TABLE OF CONTENT

THESIS APPROVAL....uuiouiiiiiuineisrensinsnissessnsssissesssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssas ii
STATEMENT OF ORIGINALITY jii
ABSTRACT iv
ABSTRAKSL...uuiiiiiiniiinninsaisensisssissssssssssissssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssassssssns v
MOTTO AND DEDICATION....uuciniiinsnisrensessaissensessssssasssssssssssssssssssssssssssssssssssssssssssassasssas vi
ACKNOWLEDGMENTS ..cuiiiiiiininnaissensisssissssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssas vii
TABLE OF CONTENT ....cccciiiiitiniriinnninnssissuisssssisssisssssssssssssssssssssssssssssssssosssssssssssssssssssass ix
LIST OF TABLE......uucoviiiiuiiiiniiuicnineecsasssnsssnescessissssssessssssssssssssssssssssssssssssssssssssssssssssasssas xi
LIST OF FIGURE......couiiiiuiinineessisnecenessnceecssiosscessstissscossessssssssssssssssssssssssssssssssssasssssssssss xiii
LIST OF APPENDIX.....cccoieesifoeceesss ttsecsnatenseionsbossosiboseescetissssssssssssssssssssssssssssassssssssssasssass xiv
CHAPTER
INTRODUCTION......ccccitereeesssoressasonseensiossssssnssssassonsesssestssssitosseessbacsssssssssssssssasssssssssssssssssassss 1
1.1 Background......4F... &e.N..... N AR N ... €% . M., 1
1.3. Research Objgtivesay.... 4 VA 1.0 AR & Wam B . ooirrinienieene 11
1.4. Significance Of thesResearch. ... .occ.......oii i et sl et 11
1.5. Thesis Outiine. .omy,”.... DA B TR .. L1].. N Ay ... o . ............... 12
CHAPTER 11
LITERATURE REVIEW.....itniieiinicciineneiirinnnsnsennccsisecssstssasssssscessesssssesssessassassssssssssssssssssss 14
2.1 Theoretical FOUNationsue e ssee o diiueeeu e s ete e s Bt ssb e eite e e seee e 14
2.1.1 Social media MarKCHNG . ccuee . seees it et certeeseie et eeiee e et e eeereeeeereessnaeesaaeeens 14
2.1.2 Brand AWATENESS. ....iueeuueeervesureae s tlenreeuibennreeseeebeeseeesuteeseesdaneseesueeesseesssessseeseeens 17
2.1.3 Purchase DeciSIon. ... ot it iaiiesies e ettt 20
2.2 Previous Research................ i e e 21
2.3 Research Model... oo .ot 31
2.4 Hypothesis DevelOpment i, iom iiiitue e seuee s he s dhae stste e v abenereeessreesnseeeseeeesseessseessnses 32
2.4.1 The Impact of Social Media Marketing to Brand Awareness............ccceeeveennennn. 32
2.4.2 The Impact of Social Media Marketing to Purchase Decision.............ccccceeueenee. 33
2.4.3 The Impact of Brand Awareness to Purchase Decision...............ccccceveevveererennnnns 34
2.4.4 The Impact of Brand Awareness as intervening on Social Media Marketing to
PUrChase DECISION. .....ccuviiiiiii ittt e eeabeeeaseessaee e 35
CHAPTER II1
RESEARCH METHODOLOGY 37
I B A TST: (o 1 B B TS ey o DO SRS 37
3.1.1 Quantitative Research...........ccccooeeiiiiiiiiiiiie e 38
3.2 Research Variable........coouoiiiiiiiiiii e 39
3.2.1 Dependant Variables..........c.ccocuiieiiiieiiieeiieeie ettt e e e 39
3.2.3 Independent Variable...........ccceeviiiieiiiiiiiiieeiie e 39
3.2.3 Intervening Variable...........ccoocuieeiiieeiiieeiee ettt e e e e n 40
3.3 Operational DefInition........ccccviiiiiiiiiiiieeie et e e e e 40
3.4 Population and Sample..........eeeuieiiiiiiiiieeiie e 43



3.4.1 POPUIALION. ......oiiiiiiiieiiecie ettt ettt ebe et e e b e e ssaeenbe e seeenseennes 43

342 SAMPIC....iiiiiiiiecie ettt et eaa e et e e sbeenneenaae e 44
3.5. DAt ANALYSIS...ceciiiiiiiiieiiieeie ettt ettt et e e e beenaaeenbaennaeenbeas 45
3.6 Research InStrument TESt.........ovueeriiriirieiiciesieee e 46
3.6.1. Valldity TSt . ceciieiiieiieiieeie ettt ettt et e et eessaeesbeessaeenbaessbeenseenns 46
3.6.2. REIADIIILY T@ST...cuveiiieiiiiiieiie ettt ettt et eebe e s e snseenneas 46
CHAPTER 1V
RESULTS AND DISCUSSIONS....ccoviiinnuissnnssesssnssssssesssssssssssssssssssssssssssssssassssssssssssssassssssass 56
4.1 Description of ReSPONdent..........ccueiecuiieeiiieeiieeeiie ettt ree e 57
4.1.1 Description of Respondent by Gender.............cccoveeeviiieeiiiieriie e 57
4.1.2 Description of Respondentby Age... .ot eeoeeiiieiieiieeieiieeeeee e 57
4.1.3 Description of Respondent by Nationality.....u...ccceevieiiiiiiiiiiiiiiieenieeeene 58
4.1.4 Description of Respondent by Gender. . i oot ceienieiiieieiieeceee e 59
4.1.5 Description of Respondent by Monthly EXpenses......o.......cccceevirvenenieneennenne. 60
4.2 Research Instrument TeStNg. . & e ateeiiii eeni ittt 60
4.2.1 Validity. ... .aN - D APV ER. ... 00 B, 60
422 Reliabilfly.. ... AR B B ....{3]... S ABVA - .. B ..o 65
4.3 SEM AssugiptiquFest. AaR U W AU 4 SNEE. o B ... 66
4.3.1 Data Normality Evaluation................ o i it 67
4.3.2 Multivariate OUtlIeT. ciie.. i oo it ettt bttt 68
4.4 Confirmatory Factor Analysis (CEA).... ..ottt 70
4.4.1 Confirmatory Factor Analysis Endogen................o.cooiiiiiiiniiniccnene 70
4.4.2 Confirmatory Factor Analysis EXOZen............ccieviiiiiiiidiiniiniicceceeenenee 74
4.5 Modification MOdel.......... oo i et 77
4.5.1 Endogen Model ModifiCation.. ..ot e 77
4.5.1 Exogen Model ModifiCation..........cceeecuuieriieesieiieciee i eciveeeiieeeeveesveeesevee e 80
3 S 1 LY (6T (<] O e S TP 83
4.7 Hypothesis TeSTINE. .. .. i iiiiiuneeeeeetreeerieeetee e aassidaaesnneeestreeesseeensseeesseesseeessseeessees 84
4.7.1 Hypothesis TeStING 1......ccccueeeiiieiiieeeiiieeiie ettt e e saee e s e e eaee s 85
4.77.2 HypothesiS TESTIMGZ. .cuuieereeeeiueeeeiuaeasuratanseesaneeasasenessenassanseeessseesssseessseeesssesessseees 86
4.7.3 Hypothesis TeStING 3.......c.eieociieeieeeieeeeeeeeeree e e sireeereve e e e e e reeesraeesasaeesnnees 86
4.7.4 Hypothesis TeStING 4......cccvieiiuiieeiieeeiie ettt e e saae e svaeesenee s 87
CHAPTER V
CONCLUSION.uutiiiisuicssicseessnsssessssssnssssssssssesssssssssssssssssssssesssssssssssssssssssssssssssssssssssssssssssassssss 88
5.1 CONCIUSION. ...ttt sttt ettt et eb ettt st e nbeeaeeas 88
5.2 Theoretical IMPICAtION. ........cccuiiiiiiiiieiieeie ettt eees 89
5.3 Managerial IMPlICAtION. ........cccuiiiiiiiiieiieeie ettt e 90
5.4 LIMIEATIONS. ¢ttt sttt sttt ettt et s et sb et sbee bt entesaeenbeentesneenbeens 93
5.5 Suggestion for Future Research............coccooviiiiiiiiiiiiiece e 93



LIST OF TABLE

Table 1.1 Table of Differences on Instagram Social Media...........ccceevvierciieiiieniieniienieeieeees 5
Table 1.2 RESEAICH GAP.......ieiiiiiieiiieiiecee ettt ettt ettt esbeessaeeataesaeaenseensnesnseens 8
Table 2.1 Summary of Previous Researches...........cocevviiiiiiiiieniiiiiieciee e 29
Table 3.1 Operational Definition..........cccoociieiiiiiiiiiieie e e 41
Table 3.2 LIKert SCALE........oviiiiiiiiiiieeeeee ettt 43
Table 4.1 Distribution of Respondent Characteristics by Gender...........c..ccceviivevvenieniennene. 57
Table 4.2 Distribution of Respondent Characteristics by Age..........oovvvveriiviiiiieneenenienieenne. 57
Table 4.3 Distribution of Respondent Characteristics by Nationality..........cccccooovevieiiiiennnne. 58
Table 4.4 Distribution of Respondent Characteristics by Occupation.............ccceeceeevueereenneee 59
Table 4.5 Distribution of Respondent Characteristics by Monthly Expenses........c..ccocceeene. 60
Table 4.6 Validity ValUe..... oo it et ettesite st e dee e e a0 Bttt eeeeeteeseeesaeesaeeas 61
Table 4.7 KMO and Bartlett's, Test.. oi. oottt e i s et 62
Table 4.8 Anti-Image Correlation... .o, ioves.ctr i fienn sousenehitent e et ot 63
Table 4.9 Rotated COmponent MatIIX.............eieiieieiiesisires stnneessteeeereeeneeestteeeereeessseesssseeessees 64
Table 4.10 Composite reliability Value and Cronbach’s Alpha..............c.cccociiiiiiiiiiee 66
Table 4.11 Normality Evaluation.. ... e e ieeeeteeesine e cnee et ssnea e eveeeseaeeeeaeeenenes 67
Table 4.12 Multivariate OUtHIET....oc..c.ve e et ebeeiie st b dore et e s 68
Table 4.13 Goodness of Fit Model That Has Not Been Modified.........ccccoocooiiiiinieninennnne 71
Table 4.14 Goodness of Fit Model That Has Been Modified............ccooiiiiiiiiiiinieiieieee 71
Table 4.15 Regression Weights Modified Modeli. oo it eciieeiieciin e 72
Table 4.16 Standardized Regression Weight Modified Model..................ccccoeoiiniiiiieniienen. 73
Table 4.17 Goodness of Fit Model That Has Not Been Modified...........cccccooevienirnienienenne. 75
Table 4.18 Goodness of Fit Model That Has Been Modified..........ccocoooviiiiiiiiininniinieenee. 75
Table 4.19 Regression Weights Modified Model............cccooviiiiiiiiiiiiiiiiiceeese e 76
Table 4.20 Standardized Regression Weight Modified Model............cccooiiiiiiininninininns 76
Table 4.21 Goodness Of Fit MOdel.........coeiiiiiiniiiiiiiiieeeeeeee s 78
Table 4.22 Regression Weights Modified Model............ccccoeeiiiiiiiiiiniiiieiecee e, 78
Table 4.23 Standardized Regression Weight Modified Model............cccooeeiniininiininnnnns 79
Table 4.24 Goodness of Fit Model That Has Been Modified............cccceevviniinininiencnicnnne. 80
Table 4.25 Regression Weights Modified Model...........cccooiiniiiiiiiniineniiniienicneeeeenene 81
Table 4.26 Standardized Regression Weight Modified Model............cccccooeiniininiiniinnnns 81
Table 4.27 Goodness of Fit MOdel..........ooouiiiiiiiiiiiiee e 83

Xi



Table 4.28 Hypothesis TESTING.......ccccuiiiuiiiiieiie ittt ettt ettt e ens 84
Table 4.29 Hypothesis TESTINE. ......ceeuiiiuiiiiieiie ittt ettt ens 85
Table 5.1 Theoretical IMPIICAtION. ......ccuiiiiiiiieiie e 89

FEB UNDIP

Xii



LIST OF FIGURE

Figure 2.1 Research Framework.........ccocooiiiiiiii e 32
Figure 4.1 CFA Model ENdOZEN......cc.ciiiiiiiiiiiieeeeee ettt 70
Figure 4.2 CFA Model EXOZEN.......coiiiiiiiiiiieiiee ettt 74
Figure 4.3 CFA Model ENdOZEN........c..couiriiriiriiiiiiicieicetereees et 77
Figure 4.4 CFA Model EXOZEN.......c..ccuoiiiiriniiiiiiiictciceteeee ettt 80
Figure 4.5 Structural Model Modification.............cccueeciieriieiiieiieeie ettt 83

FEB UNDIP

Xiii



LIST OF APPENDIX

APPENDIX A QUESTIONNAIRE........c.cciiiiiiiiiiiiii e 102
APPENDIX B RESEARCH DATA.........cooiiiiiieeneneteeeeste ettt s 110
APPENDIX C DATA PROCESSED.......cccooiiiiiiiiiiiiiiiiiiccce e 125

FEB UNDIP

Xiv



