Malaca Trust Wuwungan Insurance Tbk 
(MTWI). Dimana Z-Score menunjukkan bahwa perusahaan Asuransi Harta Aman 
Pratama Tbk (AHAP) mengalami financial distress sebelum Covid-19dan berada pada 
kategori grey area pada saat Covid-19. Sedangkan Malaca Trust Wuwungan Insurance 
Tbk (MTWI) berada pada kategori grey area pada masa Covid-19 maupun saat Covid-19.   

Penelitian yang dilakukan masih memiliki kelemahan yang perlu diatasi dan masih 
harus dilengkapi. Keterbatasan dalam penelitian ini mengungkapkan tidak 
berpengaruhnya rasio likuiditas dan profitabilitas yang diakibatkan oleh tingginya aset 
lancar pada perusahaan sampel yang dileliti. Penelitian selanjutnya sebaiknya 
membandingkan pengukuran model Altman, Springate, Zmijewski dalam pengukuran 
financial distress, Penelitian selanjutnya diharapkan juga membandingkan pengaruh 
yang ditimbulkan Financial distress terhadap kemungkinan terjadinya fraud di negara 
lain yang serumpun.   
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berpengaruh terhadap terjadinya financial distress pada industri asuransi di Indonesia. 
Selain itu, mengubah piutang premi dan aset lainnya menjadi uang tunai untuk 
mendanai komitmen mereka membutuhkan waktu lama dan bervariasi menurut 
organisasi. Akibatnya, dapat disimpulkan bahwa tidak ada hubungan substansial antara 
likuiditas dan kesulitan keuangan dalam penelitian ini.   

Koefisien regresi rasio leverage diproksikan dengan DAR(X3) adalah sebesar -6.793. 
Dengan asumsi bahwa faktor lain tetap konstan, apabila rasio leverage mengalami 
pengurangan satu satuan, maka kemungkinan korporasi mengalami financial distress 
mengalami penurunan sebesar -6.793. Berdasarkan hasil pengujian variabel profitabilitas 
memiliki nilai signifikansi sebesar 0,000aatau lebih kecil daria0,05 yang menunjukkan 
bahwaaH3aterdukung. Sedangkan nilai koefisiennya negatif. Akibatnya, rasio likuiditas 
dapat dikatakan memiliki dampak besar pada kesulitan keuangan. Penelitian ini 
terdukung oleh penelitian terdahulu yang mengemukakan bahwa rasio leverage 
berpengaruh negatif terhadap financial distress (Rahmawati & Herlambang, 2018) dan 
(Valentina & Jin, 2021).  

Rasio leverage mengindikasikan kemampuan perusahaan guna memenuhi seluruh 
kewajiban jangka pendek dan panjangnya. Karena aset yang dimiliki suatu korporasi 
tidak mampu memenuhi hutangnya, semakin tinggi rasio leverage, semakin besar bahaya 
korporasi mengalami masalah pembayaran pokok pinjaman dan beban bunga. Karena 
rendahnya tingkat keamanan terhadap pengembalian uang yang dipinjamkan, 
perusahaan dengan leverage yang tinggi cenderung untuk menghindari kreditur 
berinvestasi, sehingga mengakibatkan kurangnya kepercayaan di antara pihak-pihak 
yang turut berkepentingan dalam perusahaan. Hal ini akan semakin mempersulit 
korporasi untuk mengamankan pembiayaan untuk membiayai kepentingannya, sehingga 
meningkatkan risiko krisis keuangan.   

  
SIMPULAN  

Berdasarkan riset, kesimpulan yang dapat diambil adalah tidak adanya pengaruh 
signifikan rasio profitabilitas yang diukur dengan ROE terhadap financial distress pada 
perusahaan asuransi di BEI periode 2019-2020, variabel likuiditas yang diukur dengan CR 
tidak berpengaruh signifikan terhadap financial distress perusahaan asuransi di BEI 
tahun periode 2019 -2020, dan rasio leverage yang diukur dengan DAR berpengaruh 
positif signifikan terhadap financial distress perusahaan asuransi di BEI periode 2019-
2020, sesuai dengan temuan penelitian. Hasil keseluruhan Z-Score menunjukkan ada dua 
perusahaan yang diduga bermasalah keuangan sebelum dan selama rentang waktu 
Covid-19. Hasil Z-Score secara keseluruhan menunjukkan adanya dua perusahaan yang 
terindikasi mengalami financial distress sebelum dan masa Covid-19 yakni perusahaan 
Asuransi Harta Aman Pratama Tbk (AHAP) dan Malaca Trust Wuwungan Insurance Tbk 
(MTWI). Dimana Z-Score menunjukkan bahwa perusahaan Asuransi Harta Aman 
Pratama Tbk (AHAP) mengalami financial distress sebelum Covid-19dan berada pada 
kategori grey area pada saat Covid-19. Sedangkan Malaca Trust Wuwungan Insurance 
Tbk (MTWI) berada pada kategori grey area pada masa Covid-19 maupun saat Covid-19.   

Penelitian yang dilakukan masih memiliki kelemahan yang perlu diatasi dan masih 
harus dilengkapi. Keterbatasan dalam penelitian ini mengungkapkan tidak 
berpengaruhnya rasio likuiditas dan profitabilitas yang diakibatkan oleh tingginya aset 
lancar pada perusahaan sampel yang dileliti. Penelitian selanjutnya sebaiknya 
membandingkan pengukuran model Altman, Springate, Zmijewski dalam pengukuran 
financial distress, Penelitian selanjutnya diharapkan juga membandingkan pengaruh 
yang ditimbulkan Financial distress terhadap kemungkinan terjadinya fraud di negara 
lain yang serumpun.   
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ABSTRAK 
Penelitian ini bertujuan menganalisis pengaruh jumlah kunjungan wisatawan dan 

industri pariwisata pada penerimaan Pajak Hotel Restoran di Wilayah SARBAGITA 
Provinsi Bali. Data yang digunakan adalah data panel tahun 2012-2019 dengan teknik 
analisis jalur. Hasil analisis menunjukan bahwa jumlah kunjungan wisatawan tidak 
berpengaruh pada pajak hotel dan restoran, sedangkan industri pariwisata berpengaruh 
positif. Jumlah kunjungan wisatawan tidak berpengaruh pada PAD di wilayah 
SARBAGITA, industri pariwisata serta pajak hotel restoran berpengaruh positif signifikan 
pada PAD di wilayah SARBAGITA Provinsi Bali. Pajak hotel dan restoran tidak memediasi 
pengaruh jumlah kunjungan wisatawan pada PAD di wilayah SARBAGITA Provinsi Bali. 
Namun pajak hotel dan restoran memediasi pengaruh industri pariwisata pada PAD di 
wilayah SARBAGITA Provinsi Bali.  
Kata Kunci:  Kunjungan Wisatawan; Industri Pariwisata; Pajak Hotel Restoran; PAD.  

    
ABSTRACT 

This study aims to analyze the effect of the number of tourist visits and the tourism 
industry on hotel restaurant tax receipts in the SARBAGITA Region, Bali Province. The 
data used is panel data for 2012-2019 with path analysis techniques. The results of the 
analysis show that the number of tourist visits has no effect on hotel and restaurant taxes; 
while the tourism industry has a positive effect. The number of tourist visits has no effect 
on PAD in the SARBAGITA area; the tourism industry and hotel and restaurant taxes have 
a significant positive effect on PAD in the SARBAGITA region of Bali Province. Hotel and 
restaurant taxes do not mediate the effect of the number of tourist visits on PAD in the 
SARBAGITA area of Bali Province. However, hotel and restaurant taxes mediate the 
influence of the tourism industry on PAD in the SARBAGITA area of Bali Province.  
Keywords: Tourist Visits; Tourism Industry; Hotel Restaurant Taxes; PAD.  

    
PENDAHULUAN  

Bali merupakan salah satu provinsi di Indonesia yang telah merasakan dampak 
diberlakukannya kebijakan otonomi daerah. Sistem otonomi daerah menyebabkan 
pemerintah daerah diberikan wewenang untuk mengatur rumah tangganya sendiri dan 
mengurangi campur tangan pemerintah pusat. Kebijakan ini didukung dengan 
dikeluarkannya Undang-Undang No. 22 Tahun 1999 (kemudian menjadi Undang-Undang 
No. 32 Tahun 2004) tentang pemerintahan daerah dan Undang-Undang Nomor 25 
Tahun 1999 (kemudian menjadi UndangUndang No. 33 Tahun 2004) tentang 
perimbangan keuangan antara pemerintah pusat dan pemerintah daerah.  

Penyerahan, pelimpahan, dan penugasan urusan pemerintah kepada daerah secara 
nyata dan bertanggung jawab dalam rangka penyelenggaraan otonomi daerah harus 
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diikuti dengan peraturan, pembagian, dan pemanfaatan sumber daya nasional secara 
adil, termasuk perimbangan keuangan antara pemerintah pusat dan pemerintah daerah. 
Penyelenggaraan pemerintahan dan pelayanan harus dijalankan dengan berdasarkan 
pada prinsip-prinsip transparasi, partisipasi, dan akuntabilitas. Indonesia memiliki 
tujuan untuk mewujudkan suatu masyarakat yang adil dan makmur sesuai dengan 
Pancasila dan UndangUndang Dasar 1945. Tujuan ini menjadi landasan pemerintah untuk 
menjamin stabilitas pertumbuhan dan pemerataan di bidang ekonomi. Desentralisasi 
fiskal juga diharapkan dapat mendorong pertumbuhan ekonomi dan pendapatan 
perkapita yang lebih tinggi, sehingga meningkatkan potensi untuk mengurangi 
kemiskinan (Miranti, R., Duncan, A., & Cassells, 2014). Peraturan Daerah Tentang 
Rencana Tata Ruang Wilayah Provinsi Bali Tahun 2009 – 2029, pada pasal 9 ayat 2 
disebutkan mengenai strategi pengembangan sistem pelayanan pusat-pusat perkotaan 
dan pusat-pusat pertumbuhan ekonomi wilayah yang proporsional, merata dan 
hierarkhis yang mencakup sistem perkotaan Bali Selatan dengan pusat pelayanan 
Kawasan Perkotaan Denpasar-Badung-Gianyar-Tabanan (SARBAGITA) yang berfungsi 
sebagai Pusat Kegiatan Nasional (PKN) dan mendorong kawasan perkotaan sebagai pusat 
pertumbuhan perekonomian agar lebih kompetitif dan lebih efektif dalam 
pengembangan wilayah serta Pendapatan Asli Daerah.  

Pendapatan Asli Daerah (PAD) merupakan salah satu sumber pembelanjaan daerah. 
Jika PAD meningkat, maka dana yang dimiliki oleh pemerintah daerah akan lebih tinggi 
dan tingkat kemandirian daerah akan meningkat pula, sehingga pemerintah daerah akan 
berinisiatif untuk lebih menggali potensi - potensi daerah dan meningkatkan 
pertumbuhan ekonomi (Andriani, R. N. R., & Wahid, 2018). (Lalas, S., & Prima, 2019) 
mengartikan pendapatan asli daerah adalah penerimaan daerah dari pemungutan atas 
dasar tata tertib daerah yang berdasarkan pada susunan perundang-undangan. (Wati, M. 
R., & Fajar, 2017) menyatakan besarnya PAD menunjukkan kemampuan daerah untuk 
memenuhi kebutuhannya sendiri dan memelihara serta mendukung hasil-hasil 
pembangunan yang telah dilaksanakan dan yang akan dilaksanakan di masa yang akan 
datang.  

Pendapatan Asli Daerah dapat mendukung fungsi pemerintah daerah. Pendapatan 
Asli Daerah adalah penerimaan yang didapat dari sumber-sumber di wilayahnya sendiri 
yang dipungut berdasarkan peraturan daerah yang sesuai dengan peraturan perundang-
undangan yang berlaku. Pemerintah daerah secara finansial harus independen terhadap 
pemerintah pusat yakni dengan cara menggali sebanyak-banyaknya sumber-sumber 
PAD seperti pajak, retribusi, dan lain sebagainya (Candrasari, A., & Ngumar, 2016). PAD 
Kabupaten/Kota Wilayah SARBAGITA di Provinsi Bali dari tahun 2012-2019 disajikan 
pada Tabel 1 berikut.  

Tabel 1. Jumlah PAD di Wilayah SARBAGITA Provinsi Bali Tahun 2012-2019 (ribu 
rupiah) 

Tahun Kota 
Denpasar 

Kabupaten 
Badung 

Kabupaten 
Gianyar 

Kabupaten 
Tabanan Jumlah 

2012 511.326.621 1.870.187.279 261.222.178 183.295.007 2.826.031.085 
2013 658.974.707 2.279.113.502 319.612.005 255.418.218 3.513.118.432 
2014 698.739.758 2.722.625.563 424.472.546 273.426.482 4.119.264.349 
2015 776.214.149 3.001.464.263 45.721.018 300.799.021 4.124.198.451 
2016 807.050.192 3.563.459.640 529.864.618 318.083.799 5.218.458.249 
2017 1.008.710.712 4.172.457.396 662.753.475 426.635.751 6.270.557.334 
2018 940.110.335 4.555.716.407 770.204.849 363.370.469 6.629.402.060 
2019 1.010.779.481 4.835.188.460 997.478.368 354.558.239 7.198.004.548 

Sumber: Badan Pusat Statistik Provinsi Bali, 2021 
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diikuti dengan peraturan, pembagian, dan pemanfaatan sumber daya nasional secara 
adil, termasuk perimbangan keuangan antara pemerintah pusat dan pemerintah daerah. 
Penyelenggaraan pemerintahan dan pelayanan harus dijalankan dengan berdasarkan 
pada prinsip-prinsip transparasi, partisipasi, dan akuntabilitas. Indonesia memiliki 
tujuan untuk mewujudkan suatu masyarakat yang adil dan makmur sesuai dengan 
Pancasila dan UndangUndang Dasar 1945. Tujuan ini menjadi landasan pemerintah untuk 
menjamin stabilitas pertumbuhan dan pemerataan di bidang ekonomi. Desentralisasi 
fiskal juga diharapkan dapat mendorong pertumbuhan ekonomi dan pendapatan 
perkapita yang lebih tinggi, sehingga meningkatkan potensi untuk mengurangi 
kemiskinan (Miranti, R., Duncan, A., & Cassells, 2014). Peraturan Daerah Tentang 
Rencana Tata Ruang Wilayah Provinsi Bali Tahun 2009 – 2029, pada pasal 9 ayat 2 
disebutkan mengenai strategi pengembangan sistem pelayanan pusat-pusat perkotaan 
dan pusat-pusat pertumbuhan ekonomi wilayah yang proporsional, merata dan 
hierarkhis yang mencakup sistem perkotaan Bali Selatan dengan pusat pelayanan 
Kawasan Perkotaan Denpasar-Badung-Gianyar-Tabanan (SARBAGITA) yang berfungsi 
sebagai Pusat Kegiatan Nasional (PKN) dan mendorong kawasan perkotaan sebagai pusat 
pertumbuhan perekonomian agar lebih kompetitif dan lebih efektif dalam 
pengembangan wilayah serta Pendapatan Asli Daerah.  

Pendapatan Asli Daerah (PAD) merupakan salah satu sumber pembelanjaan daerah. 
Jika PAD meningkat, maka dana yang dimiliki oleh pemerintah daerah akan lebih tinggi 
dan tingkat kemandirian daerah akan meningkat pula, sehingga pemerintah daerah akan 
berinisiatif untuk lebih menggali potensi - potensi daerah dan meningkatkan 
pertumbuhan ekonomi (Andriani, R. N. R., & Wahid, 2018). (Lalas, S., & Prima, 2019) 
mengartikan pendapatan asli daerah adalah penerimaan daerah dari pemungutan atas 
dasar tata tertib daerah yang berdasarkan pada susunan perundang-undangan. (Wati, M. 
R., & Fajar, 2017) menyatakan besarnya PAD menunjukkan kemampuan daerah untuk 
memenuhi kebutuhannya sendiri dan memelihara serta mendukung hasil-hasil 
pembangunan yang telah dilaksanakan dan yang akan dilaksanakan di masa yang akan 
datang.  

Pendapatan Asli Daerah dapat mendukung fungsi pemerintah daerah. Pendapatan 
Asli Daerah adalah penerimaan yang didapat dari sumber-sumber di wilayahnya sendiri 
yang dipungut berdasarkan peraturan daerah yang sesuai dengan peraturan perundang-
undangan yang berlaku. Pemerintah daerah secara finansial harus independen terhadap 
pemerintah pusat yakni dengan cara menggali sebanyak-banyaknya sumber-sumber 
PAD seperti pajak, retribusi, dan lain sebagainya (Candrasari, A., & Ngumar, 2016). PAD 
Kabupaten/Kota Wilayah SARBAGITA di Provinsi Bali dari tahun 2012-2019 disajikan 
pada Tabel 1 berikut.  

Tabel 1. Jumlah PAD di Wilayah SARBAGITA Provinsi Bali Tahun 2012-2019 (ribu 
rupiah) 

Tahun Kota 
Denpasar 

Kabupaten 
Badung 

Kabupaten 
Gianyar 

Kabupaten 
Tabanan Jumlah 

2012 511.326.621 1.870.187.279 261.222.178 183.295.007 2.826.031.085 
2013 658.974.707 2.279.113.502 319.612.005 255.418.218 3.513.118.432 
2014 698.739.758 2.722.625.563 424.472.546 273.426.482 4.119.264.349 
2015 776.214.149 3.001.464.263 45.721.018 300.799.021 4.124.198.451 
2016 807.050.192 3.563.459.640 529.864.618 318.083.799 5.218.458.249 
2017 1.008.710.712 4.172.457.396 662.753.475 426.635.751 6.270.557.334 
2018 940.110.335 4.555.716.407 770.204.849 363.370.469 6.629.402.060 
2019 1.010.779.481 4.835.188.460 997.478.368 354.558.239 7.198.004.548 

Sumber: Badan Pusat Statistik Provinsi Bali, 2021 
 

 Tabel  1 menunjukkan bahwa  PAD yang diperoleh Kabupaten/KotaWilayah 
SARBAGITAdi Provinsi Bali dari tahun 2012 sampai dengan tahun 2019 mengalami 
peningkatan. Pada tahun 2012 PAD yang diperoleh Kabupaten/Kota Wilayah SARBAGITA 
Provinsi Bali sebesar 2.826.031.085 triliun rupiah, kemudian pada tahun 2019 PAD 
diperoleh sebesar 7.198.004.548 triliun rupiah. Kabupaten Badung sebagai kabupaten di 
Wilayah SARBAGITA Provinsi Bali yang paling banyak memperoleh PAD setiap tahunnya, 
sementara kabupaten yang paling sedikit memperoleh PAD pada Wilayah SARBAGITA 
adalah kabupaten Gianyar (Malonza, R., & Walaba, 2016)  

Sumber PAD terbesar kabupaten/kotaWilayah SARBAGITA di Provinsi Bali 
bersumber dari pajak daerah yaitu pajak hotel dan restoran. Pajak Hotel dan Pajak 
Restoran memberikan kontribusi yang nyata terhadap nilai Pajak Daerah dimana Pajak 
daerah merupakan salah satu sumber Pendapatan Asli Daerah yang memberikan 
kontribusi terbesar dibandingkan dengan jenis pendapatan yang berasal dari Retribusi, 
Bagian Laba Perusahaan Daerah dan Pendapatan Asli Daerah lainnya. Pajak daerah 
adalah sumber pendapatan yang sangat menjanjikan bagi daerah di era otonomi daerah. 
Pemerintah daerah memegang peran terbesar dalam hal perpajakan, khususnya pajak 
daerah.  

Pajak mampu berperan sebagai mediasi untuk pemerintah guna meningkatkan 
pendapatan daerah. Apabila jumlah kunjungan wisatawan meningkat pastinya wisatawan 
akan melakukan konsumsi ditempat dia melakukan wisata, seperti menginap di hotel dan 
makan di restoran. Dengan ditetapkannya tarif Pajak Hotel dan Pajak Restoran sebesar 
10 persen, maka setiap hotel dan restoran akan memberikan 10 persen dari pendapatan 
atas jasa hotel dan pelayanan restoran kepada pemerintah daerah. Pajak Hotel dan Pajak 
Restoran memberikan kontribusi yang cukup besar bila dilihat dari komponen pajak 
daerah. Berdasarkan Undang-Undang No. 28 Tahun 2009 tentang Pajak Daerah dan 
Retribusi Daerah, yang merupakan penyempurnaan Undang-Undang No. 34 Tahun 2004 
tentang Pajak Daerah dan Retribusi Daerah, dijelaskan bahwa pajak hotel adalah pajak 
atas pelayanan yang disediakan oleh hotel serta mencakup seluruh persewaan di hotel.  

Pariwisata adalah kunci keberhasilan dalam hal meningkatkan penerimaan daerah. 
(Anugrah, K., & Sudarmayasa, 2017) menyebutkan pariwisata berperan meningkatkan 
perekonomian suatu negara, baik sebagai sumber penerimaan devisa maupun 
penciptaan lapangan kerja. Sektor pariwisata akan membantu proses pembangunan dan 
pengembangan wilayah sebagai sumber pendapatan daerah. Menurut (Malonza, R., & 
Walaba, 2016) promosi industri pariwisata merupakan strategi ampuh dalam 
meningkatkan perekonomian daerah.  

Pulau Bali merupakan barometer pariwisata dengan keindahan alam dan keunikan 
budayanya. Kabupaten/Kota di Provinsi Bali memiliki industri parwisata yang bervariasi, 
yaitu berupa perbukitan, pegunungan, persawahan dan pantai yang banyak digemari 
oleh wisatawan, dimana pada keberadaan objek-objek wisata tersebut, diikuti juga oleh 
keberadaan industri pariwisata lainnya seperti hotel dan restoran. Jumlah kunjungan 
wisatawan dan peningkatan pemanfaatan daerah tujuan wisata merupakan bagian 
penting dalam industri pariwisata. Menurut (Wirawati, N. G. P., & Putra, 2019) pariwisata 
memiliki dampak positif dalam pembangunan ekonomi yaitu, berdampak kepada 
penciptaan lapangan kerja, sumber devisa negara dan distribusi pembangunan. Menurut 
(Harefa, 2020), meningkatnya jumlah kunjungan wisatawan berperan kepada 
pembangunan daerah, yakni dalam pengalokasian belanja modal sebagai sumber 
pembiayaaan pemerintah daerah menciptakan pelayanan publik. (Setiawan, 2016) 
menyatakan, jumlah kunjungan wisatawan akan dapat mempengaruhi perekonomian 
masyarakat dan turut membantu dalam pembiayaan penyelenggaraan pembangunan 
daerah (Sulistianingtyas, V., Rosidi, R., & Subekti, 2018).  

Sebagai destinasi pariwisata, pemerintah kabupaten/kota di provinsi Bali dan para 
investor telah menyediakan sarana dan prasarana pada setiap obyek wisata. Industri 
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pariwisata khususnya hotel dan restoran berkembang di berbagai daerah 
Kabupaten/Kota di Provinsi Bali, seiring dengan bertambahnya kunjungan wisatawan ke 
Bali. Berdasarkan latar belakang tersebut, peneliti ingin melakukan penelitian tentang 
pengaruh jumlah kunjungan wisatawan dan industri pariwisata pada penerimaan pajak 
hotel dan pajak restoran serta pendapatan asli daerah di wilayah SARBAGITA Provinsi 
Bali.  

Penelitian ini memiliki tujuan untuk mengetahui pengaruh Jumlah Kunjungan 
Wisatawan dan Industri Pariwisata pada Penerimaan Pajak Hotel dan Pajak Restoran di 
Kabupaten/KotaWilayah SARBAGITA Provinsi Bali?; Bagaimana pengaruh jumlah 
Kunjungan Wisatawan, Industri Pariwisata dan Penerimaan Pajak Hotel dan Pajak 
Restoran pada PAD di Kabupaten/Kota Wilayah SARBAGITA Provinsi Bali?; Apakah 
Penerimaan Pajak Hotel dan Pajak Restoran memediasi Pengaruh Jumlah Kunjungan 
Wisatawan dan Industri Pariwisata pada PAD Kabupaten/Kota Wilayah SARBAGITA 
Provinsi Bali?.  

Teori Kontribusi dapat diberikan dalam berbagai bidang yaitu pemikiran, 
kepemimpinan, profesionalisme, finansial, dan lainnya (Anam & Andini, 2016) sehingga 
pajak sebagai kontribusi yaitu pajak merupakan kotribusi wajib kepada Negara atau 
daerah dimana hal ini akan sangat membantu pembangunan Negara, karena dengan 
pajak, sumber dana yang diperuntukkan bagi pembiayaan pengeluaran-pengeluaran 
pemerintah dalam pembangunan Negara terbantu dengan adanya pajak.  

Pengertian pajak daerah dalam Peraturan Daerah (PERDA) No. 6 Tahun 2010 
Tentang Ketentuan Umum Pajak Daerah (KUPD): Pajak Daerah yang selanjutnya disebut 
Pajak adalah kontribusi wajib kepada Daerah yang terutang oleh orang pribadi atau 
badan yang bersifat memaksa berdasarkan UndangUndang dengan tidak mendapatkan 
imbalan secara langsung dan digunakan untuk keperluan Daerah bagi sebesar-besarnya 
kernakmuran rakyat. Pengertian Pajak Hotel adalah pajak atas pelayanan yang 
disediakan oleh hotel. Hotel adalah fasilitas penyedia jasa penginapanl peristirahatan 
termasuk jasa terkait lainnya dengan dipungut bayaran, yang mencakup juga motel, 
losmen, gubuk pariwisata, wisma pariwisata, pesanggrahan, rumah penginapan dan 
sejenisnya, serta rumah kos dengan jurnlah kamar lebih dari 10 (sepuluh). Pajak Restoran 
adalah pajak atas pelayanan yang disediakan restoran, artinya restoran adalah fasilitas 
penyedia makanan dan minuman dengan dipungut bayaran yang mencakup juga rumah 
makan, kafe, kantin, warung, bar, dan sejenisnya.  

Pendapatan Asli Daerah (PAD) berdasarkan Undang-Undang Nomor 33 Tahun 2004 
tentang Perimbangan Keuangan Antara Pusat dan Daerah Pasal 1 angka 18 bahwa: 
“Pendapatan asli daerah, selanjutnya disebut PAD adalah pendapatan yang diperoleh 
daerah yang dipungut berdasarkan peraturan daerah sesuai dengan peraturan 
perundang-undangan”. Pengertian pendapatan daerah menurut penjelasan UU No.33 
Tahun 2004 bahwa: “Pendapatan Asli Daerah (PAD) merupakan pendapatan daerah yang 
bersumber dari hasil pajak daerah, hasil retribusi Daerah, basil pengelolaan kekayaan 
daerah yang dipisahkan, dan lain-lain pendapatan asli daerah yang sah, yang bertujuan 
untuk memberikan keleluasaan kepada daerah dalam menggali pendanaan dalam 
pelaksanaan otonomi daerah sebagai mewujudan asas desentralisasi”.  

Industri pariwisata merupakan industri yang sifatnya menyerap kebutuhan tenaga 
orang tidak hanya mementingkan mesin-mesin saja. Beberapa usaha-usaha yang 
termasuk dalam industri pariwisata yang dapat mempengaruhi penyerapan tenaga kerja 
dari sektor pariwisata yaitu, hotel, rumah makan dan restoran, took souvenir dan jumlah 
biro perjalanan wisata (Soritua, 2017). (Swantara & Darsana, 2017) menyebutkan bahwa 
pengertian wisatawan nusantara, yaitu wisatawan dalam negeri atau wisatawan 
domestic sedangkan wisatawan mancanegara, yaitu warga negara suatu negara yang 
mengadakan perjalanan wisata keluar dari lingkungan negaranya dan memasuki negara 
lain.  
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pariwisata khususnya hotel dan restoran berkembang di berbagai daerah 
Kabupaten/Kota di Provinsi Bali, seiring dengan bertambahnya kunjungan wisatawan ke 
Bali. Berdasarkan latar belakang tersebut, peneliti ingin melakukan penelitian tentang 
pengaruh jumlah kunjungan wisatawan dan industri pariwisata pada penerimaan pajak 
hotel dan pajak restoran serta pendapatan asli daerah di wilayah SARBAGITA Provinsi 
Bali.  

Penelitian ini memiliki tujuan untuk mengetahui pengaruh Jumlah Kunjungan 
Wisatawan dan Industri Pariwisata pada Penerimaan Pajak Hotel dan Pajak Restoran di 
Kabupaten/KotaWilayah SARBAGITA Provinsi Bali?; Bagaimana pengaruh jumlah 
Kunjungan Wisatawan, Industri Pariwisata dan Penerimaan Pajak Hotel dan Pajak 
Restoran pada PAD di Kabupaten/Kota Wilayah SARBAGITA Provinsi Bali?; Apakah 
Penerimaan Pajak Hotel dan Pajak Restoran memediasi Pengaruh Jumlah Kunjungan 
Wisatawan dan Industri Pariwisata pada PAD Kabupaten/Kota Wilayah SARBAGITA 
Provinsi Bali?.  

Teori Kontribusi dapat diberikan dalam berbagai bidang yaitu pemikiran, 
kepemimpinan, profesionalisme, finansial, dan lainnya (Anam & Andini, 2016) sehingga 
pajak sebagai kontribusi yaitu pajak merupakan kotribusi wajib kepada Negara atau 
daerah dimana hal ini akan sangat membantu pembangunan Negara, karena dengan 
pajak, sumber dana yang diperuntukkan bagi pembiayaan pengeluaran-pengeluaran 
pemerintah dalam pembangunan Negara terbantu dengan adanya pajak.  

Pengertian pajak daerah dalam Peraturan Daerah (PERDA) No. 6 Tahun 2010 
Tentang Ketentuan Umum Pajak Daerah (KUPD): Pajak Daerah yang selanjutnya disebut 
Pajak adalah kontribusi wajib kepada Daerah yang terutang oleh orang pribadi atau 
badan yang bersifat memaksa berdasarkan UndangUndang dengan tidak mendapatkan 
imbalan secara langsung dan digunakan untuk keperluan Daerah bagi sebesar-besarnya 
kernakmuran rakyat. Pengertian Pajak Hotel adalah pajak atas pelayanan yang 
disediakan oleh hotel. Hotel adalah fasilitas penyedia jasa penginapanl peristirahatan 
termasuk jasa terkait lainnya dengan dipungut bayaran, yang mencakup juga motel, 
losmen, gubuk pariwisata, wisma pariwisata, pesanggrahan, rumah penginapan dan 
sejenisnya, serta rumah kos dengan jurnlah kamar lebih dari 10 (sepuluh). Pajak Restoran 
adalah pajak atas pelayanan yang disediakan restoran, artinya restoran adalah fasilitas 
penyedia makanan dan minuman dengan dipungut bayaran yang mencakup juga rumah 
makan, kafe, kantin, warung, bar, dan sejenisnya.  

Pendapatan Asli Daerah (PAD) berdasarkan Undang-Undang Nomor 33 Tahun 2004 
tentang Perimbangan Keuangan Antara Pusat dan Daerah Pasal 1 angka 18 bahwa: 
“Pendapatan asli daerah, selanjutnya disebut PAD adalah pendapatan yang diperoleh 
daerah yang dipungut berdasarkan peraturan daerah sesuai dengan peraturan 
perundang-undangan”. Pengertian pendapatan daerah menurut penjelasan UU No.33 
Tahun 2004 bahwa: “Pendapatan Asli Daerah (PAD) merupakan pendapatan daerah yang 
bersumber dari hasil pajak daerah, hasil retribusi Daerah, basil pengelolaan kekayaan 
daerah yang dipisahkan, dan lain-lain pendapatan asli daerah yang sah, yang bertujuan 
untuk memberikan keleluasaan kepada daerah dalam menggali pendanaan dalam 
pelaksanaan otonomi daerah sebagai mewujudan asas desentralisasi”.  

Industri pariwisata merupakan industri yang sifatnya menyerap kebutuhan tenaga 
orang tidak hanya mementingkan mesin-mesin saja. Beberapa usaha-usaha yang 
termasuk dalam industri pariwisata yang dapat mempengaruhi penyerapan tenaga kerja 
dari sektor pariwisata yaitu, hotel, rumah makan dan restoran, took souvenir dan jumlah 
biro perjalanan wisata (Soritua, 2017). (Swantara & Darsana, 2017) menyebutkan bahwa 
pengertian wisatawan nusantara, yaitu wisatawan dalam negeri atau wisatawan 
domestic sedangkan wisatawan mancanegara, yaitu warga negara suatu negara yang 
mengadakan perjalanan wisata keluar dari lingkungan negaranya dan memasuki negara 
lain.  

Pengaruh Jumlah Kunjungan Wisatawan dan Industri Pariwisata terhadap 
Penerimaan Pajak Hotel dan Pajak Restoran. Austriana (2005) semakin lama wisatawan 
tinggal di suatu daerah tujuan wisata, maka semakin banyak pula uang yang dibelanjakan 
di daerah tujuan wisata tersebut, paling sedikit untuk keperluan makan, minum dan 
penginapan selama tinggal di daerah tersebut. Berbagai macam kebutuhan wisatawan 
selama perjalanan wisatanya akan menimbulkan gejala konsumtif untuk produk-produk 
yang ada di daerah tujuan wisata. Dengan adanya kegiatan konsumtif baik dari 
wisatawan mancanegara maupun domestik, maka akan memperbesar pendapatan dari 
pajak hotel dan restoran suatu daerah. Junior (2018) menyatakan bahwa salah satu faktor 
yang secara teoritis mempengaruhi penerimaan Pajak Hotel dan Restoran adalah jumlah 
wisatawan. Nuryani (2010) dalam penelitiannya menyatakan bahwa salah satu variabel 
penelitian yang mempengaruhi penerimaan pajak hotel adalah jumlah hotel. Ardiansyah 
(2005) melalui penelitiannya menemukan bahwa jumlah hotel berpengaruh signifikan 
terhadap penerimaan Pajak Hotel dan Restoran. Keberadaan rumah penginapan/hotel 
dan restoran yang terdapat di suatu daerah akan memberikan keuntungan bagi 
Pemerintah Daerah, yaitu melalui penerimaan Pajak Hotel dan Pajak Restoran. Penelitian 
ini terkait dengan teori kontribusi, dengan adanya Peraturan Daerah yang mengatur 
tentang pengenaan pajak kepada pengguna jasa hotel dan restoran, keberadaan jumlah 
hotel dan restoran yang ada di suatu wilayah kota juga menguntungkan bagi pemerintah, 
apabila jumlah hotel dan restoran bertambah maka diharapkan dapat meningkatkan 
penerimaan Pajak Hotel dan Pajak Restoran. Berdasarkan teori dan hasil penelitian-
penelitian terdahulu, maka dapat dirumuskan hipotesis berikut.   

H1: Jumlah kunjungan wisatawan dan industri pariwisata berpengaruh positif 
terhadap penerimaan Pajak Hotel dan Pajak Restoran.  

Pengaruh Jumlah Kunjungan Wisatawan, Industri Pariwisata dan Penerimaan Pajak 
Hotel dan Pajak Restoran terhadap PAD. Menurut Windriyaningrum (2013), semakin lama 
wisatawan tinggal di suatu daerah tujuan wisata, maka semakin banyak pula uang yang 
dibelanjakan di daerah tujuan wisata tersebut, paling sedikit untuk keperluan makan, 
minum dan penginapan selama tinggal di daerah tersebut. Berbagai macam kebutuhan 
wisatawan selama perjalanan wisatanya akan menimbulkan gejala konsumtif untuk 
produk-produk yang ada di daerah tujuan wisata. Menurut teori kontribusi, jika 
wisatawan banyak berkunjung, semakin besar pula pendapatan dari berbagai retribusi 
dan pajak yang diperoleh. Pemerintah Daerah bertangung jawab untuk melaksanakan 
pembangunan dan pelayanan terhadap masyarakat didaerahnya. Untuk mewujudkan 
tugasnya tersebut maka Pemerintah Daerah harus memiliki sumber keuangan yang 
cukup dan memadai karena untuk pelaksanaan pembangunan daerah diperlukan biaya 
yang besar. Salah satu sumber keuangan untuk penyelenggaraan pembangunan daerah 
tersebut adalah Pajak Daerah. Untuk dapat membiayai pembangunan daerah, 
pemerintah daerah harus meningkatkan pendapatan asli daerah yaitu dengan cara 
meningkatkan daya guna dan hasil guna penyelenggaraan pemerintah di daerah. Dan 
mengingat pentingnya Pajak  

Hotel dan Restoran, kedua pajak tersebut dapat berpotensi untuk meningkatkan 
Pendapatan Asli Daerah (PAD) sehingga dapat digunakan untuk penyelenggaraan 
pemerintah di daerah dan sebagai sumber dana bagi pelaksanaan pembangunan. Hasil 
penelitian Dewi et al. (2017) dan Tirtawati (2011) menyatakan bahwa penerimaan pajak 
hotel dan pajak restoran berpengaruh positif signifikan terhadap Pendapatan Asli Daerah 
(PAD). Berdasarkan landasan teori dan hasil penelitian-penelitian terdahulu maka dapat 
dirumuskan hipotesis seperti berikut.  

H2: Jumlah Kunjungan Wisatawan, Industri Pariwisata dan Penerimaan Pajak Hotel 
dan Pajak Restoran berpengaruh positif terhadap PAD.  

Pengaruh Penerimaan Pajak Hotel dan Pajak Restoran dalam memediasi Jumlah 
Kunjungan Wisatawan dan Industri Pariwisata terhadap PAD. Menurut penelitian yang 
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dilakukan oleh Dewi et al. (2017) menunjukkan bahwa jumlah kunjungan wisatawan 
berpengaruh positif terhadap penerimaan Pajak Hotel dan Pajak Restoran di kabupaten 
Gianyar. Koefisien regresi jumlah kunjungan wisatawan sebesar 0,902, ini berarti bahwa 
jika jumlah kunjungan wisatawan bertambah satu orang, maka penerimaan pajak hotel 
akan meningkat sebesar 902 rupiah. Nilai koefisien regresi jumlah kunjungan wisatawan 
sebesar 0,960 memiliki arti bahwa jika jumlah kunjungan wisatawan bertambah satu 
orang, maka penerimaan pajak restoran naik sebesar 960 rupiah. Menurut penelitian 
yang dilakukan oleh (Junior, 2018) menunjukkan bahwa jumlah kunjungan wisatawan 
berpengaruh positif dan signifikan terhadap PAD Provinsi Yogyakarta. Menurut penulis 
berdasarkan pada data penelitian kunjungan wisatawan ke Daerah Istimewa Yogyakarta 
selama tahun 2013-2016 telah mengalami kenaikan jumlah pengunjung hampir disetiap 
tahunnya. Tidak hanya pada jumlah kunjungan wisatawan, namun pada pendapatan asli 
daerah Provinsi Yogyakarta juga mengalami kenaikan hampir di setiap tahunnya selama 
tahun 2013-2016. Berdasarkan penelitian (Swantara & Darsana, 2017), apabila jumlah 
rumah penginapan bertambah maka diharapkan dapat meningkatkan penerimaan pajak 
hotel dan restoran. (Suarjana & Yintayani, 2018) dalam penelitiannya menyatakan bahwa 
salah satu variabel penelitian yang mempengaruhi penerimaan pajak hotel dan restoran 
adalah jumlah hotel dan restoran itu sendiri. Ardiansyah (2005) melalui penelitiannya 
menemukan bahwa jumlah hotel dan restoran berpengaruh signifikan terhadap 
penerimaan Pajak Hotel dan Restoran. Menurut penelitian yang dilakukan oleh Soritua 
(2017) variabel industri pariwisata yang dalam hal ini variabel yang digunakan adalah 
variabel jumlah hotel dan restoran, hasil yang diperoleh adalah berpengaruh positif dan 
signifikan terhadap pendapatan asli daerah sektor pariwisata di Daerah Istimewa 
Yogyakarta. Menurut penelitian yang dilakukan oleh (Swantara & Darsana, 2017) terdapat 
pengaruh signifikan antara penerimaan Pajak Hotel dan Restoran terhadap Pendapatan 
Asli Daerah. Hasil ini juga menyimpulkan bahwa penerimaan Pajak Hotel dan Restoran 
berpengaruh terhadap Pendapatan Asli Daerah. Berdasarkan teori dan hasil penelitian 
sebelumnya tersebut, maka dapat dirumuskan hipotesis berikut.   

H3: Penerimaan Pajak Hotel dan Pajak Restoran memediasi pengaruh jumlah 
kunjungan wisatawan dan industri pariwisata terhadap PAD.  

  
METODE PENELITIAN  

Penelitian dilakukan pada Kabupaten/Kota wilayah SARBAGITA Provinsi Bali 
dengan menggunakan data-data yang dikeluarkan Badan Pusat Statistik yang terkait 
dengan objek penelitian. Penelitian ini memfokuskan kajian pada empat variabel utama 
yaitu jumlah kunjungan wisatawan, industri pariwisata, penerimaan PHR dan PAD di 
wilayah SARBAGITA Provinsi Bali periode 20122019. Teknik analisis data yang digunakan 
untuk pemecahan masalah dalam penelitian ini adalah dengan menggunakan teknik 
analisis kuantitatif dengan bantuan program Statistical Product and Service Solutions 
(SPSS) versi 21. Metode analisis yang digunakan dalam penelitian ini adalah metode 
analisis jalur (path analysis). Model persamaan model struktural dirumuskan dalam 
bentuk persamaan sebagai berikut.  

  
Struktur I  
𝑌𝑌1 = 𝑏𝑏1𝑋𝑋1 + 𝑏𝑏2𝑋𝑋2 + 𝑒𝑒1…………………………………………………………………....(1)  
Struktur II  
𝑌𝑌2 = 𝑏𝑏3𝑋𝑋1 + 𝑏𝑏4𝑋𝑋2 + 𝑏𝑏5𝑌𝑌1 + 𝑒𝑒2…………………………………………………………….(2) Keterangan:   
 Y1   = Penerimaan Pajak Hotel dan Pajak Restoran  
 Y2   = PAD  
X1  = Jumlah kunjungan wisatawan X2  = Industri pariwisata e1 & e2  = Standar Error  
b1 -b5 = Koefisien jalur masing-masing variabel  
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dilakukan oleh Dewi et al. (2017) menunjukkan bahwa jumlah kunjungan wisatawan 
berpengaruh positif terhadap penerimaan Pajak Hotel dan Pajak Restoran di kabupaten 
Gianyar. Koefisien regresi jumlah kunjungan wisatawan sebesar 0,902, ini berarti bahwa 
jika jumlah kunjungan wisatawan bertambah satu orang, maka penerimaan pajak hotel 
akan meningkat sebesar 902 rupiah. Nilai koefisien regresi jumlah kunjungan wisatawan 
sebesar 0,960 memiliki arti bahwa jika jumlah kunjungan wisatawan bertambah satu 
orang, maka penerimaan pajak restoran naik sebesar 960 rupiah. Menurut penelitian 
yang dilakukan oleh (Junior, 2018) menunjukkan bahwa jumlah kunjungan wisatawan 
berpengaruh positif dan signifikan terhadap PAD Provinsi Yogyakarta. Menurut penulis 
berdasarkan pada data penelitian kunjungan wisatawan ke Daerah Istimewa Yogyakarta 
selama tahun 2013-2016 telah mengalami kenaikan jumlah pengunjung hampir disetiap 
tahunnya. Tidak hanya pada jumlah kunjungan wisatawan, namun pada pendapatan asli 
daerah Provinsi Yogyakarta juga mengalami kenaikan hampir di setiap tahunnya selama 
tahun 2013-2016. Berdasarkan penelitian (Swantara & Darsana, 2017), apabila jumlah 
rumah penginapan bertambah maka diharapkan dapat meningkatkan penerimaan pajak 
hotel dan restoran. (Suarjana & Yintayani, 2018) dalam penelitiannya menyatakan bahwa 
salah satu variabel penelitian yang mempengaruhi penerimaan pajak hotel dan restoran 
adalah jumlah hotel dan restoran itu sendiri. Ardiansyah (2005) melalui penelitiannya 
menemukan bahwa jumlah hotel dan restoran berpengaruh signifikan terhadap 
penerimaan Pajak Hotel dan Restoran. Menurut penelitian yang dilakukan oleh Soritua 
(2017) variabel industri pariwisata yang dalam hal ini variabel yang digunakan adalah 
variabel jumlah hotel dan restoran, hasil yang diperoleh adalah berpengaruh positif dan 
signifikan terhadap pendapatan asli daerah sektor pariwisata di Daerah Istimewa 
Yogyakarta. Menurut penelitian yang dilakukan oleh (Swantara & Darsana, 2017) terdapat 
pengaruh signifikan antara penerimaan Pajak Hotel dan Restoran terhadap Pendapatan 
Asli Daerah. Hasil ini juga menyimpulkan bahwa penerimaan Pajak Hotel dan Restoran 
berpengaruh terhadap Pendapatan Asli Daerah. Berdasarkan teori dan hasil penelitian 
sebelumnya tersebut, maka dapat dirumuskan hipotesis berikut.   

H3: Penerimaan Pajak Hotel dan Pajak Restoran memediasi pengaruh jumlah 
kunjungan wisatawan dan industri pariwisata terhadap PAD.  

  
METODE PENELITIAN  

Penelitian dilakukan pada Kabupaten/Kota wilayah SARBAGITA Provinsi Bali 
dengan menggunakan data-data yang dikeluarkan Badan Pusat Statistik yang terkait 
dengan objek penelitian. Penelitian ini memfokuskan kajian pada empat variabel utama 
yaitu jumlah kunjungan wisatawan, industri pariwisata, penerimaan PHR dan PAD di 
wilayah SARBAGITA Provinsi Bali periode 20122019. Teknik analisis data yang digunakan 
untuk pemecahan masalah dalam penelitian ini adalah dengan menggunakan teknik 
analisis kuantitatif dengan bantuan program Statistical Product and Service Solutions 
(SPSS) versi 21. Metode analisis yang digunakan dalam penelitian ini adalah metode 
analisis jalur (path analysis). Model persamaan model struktural dirumuskan dalam 
bentuk persamaan sebagai berikut.  

  
Struktur I  
𝑌𝑌1 = 𝑏𝑏1𝑋𝑋1 + 𝑏𝑏2𝑋𝑋2 + 𝑒𝑒1…………………………………………………………………....(1)  
Struktur II  
𝑌𝑌2 = 𝑏𝑏3𝑋𝑋1 + 𝑏𝑏4𝑋𝑋2 + 𝑏𝑏5𝑌𝑌1 + 𝑒𝑒2…………………………………………………………….(2) Keterangan:   
 Y1   = Penerimaan Pajak Hotel dan Pajak Restoran  
 Y2   = PAD  
X1  = Jumlah kunjungan wisatawan X2  = Industri pariwisata e1 & e2  = Standar Error  
b1 -b5 = Koefisien jalur masing-masing variabel  
  

HASIL DAN PEMBAHASAN  
Tabel 2.  Hasil Uji Regresi Jumlah Kunjungan Wisatawan dan Industri Pariwisata 

Terhadap Pajak Hotel dan Restoran 

 
 B Std. Error Beta  

(Constant) 
1 JKW 

-
901.591.442.370,965 

120.467,124 

283.618.982.573,807 
68.745,176 

 
0,176 

-3,179 
0,004 1,752 

0,090 
IP 1.326.702.074,105 162.729.634,911 0,817 8,153 0,000 

Sumber: Data Penelitian, 2021 
 
 

Berdasarkan hasil analisis seperti yang disajikan pada Tabel 2, maka dapat dibuat 
persamaan struktural sebagai berikut.  

Ŷ1 = 0,176X1 + 0,817X2 + e1  
   Tabel 2 menunjukkan bahwa 

kunjungan wisatawan dengan nilai  
Standardized Coefficients Beta sebesar 0,176 dengan sig. 0,090 > 0,05 

menunjukkan bahwa kunjungan wisatawanmemiliki pengaruh positif tidak signifikan 
terhadap PHR, sedangkan industri pariwisata dengan nilai Standardized Coefficients Beta 
sebesar 0,817 dengan sig. 0,000 < 0,05 menunjukkan bahwa investasi memiliki pengaruh 
positif dan signifikan terhadap PHR.  

Tabel 3. Hasil Uji Regresi Jumlah Kunjungan Wisatawan, Industri Pariwisata dan 
Pajak Hotel dan Restoran Terhadap PAD 

Unstandardized Coefficients  Standardized 
 B      Std. Error Beta   

(Constant) JKW 
1 

IP 

52.219.763,102 
62,930 

570.655,513 

236.598.372,934 
51,934 212.106,783 

 
0,090 
0,345 

0,221 
1,212 
2,690 

0,827 
0,236 
0,012 

PHR ,001 0,000 0,604 4,603 0,000 
Sumber: Data Penelitian, 2021 

 
Berdasarkan hasil analisis seperti yang disajikan pada Tabel 3, maka dapat dibuat 

persamaan struktural sebagai berikut.  
Ŷ2 = 0,090X1+ 0,345X2+ 0,604X3 + e2  
Hasil pengujian pada Tabel 3 menunjukkan jumlah kunjungan wisatawan dengan 

nilaiStandardized Coefficients Beta sebesar 0,090 dengan sig. yaitu 0,236 > 0,05 
menunjukkan bahwa jumlah kunjungan wisatawan memiliki pengaruh yang positif 
namun tidak signifikan terhadap PAD. Industri pariwisata dengan nilaiStandardized 
Coefficients Beta sebesar 0,345 dengan sig. yaitu 0,012 < 0,05 menunjukkan bahwa 
industri pariwisata berpengaruh signifikan dan memiliki pengaruh yang positif terhadap 
PAD, sedangkan pajak hotel dan restoran dengan nilai Standardized Coefficients Beta 
sebesar 0,604 dengan sig. yaitu 0,000 < 0,05 menunjukkan bahwa pajak hotel dan 
restoran berpengaruh signifikan dan memiliki pengaruh positif terhadap PAD.  

Nilai Kekeliruan Taksiran Standar. Nilai e1 yang menunjukkan jumlah variance 
variabel pajak hotel dan restoran yang tidak dijelaskan oleh jumlah kunjungan wisatawan 
dan industri pariwisata yaitu sebesar 0,557. Nilai e2 yang menunjukkan variance variabel 
PAD yang tidak dijelaskan oleh variabel jumlah kunjungan wisatawan, industri pariwisata, 
dan pajak hotel dan restoran yaitu sebesar 0,393. Hasil perhitungan koefisien 
determinasi total, maka diperoleh bahwa keragaman data yang dapat dijelaskan oleh 

Model   
Unstandardized Coefficients   Standardized  

Coefficients   t   Sig.   
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model sebesar 95 persen atau dengan kata lain informasi yang terkandung dalam data 
sebesar 95 persen dapat dijelaskan oleh model, sedangkan sisanya yaitu 5 persen 
dijelaskan oleh variabel lain yang tidak terdapat dalam model.  

Pengaruh Jumlah Kunjungan Wisatawan dan Industri Pariwisata pada Pajak Hotel 
dan Pajak Restoran. Hasil pengujian hipotesis 1 menunjukkan hubungan positif dan tidak 
signifikan pengaruh jumlah kunjungan wisatawan di wilayah SARBAGITA Provinsi Bali 
terhadap Pajak Hotel dan Restoran. Hal ini berarti jumlah kunjungan wisatawan tidak 
membuat penerimaan pajak hotel dan restoran yang diterima menjadi bertambah. Hal ini 
dapat disebabkan karena wisatawan yang berkunjung masih belum optimal dalam 
mengeluarkan uangnya untuk berlibur. Sedangkan Hubungan positif dan signifikan 
jumlah industri pariwisata (hotel dan restoran) terhadap pajak hotel dan restoran yang 
ada di wilayah SARBAGITA Provinsi Bali berarti jumlah industri pariwisata (hotel dan 
restoran) mampu meningkatkan penerimaan pajak hotel dan restoran di wilayah 
SARBAGITA Provinsi Bali.   

Hasil penelitian ini sesuai dengan hasil penelitian yang dilakukan oleh (Ardiansyah, 
2005), (Nuryani, 2010) dan (Sanjaya Sigit, 2020) dalam penelitiannya menyatakan bahwa 
jumlah hotel berpengaruh signifikan terhadap penerimaan Pajak Hotel dan Restoran. 
Keberadaan rumah penginapan/hotel dan restoran yang terdapat di suatu daerah akan 
memberikan keuntungan bagi Pemerintah Daerah, yaitu melalui penerimaan Pajak Hotel 
dan Pajak Restoran. Hasil Penelitian ini mendukung teori kontribusi dimana dengan 
adanya Peraturan Daerah yang mengatur tentang pengenaan pajak kepada pengguna 
jasa hotel dan restoran, keberadaan jumlah hotel dan restoran yang ada di suatu wilayah 
kota juga menguntungkan bagi pemerintah, apabila jumlah hotel dan restoran 
bertambah maka diharapkan dapat meningkatkan penerimaan Pajak Hotel dan Pajak 
Restoran.  

Pengaruh Jumlah Kunjungan Wisatawan, Industri Pariwisata dan Pajak Hotel dan 
Restoran Terhadap Pendapatan Asli Daerah. Hasil pengujian hipotesis 2 menunjukkan 
hubungan positif dan tidak signifikan jumlah kunjungan wisatawan terhadap PAD di 
wilayah SARBAGITA Provinsi Bali. Hal ini berarti jumlah kunjungan wisatawan tidak 
membuat PAD yang ada di wilayah SARBAGITA menjadi meningkat. Hasil penelitian ini 
sejalan dengan hasil penelitian dari (Suarjana & Yintayani, 2018) dan juga (Widyaningsih, 
2014) yang menyatakan kunjungan wisatawan tidak berpengaruh secara langsung 
terhadap PAD.   

Selanjutnya, hubungan positif dan signifikan jumlah industri pariwisata (hotel dan 
restoran) yang ada di wilayah SARBAGITA Provinsi Bali terhadap PAD mempunyai arti 
industri pariwisata (hotel dan restoran) mampu meningkatkan pendapatan asli daerah di 
wilayah SARBAGITA Provinsi Bali. Hasil penelitian ini sesuai dengan hasil penelitian yang 
dilakukan oleh (Sanjaya, 2020). Pertambahan jumlah hotel setiap tahun merupakan 
potensi untuk menambah pendapatan asli daerah melalui pembayaran pajaknya. Di sisi 
lain keberadaan hotel merupakan penunjang bagi daeah untuk melaksanakan event 
tertentu dan ini menjadi linkage untuk berbagai sektor yang akan berpengaruh terhadap 
pendapatan daerah secara tidak langsung. Hasil penelitian ini sejalan dengan penelitian 
yang dilakukan oleh (Widiyanti, 2017) yang menyimpulkan bahwa jumlah hotel 
berpengaruh signifikan terhadap pendapatan asli daerah. Keberadaan restoran menjadi 
daya tarik tersendiri bagi wisatawan. Perkembangan jumlah restoran di berbagai daerah 
mencerminkan dinamika perkembangan pariwisata di daerah tersebut. Semakin 
meningkat jumlah restoran, maka potensi peningkatan PAD juga semakin tinggi. 
Disamping itu, restoran juga merupakan penghubung dengan jasa lain yang 
berkontribusi seperti perdagangan dan transportasi dalam peningkatan PAD.  

Adapun hubungan positif dan signifikan pajak hotel dan restoran terhadap PAD 
berarti dengan bertambahnya pajak hotel dan restoran mampu meningkatkan PAD di 
wilayah SARBAGITA Provinsi Bali. Hal ini sesuai dengan hasil penelitian dari (Dewi et al., 
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model sebesar 95 persen atau dengan kata lain informasi yang terkandung dalam data 
sebesar 95 persen dapat dijelaskan oleh model, sedangkan sisanya yaitu 5 persen 
dijelaskan oleh variabel lain yang tidak terdapat dalam model.  

Pengaruh Jumlah Kunjungan Wisatawan dan Industri Pariwisata pada Pajak Hotel 
dan Pajak Restoran. Hasil pengujian hipotesis 1 menunjukkan hubungan positif dan tidak 
signifikan pengaruh jumlah kunjungan wisatawan di wilayah SARBAGITA Provinsi Bali 
terhadap Pajak Hotel dan Restoran. Hal ini berarti jumlah kunjungan wisatawan tidak 
membuat penerimaan pajak hotel dan restoran yang diterima menjadi bertambah. Hal ini 
dapat disebabkan karena wisatawan yang berkunjung masih belum optimal dalam 
mengeluarkan uangnya untuk berlibur. Sedangkan Hubungan positif dan signifikan 
jumlah industri pariwisata (hotel dan restoran) terhadap pajak hotel dan restoran yang 
ada di wilayah SARBAGITA Provinsi Bali berarti jumlah industri pariwisata (hotel dan 
restoran) mampu meningkatkan penerimaan pajak hotel dan restoran di wilayah 
SARBAGITA Provinsi Bali.   

Hasil penelitian ini sesuai dengan hasil penelitian yang dilakukan oleh (Ardiansyah, 
2005), (Nuryani, 2010) dan (Sanjaya Sigit, 2020) dalam penelitiannya menyatakan bahwa 
jumlah hotel berpengaruh signifikan terhadap penerimaan Pajak Hotel dan Restoran. 
Keberadaan rumah penginapan/hotel dan restoran yang terdapat di suatu daerah akan 
memberikan keuntungan bagi Pemerintah Daerah, yaitu melalui penerimaan Pajak Hotel 
dan Pajak Restoran. Hasil Penelitian ini mendukung teori kontribusi dimana dengan 
adanya Peraturan Daerah yang mengatur tentang pengenaan pajak kepada pengguna 
jasa hotel dan restoran, keberadaan jumlah hotel dan restoran yang ada di suatu wilayah 
kota juga menguntungkan bagi pemerintah, apabila jumlah hotel dan restoran 
bertambah maka diharapkan dapat meningkatkan penerimaan Pajak Hotel dan Pajak 
Restoran.  

Pengaruh Jumlah Kunjungan Wisatawan, Industri Pariwisata dan Pajak Hotel dan 
Restoran Terhadap Pendapatan Asli Daerah. Hasil pengujian hipotesis 2 menunjukkan 
hubungan positif dan tidak signifikan jumlah kunjungan wisatawan terhadap PAD di 
wilayah SARBAGITA Provinsi Bali. Hal ini berarti jumlah kunjungan wisatawan tidak 
membuat PAD yang ada di wilayah SARBAGITA menjadi meningkat. Hasil penelitian ini 
sejalan dengan hasil penelitian dari (Suarjana & Yintayani, 2018) dan juga (Widyaningsih, 
2014) yang menyatakan kunjungan wisatawan tidak berpengaruh secara langsung 
terhadap PAD.   

Selanjutnya, hubungan positif dan signifikan jumlah industri pariwisata (hotel dan 
restoran) yang ada di wilayah SARBAGITA Provinsi Bali terhadap PAD mempunyai arti 
industri pariwisata (hotel dan restoran) mampu meningkatkan pendapatan asli daerah di 
wilayah SARBAGITA Provinsi Bali. Hasil penelitian ini sesuai dengan hasil penelitian yang 
dilakukan oleh (Sanjaya, 2020). Pertambahan jumlah hotel setiap tahun merupakan 
potensi untuk menambah pendapatan asli daerah melalui pembayaran pajaknya. Di sisi 
lain keberadaan hotel merupakan penunjang bagi daeah untuk melaksanakan event 
tertentu dan ini menjadi linkage untuk berbagai sektor yang akan berpengaruh terhadap 
pendapatan daerah secara tidak langsung. Hasil penelitian ini sejalan dengan penelitian 
yang dilakukan oleh (Widiyanti, 2017) yang menyimpulkan bahwa jumlah hotel 
berpengaruh signifikan terhadap pendapatan asli daerah. Keberadaan restoran menjadi 
daya tarik tersendiri bagi wisatawan. Perkembangan jumlah restoran di berbagai daerah 
mencerminkan dinamika perkembangan pariwisata di daerah tersebut. Semakin 
meningkat jumlah restoran, maka potensi peningkatan PAD juga semakin tinggi. 
Disamping itu, restoran juga merupakan penghubung dengan jasa lain yang 
berkontribusi seperti perdagangan dan transportasi dalam peningkatan PAD.  

Adapun hubungan positif dan signifikan pajak hotel dan restoran terhadap PAD 
berarti dengan bertambahnya pajak hotel dan restoran mampu meningkatkan PAD di 
wilayah SARBAGITA Provinsi Bali. Hal ini sesuai dengan hasil penelitian dari (Dewi et al., 

2017) dan (Tirtawati, 2011) menyatakan bahwa penerimaan pajak hotel dan pajak restoran 
berpengaruh positif signifikan terhadap Pendapatan Asli Daerah (PAD). Pemerintah 
Daerah bertangung jawab untuk melaksanakan pembangunan dan pelayanan terhadap 
masyarakat didaerahnya. Untuk mewujudkan tugasnya tersebut maka Pemerintah 
Daerah harus memiliki sumber keuangan yang cukup dan memadai karena untuk 
pelaksanaan pembangunan daerah diperlukan biaya yang besar. Salah satu sumber 
keuangan untuk penyelenggaraan pembangunan daerah tersebut adalah Pajak Daerah. 
Untuk dapat membiayai pembangunan daerah, pemerintah daerah harus meningkatkan 
pendapatan asli daerah yaitu dengan cara meningkatkan daya guna dan hasil guna 
penyelenggaraan pemerintah di daerah. Dan mengingat pentingnya Pajak Hotel dan 
Restoran, kedua pajak tersebut dapat berpotensi untuk meningkatkan Pendapatan Asli 
Daerah (PAD) sehingga dapat digunakan untuk penyelenggaraan pemerintah di daerah 
dan sebagai sumber dana bagi pelaksanaan pembangunan.  

Pengaruh Penerimaan Pajak Hotel dan Pajak Restoran dalam memediasi Jumlah 
Kunjungan Wisatawan dan Industri Pariwisata terhadap PAD. Hasil pengujian hipotesis 3 
menunjukkan jumlah kunjungan wisatawan tidak berpengaruh secara tidak langsung 
terhadap PAD melalui pajak hotel dan restoran. Hal ini berarti pajak hotel dan restoran 
tidak menjadi variabel mediasi antara jumlah kunjungan wisatawan terhadap pendapatan 
asli daerah. Sedangkan Industri pariwisata berpengaruh secara tidak langsung terhadap 
PAD melalui pajak hotel dan restoran. Hal ini berarti pajak hotel dan restoran dapat 
menjadi variabel mediasi antara industri pariwisata terhadap pendapatan hasil daerah.  

Bertambahnya jumlah industri pariwisata khususnya hotel dan restoran membuat 
jumlah pungutan pajak ikut bertambah dan hal ini tentu meningkatkan PAD di suatu 
wilayah tersebut.  

  
SIMPULAN  

Simpulan yang dapat diberikan berdasarkan hasil penelitian yang dilakukan yaitu 
Jumlah kunjungan wisatawan tidak berpengaruh terhadap terhadap pajak hotel dan 
restoran di wilayah SARBAGITA Provinsi Bali tahun 2012-2019 dan industri pariwisata 
berpengaruh positif dan signifikan terhadap pajak hotel dan restoran di wilayah 
SARBAGITA Provinsi Bali tahun 2012-2019. Jumlah kunjungan wisatawan tidak 
berpengaruh terhadap terhadap PAD di wilayah SARBAGITA Provinsi Bali tahun 2012-
2019 dan industri pariwisata serta pajak hotel dan restoran berpengaruh positif dan 
signifikan terhadap PAD di wilayah SARBAGITA Provinsi Bali tahun 2012-2019. Pajak hotel 
dan restoran tidak memediasi pengaruh jumlah kunjungan wisatawan terhadap PAD di 
wilayah SARBAGITA Provinsi Bali tahun 2012-2019 namun pajak hotel dan restoran 
memediasi pengaruh industri pariwisata terhadap PAD di wilayah SARBAGITA Provinsi 
Bali tahun 2012-2019.  

Saran yang dapat diberikan bagi pemerintah daerah mengefektifkan pemungutan 
pajak hotel dan pajak restoran. Mempermudah perijinan operasi restoran dan hotel baru 
untuk meningkatkan PAD. Bagi pengusaha hotel dan restoran disarankan untuk 
mematuhi regulasi yang ada terkait pemungutan dan pembayaran pajak daerah. Bagi 
peneliti selanjutnya disarankan untuk menambah variabel penelitian yang terkait dengan 
perkembangan pariwisata dan memperluas populasi dan sampel penelitian.   
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ABSTRACT 
This research aims to analyze the moderating effect of Organizational 

Commitment in the effect of Marketing Internal and Organizational Climate on internal 
customers' satisfaction of Conventional Banking Industry and to test the effect of 
internal customers' satisfaction of Conventional Banking Industry on the loyalty 
behavior of internal customers that can bring about the marketing performance of 
Indonesia conventional bank. To address the research objectives, usable data from 570 
respondent samples are from all internal customers’ responses (in all level of employees) 
of the seven (7) Indonesia conventional commercial banks (Bank Mandiri, BRI, BCA, BNI, 
Bank CIMB Niaga, Bank Panin, Bank Danamon). This number of the respondents was 
taken by implementing Non-Probability Sampling through Purposive Sampling technique 
having the criteria as the seven rank of the biggest asset within the head office in 
Jakarta. By Structural Equation Modelling Analysis, with AMOS application. The results 
show that Organizational Commitment affects the effect of Marketing Internal and 
Organizational Climate on internal customers’ satisfaction, and then the customers’ 
satisfaction has a positive significant influence on loyalty behavior. The loyalty behavior 
can positively significant affect marketing performance of Indonesia conventional 
banking industry increase. The managerial and theoretical contribution will be discussed 
more details further. 
Keywords:  Marketing Internal, Organizational Climate; Internal Customers; Loyalty 

Behavior, Marketing Performance, Indonesia Conventional Commercial 
Bank 

 
2. Introduction 

The banking industry mainly carries out financial services based on conventional 
commercial banks in Indonesia. The majority of their products are almost the same, but 
the management of service strategies will be different, especially in designing the 
marketing services in order to improve the performance of the company in terms of 
customers based and transaction values enhancement. 

Marketing services in the banking sector are required by giving special attention to 



295PASCASARJANA UNILA (NOVEMBER 2022) 

K
AT

A
LO

G
 J

U
R

N
A

L 
M

A
H

A
SI

SW
A

 P
A

SC
A

SA
R

JA
N

A
 U

N
IV

ER
SI

TA
S 

LA
M

PU
N

G

 
 

ORGANIZATIONAL COMMITMENT ROLE IN 
MODERATING MARKETING INTERNAL AND 

ORGANIZATIONAL CLIMATE EFFECT ON INTERNAL 
CUSTOMERS’ SATISFACTION AND LOYALTY BEHAVIOR 

TO STRENGTHEN MARKETING PERFORMANCE OF 
INDONESIA CONVENTIONAL COMMERCIAL BANK 

 

Yateno1 , Satria Bangsawan2 , Mahrinasari MS3* , Ribhan4 
1 Doctoral Program of Economics, Faculty of Economics and Business, The University of 

Lampung, Lampung, Indonesia. 
2, 3, 4 Faculty of Economics and Business, The University of Lampung, Lampung, Indonesia. 

1yatno.apta@gmail.com; 2satria.bangsawan@feb.unila.ac.id; 4ribhan@feb.unila.ac.id 
3*Corresponding Author: mahrina.sari@feb.unila.ac.id 

 
 

ABSTRACT 
This research aims to analyze the moderating effect of Organizational 

Commitment in the effect of Marketing Internal and Organizational Climate on internal 
customers' satisfaction of Conventional Banking Industry and to test the effect of 
internal customers' satisfaction of Conventional Banking Industry on the loyalty 
behavior of internal customers that can bring about the marketing performance of 
Indonesia conventional bank. To address the research objectives, usable data from 570 
respondent samples are from all internal customers’ responses (in all level of employees) 
of the seven (7) Indonesia conventional commercial banks (Bank Mandiri, BRI, BCA, BNI, 
Bank CIMB Niaga, Bank Panin, Bank Danamon). This number of the respondents was 
taken by implementing Non-Probability Sampling through Purposive Sampling technique 
having the criteria as the seven rank of the biggest asset within the head office in 
Jakarta. By Structural Equation Modelling Analysis, with AMOS application. The results 
show that Organizational Commitment affects the effect of Marketing Internal and 
Organizational Climate on internal customers’ satisfaction, and then the customers’ 
satisfaction has a positive significant influence on loyalty behavior. The loyalty behavior 
can positively significant affect marketing performance of Indonesia conventional 
banking industry increase. The managerial and theoretical contribution will be discussed 
more details further. 
Keywords:  Marketing Internal, Organizational Climate; Internal Customers; Loyalty 

Behavior, Marketing Performance, Indonesia Conventional Commercial 
Bank 

 
2. Introduction 

The banking industry mainly carries out financial services based on conventional 
commercial banks in Indonesia. The majority of their products are almost the same, but 
the management of service strategies will be different, especially in designing the 
marketing services in order to improve the performance of the company in terms of 
customers based and transaction values enhancement. 

Marketing services in the banking sector are required by giving special attention to 

build customer satisfaction and loyalty. The services in every bank company must exist 
supported by comfortable environmental atmosphere, information technology systems, 
and other facilities. This condition determines high quality services. High quality 
services can be developed by delivering marketing internal practice to build internal 
customer satisfaction and loyalty. 

Internal marketing is a new research agenda adopted especially in banking 
industry to improve high quality services for internal customers (employees of the 
company), and then encourage internal customers’ satisfaction and loyalty (Rafiq and 
Ahmed, 2000), also induce marketing performance of the company (Hadad, 2018; 
Hammed, 2015; ELSamen and Alshurideh, 2012; Soliman, 2011). Employees in marketing 
internal perspective are a vital asset for the company (Narteh and Odoom, 2015; 
Papasolomou and Vrontis, 2006;), that have capability to create, and make strong 
relationship with the external customers (Bailey et al., 2016; Caruana and Calleya, 1998; 
Berry, 1981). Not only marketing internal practice, but also organizational climate 
support is developed to maximize customer satisfaction in the banking industry so that 
long life customers’ loyalty behavior can be enhanced (Oliver, 1993), and can be able to 
bring about the high marketing performance (Batra and Keller, 2016; Wedel and Kannan, 
2016). Excellent organizational commitment support is an important aspect to keep 
customers’ retention so that turn over rate of internal customers is low or close to zero. 
A study conducted by Towers Watson in the Talent Management and Rewards Survey 
(2012) found that the bank's turnover rate reaches 25% per year. Only a third of 
employees are loyal, almost half of employees think they are ready to move to another 
bank to advance their career path. This can be interpreted that banking management 
has fulfilled more external customers' needs than their internal customers' needs. This 
condition affects inconducive organizational climate development. This will bring about 
the unharmonious relationship between top and bottom level employees so that it will 
create an uncomfortable working atmosphere, and then consequently it will affect high 
turnover rate. Therefore, banks are expected to be able to offer the excellent service 
quality and develop an ideal organizational climate either to internal or external 
customers. 

Indonesian conventional banking companies mostly do not yet implement the 
comfortable organizational climate and internal marketing practice that can be 
accepted by all levels of employees. If banking management properly implements the 
internal marketing practice and the comfortable organizational climate, it certainly has 
a great potential to reduce the gap between employees and superiors so that it can 
eliminate the issues of lower bonding relationship between superiors and subordinates 
or vice versa in the long terms, so internal customers' satisfaction and loyalty can be 
achieved, even if strengthened by good organizational commitment, that will increase 
high marketing performance. International customers or employees of bank company is 
a vital asset to create, connect, and even influence the perceptions of external 
customers (Bailey et al., 2016; Caruana and Calleya, 1998; Berry, 1981) because external 
customers' satisfaction is influenced by internal customer satisfaction (Narteh and 
Odoom, 2015). Therefore, internal marketing practice can build internal customers' 
satisfaction and loyalty in line with fulfilling external customer needs (Rafiq and Ahmed, 
2000). This implies that internal marketing is a long- term exchange relationship 
between employees and organizational leaders, relevant to the concept of relationship 
marketing. The relationship marketing concept postulates that internal customers 
(employees) have sustainable value as long as they are directly involved and engaged in 
the company's business (Berry, 2002, Morgan and Hunt, 1994) so that it can build internal 
customers' commitment that strongly needs organizational commitment (Sungu, et al., 
2020). 
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Organizational climate is considered an organizational attribute, a wealth of 
attitudes, feelings, and behaviors that characterize life in the organization, and 
independently is only a perception and understanding of the members of the 
organization itself. Organizational climate is understood as the reality of life in 
organizations in an "objective" sense (Ekvall, 1996). The consequence of the "objective" 
conception of organizational climate that observers of an organization and some 
respondents are asked to report behavior in general. It is not a public opinion. An 
organizational climate can build employee motivation, job satisfaction, leadership, and 
knowledge sharing (Ahmad et al., 2018; Shanker et al., 2017; Kaya et al., 2010; Haakonsson 
et al., 2008; Rogg et al., 2001). Employees who work in organizations with a positive 
organizational climate are more likely to be satisfied with their jobs (Haakonsson et al., 
2008; Burton and Obel, 2004; Morris and Bloom, 2002). Unpleasant emotions 
characterize a high- tension organizational climate. Employees working in companies 
that have an organizational climate with a high level of stress are characterized by 
corporate members generally not willing to share information and experiences and not 
willing to admit mistakes voluntarily. 

Meanwhile, marketing performance can be represented by products purchased by 
external customers to achieve a market advantage. Improving the products or services 
sold as the measurement of Marketing performance success in the banking industry is 
needed to measure internal customers' satisfaction and loyalty so that they feel 
ownership and pride in working in groups to achieve the bank's goals (spirit of the 
corps). The services provided by employees on the front liner must be consistent in 
providing services to the external customers (Panigyrakis and Theodoridis, 2009; 
Hendrix, 2006). However, not all bank company is aware that the improvement of 
marketing performance can be developed by serving internal marketing practice to the 
internal customers and delivering an excellent organizational climate to create a cozy 
and safe working atmosphere to get higher satisfaction and loyalty of the internal 
customers (Londre, Larry Steven, 2012), even it can be strengthened by the 
organizational commitment that implies as a moderating variable (Mowday et al., 1982). 
Therefore, this research aims to analyze organizational commitment's role in 
moderating marketing internal and organizational climate so that it can create internal 
customers' satisfaction and loyalty to improve the marketing performance of Indonesia 
Conventional Commercial Bank. 

 
3. Literature Review 

This research refers to the theoretical model of relationship marketing 
represented in the research hypothesis, as described below. Relationship marketing is a 
part of marketing science scopes focusing on creating the values to build a long-life 
relationship between marketers and consumers (Morgan and Hunt, 1994; Gronroos 
(1994); Gummesson, 1999). Relationship marketing postulates that a strong relationship 
between company stakeholders and consumers through building effective 
communication and encouraging commitment, trust, long-term engagement, and 
creating value exchange is mutually exclusive (Christopher et al. 2002). 

Relationship marketing is a key- driven to attract and keep bonding relationship 
with customers in long term. Strong Relationship can be developed through delivering 
core services that contain excellent values offered to the customers (McIlroy and 
Barnett, 2000). Then, Maria et al. (2015) stated that relationship marketing creates 
relationship quality affected by interaction among relevant stakeholders in the business 
environment. Moreover, Brown et al. (2017) noted that relationship marketing is an 
important initiative to improve company value or performance. Therefore, it can be 
concluded that relationship marketing represents 1) exchange involving many relevant 
stakeholders; 2) relational exchange, which draws consumers and organizations to 
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Organizational climate is considered an organizational attribute, a wealth of 
attitudes, feelings, and behaviors that characterize life in the organization, and 
independently is only a perception and understanding of the members of the 
organization itself. Organizational climate is understood as the reality of life in 
organizations in an "objective" sense (Ekvall, 1996). The consequence of the "objective" 
conception of organizational climate that observers of an organization and some 
respondents are asked to report behavior in general. It is not a public opinion. An 
organizational climate can build employee motivation, job satisfaction, leadership, and 
knowledge sharing (Ahmad et al., 2018; Shanker et al., 2017; Kaya et al., 2010; Haakonsson 
et al., 2008; Rogg et al., 2001). Employees who work in organizations with a positive 
organizational climate are more likely to be satisfied with their jobs (Haakonsson et al., 
2008; Burton and Obel, 2004; Morris and Bloom, 2002). Unpleasant emotions 
characterize a high- tension organizational climate. Employees working in companies 
that have an organizational climate with a high level of stress are characterized by 
corporate members generally not willing to share information and experiences and not 
willing to admit mistakes voluntarily. 

Meanwhile, marketing performance can be represented by products purchased by 
external customers to achieve a market advantage. Improving the products or services 
sold as the measurement of Marketing performance success in the banking industry is 
needed to measure internal customers' satisfaction and loyalty so that they feel 
ownership and pride in working in groups to achieve the bank's goals (spirit of the 
corps). The services provided by employees on the front liner must be consistent in 
providing services to the external customers (Panigyrakis and Theodoridis, 2009; 
Hendrix, 2006). However, not all bank company is aware that the improvement of 
marketing performance can be developed by serving internal marketing practice to the 
internal customers and delivering an excellent organizational climate to create a cozy 
and safe working atmosphere to get higher satisfaction and loyalty of the internal 
customers (Londre, Larry Steven, 2012), even it can be strengthened by the 
organizational commitment that implies as a moderating variable (Mowday et al., 1982). 
Therefore, this research aims to analyze organizational commitment's role in 
moderating marketing internal and organizational climate so that it can create internal 
customers' satisfaction and loyalty to improve the marketing performance of Indonesia 
Conventional Commercial Bank. 

 
3. Literature Review 

This research refers to the theoretical model of relationship marketing 
represented in the research hypothesis, as described below. Relationship marketing is a 
part of marketing science scopes focusing on creating the values to build a long-life 
relationship between marketers and consumers (Morgan and Hunt, 1994; Gronroos 
(1994); Gummesson, 1999). Relationship marketing postulates that a strong relationship 
between company stakeholders and consumers through building effective 
communication and encouraging commitment, trust, long-term engagement, and 
creating value exchange is mutually exclusive (Christopher et al. 2002). 

Relationship marketing is a key- driven to attract and keep bonding relationship 
with customers in long term. Strong Relationship can be developed through delivering 
core services that contain excellent values offered to the customers (McIlroy and 
Barnett, 2000). Then, Maria et al. (2015) stated that relationship marketing creates 
relationship quality affected by interaction among relevant stakeholders in the business 
environment. Moreover, Brown et al. (2017) noted that relationship marketing is an 
important initiative to improve company value or performance. Therefore, it can be 
concluded that relationship marketing represents 1) exchange involving many relevant 
stakeholders; 2) relational exchange, which draws consumers and organizations to 

interact with each other; 3) mutual relationship; 4) creating a harmonious relationship 
with all relevant stakeholders; (5) long life value relationship. 

Long-life value relationship contains two relational scopes that are inter- 
relationship and intra-relationship. Intra- relationship represents relationships with 
stakeholders in an internal organization, including internal customers. Inter- 
relationship represents the relationship with stakeholders in the external organization, 
including external customers, called a customer relationship, 

 
4. Internal Marketing 

Internal marketing has evolved from the original conceptualization of employee 
satisfaction and motivation by treating employees like customers and working as 
products to improve service quality (Berry, 1981). Internal marketing is defined that 
employees and customers are treated with equal interests through proactive programs 
to achieve organizational goals (Braimah, 2016). The term internal marketing, initially 
used by Berry (1981), defines internal marketing as a marketing process by seeing 
employees as internal customers and work as internal products produced by employees 
to meet the needs and desires of internal customers, namely employees. 

Internal marketing assumes that employees are the market in an organization. This 
market can be viewed as a market segment that needs to be informed, studied, 
developed, and motivated to achieve organizational goals. Kadic-Maglajlic et al. (2018) 
stated that the role of internal marketing activities could help broaden scientific 
understanding of the role of internal marketing activities in encouraging collaborative 
exchanges between salespeople and other functional unit members toward customer 
satisfaction. 

 
5. Organizational Climate 

Organizational Climate is helpful in the field of organizational behavior to explain 
how employees perceive their work environment (Glisson, 2002; Glisson (2007) and 
Organizational climate can provide a dynamic of life in organizations and significantly 
affect the source of human data (Shadur et al. 1999. Meanwhile, according to Morris and 
Bloom (2002), employees working in organizations with a positive organizational climate 
tend to be more satisfied with their jobs. In contrast, according to Haakonsson et al. 
(2008), organizational climate highly focuses on Characteristics of unpleasant 
emotions. Furthermore, Kaya et al. (2010) stated that implementing HRM activities with 
job satisfaction mediated by organizational climate shows that H.R. managers can 
benefit from implementing HRM activities to improve the organizational climate in the 
banking industry. It is believed that a positive organizational climate will eliminate the 
obstacles to achieve employee satisfaction. It means that the conducive organizational 
climate in a company will contribute to customers’ satisfaction. This is consistent with 
the results of the study by Rogg et al. (2001), but not supported by the research results 
of Ahmad et al. (2018), that organizational climate does not have a positive influence on 
job satisfaction, meaning that a positive organizational climate does not always have a 
positive effect on the level of employee job satisfaction. 

 
6. Organizational Commitment 

Organizational commitment is the beliefs, agreements, goals, and ideals of the 
organization, as well as the desire to support company initiatives (Mowday et al. 1979). 
Organizational commitment, according to Wiener (1982), emphasizes the normative 
commitment that is internalized as a whole to behave in a certain way so that it can 
meet the goals and interests of the organization. Therefore, employee behavior is based 
on beliefs about "what is right" and is related to moral issues and individual behavior in 
the organization. Organizational commitment was successfully refined by Allen and 
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Meyer (1990), that organizational commitment consists of three components, namely: 
affective, continuance commitment, and normative commitment. 

Li, Xiaoshan et al. (2016) stated that employees who have highly committed to an 
organization will tend to be willing to share ideas and knowledge with their colleagues 
or supervisors. Furthermore, the perception of a climate of justice in an organization 
will be able to increase employees' affective commitment to the company so that it can 
stimulate employee behavior to be able to share knowledge with the entire work team. 
Furthermore, the research results by Ekrot et al. (2016) found that affective 
organizational commitment moderates the collaboration of co-workers and encourages 
ideas on project managers' voice behavior. It means that if the marketing managers have 
high affective organizational commitment, so there is a positive relationship and 
strengthens collaboration with colleagues, and promotes ideas on project managers' 
voice behavior. In addition, Al-Fakeh et al. (2020) said that the role of organizational 
commitment as a moderating variable has a significant influence on strengthening the 
relationship between employee satisfaction and employee performance. On the other 
hand, increasing organizational commitment at the Jordanian Islamic Bank will be able 
to significantly improve employee performance. It is very possible for the 
management of each banking industry to be able to achieve the company's targets, 
mission and vision. 

 
7. Customer Satisfaction 

Customer satisfaction is an overall assessment process from what customers feel 
whether there is a difference between previous expectations and actual consumption. 
Customer satisfaction emphasizes the process, and evaluation of the consuming 
experience, at least as good as what is expected, and there is added value felt by 
customers (Yi, 1990); Hunt, 1977). Customer satisfaction can positively contribute to 
subsequent behavioral intentions such as repeat purchases and provide positive verbal 
communication to others. Chi and Gursoy (2009) stated that customer satisfaction has a 
significant influence on financial performance. In addition, customer satisfaction has a 
significant effect on customer loyalty (Han and Ryu, 2009; Ryu and Han, 2011). However, 
Schneider (1991) found that satisfaction does not always reflect the company's business 
profits or performance. 

 
8. Customer Loyalty 

Customer loyalty is the behaviors and attitudes (Dick and Basu, 1994; Oliver, 1999). 
Customer loyalty has two aspects, namely behavioral and attitudinal loyalty (Ganesh et 
al. 2000). Behavioral loyalty is the repurchase of a product (brand) by consumers. 
Attitudinal loyalty represents consumer commitment to a brand (Chiou and Droge, 
2006). Meanwhile, Dick and Basu (1994) suggest that behavioral loyalty can be 
understood as a concept that emphasizes the sequence of purchases, the proportion of 
assets, and the probability of purchase. While, attitudinal loyalty according to Basu, 
(1999) means that loyalty is understood as a customer's psychological commitment to a 
particular object. 

Customer loyalty, conveyed by Chang et al. (2017) is to ensure long-term 
development and sustainable operations. In the case of CSR, CSR practice can affect 
customer loyalty, but it is necessary to have an appropriate mediating role including 
image company (corporate image) to increase customer satisfaction so that it can have a 
positive effect on customer loyalty. Involvement and interactivity variables can have a 
positive effect on Customer loyalty in the banking industry (Boateng, 2019), also 
supported by Khan et al. (2016); Kandampully et al. (2015). Moreover, Lee (2019) found 
that CSR practice has a positive effect on customer loyalty in the life insurance 
industry, consistent with the research result by Chen et al. (2012). 
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Meyer (1990), that organizational commitment consists of three components, namely: 
affective, continuance commitment, and normative commitment. 

Li, Xiaoshan et al. (2016) stated that employees who have highly committed to an 
organization will tend to be willing to share ideas and knowledge with their colleagues 
or supervisors. Furthermore, the perception of a climate of justice in an organization 
will be able to increase employees' affective commitment to the company so that it can 
stimulate employee behavior to be able to share knowledge with the entire work team. 
Furthermore, the research results by Ekrot et al. (2016) found that affective 
organizational commitment moderates the collaboration of co-workers and encourages 
ideas on project managers' voice behavior. It means that if the marketing managers have 
high affective organizational commitment, so there is a positive relationship and 
strengthens collaboration with colleagues, and promotes ideas on project managers' 
voice behavior. In addition, Al-Fakeh et al. (2020) said that the role of organizational 
commitment as a moderating variable has a significant influence on strengthening the 
relationship between employee satisfaction and employee performance. On the other 
hand, increasing organizational commitment at the Jordanian Islamic Bank will be able 
to significantly improve employee performance. It is very possible for the 
management of each banking industry to be able to achieve the company's targets, 
mission and vision. 

 
7. Customer Satisfaction 

Customer satisfaction is an overall assessment process from what customers feel 
whether there is a difference between previous expectations and actual consumption. 
Customer satisfaction emphasizes the process, and evaluation of the consuming 
experience, at least as good as what is expected, and there is added value felt by 
customers (Yi, 1990); Hunt, 1977). Customer satisfaction can positively contribute to 
subsequent behavioral intentions such as repeat purchases and provide positive verbal 
communication to others. Chi and Gursoy (2009) stated that customer satisfaction has a 
significant influence on financial performance. In addition, customer satisfaction has a 
significant effect on customer loyalty (Han and Ryu, 2009; Ryu and Han, 2011). However, 
Schneider (1991) found that satisfaction does not always reflect the company's business 
profits or performance. 

 
8. Customer Loyalty 

Customer loyalty is the behaviors and attitudes (Dick and Basu, 1994; Oliver, 1999). 
Customer loyalty has two aspects, namely behavioral and attitudinal loyalty (Ganesh et 
al. 2000). Behavioral loyalty is the repurchase of a product (brand) by consumers. 
Attitudinal loyalty represents consumer commitment to a brand (Chiou and Droge, 
2006). Meanwhile, Dick and Basu (1994) suggest that behavioral loyalty can be 
understood as a concept that emphasizes the sequence of purchases, the proportion of 
assets, and the probability of purchase. While, attitudinal loyalty according to Basu, 
(1999) means that loyalty is understood as a customer's psychological commitment to a 
particular object. 

Customer loyalty, conveyed by Chang et al. (2017) is to ensure long-term 
development and sustainable operations. In the case of CSR, CSR practice can affect 
customer loyalty, but it is necessary to have an appropriate mediating role including 
image company (corporate image) to increase customer satisfaction so that it can have a 
positive effect on customer loyalty. Involvement and interactivity variables can have a 
positive effect on Customer loyalty in the banking industry (Boateng, 2019), also 
supported by Khan et al. (2016); Kandampully et al. (2015). Moreover, Lee (2019) found 
that CSR practice has a positive effect on customer loyalty in the life insurance 
industry, consistent with the research result by Chen et al. (2012). 

9. Marketing Performance 
Companies that can retain customers, and attract new customers, will increase 

customer satisfaction, increase sales growth, and increase net income showing good 
marketing performance (Soliman, 2011). Furthermore, the marketability is a determinant 
of marketing performance (Ahmed et al., 2017; Osakwe et al., 2016). Meanwhile, another 
study found that marketability cannot improve marketing performance properly 
(Morgan et al., 2009; Olavarrieta and Friedmann, 2008) and cannot be a driver in 
increasing profitability and sales (Ardyan, 2016). 

Besides that, the marketing performance of national commercial banking in 
Jakarta is still relatively low, especially in increasing customer satisfaction, which can 
increase total customer loyalty. This shows that the national commercial banking in 
DKI Jakarta needs to be considered to implement the excellent information technology 
and good corporate governance (GCG), and must have the ability to utilize the talented 
human resources with high attitude and competence (Pribadi and Kanai 2011). Mulyana 
et al. (2019); Soliman (2011); Merrilees et al. (2011) measure marketing performance by 
five indicators, namely: sales growth, increased sales volume, sales target achievement, 
customer growth, and expansion of marketing area. Adiwijaya et al. (2019) used the 
marketing measurement by four dimensions that are channel activity, brand equity, 
market position, financial position. 

 
10. Internal Marketing and Customer Satisfaction 

Internal marketing applies marketing philosophies and practices to people who 
serve external customers. Investing in internal marketing practices can promote 
employee retention and commitment (Berry, 1984). Sarker and Ashrafi (2018) said that the 
stronger the implementation of internal marketing in an organization/company, the 
better the level of employee satisfaction. This is consistent with the results of research 
by Vidal et al. (2007). Internal marketing through specific techniques (training and 
development, autonomy, motivation, communication, and organization) will positively 
affect employee job satisfaction. For example, in the banking sector (Al-Hawary et al., 
2013; Shahzad and Naeem, 2013; in hospitality, restaurants, and nursing (Gounaris, 2006; 
Hwang and Chi, 2005). Huang and Rundle- Thiele (2014) found that internal marketing 
has a positive influence on employees' job satisfaction. Kadic-Maglajlic et al. (2018) also 
found that 3 (three) dimensions of internal marketing (internal marketing research, 
internal communication, training) significantly affect job satisfaction. Therefore, the 
first hypothesis is: 

 
11. H1: Internal marketing has a positive effect on customer satisfaction 
Organizational Climate   and Customer Satisfaction 

Organizational climate determines job satisfaction in an organization. If it is 
neglected, it will have a bad influence on the company (Ahmad et al. 2018). Meanwhile, 
according to Morris and Bloom (2002), employees who work in a conducive 
organizational climate tend to be more satisfied with their jobs. In contrast, according to 
Haakonsson et al. (2008), an unconducive organizational climate has a characteristic 
unpleasant emotion. 

Furthermore, Morris and Bloom (2002) argued that employees who work in 
organizations with a favorable climate would be more satisfied with their jobs. But, 
Ahmad et al. (2018) found that the organizational climate with job satisfaction does not 
show a positive relationship, meaning that a positive organizational climate does not 
have a positive effect on the level of employee job satisfaction in an organization. From 
this explanation, the following research hypothesis is 
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12. H2: Organizational climate has a positive effect on customer satisfaction. 
The Moderating Role of Organizational Commitment 

Organizational commitment is an independent variable that has a significant effect 
on job satisfaction, according to the opinion of Dienhart and Gregoire (1993) and LaLopa 
(1997). However, Sharma and Bajpai (2010) and Adekola (2012) stated that organizational 
commitment is a moderator variable in increasing customer satisfaction. Furthermore, 
the study by Al- Fakeh (2020) suggested that organizational commitment can strengthen 
employee job satisfaction due to internal marketing practices. 

Organizational commitment is an essential factor to get more attention from the 
Bank's management because organizational commitment has can significantly 
strengthen employee satisfaction that will induce employee performance due to internal 
marketing practices and organizational climates. Referring the suggestion of Al-Fakeh et 
al. (2020), the higher organizational commitment is and the more conducive 
organizational climate, the higher satisfaction of employees have. Bank management 
must consider the importance of employees’ satisfaction to obtain employees’ loyalty so 
it can improve the company performance. This study tries to make some contributions 
to the supporting literature, that organizational commitment is a moderating variable 
that produces a significant influence and strengthens internal marketing and internal 
organizational climate on customer satisfaction. Therefore, the proposed hypothesis is: 

 
13. H3: The role of organizational commitment strengthens the influence of 

marketing practices internal on customer satisfaction 
H4: The role of organizational commitment, strengthen the influence of organizational 

climate on customer satisfaction. 
 
14. Internal Marketing and Customer Loyalty 

Internal marketing is a part of relationship marketing concepts that needs to be 
considered to develope a long-term relationship with consumers (Berry, 2002). 
Meanwhile, customer loyalty is one of the main factors that facilitate the achievement of 
marketing performance and a company's competitive advantage (Prentice and Loureiro, 
2017). The dimensions of internal marketing, according to Ganjavi et al. (2015), have a 
positive and significant effect on customer loyalty. Therefore, the following hypothesis 
is proposed: 

 
15. H5: Internal marketing has a positive effect on customer loyalty. 
Organizational Climate and Customer Loyalty 

Organizational climate is the result of the interaction between organizational 
structures, systems, culture, leadership behavior and the psychological needs of 
employees (Srivastav, 2006). Organizational climate has a positive effect on 
customer satisfaction and will ultimately have an effect on customer loyalty, as well as 
the company's ultimate goal of increasing revenue, as stated by Davidson and Manning 
(2004). 

Organizational climate can achieve a positive level in organizational. Therefore, 
decision makers must be able to understand and improve the components of 
organizational climate, according to Berberoglu (2018). Organizational climate has a 
positive effect on customer satisfaction and will ultimately have an effect on customer 
loyalty. This is consistent with the research results by Schneider and Bowen (1985); 
Davidson et al. (2001, 2002). Based on this explanation, the proposed hypothesis is: 
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12. H2: Organizational climate has a positive effect on customer satisfaction. 
The Moderating Role of Organizational Commitment 

Organizational commitment is an independent variable that has a significant effect 
on job satisfaction, according to the opinion of Dienhart and Gregoire (1993) and LaLopa 
(1997). However, Sharma and Bajpai (2010) and Adekola (2012) stated that organizational 
commitment is a moderator variable in increasing customer satisfaction. Furthermore, 
the study by Al- Fakeh (2020) suggested that organizational commitment can strengthen 
employee job satisfaction due to internal marketing practices. 

Organizational commitment is an essential factor to get more attention from the 
Bank's management because organizational commitment has can significantly 
strengthen employee satisfaction that will induce employee performance due to internal 
marketing practices and organizational climates. Referring the suggestion of Al-Fakeh et 
al. (2020), the higher organizational commitment is and the more conducive 
organizational climate, the higher satisfaction of employees have. Bank management 
must consider the importance of employees’ satisfaction to obtain employees’ loyalty so 
it can improve the company performance. This study tries to make some contributions 
to the supporting literature, that organizational commitment is a moderating variable 
that produces a significant influence and strengthens internal marketing and internal 
organizational climate on customer satisfaction. Therefore, the proposed hypothesis is: 

 
13. H3: The role of organizational commitment strengthens the influence of 

marketing practices internal on customer satisfaction 
H4: The role of organizational commitment, strengthen the influence of organizational 

climate on customer satisfaction. 
 
14. Internal Marketing and Customer Loyalty 

Internal marketing is a part of relationship marketing concepts that needs to be 
considered to develope a long-term relationship with consumers (Berry, 2002). 
Meanwhile, customer loyalty is one of the main factors that facilitate the achievement of 
marketing performance and a company's competitive advantage (Prentice and Loureiro, 
2017). The dimensions of internal marketing, according to Ganjavi et al. (2015), have a 
positive and significant effect on customer loyalty. Therefore, the following hypothesis 
is proposed: 

 
15. H5: Internal marketing has a positive effect on customer loyalty. 
Organizational Climate and Customer Loyalty 

Organizational climate is the result of the interaction between organizational 
structures, systems, culture, leadership behavior and the psychological needs of 
employees (Srivastav, 2006). Organizational climate has a positive effect on 
customer satisfaction and will ultimately have an effect on customer loyalty, as well as 
the company's ultimate goal of increasing revenue, as stated by Davidson and Manning 
(2004). 

Organizational climate can achieve a positive level in organizational. Therefore, 
decision makers must be able to understand and improve the components of 
organizational climate, according to Berberoglu (2018). Organizational climate has a 
positive effect on customer satisfaction and will ultimately have an effect on customer 
loyalty. This is consistent with the research results by Schneider and Bowen (1985); 
Davidson et al. (2001, 2002). Based on this explanation, the proposed hypothesis is: 

 
 

16. H6: Organizational climate has a positive effect on customer loyalty. 
Customer Satisfaction and Customer Loyalty 

Customer loyalty is defined as a positive attitude towards the the products or 
services provided by the company, resulting in repeat purchase behavior (Anderson and 
Srinivasan, 2003; Srinivasan et al., 2002). The conducive, comfortable, and safe 
organizational climate felt by employees in the work environment will positively 
significant affect on the level of customers satisfaction that consequently will have an 
effect on loyalty to the company. So, Employees’ satisfaction has a direct positive effect 
on employees’ loyalty, as stated by Bamfo et al. (2018).Therefore, the research 
hypothesis, proposed as follows: 

 
17. H7: Customer satisfaction has a positive effect on customer loyalty. 
Customer Loyalty and Marketing Performance 

Customer loyalty is one of the main factors that develop the achievement of 
acompany's competitive advantage (Prentice and Loureiro, 2017). Companies that have 
the ability to retain customers, attract new customers, increase customer satisfaction, 
increase sales growth and increase net income show good marketing performance 
(Soliman, 2011). It means that customer satisfaction and loyalty have the greatest value in 
predicting marketing performance. Based on this explanation, the authors propose the 
following research hypotheses: 

 
18. H8: Customer loyalty has a positive effect on marketing performance. 
Internal Marketing and Marketing Performance 

Marketing performance performs the ability to retain customers, attract new 
customers, increase customer satisfaction, increase sales growth and increase the 
company's net profit can be achieved by internal marketing practices. Furthermore, 
Oduro and Haylemariam (2019) measured marketing performance by using five variables, 
including sales growth, customer satisfaction, customer loyalty, market share and 
company image/reputation. Customers and the acquisition of new customers. In line 
with this, Rafiq and Ahmed (2003); Budhwar et al. (2009) suggested that internal 
marketing can significantly improve employee relations with management so that 
employees can create competitiveness and develop better marketing performance. 
Therefore, the proposed hypothesis is: 

 
19. H9: Internal marketing has a positive effect on marketing performance. 
Organizational Climate and Marketing Performance 

The organizational climate that interacts directly with marketing performance will 
have a positive effect so that overall success will contribute to the company's marketing 
performance. This statement supports the definition by Schneider (2000) that 
organizational climate is the perception evoked by the old official's events, practices, and 
behavior types that contribute to the rewards, support, and expectations. Therefore, the 
management of the company considers that the organizational climate can encourage, 
maintain, and improve individual employees to be creative so that it can be predicted 
marketing performance can perform the best performance of the company. It can be 
proposed the following hypothesis: 
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20. H10: Organizational climate has a positive effect on marketing performance. 

 
All hypotheses can be drawn in Figure 1. Research Model 

Source: Kamarudin and Kassim (2020); Sungu et al. (2019); Oduro and Haylemariam 
(2019); Kadic-Maglajlic et al. (2018); Ahmad et al. (2018); Chang et al. (2017); Limakrisna 

and Yoserizal (2016) 
 

21. Figure 1. Research Model 
Method 

The population in this study is Indonesian conventional commercial banks, having 
the seven largest assets bank, including BRI, BNI, BCA, Bank Bank Mandiri, Bank CIMB 
Niaga Bank Panin and Bank Danamon, located in Jakarta as the Head Office. 
Determination of the minimum sample size in this study refers to the statement of Hair 
et al. (2010), the sample size is 5 to 10 times observed variables, so the number of 
respondents in this study is 570 employees from Indonesian conventional commercial 
banks, under controlled by the HRD department by using the non-probability sampling 
method under purposive sampling technique. 

Instruments of the variables used follows the instruments developed by previous 
research fulfilling the validity and reliability test requirements with the Likert scale. 
Internal marketing measurements follows the measurements developed by Kadic-
Maglajlic et al. (2018), categorized by three dimensions, consisted of 9 item indicators. 
Organizational climate took the measurements by Ahmad et al. (2018), consisted of 
four dimensions with 26 items indicators. Organizational commitment contains three 
dimensions with 24 items indicators (Sungu et al., 2020). Customer satisfaction contains 
five dimensions with 26 items indicators (Kamarudin and Kassim, 2020). Customer 
Loyalty used two dimensions with 6 items indicators (Chang and Yeh, 2017). Marketing 
performance used four dimensions developed by Adiwijaya et al. (2019), with 10 items 
indicators. 

The 570 usable data were analyzed by using SEM analysis with AMOS statistical 
tool, version 22. SEM analysis requires the valid and reliable data by using convergent 
validity and reliability test. To get the hypothesis testing results, there are two phases 
first conduct the measurement of the Fit Model, and second, operates structural model 
results. 

 
22. Results 

Respondents (employees) taken under HRD departments in the seven largest asset 
bank of Indonesia commercial banks shows almost all of them are the same number, as 
seen in Table 1. 
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20. H10: Organizational climate has a positive effect on marketing performance. 

 
All hypotheses can be drawn in Figure 1. Research Model 

Source: Kamarudin and Kassim (2020); Sungu et al. (2019); Oduro and Haylemariam 
(2019); Kadic-Maglajlic et al. (2018); Ahmad et al. (2018); Chang et al. (2017); Limakrisna 

and Yoserizal (2016) 
 

21. Figure 1. Research Model 
Method 

The population in this study is Indonesian conventional commercial banks, having 
the seven largest assets bank, including BRI, BNI, BCA, Bank Bank Mandiri, Bank CIMB 
Niaga Bank Panin and Bank Danamon, located in Jakarta as the Head Office. 
Determination of the minimum sample size in this study refers to the statement of Hair 
et al. (2010), the sample size is 5 to 10 times observed variables, so the number of 
respondents in this study is 570 employees from Indonesian conventional commercial 
banks, under controlled by the HRD department by using the non-probability sampling 
method under purposive sampling technique. 

Instruments of the variables used follows the instruments developed by previous 
research fulfilling the validity and reliability test requirements with the Likert scale. 
Internal marketing measurements follows the measurements developed by Kadic-
Maglajlic et al. (2018), categorized by three dimensions, consisted of 9 item indicators. 
Organizational climate took the measurements by Ahmad et al. (2018), consisted of 
four dimensions with 26 items indicators. Organizational commitment contains three 
dimensions with 24 items indicators (Sungu et al., 2020). Customer satisfaction contains 
five dimensions with 26 items indicators (Kamarudin and Kassim, 2020). Customer 
Loyalty used two dimensions with 6 items indicators (Chang and Yeh, 2017). Marketing 
performance used four dimensions developed by Adiwijaya et al. (2019), with 10 items 
indicators. 

The 570 usable data were analyzed by using SEM analysis with AMOS statistical 
tool, version 22. SEM analysis requires the valid and reliable data by using convergent 
validity and reliability test. To get the hypothesis testing results, there are two phases 
first conduct the measurement of the Fit Model, and second, operates structural model 
results. 

 
22. Results 

Respondents (employees) taken under HRD departments in the seven largest asset 
bank of Indonesia commercial banks shows almost all of them are the same number, as 
seen in Table 1. 
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Table 1. Respondents Characteristics 
Bank Frequency Percent 

(%) 
Valid 

Percent 
Cumulative 

Percent 
 
 
 

Valid 

BRI 97 17.00 17.00 17.00 
BNI 91 16.00 16.00 33.00 

MANDIRI 93 16.30 16.30 49.30 
BCA 79 13.90 13.90 63.20 

CIMB_NIAGA 72 12.60 12.60 75.80 
PANIN 71 12.50 12.50 88.20 

DANAMON 67 11.80 11.80 100.00 
Total 570 100 100  

 
Measurement of Validity and Reliability Test 

The validity test of the variables measurements used convergent validity measured 
by Average Variant Extracted (AVE). AVE value must meet the required criteria, not 
below 0,50. The reliability test 

used Cronbach Alpha Reliability or C.R. value, fulfilling the requirement test at least 
0,70. If seen from Table 2, The validity and reliability test results show valid and reliable 
measurements. 

Table 2. Validity and Reliability Test 
 

Variable Estimation Error CR 0.7 AVE 0.5 Conclusion 
*SLF 0.5 

Internal marketing   0.998 0.994 Good Reliability 
and 

Validity 
Internal Communication 0.808 0.005   Good Validity 

Training 0.937 0.004   Good Validity 
Internal Marketing 

Research 
0.801 0.005   Good Validity 

Organizational climate   0.999 0.995 Good Reliability 
- Structure 0.987 0.004   Validity Good 

- Responsibility 0.979 0.005   Validity Good 
- Reward 0.854 0.005   Good Validity 
- Support 0855 0.004   Good Validity 

Organizational 
commitment 

  0.995 0.995 Good Reliability 

Affective Commitment 0.834 0.006   Good Validity 

Continuity of 
Commitment 

0.964 0.003   Good Validity 

Normative Commitment 0.99 0.005   Good Validity 

Customer satisfaction   0.997 0.984 Good Reliability 
Reliability 0.861 0.009   Good Validity 

Responsiveness 0.969 0.017   Good Validity 
Assurance 0.932 0.019   Good Validity 
Empathy 0.858 0.007   Good Validity 
Tangible 0.937 0.014   Good Validity 
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Customer loyalty   0.995 0.99 Good Reliability 
Behavioral Loyalty 0.807 0.005   Good Validity 

Attitude Loyalty 0.897 0.003   Good Validity 
Marketing performance   0.999 0.995 Good Reliability 

Channel Activity 0.897 0.003   Good Validity 
Brand Equity 0.762 0.003   Good Validity 

Market Position 0.831 0.004   Good Validity 
Financial Position 0.947 0.

005 
  Good 

Validity 
 
 
The fit model measurement as the first phase to test the hypothesis shows that the 

model is suitable, based on the opinion by Solimun et al. (2017). The fit model predicts 
the observed values has met the requirements. 

 
Table 3. The Measurement of Fit Model 

Goodness of index Cut Off Value Estimation 
Results 

Model Evaluation 

Chi-Square 
Probability 

≤ 0.05 0.000 Good 

CMIN/DF > 2.00 8.174 Good 
GFI > 0.90 0.913 Good 

 
Goodness of index Cut Off Value Estimation 

Results 
Model Evaluation 

TLI 0.90 0.918 Good 
RMSEA 0.08 0.08 Good 

AGFI > 0.90 0.90 Good 

CFI > 0.90 0.938 Good 
NFI > 0.90 0.930 Good 

 
Then, the structural model also shows that all hypotheses are supported by 

empirical data. This can be seen in Figure 2, and Table 4. 
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Customer loyalty   0.995 0.99 Good Reliability 
Behavioral Loyalty 0.807 0.005   Good Validity 

Attitude Loyalty 0.897 0.003   Good Validity 
Marketing performance   0.999 0.995 Good Reliability 

Channel Activity 0.897 0.003   Good Validity 
Brand Equity 0.762 0.003   Good Validity 

Market Position 0.831 0.004   Good Validity 
Financial Position 0.947 0.

005 
  Good 

Validity 
 
 
The fit model measurement as the first phase to test the hypothesis shows that the 

model is suitable, based on the opinion by Solimun et al. (2017). The fit model predicts 
the observed values has met the requirements. 

 
Table 3. The Measurement of Fit Model 

Goodness of index Cut Off Value Estimation 
Results 

Model Evaluation 

Chi-Square 
Probability 

≤ 0.05 0.000 Good 

CMIN/DF > 2.00 8.174 Good 
GFI > 0.90 0.913 Good 

 
Goodness of index Cut Off Value Estimation 

Results 
Model Evaluation 

TLI 0.90 0.918 Good 
RMSEA 0.08 0.08 Good 

AGFI > 0.90 0.90 Good 

CFI > 0.90 0.938 Good 
NFI > 0.90 0.930 Good 

 
Then, the structural model also shows that all hypotheses are supported by 

empirical data. This can be seen in Figure 2, and Table 4. 

 
 

CFA Analysis Software on Full Model Research 
 

Table 4. The Research Hypothesis Results Testing 
 

Regression 
Coefficient (γ)  

Information p-value 
H1: Internal marketing has a positive effect 

on 
customer satisfaction 

Supported = 0.450 Support 

(***) 

H2: Organizational climate has a positive 
effect on customer satisfaction. 

Supported = 0.287 Support 

(***) 
H3: The role of organizational 

commitment strengthens the influence of 
internal 

marketing practices on customer 
satisfaction. 

Supported = 0.001 Strengthening 

p(0.002) 

H4: The role of organizational 
commitment strengthens the influence of 

organizational climate on customer 
satisfaction. 

Supported = 0.001 Strengthening 

p(***) 

H5: Internal marketing has a positive 
effect 

Supported = 0.139 Supported 

 
 

Regression 
Coefficient (γ)  

Information p-value 
on customer loyalty. p(0.029) 

H6: Organizational climate has a positive 
effect on customer loyalty 

Supported = 0.198 Support 

(***) 
H7: Customer satisfaction has a positive 

effect on customer loyalty. 
Supported = 0.488 Support 

(***) 
H8: Customer loyalty has a positive effect 

on marketing performance. 
Supported = 0.216 Support 

(***) 
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H9: Internal marketing has a positive 
effect on marketing performance. 

Supported = 0.480 Support 

(***) 
H10: Organizational climate has a positive 

effect on marketing performance. 
Supported = 0.391  

Support (***) 

Source: Data processed by Amos Version 22 
 
 
Table 4 shows that C.R. (critical ratio) value to determine the effect of internal 

marketing on customer satisfaction variables is 10,583 greater than the requirements 
(1.96), and has an estimated value (45,00%) and a probability value of 0.000 or (***) 
less than 0.05, so it can be concluded that internal marketing has a significantly positive 
effect on customer satisfaction. 

The effect of the organizational climate on the customer satisfaction is 8.937, 
greater than the requirement of 1.96, with an estimated value (28,70%), and the 
probability value is equal to 0.000 (less than 0.05). So, organizational climate has a 
positively significant effect on customer satisfaction. 

The effect of Organizational commitment moderates the effect of Internal 
Marketing on the customer satisfaction (3,048 significant value is greater than the 
requirement, namely 1.96) with the estimated value (0.001), and the probability value of 
0.002 is less than 0.05. So, organizational commitment significantly positive 
strengthen the effect of Internal marketing on customer satisfaction. Also, organizational 
commitment strengthens the effect of organizational climate on the customer 
satisfaction with estimated value by 0.001 and the probability value of 0.000 or (***) 
less than 0.05. So, it can be concluded that the stronger organizational commitment 
exists, the higher internal marketing practice and organizational climate do, so that the 
higher employees’ satisfactions will be achieved. 

The effect of internal marketing variables on the customer loyalty variable is 2.177 
which is greater than the requirement (1.96) with the estimated value 13,90%. So, 
Internal marketing has a positive and significant effect on customer loyalty. Also, the 
organizational climate effect on customer loyalty was supported, that the significant 
value is 3,966 greater than the requirements (1.96). In conclusion, organizational climate 
has a positive and significant effect on customer loyalty. 

The customer satisfaction effect on the customer loyalty is 7,003 greater than the 
requirements (1.96), and has the estimated value (48,80%). This condition proves 
customer satisfaction has a positive and significant effect on customer loyalty. 

The effect of the customer loyalty on the marketing performance was supported 
measured by 8,025 significant value is greater than the requirements (1.96), and the 
estimated value (21,60%). So, customer loyalty has a positive and significant effect on 
marketing performance. 

The effect of the internal marketing variable on the marketing performance was 
determined by the greater number of significant value (10,608), greater than the 
requirement of 1.96, and has the estimated value 48,00%. Therefore, internal marketing 
has a positive and significant effect on marketing performance. 

Also, the effect of the organizational climate on the marketing performance was 
supported by the greater number of significant value (10,859) greater than the 
requirements (1.96), and it has the estimated value (39,10%). In conclusion, 
organizational climate has a positive and significant effect on marketing performance. 
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effect on marketing performance. 

Supported = 0.480 Support 

(***) 
H10: Organizational climate has a positive 

effect on marketing performance. 
Supported = 0.391  

Support (***) 

Source: Data processed by Amos Version 22 
 
 
Table 4 shows that C.R. (critical ratio) value to determine the effect of internal 

marketing on customer satisfaction variables is 10,583 greater than the requirements 
(1.96), and has an estimated value (45,00%) and a probability value of 0.000 or (***) 
less than 0.05, so it can be concluded that internal marketing has a significantly positive 
effect on customer satisfaction. 

The effect of the organizational climate on the customer satisfaction is 8.937, 
greater than the requirement of 1.96, with an estimated value (28,70%), and the 
probability value is equal to 0.000 (less than 0.05). So, organizational climate has a 
positively significant effect on customer satisfaction. 

The effect of Organizational commitment moderates the effect of Internal 
Marketing on the customer satisfaction (3,048 significant value is greater than the 
requirement, namely 1.96) with the estimated value (0.001), and the probability value of 
0.002 is less than 0.05. So, organizational commitment significantly positive 
strengthen the effect of Internal marketing on customer satisfaction. Also, organizational 
commitment strengthens the effect of organizational climate on the customer 
satisfaction with estimated value by 0.001 and the probability value of 0.000 or (***) 
less than 0.05. So, it can be concluded that the stronger organizational commitment 
exists, the higher internal marketing practice and organizational climate do, so that the 
higher employees’ satisfactions will be achieved. 

The effect of internal marketing variables on the customer loyalty variable is 2.177 
which is greater than the requirement (1.96) with the estimated value 13,90%. So, 
Internal marketing has a positive and significant effect on customer loyalty. Also, the 
organizational climate effect on customer loyalty was supported, that the significant 
value is 3,966 greater than the requirements (1.96). In conclusion, organizational climate 
has a positive and significant effect on customer loyalty. 

The customer satisfaction effect on the customer loyalty is 7,003 greater than the 
requirements (1.96), and has the estimated value (48,80%). This condition proves 
customer satisfaction has a positive and significant effect on customer loyalty. 

The effect of the customer loyalty on the marketing performance was supported 
measured by 8,025 significant value is greater than the requirements (1.96), and the 
estimated value (21,60%). So, customer loyalty has a positive and significant effect on 
marketing performance. 

The effect of the internal marketing variable on the marketing performance was 
determined by the greater number of significant value (10,608), greater than the 
requirement of 1.96, and has the estimated value 48,00%. Therefore, internal marketing 
has a positive and significant effect on marketing performance. 

Also, the effect of the organizational climate on the marketing performance was 
supported by the greater number of significant value (10,859) greater than the 
requirements (1.96), and it has the estimated value (39,10%). In conclusion, 
organizational climate has a positive and significant effect on marketing performance. 
   
 
 
 

Discussion and Implications 
If compared to organizational climate effect on employees' satisfaction, internal 

marketing has a higher significant impact on employees' satisfaction (45,00%) than the 
organizational climate effect (28,70%). It means that internal marketing is a vital strategy 
to increase employees' satisfaction by treating employees as equals to consumers. These 
findings support the research results by Ganjavi et al. (2015); Berry (1983). In dealing with 
the implementation of internal marketing, companies must respect the employees and 
treat employees as internal value customers, as stated by Longbottom et al. (2006). 
Ganjavi et al. (2015) proved that internal marketing built by 5 (five) dimensions has a 
positive and significant effect on customer satisfaction that will bring about customer 
loyalty. The more effective internal marketing dimensions in an organization, the more 
employees will be able to provide job satisfaction, and they will carry out their duties 
with whole motivation and responsibility as well as in their minds will be more focused 
and increase their work productivity. In banking company, customer satisfaction 
primarily must be improved to meet the needs of front-line employees because the 
front-liners employees daily serve external customers. The satisfaction of the front-
liners employees must be developed through upgrading their communication skills in 
serving the external customers and giving high rewards if they can perform the excellent 
jobs. These programs are in line with Berry and Parasuraman opinion (1992), that 
internal marketing communication as a medium to retain quality employees through the 
company's internal services by upgrading their competence and promoting them as the 
right career path. They stated that the most decisive services are internal 
communication and training factors. However, internal communication research can be 
used by banking management to evaluate whether internal communication and training 
program carried out by the banking industry, has been done optimally and effectively. 

Furthermore, this research result supports the results of research by Al- Hawary 
et al. (2013); Shahzad and Naeem (2013), even though their research object is different in 
hotels, restaurants, and nursing institutions. Huang and Rundle-Thiele (2014); Gounaris 
(2006); Hwang and Chi (2005) stated that the implementation of internal marketing has 
a positive effect on employee job satisfaction. This means that the implementation of 
internal marketing, a part from being applicable to the banking industry, is also 
appropriate if applied to hotels, restaurants and health services. It implies that if internal 
marketing practices are carried out properly, accurately, and consistently, good 
communication will be created by internal customers that will lead to the excellent 
services to the external customers so that the external customer satisfaction will be 
developed due to internal customers satisfaction also exists for the company either for 
banking companies or other companies such as hotels, restaurants, and other hospitality 
companies. 

The conducive organizational climate of the company can affect the employee 
satisfaction, according to social learning theory, proposed by Bandura (1971). Bandura 
(1971) stated that the environment has an effect on changing the perspective and the 
way of thinking of employees so that it can influence employee satisfaction. This 
research result shows that the better the conducive organizational climate has; the 
more satisfaction of employees exists. This finding supports the research result by Kaya 
et al. (2010), that organizational climate has an important influence on employee 
satisfaction in the banking sector in Turkey. Also, supporting the results of Gayle and 
Harald (2010); Chaur (2014), that organizational climate is a condition that can be felt by 
employees in an organization so that organizational climate has an influence on 
employees’ satisfaction, and will build organizational development. This study also 
supports the results of the study by Jing et al. (2011) in pharmaceutical companies, 
stated that organizational climate has a positive and significant effect on job satisfaction. 
This can be interpreted that customer satisfaction is influenced by organizational 



308 VOLUME 2 NOMOR 2 TAHUN 2022

K
ATA

LO
G

 JU
R

N
A

L M
A

H
A

SISW
A

 PA
SC

A
SA

R
JA

N
A

 U
N

IV
ER

SITA
S LA

M
PU

N
G

climate not only in banking industry companies, but also applies to pharmaceutical 
companies, most likely also applies to other companies engaged in other commodities. 

Dienhart and Gregoire (1997); Johnson (1996); Ryan et al. (1996); Schmit and 
Allschied (1995); Ostroff (1992); and LaLopa (2010) support this study, that organizational 
climate with consistent customer satisfaction has a significant influence. Then, 
Berberoglu, (2018) proved that organizational climate has a positive effect on customer 
satisfaction and will ultimately have an influence on customer loyalty, as stated by 
Davidson and Manning (2004); Davidson et al. (2001; 2002). Therefore, to achieve 
organizational climate at a positive level, decision makers must be able to understand 
and improve the factors that support organizational climate. However, Ahmad et al. 
(2018); Rogg et al. (2001) proved that organizational climate does not have a direct 
relationship to customer satisfaction. It means that employees who work in an 
organization with a positive organizational climate will tend to be more satisfied with 
their work. This finding also supports the research finding by Morris and Bloom (2002), 
and vice versa if employees work in organizations that have high stress, and an 
unpleasant emotions, then employees will not feel satisfied in the organization. Then, 
Haakonsson et al. (2008); Burton and Obel (2004) proved that employees who work in 
the unconducive organizational climate will have difficulty in creating a good 
communication climate, not even willing to share information or admit mistakes 
voluntarily. Organizational climate can reflect all behavior in the organization. If the 
organizational climate is conducive and good, it will improve interpersonal relationships, 
which can show the level of friendliness in establishing relationships between employees 
and superiors and or vice versa in an organization or company. This will enable 
members of the organization to carry out activities cooperatively, where employees can 
prominently carry out their duties. 

This study also supports the results of research by Jyoti (2016); Rahimic (2013), that 
organizational climate has a positive and significant effect on employee loyalty. If 
superiors and co-workers support each other in their work and the division of tasks is 
given according to the role of each employee so that employees feel that the 
organizational climate is good, it will have a strong influence on employee loyalty. 
Organizational climate is closely related to the process of creating a conducive work 
environment so that harmonious relationships and cooperation can be created among 
all members of the organization. Basically, employees can be loyal to the company, 
influenced by a good organizational climate. The organizational climate will be able to 
create a pleasant working atmosphere, because a conducive organizational climate will 
encourage employees to work well. Creating an organizational climate that can bring its 
members to improve the company performance is not an easy thing, because naturally 
humans have different behavioral characteristics according to the level of need. 

Furthermore, this study supports the study conducted by Al-Fakeh (2020); Sarker 
and Ashrafi (2018); Bamfo et al. (2018); Aspizain (2016); Caniago et al. (2014); Zahid and 
Raja (2014); Adekola (2012); Sharma and Bajpai (2010); Vidal et al. (2007), organizational 
commitment was a catalyst to increase the level of customer satisfaction so that 
organizational commitment has a moderating role in the effect of internal marketing 
and organizational climate on employees’ satisfaction. The results show that the stronger 
the implementation of internal marketing and organizational climate practices in bank 
company, the better the level of internal customer satisfaction. This means that the 
bank company must be able to treat employees as a value asset. Also, the bank 
company must give them opportunity to develop their career paths. The bank company 
must also provide more valued rewards to increase the level of satisfaction so that the 
internal customers or employees strengthen good relationships with the organization, 
and consequently the satisfied employees will excellently serve the external customers. 
When serving the external customers, full attention and empathy to the external 
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climate not only in banking industry companies, but also applies to pharmaceutical 
companies, most likely also applies to other companies engaged in other commodities. 

Dienhart and Gregoire (1997); Johnson (1996); Ryan et al. (1996); Schmit and 
Allschied (1995); Ostroff (1992); and LaLopa (2010) support this study, that organizational 
climate with consistent customer satisfaction has a significant influence. Then, 
Berberoglu, (2018) proved that organizational climate has a positive effect on customer 
satisfaction and will ultimately have an influence on customer loyalty, as stated by 
Davidson and Manning (2004); Davidson et al. (2001; 2002). Therefore, to achieve 
organizational climate at a positive level, decision makers must be able to understand 
and improve the factors that support organizational climate. However, Ahmad et al. 
(2018); Rogg et al. (2001) proved that organizational climate does not have a direct 
relationship to customer satisfaction. It means that employees who work in an 
organization with a positive organizational climate will tend to be more satisfied with 
their work. This finding also supports the research finding by Morris and Bloom (2002), 
and vice versa if employees work in organizations that have high stress, and an 
unpleasant emotions, then employees will not feel satisfied in the organization. Then, 
Haakonsson et al. (2008); Burton and Obel (2004) proved that employees who work in 
the unconducive organizational climate will have difficulty in creating a good 
communication climate, not even willing to share information or admit mistakes 
voluntarily. Organizational climate can reflect all behavior in the organization. If the 
organizational climate is conducive and good, it will improve interpersonal relationships, 
which can show the level of friendliness in establishing relationships between employees 
and superiors and or vice versa in an organization or company. This will enable 
members of the organization to carry out activities cooperatively, where employees can 
prominently carry out their duties. 

This study also supports the results of research by Jyoti (2016); Rahimic (2013), that 
organizational climate has a positive and significant effect on employee loyalty. If 
superiors and co-workers support each other in their work and the division of tasks is 
given according to the role of each employee so that employees feel that the 
organizational climate is good, it will have a strong influence on employee loyalty. 
Organizational climate is closely related to the process of creating a conducive work 
environment so that harmonious relationships and cooperation can be created among 
all members of the organization. Basically, employees can be loyal to the company, 
influenced by a good organizational climate. The organizational climate will be able to 
create a pleasant working atmosphere, because a conducive organizational climate will 
encourage employees to work well. Creating an organizational climate that can bring its 
members to improve the company performance is not an easy thing, because naturally 
humans have different behavioral characteristics according to the level of need. 

Furthermore, this study supports the study conducted by Al-Fakeh (2020); Sarker 
and Ashrafi (2018); Bamfo et al. (2018); Aspizain (2016); Caniago et al. (2014); Zahid and 
Raja (2014); Adekola (2012); Sharma and Bajpai (2010); Vidal et al. (2007), organizational 
commitment was a catalyst to increase the level of customer satisfaction so that 
organizational commitment has a moderating role in the effect of internal marketing 
and organizational climate on employees’ satisfaction. The results show that the stronger 
the implementation of internal marketing and organizational climate practices in bank 
company, the better the level of internal customer satisfaction. This means that the 
bank company must be able to treat employees as a value asset. Also, the bank 
company must give them opportunity to develop their career paths. The bank company 
must also provide more valued rewards to increase the level of satisfaction so that the 
internal customers or employees strengthen good relationships with the organization, 
and consequently the satisfied employees will excellently serve the external customers. 
When serving the external customers, full attention and empathy to the external 

customers will be developed, and eventually this excellent service to the external 
customers will improve the marketing performance, especially in terms of attract new 
customers and build the external customers’ satisfaction and loyalty, due to the 
employees’ satisfaction and loyalty toward the organizations. Next, this condition can 
build lovely employees feeling that the companies are belong to the employees. All these 
activities are relevant to the results of employees’ satisfaction effect on employees’ 
loyalty, that have a higher effect as of 48,80% if compared to other variable effects 
(Table 4). Thus it can be concluded that, organizational commitment is an important 
factor to get more attention from bank management, because organizational 
commitment has a significant influence and strengthens the influence of internal 
marketing and organizational climate on the level of customer satisfaction. Bank 
management must consider the importance of customer satisfaction to obtain employee 
performance, involvement of organizational commitment as a strong strategy for 
organization to achieve the banking performance especially in terms of marketing 
performance. 

In addition, this study supports the results of research by Papasolomou (2006); 
Anderson and Srinivasan, (2003); Rafiq and Ahmed (2002); Srinivasan et al. (2002) stated 
that internal marketing practices have satisfied customers, so that they can create loyal 
internal customers to the company. Loyal internal customers as a positive attitude can 
keep employee’s retention and lower turnover rate behavior. In conclusion, the satisfied 
internal customers can be able to improve employee retention or loyalty so that they 
have strong thoughts to feel they have the banking company. This is relevant to the 
significant results in this study, having the highest significant estimated value (48,80%) 
than other variable effects. 

Furthermore, this study supports the results of the research proposed by 
Radiman et al., (2018); Azhar et al. (2018); Azhar and Jufrizen, (2017), stating that 
satisfaction has a positive and significant influence on customer loyalty. This study 
supports the results of research proposed by, Chinomona and Dubihlela (2014). The 
results showed that increasing customer satisfaction as an important aspect in today's 
competitive business environment, this study provides empirical evidence that 
customer satisfaction leads to repurchase intentions. The positive experiences that have 
been experienced by customers towards a product or service will have an emotional 
effect and lead to satisfaction in the minds of customers. Other studies have shown that 
customer satisfaction is an important factor in customer loyalty in an industry 
(Pezhman, et al., 2013). Customer satisfaction that has been felt will be able to cause the 
level of customer confidence so that there is a repeat purchase decision by the 
customer. Customer loyalty is a customer commitment to persist in-depth to 
consistently make repeat purchases of products or services in the future. The better 
customer satisfaction with a product or service, the higher customer loyalty to the 
product or service due to the satisfaction. In conclusion, internal customers who are 
satisfied with banking services will feel at home and last longer in this banking company 
and have high hopes that they will become loyal employees. 

The findings in this study support the results of research by Kirca et al. (2005); Voss 
and Voss (2000), that the marketing performance can be achieved by the banking 
industry shown in sales volume and sales growth rate as well as the growth rate in the 
number of customers this will lead to customer loyalty in which satisfied customers will 
recommend other people to buy products or use services of the company. The 
relationship between repurchase and marketing performance at the company level is 
significant because repurchase intention is the most widely used the indicator of 
customer loyalty in a company's customer feedback system (Chandon et al., 2005). 
Therefore, monitoring performance of customer repurchase intentions is very beneficial 
for the company. Thus, it can be concluded that loyal customers in an organization need 
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to be considered because they are even obliged to get awards from banking 
management so that they can improve their performance better so that the 
performance of the banking company can be achieved. 

The results of the hypothesis test show that, marketing performance (M.P.) has a 
significant value of 48,00%. It means that internal marketing, if it is increased by 1%, 
then the marketing performance of an organization or company will increase by 48.00% 
This means that customers/employees who work in an organization, by practicing 
internal marketing correctly and consistently, employees tend to have better 
performance for the organization. The results of this study support the results of 
research by Narteh and Odoom (2015) that internal marketing has a positive influence 
on customer satisfaction and loyalty, which in turn will contribute to marketing 
performance. Internal marketing provides a particular view, to ensure that the company 
wants to achieve the goals that have been set at this time, the implementation of 
internal marketing must be carried out properly and correctly so that it can have a 
positive influence on the company's marketing performance. 

This study also supports the results of research by Rafiq and Ahmed (2003); 
Budhwar et al. (2009), that the implementation of structured and rationalized internal 
marketing can significantly improve the relationship between employees and 
management to create competitiveness and create better marketing performance. 
Furthermore, it supports the results of research by Kaurav et al. (2015), that internal 
marketing has a positive relationship with business performance. However, this research 
does not support the results of the study proposed by Bouranta et al. (2005) because 
internal marketing does not have a significant effect on business performance. The main 
reason is because the leadership in making decisions and providing policies to 
implement the implementation of internal marketing within the bank is still relatively 
new, so it has not been able to offer significant benefits and influence the related 
banking company's performance. In conclusion, internal marketing practices, if 
implemented properly, correctly, and consistently, will have a significant influence on 
the marketing performance of the banking sector so that it will provide benefits to the 
banking performance. 

The result of the hypothesis test shows that marketing performance has a 
significant value of 39,10%. It means that if the organizational climate is increased by 1%, 
then the marketing performance of an organization or company will increase by 39.10%. 
This means that customers/employees who work in an organization with a good and 
conducive organizational climate, tend to have better performance for the organization. 
The findings in this study also support the results of research by Siehl and Martin 
(1990), that there is a causal direction between conducive organizational climate and 
better marketing performance. Overall, the success of organizational climate practices 
will develop marketing performance created by employee behavior. 

Furthermore, this study also supports the results of research proposed by Nybakk 
et al. (2011); Cooper and Kleinschmidt (2004); Amabile et al. (1996), that a healthy 
organizational climate can have great opportunities to create a level of creativity and 
innovation by employees so that it can provide great potential for marketing 
performance. Furthermore, this study also supports the results of research by 
Schneider (2000), that organizational climate is a perception regarding types of behavior 
that contribute to the rewards, supports, and expectations. The management of the 
company needs to ensure that the organizational climate created can encourage, 
maintain, and improve individuals so that they have a high level of creativity and 
influence marketing performance in the banking industry. Therefore, if employees in an 
organization can create and develop a positive organizational climate, it will result in a 
higher level of motivation and commitment making a significant contribution to 
improving the marketing performance of the banking company. 
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to be considered because they are even obliged to get awards from banking 
management so that they can improve their performance better so that the 
performance of the banking company can be achieved. 

The results of the hypothesis test show that, marketing performance (M.P.) has a 
significant value of 48,00%. It means that internal marketing, if it is increased by 1%, 
then the marketing performance of an organization or company will increase by 48.00% 
This means that customers/employees who work in an organization, by practicing 
internal marketing correctly and consistently, employees tend to have better 
performance for the organization. The results of this study support the results of 
research by Narteh and Odoom (2015) that internal marketing has a positive influence 
on customer satisfaction and loyalty, which in turn will contribute to marketing 
performance. Internal marketing provides a particular view, to ensure that the company 
wants to achieve the goals that have been set at this time, the implementation of 
internal marketing must be carried out properly and correctly so that it can have a 
positive influence on the company's marketing performance. 

This study also supports the results of research by Rafiq and Ahmed (2003); 
Budhwar et al. (2009), that the implementation of structured and rationalized internal 
marketing can significantly improve the relationship between employees and 
management to create competitiveness and create better marketing performance. 
Furthermore, it supports the results of research by Kaurav et al. (2015), that internal 
marketing has a positive relationship with business performance. However, this research 
does not support the results of the study proposed by Bouranta et al. (2005) because 
internal marketing does not have a significant effect on business performance. The main 
reason is because the leadership in making decisions and providing policies to 
implement the implementation of internal marketing within the bank is still relatively 
new, so it has not been able to offer significant benefits and influence the related 
banking company's performance. In conclusion, internal marketing practices, if 
implemented properly, correctly, and consistently, will have a significant influence on 
the marketing performance of the banking sector so that it will provide benefits to the 
banking performance. 

The result of the hypothesis test shows that marketing performance has a 
significant value of 39,10%. It means that if the organizational climate is increased by 1%, 
then the marketing performance of an organization or company will increase by 39.10%. 
This means that customers/employees who work in an organization with a good and 
conducive organizational climate, tend to have better performance for the organization. 
The findings in this study also support the results of research by Siehl and Martin 
(1990), that there is a causal direction between conducive organizational climate and 
better marketing performance. Overall, the success of organizational climate practices 
will develop marketing performance created by employee behavior. 

Furthermore, this study also supports the results of research proposed by Nybakk 
et al. (2011); Cooper and Kleinschmidt (2004); Amabile et al. (1996), that a healthy 
organizational climate can have great opportunities to create a level of creativity and 
innovation by employees so that it can provide great potential for marketing 
performance. Furthermore, this study also supports the results of research by 
Schneider (2000), that organizational climate is a perception regarding types of behavior 
that contribute to the rewards, supports, and expectations. The management of the 
company needs to ensure that the organizational climate created can encourage, 
maintain, and improve individuals so that they have a high level of creativity and 
influence marketing performance in the banking industry. Therefore, if employees in an 
organization can create and develop a positive organizational climate, it will result in a 
higher level of motivation and commitment making a significant contribution to 
improving the marketing performance of the banking company. 

Conclusion, Limitations, and Future Research 
The research results can strengthen the theory of relationship marketing. Internal 

marketing and organizational climate are the company strategy that can build internal 
customers’ satisfaction and loyalty, even moderated by organizational commitment. 
Consequently, it will improve the marketing performance of the Bank company. This 
condition represents the marketing relationship activity, so the theory of marketing 
relationship has supported this research model. 

The main interesting result of this research is that employees' satisfaction as 
internal customers can improve internal customers' loyalty, which has the most 
significant value effect, almost close to 50%. This finding implies that the employee 
turnover rate can be lower, even if it will dismiss the employee turnover rate as zero-
rate due to the internal customers' love for the company. Organizational commitment 
plays a vital role in moderating the effect of marketing internal and organizational 
climate on employees’ satisfaction. It can strengthen employees' loyalty, even though 
internal marketing has a higher significant value effect two times than organizational 
climate. 

The limitation of this research is the use of the samples taken from Indonesian 
conventional commercial banking employees under the HRD department, especially 
those in the seven largest asset banks or categorized by Bank Book 4 category, in the 
head office. It can be extended to other kinds of examples organized by Indonesian 
Islamic Banks. The data used was taken based cross- section survey design. So, the 
further researcher can conduct the future research using the longitudinal design to get 
generalized results. 
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ABSTRACT:The work performance produced by an employee is certainly influenced by the motivational 
factors of the leader and the work environment. The lack of supervision of leaders in the field causes many 
employees to be absent or late to disrupt operational performance in regional organizations in Lampung 
Province. This study aimed to analyze the influence of leadership, work motivation and work environment have 
a positive influence on employee performance in regional government organizations in Lampung Province. This 
research was conducted using a descriptive approach and analyzed using multiple linear regression analysis. 
The data used in this study were obtained from the results of the questionnaire testing of 130 employees of 
regional organizations in Lampung Province. The results obtained from this study are leadership, motivation, 
and work environment have a positive and significant effect on the performance of employees of regional 
organizations in Lampung Province. This research implies that it is recommended that training and 
development or leadership workshops be held. Leaders of regional government organizations in Lampung 
Province are advised to explore the motivational sources of their subordinates and then appreciate work 
performance in the form of rewards or social events. It is recommended to create a work environment that is 
happy to share ideas, provide support to subordinates and set realistic targets, create a community-minded 
workplace, and improve communication between employees both at one level of position and superiors and 
subordinates. 
KEYWORD: Leadership, Motivation, Work Environment, Employee Performance 
----------------------------------------------------------------------------------------------------------------------------- ---------- 
Date of Submission: 13-06-2022                                                                           Date of Acceptance: 27-06-2022 
----------------------------------------------------------------------------------------------------------------------------- ---------- 

 
I. INTRODUCTION 

Employee performance greatly affects the success of a goal in an institution, because it can be seen the 
importance of employees in an institution. Performance is defined as behavior or actions that are relevant to the 
goals of an institution [1]. Employees are valuable assets in an institution, so the need for support and 
development to make an employee's ability to be better. Performance is the result of work in quality and 
quantity achieved by an employee in carrying out his duties by the responsibilities given [2]. Good performance 
is seen from the results obtained, which are following the standards of an institution or organization. Improving 
the performance of an employee can be done through the application of policies and directions from a reliable 
leader, as well as providing good and directed motivation. 

The Lampung Province regional apparatus organization that is used as the object of research is the 
Lampung Province Education and Culture Office. The Lampung Province Education and Culture Office was 
established on May 2, 1945, based on Government Regulation no. 65 of 1951 concerning the implementation of 
the handover of part of the central government's affairs in the field, of education, teaching, and culture to the 
Province. The Lampung Province Education and Culture Office in carrying out its duties is assisted by the 
district office. The Lampung Province Education and Culture Office is supported by a modern building with a 
traditional background in the Lampung Province with all adequate facilities in each service area. One of the 
problems in the service environment is the lack of superior-subordinate relationships and relationships between 
other employees as well as a lack of fair and objective attitude. 

One of the factors that influence the running of the program at the Education and Culture Office of 
Lampung Province is the effectiveness of the work of employees at the agency. Employee performance in 
completing Employee Work Targets (SKP) is in the spotlight. The non-achievement of targets in the completion 
of ineffective Employee Work Targets can cause pressure on the employees of the Lampung Province Education 
and Culture Office. the achievement of the performance of the Lampung Provincial Education and Culture 
Office in completing the Employee Work Target (SKP) target has decreased from 2018 to 2019. Overall, it can 
be seen that the activity program is not per the target to be achieved. The achievement results of the activity 
program were only achieved by 60.67%. The lack of achievement of the Employee Work Target (SKP) proves 
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the lack of attention of a leader to provide and carry out training and guidance activities for his subordinates. 
From the description above, it is an indication that the performance of the Lampung Province Education and 
Culture Office is still low. 

The performance produced by an employee is certainly influenced by motivational factors from the 
leader or boss and the work environment. The relationship between fellow employees and the leadership is 
needed in achieving maximum performance supported by good leaders and having the discipline of their 
employees. Each agency has its regulatory policies. Government and private agencies, not only expect capable, 
capable and skilled employees but most importantly they are willing to work hard and desire to achieve optimal 
work results. Leaders should strive so that employees have high motivation to carry out their duties or work. 
This is where the importance of the role of motivation to encourage employee morale in completing their work. 

An employee will produce high performance when he has the motivation in doing his job. An employee 
will produce high performance if the employee is motivated to work, one of which is because of commensurate 
rewards. The motivation that is built on followers is to provide rewards for the extra performance that has been 
achieved. The high level of absenteeism for the Lampung province education and culture office in 2018, 
indicated a decrease in the spirit of attendance in the work process 2018. The highest attendance rate in 2018 
was 98.85 or the employee absentee rate value of 1.15% occurred in November, while the highest attendance 
rate in 2018 was 1.15%. the lowest attendance of 95.00% or the value of the employee absentee level of 5.00% 
occurred in June.  

Based on the performance report, it can be accumulated that during 2018, employees of the Lampung 
province's education and culture office were reported to have been absent from work for ± 13 days. Based on 
Government Regulation number 53 of 2010 concerning the discipline of civil servants entering work and 
complying with the provisions of working hours, the accumulated absence of a Civil Service Apparatus for ± 13 
days in a year of work without a valid reason is considered to have entered the category of disciplinary violation 
by giving a sentence in the form of a statement letter. dissatisfied in writing by echelon III structural 
officials.The increase in absenteeism or absenteeism causes the work carried out to be less than optimal or even 
not following the Employee Work Target (SKP) that has been set by the Lampung Province Education and 
Culture Office. 

The high level of employee absenteeism is very detrimental to overall service activities. The manager of 
the Lampung Province Education and Culture Office is required to have an attitude that is per the existing 
regulations in the agency, but in fact, some employees still do not comply with the regulations. The problem that 
often occurs is that some employees abuse their working hours for personal gain. Insufficient legal sanctions 
against employees who violate regulations make them feel less deterrent for the actions that have been violated. 
This can result in decreased employee performance because a leader greatly influences and is responsible for his 
employees in completing tasks. In addition to the leader, work motivation factors can affect the performance of 
an employee, motivation is needed by employees to encourage them to be better. Simply put, motivation is 
pushing to achieve the goals of an organization, group, and individual goals that are intertwined, so that not only 
one but also other achievements can be realized [3]. 

Factors that affect performance other than motivation are the work environment. A good work 
environment can help an employee to work well and calmly, not make them bored in completing work so that it 
will make them feel satisfied with the results of their work. A bad work environment can make employees feel 
bored quickly and feel tense, this can hinder the implementation of their duties and responsibilities as a result of 
which the employee's work targets that have been set decrease. The non-physical work environment is all 
conditions that occur related to work relationships, both relationships with superiors and relationships with co-
workers, or relationships with subordinates [4]. Employees at the Education and Culture Office of Lampung 
Province are expected to have a harmonious relationship between employees and leaders because having a 
harmonious relationship is one of the factors that can affect the performance of an employee. Fact that happened 
in this agency, there are still some employees who do not want to listen to suggestions from other colleagues 
and choose to make their own decisions without listening to advice from other colleagues so that their work 
results are less than optimal and many mistakes occur. 

Based on the description above, the objectives to be achieved are as follows: 
1. Analyzing the effect of leadership on Education and Culture Office of Lampung employee performance. 
2. Analyzing the effect of work motivation on Education and Culture Office of Lampung employee 

performance. 
3. Analyzing the effect of job satisfaction on Education and Culture Office of Lampung employee 

performance. 
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the lack of attention of a leader to provide and carry out training and guidance activities for his subordinates. 
From the description above, it is an indication that the performance of the Lampung Province Education and 
Culture Office is still low. 

The performance produced by an employee is certainly influenced by motivational factors from the 
leader or boss and the work environment. The relationship between fellow employees and the leadership is 
needed in achieving maximum performance supported by good leaders and having the discipline of their 
employees. Each agency has its regulatory policies. Government and private agencies, not only expect capable, 
capable and skilled employees but most importantly they are willing to work hard and desire to achieve optimal 
work results. Leaders should strive so that employees have high motivation to carry out their duties or work. 
This is where the importance of the role of motivation to encourage employee morale in completing their work. 

An employee will produce high performance when he has the motivation in doing his job. An employee 
will produce high performance if the employee is motivated to work, one of which is because of commensurate 
rewards. The motivation that is built on followers is to provide rewards for the extra performance that has been 
achieved. The high level of absenteeism for the Lampung province education and culture office in 2018, 
indicated a decrease in the spirit of attendance in the work process 2018. The highest attendance rate in 2018 
was 98.85 or the employee absentee rate value of 1.15% occurred in November, while the highest attendance 
rate in 2018 was 1.15%. the lowest attendance of 95.00% or the value of the employee absentee level of 5.00% 
occurred in June.  

Based on the performance report, it can be accumulated that during 2018, employees of the Lampung 
province's education and culture office were reported to have been absent from work for ± 13 days. Based on 
Government Regulation number 53 of 2010 concerning the discipline of civil servants entering work and 
complying with the provisions of working hours, the accumulated absence of a Civil Service Apparatus for ± 13 
days in a year of work without a valid reason is considered to have entered the category of disciplinary violation 
by giving a sentence in the form of a statement letter. dissatisfied in writing by echelon III structural 
officials.The increase in absenteeism or absenteeism causes the work carried out to be less than optimal or even 
not following the Employee Work Target (SKP) that has been set by the Lampung Province Education and 
Culture Office. 

The high level of employee absenteeism is very detrimental to overall service activities. The manager of 
the Lampung Province Education and Culture Office is required to have an attitude that is per the existing 
regulations in the agency, but in fact, some employees still do not comply with the regulations. The problem that 
often occurs is that some employees abuse their working hours for personal gain. Insufficient legal sanctions 
against employees who violate regulations make them feel less deterrent for the actions that have been violated. 
This can result in decreased employee performance because a leader greatly influences and is responsible for his 
employees in completing tasks. In addition to the leader, work motivation factors can affect the performance of 
an employee, motivation is needed by employees to encourage them to be better. Simply put, motivation is 
pushing to achieve the goals of an organization, group, and individual goals that are intertwined, so that not only 
one but also other achievements can be realized [3]. 

Factors that affect performance other than motivation are the work environment. A good work 
environment can help an employee to work well and calmly, not make them bored in completing work so that it 
will make them feel satisfied with the results of their work. A bad work environment can make employees feel 
bored quickly and feel tense, this can hinder the implementation of their duties and responsibilities as a result of 
which the employee's work targets that have been set decrease. The non-physical work environment is all 
conditions that occur related to work relationships, both relationships with superiors and relationships with co-
workers, or relationships with subordinates [4]. Employees at the Education and Culture Office of Lampung 
Province are expected to have a harmonious relationship between employees and leaders because having a 
harmonious relationship is one of the factors that can affect the performance of an employee. Fact that happened 
in this agency, there are still some employees who do not want to listen to suggestions from other colleagues 
and choose to make their own decisions without listening to advice from other colleagues so that their work 
results are less than optimal and many mistakes occur. 

Based on the description above, the objectives to be achieved are as follows: 
1. Analyzing the effect of leadership on Education and Culture Office of Lampung employee performance. 
2. Analyzing the effect of work motivation on Education and Culture Office of Lampung employee 

performance. 
3. Analyzing the effect of job satisfaction on Education and Culture Office of Lampung employee 

performance. 
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II. LITERATURE REVIEW 
Successful leaders are leaders who are more effective in building good and strong relationships with 

relationships and can make the necessary organizational changes, especially in structures and cultures with 
minimum resistance [5]. Successful leaders can motivate, aspire, and encourage their followers in a way that 
results in job satisfaction, commitment, loyalty, and organizational behavior. Leadership has both direct and 
indirect effects on organizational performance [6]. Leadership is the ability to influence a group towards the 
achievement of goals [6]. The source of this influence can be formal, such as that provided by managerial 
ownership in an organization. Based on the opinions of these experts, it can be concluded that leadership is the 
ability of a person to influence a person and a group towards the achievement of goals. 

Leadership is the process by which one individual influences other individuals to willingly and 
enthusiastically direct their efforts and abilities towards the achievement of defined group or organizational 
goals [7]. Various types of leadership are commonly known, namely transactional, laissez-faire, and 
transformational [8]. A leader has different types of leadership in leading, this is usually termed a leadership 
typology. Good leadership certainly has benchmarks that can be assessed or felt both visually and non-visually, 
this assessment can be an indicator in determining whether a leader is good or bad. According to Avolio and 
Bass, the process of decision-making and problem-solving in the team is carried out according to one's 
leadership style [9]. 

Avolio and Bass divide leadership into four indicators, namely, directive leadership, consultative 
leadership, participatory leadership, and delegation leadership [9]. Three previous studies show that leadership 
can affect performance. In previous studies, results were showing that leadership style had a positive and 
significant influence on employee performance [10]; [11]; [12]. Work motivation is also one of the factors that 
affect employee performance because the relationship between leaders and employees is needed in achieving 
maximum performance. According to Robbins [13], motivation is a process that causes the intensity, direction, 
and continuous effort of individuals to achieve goals. 

According to Herzberg, motivation is something that encourages someone to do an activity or work 
where the motivation comes from two factors, namely motivational factors (intrinsic) and maintenance factors 
(extrinsic) [14]. The definition described above can be concluded that motivation is an encouragement to a 
series of processes of human behavior in achieving goals, while the elements contained in motivation include 
elements of generating, directing, maintaining, showing intensity, being continuous, and having a purpose. 
Herzberg divides motivation into two forms of motivation [14], namely: 
a)  Intrinsic motivation means motivation that comes from within employees such as the hopes and desires of 

employees in working with their expectations, meaning that employees are motivated to work because there 
is a desire to be achieved or expected. 

b)  Extrinsic motivation is the motivation that comes from outside the employee, such as: 
•  Allowances: compensation received by employees for the tasks carried out. 
•  Incentives: wages other than the salary received by the employee per the employee's performance. 
•  Awards for outstanding employees 
•  Leadership policy: the leadership encourages employees to work better or not. 

Three previous studies show that motivation can affect performance. In previous research, results are 
showing that employee motivation has a positive and significant influence on employee performance [10]; [11]; 
[12]. Another factor that affects employee performance is the work environment. A good work environment can 
help an employee work well and calmly, not making them bored in completing work. The work environment is 
very important to note, the work environment is where employees work daily. A comfortable, conducive work 
environment will improve the performance of employees. 

The work environment can be defined as everything that is around the workers and that can affect them 
in carrying out the tasks assigned, such as cleaning, music, lighting, and others. According to Koopmans et al 
[15], the indicators of the work environment are divided into three dimensions, namely: 
a.  Physical environment: namely organizational facilities and workspaces that support work by offering the 

best facilities for tasks, for example, collaboration and concentration. 
b.  Virtual environment: i.e. computers, smartphones, and software that workers need that can work efficiently. 
c.  Social environment: i.e. includes everything from management to the organizational atmosphere, 

organizational transparency, good information flow, clear policies conveyed through meetings, and an 
innovative climate are also important parts of the social environment. 

The benchmark of the value of an agency being successful or not in terms of carrying out its operations 
can be measured through the performance aspects of its employees. Good performance is a step to achieving 
organizational goals, so efforts need to be made to improve performance. But this is not easy because many 
factors affect the level of a person's performance. Factors that can affect performance, such as social relations 
between leaders and subordinates, between co-workers in the organization, economic satisfaction, and career 
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paths at work, are very important to be considered by company managers to increase enthusiasm at work, all of 
which influence employees in their work. achieve predetermined organizational goals or objectives. 

Indicators of measuring employee performance according to Ragas et al [16], namely: 
a.  Task competence: an employee's ability to apply a set of interrelated knowledge, skills, and abilities to 

complete a task. 
b.  Flexibility and efficiency: the ability of employees to work effectively in a variety of situations and groups 

that require understanding or appreciating opposing perspectives on an issue. 
c.  Professional development: deals with the initiative of an employee to improve himself for his career. 
d.  Work efficiency: the ability of employees to maximize their available time and resources to complete tasks 

successfully. 
Three previous studies show that the work environment can affect performance. In previous studies, 

results were showing that the work environment had a significant positive effect on employee productivity and 
performance [11]; [12]; [15].In the framework of thought in this study the influence between variables can be 
described through the research paradigm as follows: 
 

Figure 1: Research Framework 

 
 
The research hypothesis used in this study describes theory-based predictions so that it is possible to connect 
theory with observations. 
 
A. The Influence of Leadership on Employee Performance 

This research has a problem, namely the performance of employees who are less than optimal in achieving a 
work program and employee work targets (SKP). The first variable that influences is the leadership style of a 
leader, this happens because a leader's lack of attention to provide and carry out training and guidance 
activities to his subordinates results in a decrease in the performance of subordinates. Leadership is one of 
the factors that can affect performance [10];[11];[12]. Based on this, the following hypotheses can be 
formed: 
H1: Leadership has a positive influence on performance. 

 
B. The Effect of Motivation on Employee Performance 

Work motivation is also one of the factors that affect employee performance because the relationship 
between leaders and employees is needed in achieving maximum performance. Motivation is a process that 
causes the intensity (intensity), direction (direction), and continuous effort of individuals towards the 
achievement of goals [13]. The motivation of employees at work is a driving factor that can improve 
employee performance [10];[11];[12]. Based on this, the following hypotheses can be formed: 
H2: Motivation has a positive influence on employee performance. 

 
C. The Influence of Work Environment on Employee Performance 

Another factor that affects employee performance is the work environment. The work environment is a 
condition contained in the structure and process of company activities that reflect a sense of satisfaction in 

Employee 
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paths at work, are very important to be considered by company managers to increase enthusiasm at work, all of 
which influence employees in their work. achieve predetermined organizational goals or objectives. 

Indicators of measuring employee performance according to Ragas et al [16], namely: 
a.  Task competence: an employee's ability to apply a set of interrelated knowledge, skills, and abilities to 

complete a task. 
b.  Flexibility and efficiency: the ability of employees to work effectively in a variety of situations and groups 

that require understanding or appreciating opposing perspectives on an issue. 
c.  Professional development: deals with the initiative of an employee to improve himself for his career. 
d.  Work efficiency: the ability of employees to maximize their available time and resources to complete tasks 

successfully. 
Three previous studies show that the work environment can affect performance. In previous studies, 

results were showing that the work environment had a significant positive effect on employee productivity and 
performance [11]; [12]; [15].In the framework of thought in this study the influence between variables can be 
described through the research paradigm as follows: 
 

Figure 1: Research Framework 

 
 
The research hypothesis used in this study describes theory-based predictions so that it is possible to connect 
theory with observations. 
 
A. The Influence of Leadership on Employee Performance 

This research has a problem, namely the performance of employees who are less than optimal in achieving a 
work program and employee work targets (SKP). The first variable that influences is the leadership style of a 
leader, this happens because a leader's lack of attention to provide and carry out training and guidance 
activities to his subordinates results in a decrease in the performance of subordinates. Leadership is one of 
the factors that can affect performance [10];[11];[12]. Based on this, the following hypotheses can be 
formed: 
H1: Leadership has a positive influence on performance. 

 
B. The Effect of Motivation on Employee Performance 

Work motivation is also one of the factors that affect employee performance because the relationship 
between leaders and employees is needed in achieving maximum performance. Motivation is a process that 
causes the intensity (intensity), direction (direction), and continuous effort of individuals towards the 
achievement of goals [13]. The motivation of employees at work is a driving factor that can improve 
employee performance [10];[11];[12]. Based on this, the following hypotheses can be formed: 
H2: Motivation has a positive influence on employee performance. 

 
C. The Influence of Work Environment on Employee Performance 

Another factor that affects employee performance is the work environment. The work environment is a 
condition contained in the structure and process of company activities that reflect a sense of satisfaction in 

Employee 
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the implementers or employees who are supportive of achieving the goals desired by the company as a 
whole as well as by the implementers [19]. Because a good work environment can help an employee work 
well and calmly, it doesn't make them bored in completing work, so it will make them feel satisfied with the 
results of their work. The environment where employees work, both physical and non-physical work 
environments affect increasing employee performance [11];[12];[15]. Based on this, the following 
hypotheses can be formed: 
H3: The work environment has a positive influence on employee performance 

 
III. RESEARCH METHOD 

The sampling technique in this study used Simple Random Sampling. Because the sample size is too 
large, the method becomes very sensitive so it is difficult to get good goodness of fit measure [17]. It is 
suggested that the minimum sample size is 5-10 samples for each estimated indicator [17]. In this study, the 
number of indicators studied was 13 and through the sample determination formula, the number of samples 
needed was n = 10 x 13 = 130 samples. Based on these calculations, the number of samples studied in regional 
organizations of Lampung Province in this study was 130 employees. The influence of the independent variable 
on the dependent variable and the close relationship between the X and Y variables were measured using 
multiple linear regression analysis. Multiple linear regression instruments were also tested through normality, 
validity, and reliability tests. The t-test was used to partially test the effect of leadership, motivation, and work 
environment on performance. 
 

IV. RESULT AND DISCUSSION 
A good instrument in a study must meet the requirements, namely, the data has a normal distribution, and 

is valid and reliable. To get the right interpretation of the data, the instrument must meet good requirements. 
 
A.Normality 

The normality test is used to determine whether the instrument used as a data collection tool is normally 
distributed or not. The normality test used in this study is the Kolmogorov-Smirnov statistic. The results of 
the Kolmogorov-Smirnov test to test the normality of the research data show that the data doesn’t have a  
normal scatter. To make the data scatters become normal, the researcher eliminates 12 data that make the 
data scatterabnormal, and the researcher does another run Kolmogorov-Smirnov test shown in Table 1. 

 
Table 1.Normality Test 

One-Sample Kolmogorov-Smirnov Test 

 
Unstandardized 

Residual 
N 118 
Normal Parametersa,b Mean .0000000 

Std. Deviation 2.49929385 
Most Extreme Differences Absolute .073 

Positive .073 
Negative -.063 

Test Statistic .073 
Asymp. Sig. (2-tailed) .182c 
a. Test distribution is Normal. 
b. Calculated from data. 
c. Lilliefors Significance Correction. 

 
Based onTable 1 above, data from all variables have an Asymp. Sig value of 0.182 (above 0.05) indicates 
that data from all variables already has a normal distribution. 
 

B.Validity Test 
A validity test is used to measure the validity or validity of a questionnaire [18]. A questionnaire is said to be 
valid if the questions on the questionnaire can reveal something that is measured by the questionnaire. 
Measurement of validity in this study was carried out using factor analysis. Factor analysis was carried out 
through correlation tests between independent variables using the Bartlett Testof Sphericity or Measure 
Sampling Adequacy (MSA) significance [17]. The results of the correlation test between independent 
variables are in the output of KMO and Bartlett's Test, as follows 
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Table 2.Validity Test 
No Variable KMO Score Bartlett Significance Result 
1 Leadership 0,816 0,000 Valid 
2 Motivation 0,804 0,000 Valid 
3 Working Environment 0,701 0,000 Valid 
4 Employee Performance 0,726 0,000  

 
Table 2. above shows that the KMO value for all statement items is above 0.5 with an overall Bartlett 
significance value of 0,000. Thus, the 48 questionnaire items tested were declared valid. 

 
C. Reliability Test 

Reliability testing is indicated by the Cronbach Alpha coefficient, where the reliability test results are said to 
be reliable if the Cronbach Alpha value is > 0.7 [17]. The reliability test on the 4 variables tested, namely 
Leadership, Motivation, Work Environment, and Employee Performance can be seen in Table 3 below. 
 

Table 3 Reliability Test 
No Variable α Croanbach value Terms Result 
1 Leadership 0,873 > 0,7 Reliable 
2 Motivation 0,832 > 0,7 Reliable 
3 Work Environment 0,778 > 0,7 Reliable 
4 Employee Performance 0,721 > 0,7 Reliable 

 
Table 3 above shows that the value of Cronbach's alpha for all variables in this study is above 0.7. If the 
reliability value is less than 0.6, it is declared unfavorable, while 0.7 is acceptable and 0.8 is declared good 
[17]. From the results of the study, it was obtained that all Cronbach's alpha values on the indicator were 
greater than 0.7, thus all the instruments tested in this study could be declared reliable. 

 
Analyzing the performance of employees at the Education and Culture Office of Lampung Province is 

done by regressing three variables, namely leadership (X1), motivation (X2), and work environment (X3). The 
results of the regression analysis are presented in Table 4 below. 
 

Table 4. Hasil AnalisisRegresi 
 

Coefficients 

Model 
Unstandardized Coefficients 

Standardized 
Coefficients 

T Sig. B Std. Error Beta 
1 (Constant) 25.177 3.192  7.887 .000 

Leadership .155 .086 .227 4.805 .024 
Work Motivation .144 .100 .184 3.448 .015 
Work Enviironment .199 .114 .235 4.738 .025 

 
Based on the value of the regression coefficient, an employee performance equation can be made: 

Y = f(X1, X2,X3) = 0227X1 + 0,184X2 + 0,235X3 
Description: 
X1 = Employee leadership in regional organizations of Lampung Province 
X2 = Employee motivation in regional organizations of Lampung Province 
X3  = Work environment in regional organizations of Lampung Province 
Y =Employee performance in regional organizations of Lampung Province 

 
Hypothesis test through partial test With t-test used to see the effect of each variable. Based on the statistical t 
table (for n = 118), the t table value is 1.9786 with a 95% confidence interval. The influence of each variable 
can be described as follows: 
 
A.  Leadership (X1) 

Based on table 4, the positive value of the beta coefficient indicates that the leadership variable has a 
positive effect on employee performance. The calculated t value for the leadership variable (X1) is 4.805 
with a significance value of 0.024 (97.6%). The t-count value is greater than the t-table and the significance 
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Table 2.Validity Test 
No Variable KMO Score Bartlett Significance Result 
1 Leadership 0,816 0,000 Valid 
2 Motivation 0,804 0,000 Valid 
3 Working Environment 0,701 0,000 Valid 
4 Employee Performance 0,726 0,000  

 
Table 2. above shows that the KMO value for all statement items is above 0.5 with an overall Bartlett 
significance value of 0,000. Thus, the 48 questionnaire items tested were declared valid. 

 
C. Reliability Test 

Reliability testing is indicated by the Cronbach Alpha coefficient, where the reliability test results are said to 
be reliable if the Cronbach Alpha value is > 0.7 [17]. The reliability test on the 4 variables tested, namely 
Leadership, Motivation, Work Environment, and Employee Performance can be seen in Table 3 below. 
 

Table 3 Reliability Test 
No Variable α Croanbach value Terms Result 
1 Leadership 0,873 > 0,7 Reliable 
2 Motivation 0,832 > 0,7 Reliable 
3 Work Environment 0,778 > 0,7 Reliable 
4 Employee Performance 0,721 > 0,7 Reliable 

 
Table 3 above shows that the value of Cronbach's alpha for all variables in this study is above 0.7. If the 
reliability value is less than 0.6, it is declared unfavorable, while 0.7 is acceptable and 0.8 is declared good 
[17]. From the results of the study, it was obtained that all Cronbach's alpha values on the indicator were 
greater than 0.7, thus all the instruments tested in this study could be declared reliable. 

 
Analyzing the performance of employees at the Education and Culture Office of Lampung Province is 

done by regressing three variables, namely leadership (X1), motivation (X2), and work environment (X3). The 
results of the regression analysis are presented in Table 4 below. 
 

Table 4. Hasil AnalisisRegresi 
 

Coefficients 

Model 
Unstandardized Coefficients 

Standardized 
Coefficients 

T Sig. B Std. Error Beta 
1 (Constant) 25.177 3.192  7.887 .000 

Leadership .155 .086 .227 4.805 .024 
Work Motivation .144 .100 .184 3.448 .015 
Work Enviironment .199 .114 .235 4.738 .025 

 
Based on the value of the regression coefficient, an employee performance equation can be made: 

Y = f(X1, X2,X3) = 0227X1 + 0,184X2 + 0,235X3 
Description: 
X1 = Employee leadership in regional organizations of Lampung Province 
X2 = Employee motivation in regional organizations of Lampung Province 
X3  = Work environment in regional organizations of Lampung Province 
Y =Employee performance in regional organizations of Lampung Province 

 
Hypothesis test through partial test With t-test used to see the effect of each variable. Based on the statistical t 
table (for n = 118), the t table value is 1.9786 with a 95% confidence interval. The influence of each variable 
can be described as follows: 
 
A.  Leadership (X1) 

Based on table 4, the positive value of the beta coefficient indicates that the leadership variable has a 
positive effect on employee performance. The calculated t value for the leadership variable (X1) is 4.805 
with a significance value of 0.024 (97.6%). The t-count value is greater than the t-table and the significance 

The Influence of Leadership, Work Motivation, and Work Environment on Employee Performance 

DOI: 10.35629/8028-1106032936                                    www.ijbmi.org                                                 35 | Page 

value is 97.6%, indicating that the leadership variable has a significant effect on employee performance. This 
shows that the first hypothesis is supported and if the leadership is getting better then the performance of 
employees at the Lampung Province Education and Culture Office will also increase. 

 
B.Motivation (X2) 

Based on table 4, the positive value of the beta coefficient indicates that the motivation variable has a 
positive effect on employee performance. The calculated t value for the motivation variable (X2) is 3.448 
with a significance value of 0.015 (98.5%). The value of the t count is greater than the t table and a 
significance value of 98.5% indicates that the motivation variable has a significant effect on employee 
performance. This shows that the second hypothesis is supported and if the motivation of employees is 
getting better, the performance of employees at the Education and Culture Office of Lampung Province will 
also increase. 

C. Work Environment (X3) 
Based on table 4, the positive value of the beta coefficient indicates that the work environment variable has a 
positive effect on employee performance. The calculated t value for the work environment variable (X3) is 
4.738 with a significance value of 0.025 (97.5%). The t-count value is greater than the t-table and the 
significance value of 97.5% indicates that the work environment variable has a significant effect on 
employee performance. This shows that the third hypothesis is supported and if the work environment is 
getting better, the performance of employees at the Education and Culture Office of Lampung Province will 
also increase. 

 
The results of the descriptive analysis show that of the 118 respondents, the employees of regional 

apparatus organizations in Lampung Province are the majority of male employees aged 31-40 years and have 
worked for 5-10 years. The results of the regression analysis in this study indicate that the variables of 
leadership, motivation, and work environment have a positive and significant effect on employee performance 
where this shows that the three hypotheses are supported and if the leadership is getting better, the performance 
of employees in regional organizations in Lampung Province will also increase. The results of this study are 
supported by four previous studies, namely Tampi (2014), Palvalin (2017), Darmin (2015), and Hairani (2015). 
The four studies also state that leadership, motivation, and work environment have a significant effect on 
employee performance. 

The results of the descriptive analysis on the leadership variable show that there are still employees who 
think that: 
1. Leaders have not been able to share responsibilities based on the ability of each employee in a job. 
2.  The leadership has not provided new suggestions for completing the work. 
3.  Leaders have not provided new suggestions for finding solutions. 
4.  Leaders have not helped employees develop themselves. 
5.  Leaders have not focused on dealing with team mistakes and failures. 
6.  Leaders have not assisted employees in meeting the needs of the organization. 

The results of the descriptive analysis on the motivation variable, show that there are still employees in 
the Lampung Province regional apparatus organizations who argue that: 
1.  Employees in Lampung Province regional apparatus organizations have not done this work because they feel 

that they can contribute to the organization. 
2.  Employees in regional organizations in Lampung Province have not done this work because they believe that 

this work is important. 
3.  Employees in regional apparatus organizations of Lampung Province have not done this work because they 

benefit from this work, 
4.  Employees in Lampung Province regional apparatus organizations have not done this work because they feel 

that this is their responsibility. 
The results of the descriptive analysis show that there are still employees in the Lampung Province 

regional apparatus organizations who argue that 
1.  Employees in regional apparatus organizations in Lampung Province are not required to work quickly all the 

time. 
2.  Employees in regional organizations in Lampung Province have not recommended friends to work in the 

organizations where they work. 
 

V. CONCLUSION AND SUGGESTIONS 
The results of the analysis using multiple linear regression analysis show the conclusion that leadership 

style, motivation, and work environment have a positive and significant effect on employee performance in 
regional organizations in Lampung Province. This research implies that the leaders of Lampung Province 
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regional organizations are advised to hold leadership training or workshops with the target that every leader in 
Lampung Province regional apparatus organizations can become better leaders. It is recommended to the leaders 
of regional organizations in Lampung Province to explore the motivational sources of their subordinates, where 
after knowing the motivational sources of each individual, then the leadership must be able to increase and 
maintain that motivation. Motivation can be increased and maintained by appreciating work performance in the 
form of rewards or social events. Rewards given to can be given in the form of salary increases, promotions, or 
bonuses the form of money. However, rewards can also be given in the form of good feedback, for example 
giving praise for the performance of the employee himself. It is also recommended for leaders at the Education 
and Culture Office of Lampung Province to create a work environment that is happy to share ideas, provide 
support to subordinates and set realistic and fast targets, create a community-minded workplace, and improve 
communication between employees in both at one level of position. as well as superiors and subordinates. 
 

BIBLIOGRAPHY 
[1]. Koopmans, Linda., Claire Bernaards., Vincent Hildebrandt and Henrica De Vet. (2014). Construct Validity of The Individual Work 

Performance Questionnaire. Journal of Occupational and Environmental Medicine Vol 56(3). 
[2]. Mangkunegara, AA Anwar Prabu. (2016). ManajemenSumberdayaManusia. Bandung: PT RemajaRosdakarya. 
[3]. Buble, M., Ana Juras, and Ivan Matic. (2014). The Relationship Between Managers` Leadership Styles and Motivation. 

Management vol 19. Pp 161-193. 
[4]. Sedarmayanti. (2009). SumberdayaManusia dan ProduktivitasKerja. Bandung: Mandar Maju. 
[5]. Voegtlin, Christian. (2012). Responsible Leadership in Global Business: A New Approach to leadershipand Its Multi-Level 

Outcomes. Journal of Business Ethics. DOI: 10.1007/s10551-011-0952-4. 
[6]. Al-khasawneh, Akif Lutfi, and Sahar Moh'dFuta. (2013). The Relationship between Job Stress and Nurses Performance in the 

Jordanian Hospitals: A Case Study in King Abdullah the Founder Hospital. Journal of Business Management. 5(2): 267-275. 
[7]. Nel, PS and Amanda Werner. (2014). Human Resources Management. UK: Oxford University Press. 
[8]. Chipunza et al. (2011). Leadership Style, Employee Motivation and Commitment: Empirical Evidence From a Consolidated Retail 

Bank Operating in a Depressed Economy. African Journal of Business Management. Vol. 5(20), pp. 8337-8346. 
[9]. De Subijana, Cristina Lopez. 2020. Multifactor Leadership Questionnaire Instrument and Scoring Guide. USA: Mind Garden, Inc. 
[10]. Tampi, Bryan Johannes. (2014).Pengaruh Gaya Kepemimpinan Dan MotivasiTerrhadapKinerjaKaryawan Pada PT. Bank Negara 

Indonesia,tbk (Regional Sales Manado). Journal “ActoDiurna”. Vol. 3(4). 
[11]. Darmin, Yus. (2015).Pengaruh Gaya Kepemimpinan, MotivasiKerja Dan 

LingkunganKerjaTerhadapKinerjaPegawaiDinasPekerjaanUmum Kota Palu. Katalogis. Vol. 3(9). 
[12]. Hairani, Tuti. (2010). Pengaruh Gaya Kepemimpinan, Motivasi dan LingkunganKerjaterhadapKinerjaPegawai pada Sekolah Tinggi 

IlmuEkonomi Lampung di Bandar Lampung. JurnalManajemen dan Bisnis. Vol. 1(1).  
[13]. Wibowo. (2016). ManajemenKinerja.  Jakarta:  PT  RajagrafindoPersada. 
[14]. Dybowski, Christoph and Sigrid Harendza. (2015). Validation of the Physician Teaching Motivation Questionnaire (PTMQ). BMC 

Medical Education. 15:166. 
[15]. Paladinvalin, Miikka. (2017). How to Measure Impacts of Work Environment Changes knowledge Work Productivity – Validation 

and Improvement of The SmartWoW Tool. Measuring Business Excellence. Vol.  21.  Issue: 2PP-DOI: 10.1108/ MBE-05-2016-
0025.Clausen. 

[16]. Clausen, Thomas, Ida EH Madsen, Karl Bang Christensen,Jakob B Bjorner and Otto M Poulsen. (2019). The Danish Psychosocial 
Work Environment Questionnaire (DPQ): Development, Content, Reliability, And Validity. Scand J Work Environ Health. 
45(4):356‒369. doi:10.5271/sjweh.3793. 

[17]. Hair, J.F., Anderson, R.E., Tatham, R.L, and Black, W.C. (2010). Multivariate Data Analysis. UK: Prentice-Hall International. 
[18]. Sugiyono. (2018). MetodePenelitian Pendidikan Kuantitatif, Kualitatif dan R & D.  Bandung: Alfabeta. 
[19]. Nitisemito, Alex S. (2004). Manajemen Personalia. Jakarta: Ghalia Indonesia. 

Ririn Wulandari, et. al. "The Influence of Leadership, Work Motivation, and Work 
Environment on Employee Performance." International Journal of Business and Management 
Invention (IJBMI), vol. 11(06), 2022, pp. 29-36. Journal DOI- 10.35629/8028 


