
vi 

 

TABLE OF CONTENTS 

 

 

HALAMAN PENGESAHAN ................................................................................................. i 

PERNYATAAN BEBAS PLAGIASI ..................................................................................... ii 

ACKNOWLEDGMENT .................................................................................................. iii 

ABSTRAK ......................................................................................................................... iv 

ABSTRACT ........................................................................................................................ v 

TABLE OF CONTENTS ................................................................................................... vi 

LIST OF TABLES .......................................................................................................... viii 

LIST OF FIGURES ........................................................................................................... ix 

CHAPTER 1 INTRODUCTION ........................................................................................ 1 

1.1 Background of Study .................................................................................................... 1 

1.2 Objectives of Study ...................................................................................................... 6 

1.3 Scope of Study .............................................................................................................. 6 

1.4 Significance of Study.................................................................................................... 6 

1.5 Literature Review and Operational Definition ............................................................. 7 

CHAPTER 2 RESEARCH METHODS ........................................................................... 14 

2.1 Theoretical Framework ............................................................................................... 14 

2.2 Research Design ......................................................................................................... 30 

2.2.3 Research Population and Sample ............................................................................. 31 

2.3 Research Instrument ................................................................................................... 33 

2.3.4 Observations ............................................................................................................ 34 

2.4 Methods of Data Analysis .......................................................................................... 35 

2.4.3 Validity and Reliability Test .................................................................................... 37 

CHAPTER 3 FINDINGS AND DISCUSSION ............................................................... 42 

3.1 Theoretical/Conceptual Background .......................................................................... 42 

3.2 Department of Electrical Engineering and Informatics Profile .................................. 42 

3.2.1 Department of Electrical Engineering and Informatics Instagram Account ........... 43 

3.2.2 Department of Electrical Engineering and Informatics Brand Redesign ................ 43 

3.2.3 Content Topic the Department of Electrical Engineering and Informatics in Brand 

Redesign ............................................................................................................................ 45 

3.2.4 Target Audience the Department of Electrical Engineering and Informatics in 

THE ANALYSIS OF @dtedi.sv.ugm INSTAGRAM FOLLOWERS PERCEPTION TOWARDS BRAND
REDESIGN ON INSTAGRAM
Rosita Rahmadhani, Nabilla Kusuma Vardhani, S.I.P., M.A.
Universitas Gadjah Mada, 2023 | Diunduh dari http://etd.repository.ugm.ac.id/



vii 

 

Brand Redesign ................................................................................................................. 49 

3.3 Analysis of Findings ................................................................................................... 49 

3.3.1.2 Characteristics of Respondents Based on Age ..................................................... 50 

CHAPTER 4 CONCLUSION AND RECOMMENDATION ......................................... 68 

4.1 Conclusion .................................................................................................................. 68 

4.2 Recommendations ...................................................................................................... 68 

WORKS CITED ............................................................................................................... 70 

APPENDICES .................................................................................................................. 72 

Appendix 1. List of Questionnaire ................................................................................... 72 

Appendix 2. Questionnaire Distribution on Instagram ..................................................... 75 

Appendix 3. Questionnaire Result .................................................................................... 76 

Appendix 4. Method of Successive Internal Results of Brand Redesign ......................... 81 

Appendix 5. Method of Successive Internal Results of Brand Image .............................. 82 

Appendix 6. Results of Analysis of Respondent Characteristics ...................................... 84 

Appendix 7. Test Results of  Validity and Reliability of Brand Redesign Variables ....... 85 

Appendix 8. Test Results of  Validity and Reliability of Brand Image Variables ........... 86 

Appendix 9. Test Results of  Classic Assumption ............................................................ 88 

Appendix 10. Test Results of  Simple Linear Regression Analysis ................................. 89 

Appendix 11. Test Results of  Correlation Analysis ........................................................ 89 

 

  

THE ANALYSIS OF @dtedi.sv.ugm INSTAGRAM FOLLOWERS PERCEPTION TOWARDS BRAND
REDESIGN ON INSTAGRAM
Rosita Rahmadhani, Nabilla Kusuma Vardhani, S.I.P., M.A.
Universitas Gadjah Mada, 2023 | Diunduh dari http://etd.repository.ugm.ac.id/



viii 

 

LIST OF TABLES 

 

Table 1 several previous studies ................................................................................................ 8 

Table 2 Scoring range of likert scale of the survey ................................................................. 34 

Table 3 Variable Operationalization ........................................................................................ 34 

Table 4 Category Answer Score of Likert scale, Simply Psychology ..................................... 36 

Table 5 Table of Correlation Coefficient Values “r” ............................................................... 38 

Table 6 Interpretation of the Correlation Coefficient of r Value ............................................. 42 

Table 7 Analysis of Brand Redesign Variables. ...................................................................... 53 

Table 8 Percentage of Average Score for Brand Redesign Variables. .................................... 54 

Table 9 Analysis of Strength Sub-variables............................................................................. 55 

Table 10 Analysis of Favorability Sub-variables..................................................................... 58 

Table 11 Analysis of Uniqueness Sub-variables. .................................................................... 59 

Table 12 Percentage of Average Score for Brand Image Variables. ....................................... 61 

Table 13 Validity Test of Brand Redesign Variable. ............................................................... 62 

Table 14 Validity Test of Brand Image Variable..................................................................... 62 

 

  

THE ANALYSIS OF @dtedi.sv.ugm INSTAGRAM FOLLOWERS PERCEPTION TOWARDS BRAND
REDESIGN ON INSTAGRAM
Rosita Rahmadhani, Nabilla Kusuma Vardhani, S.I.P., M.A.
Universitas Gadjah Mada, 2023 | Diunduh dari http://etd.repository.ugm.ac.id/



ix 

 

LIST OF FIGURES 

 

Figure 1 Most-used Social Media Platforms. ............................................................................ 2 

Figure 2 Instagram Users in Indonesia January 2023 .............................................................. 23 

Figure 3 Profile Preview of @dtedi.sv.ugm Official Instagram Account ............................... 43 

Figure 4 Profile Photo Changes (Old and New) Instagram @dtedi.sv.ugm. ........................... 44 

Figure 5 Color Palette Guidelines. ........................................................................................... 44 

Figure 6 Typography Guidelines ............................................................................................. 45 

Figure 7 Preview stories of alumni content ............................................................................. 46 

Figure 8 Preview TEDI SEPEKAN content ............................................................................ 46 

Figure 9 Preview Students Achievement content .................................................................... 47 

Figure 10 Preview Campus Tour ............................................................................................. 48 

Figure 11 Preview Lectures at DTEDI .................................................................................... 49 

Figure 12 Characteristics of The respondents Based on Gender. ............................................ 50 

Figure 13 Characteristics of The Respondents Based on Age. ................................................ 50 

Figure 14 Characteristics of The Respondents Based on School Graduates. .......................... 51 

Figure 15 Characteristics of The Respondents Based on Profession. ...................................... 52 

Figure 16 Continuum Line for Brand Redesign Variables. ..................................................... 55 

Figure 17 Continuum Line for Brand Image Variables. .......................................................... 61 

Figure 18 Reliability Statistics of Brand Redesign Variable. .................................................. 63 

Figure 19 Reliability Statistics of Brand Image Variable. ....................................................... 63 

Figure 20 Normality test results. .............................................................................................. 64 

Figure 21 Heteroscedasticity test results.................................................................................. 64 

Figure 22 Simple linear regression test results. ....................................................................... 65 

Figure 23 Correlation test results. ............................................................................................ 66 

THE ANALYSIS OF @dtedi.sv.ugm INSTAGRAM FOLLOWERS PERCEPTION TOWARDS BRAND
REDESIGN ON INSTAGRAM
Rosita Rahmadhani, Nabilla Kusuma Vardhani, S.I.P., M.A.
Universitas Gadjah Mada, 2023 | Diunduh dari http://etd.repository.ugm.ac.id/


