The Influence of Perceived Brand Leadership on Consumers' Satisfaction and Intention to
Repurchase

Using the Bukalapak Application

CHRISTIE NATHALIE, Rina Herani, S.E., M.Sc.

Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

TABLE OF CONTENTS

FOREWORD .....ucoutitiiiiiitiininiisaecssissnissesssissssssesssissssssssssesssssssssssssssssssssssssssases i
ACKNOWLEDGEMENT .....cucooiiniirnninnnissanssssssnsssissssssessssssssssssssssssssssssssssssssssss i
ABSTRACT ..auoiuiiriciininsuissenssisssisssnssesssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss ii
ABSTRAK ucuviiiiiinuinensnnssisssisssssssssssssssssssssssssssssssassssssssssssssssssssssssssssssssssssasssas iii
TABLE OF CONTENTS....ccoiuiiiininnicsensicssecssissesssnssssssssssessssssssssesssssssssssssssssass iv
LIST OF FIGURES .....cconinviirinnninrensricsnissensanssasssesssessssssessans viii
APPENDIX LIST .ccouiivuiisiisensnecsensnssaecssnsesssessacssasssnesseces .ix
LIST OF ABBREVIATIONS ....ccoiivininsniisensuecssnssesssnssssssssssnssssssssssssssssssssssssssss X
CHAPTER L....auonuirieiinnninnisensissnissassssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss 1
INTRODUCTION....ucivveriuinsuissensanssasssessssssssssassasssassssssasssssse 1
1.1 Research Back@round ............ccocveiiieiiiiniieiiieieeiece e 1
1.2 Problem Statement ..........cocueeiuiiiiiiiiiiiieieeeee e 5
1.3 Research QUESTION.........ccoecuviiiieiiiie ettt 7
1.4 ReSEarch ODJECTIVES ....cveeeuiieiiieiiieiie ettt ettt ettt e e sae e e 8
1.5 Research Contribution.........coo.eeiieiiieiieiiieiiieiceeee e 1
1.5.1 Practical Contribution ............cceeeeviieeciieeeiieeciie e 1
1.5.2 Theoretical ContribUtion ...........cccueevieeiiienieeiieeie et 1
1.6 SCOPE OF StUAY .. 1
1.6.1 Research Model..........ccviveiiiiiiiiiiiecciie e 1
1.6.2 ReSEarch ODJECE ......oevieiiiiiieiiecieeie ettt 2
1.6.3 ReSEArch SUDJECT .....ocvieiiieiieiiecieeee ettt e 2
1.6.4 Research LoCation ........cc.ueiiieriiiiieiie e 2
1.6.5 Research TImMEIINe. ......cooueeeuieriiieiieiie et 3
CHAPTER IL...uucouuiieiiniceisuicsnicsenssesssessssssssssecssissssssssssssssssssssssssssssssssssssssssssssssssss 4
LITERATURE REVIEWS AND HYPOTHESES DEVELOPMENT ............ 4
2.1 LAterature REVIEW .......cccuiiiiiiiiieiieeiieeite ettt ettt st 4
2.1.2 Cognitive-Affective Processing SyStem ...........ccceeevveeiiienireeiieenieeneenne 4
2.1.3 Expectation-Confirmation Theory .........ccccccvveriiieriiieeniiieeeiie e 5
2.1.4 Perceived Brand Leadership .........ccooceeiiieiiiiiiiiiiiiiieeeeeeeee 5
2.1.5 Consumer SatiSTaCtiON ........cceeieeriieriieiiieiie et 7
2.1.6 Repurchase INteNntion..........ccueeeiiieeiiiieniieeeie et 8
2.2 Hypothesis Development ...........c.coouieiieniieiieiiieieeieeee e 8
2.2.1 The influence of perceived brand leadership on satisfaction................. 8
2.2.2 The influence of perceived brand leadership on intention to repurchase
....................................................................................................................... 10
2.2.3 The influence of satisfaction on repurchase intention ..............ccoc....... 13
2.3 Theoretical Framework ............coocvviiiiiieiiiieeieeeeeeee e 15
(@15 2N o B D1 20 1 U wee 17
RESEARCH METHOD .....uucouiniinicsnnnenssicsanssesssecssissesssessssssasssssssessassssssssssassss 17
3.1 ReSEArCh DESIZN....ccuiieiiieiiieiieiieeieeeee ettt et e aae e e sane e 17
3.2 Operational Definitions and Measurements............cccceeeuveeeereeenvieescveeennnennn 17
3.2.1 Perceived QUAlity .......ccoccuieriiiiiiiiieeiiee e 18



The Influence of Perceived Brand Leadership on Consumers' Satisfaction and Intention to
Repurchase

Using the Bukalapak Application

CHRISTIE NATHALIE, Rina Herani, S.E., M.Sc.

Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

3.2.2 Perceived ValUue .....co.covueeiiiiiiniiiienictcieeeee e 19
3.2.3 Perceived INNOVAtIVENESS .....cc..eevuiiriieiieiieeieceieeseee e 19
3.2.4 Perceived Popularity .........cccceccveeeiiieeiiieeiieeee e 20
3.2.5 SatiSTACION ...ttt e 21
3.2.6 Repurchase INtention..........c.eecueeeeieeiiienieeiienie et 21
3.3 Sampling Design and Respondents...........cccceeeviieriieenciieesciieeeiie e 22
3.3.1 Criteria of Respondents.............cccueeiieiiiiiiienieeiee e 22
3.3.2 Sampling Method .........ccoeviiiiiiiiiieiieieceee e 24
3.3.3 SAMPIE SIZE..ccueveeeiiieeiie ettt et e sre e e e re e e aee e 25
3.3.4 LOCALION ...ttt ettt ettt ettt et e es 25
3.4 Research INStrument.........cooueeieriiiiiinienieeeieseecee e 25
3.4.1 Opening StateMENL ........ccevveeeiiieeiieeeiieeerreeeseeeeareesseeesaeeesseeesseeenns 26
3.4.2 Profile of ReSpondents ...........ccceeevuieeiiieeiiiieciie et 26
3.4.3 Questions Regarding the Variables..........cccoocveeeieniieiiienieeiieeiecee 26
3.4.4 CloSING StAtCMENL .....ccuveeeeiieeiiieeiieeeiieeeiteeeiteeeaeeesreeesaeeesseeensneeenns 27
3.5 Data Collection Method ...........ccceeeiiiiiiiieiiiecieece e 27
3.5.1 Primary Data ......ooviiiiiiiieiecieee et 27
3.5.2 Secondary Data .........ccceeeiiieeiiieeiiieeiee e 27
3.5.3 Data Classification Methods .........c.cccccuveeiiieiiiieniieeeece e 28
3.6 Data ANALYSIS .veeiuiieiieeiiieiie ettt ettt ettt ettt et ettt nane e 28
3.6.1 Partial Least Square (PLS) .....ccoooviiieiiiieieeeeeeeeeee e 28
3.6.2 0Uter MOAEL ......ooiiiiieiiie et 29
3.6.3 Inner Model.....c..ooiiiiiiiiiiiiiiee e 31
CHAPTER IV..uuuiiiiiiinninsinsecssisssnsssssnsssissessssssssssssssssssssssssssssssssssssssssssssssase 33
DATA ANALYSIS couviiiiniinensecsnnsensesssnsssssaessssssssssesssses 33
4.1 Respondent Demographic Profiles...........ccoecveviiiiiiniiiiiiiniiecee e 33
4.1.1 Gender Demographic Profiles..........ccccecieviiiciiiniiiiiiiiieciecie e 33
4.1.2 Age Demographic Profiles..........ccccouveviiieniiieniiicieececeee e 33
4.1.3 Education Level Demographic Profiles .......c..cccceceniininiiniincnncnnns 34
4.1.4 Monthly Income Demographic Profiles...........cccccoevieviinciienieniiennne 34
4.2 PLS-SEM ...ttt et 35
4.2.1 OULET MOAE] ......vviiiiiieciiiecee et e e 36
4.2.2I0NT MOAEl.....oiiiiiiiiiiiiiieeecee e 43
4.3 Hypothesis TeStING.......cccciieiiiieiiieeeiie ettt 44
4.3.1 The Influence of Perceived Brand Leadership on Satisfaction............ 46
4.3.2 The Influence of Perceived Brand Leadership on Repurchase Intention
....................................................................................................................... 48
4.3.3 The Influence of Satisfaction on Repurchase Intention ....................... 50
4.3.4 Summary of Hypothesis TeSting........ccccceeveeriierieriiienieeieesie e 51
4.4 DISCUSSION ..ttt ettt ettt et et e bt e st e st esabesabeesbbeeabeesaeesabeenaeeens 51
4.4.1 Perceived quality has a positive influence on satisfaction (H1a)......... 52
4.4.2 Perceived value has a positive influence on satisfaction (H1b)........... 53
4.4.3 Perceived innovativeness has a positive influence on satisfaction (H1c)
....................................................................................................................... 55



The Influence of Perceived Brand Leadership on Consumers' Satisfaction and Intention to
Repurchase
Using the Bukalapak Application
CHRISTIE NATHALIE, Rina Herani, S.E., M.Sc.
UNIVERSITAS

GADJAH MADA Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

4.4.4 Perceived popularity has a positive influence on satisfaction (H1d)... 56
4.4.5 Perceived quality has a positive influence on repurchase intention

[ 02 LSRR 57
4.4.6 Perceived value has a positive influence on repurchase intention (H2b)
....................................................................................................................... 59
4.4.7 Perceived innovativeness has a positive influence on repurchase
INEENLION (H2C) eviiiieiie e 60
4.4.8 Perceived popularity has a positive influence on repurchase intention
[ 027 ) PSSP 61
4.4.9 Satisfaction has a positive influence on repurchase intention (H3) ..... 63
CHAPTER YV ..uuuitiiiieinnicnnsecssisssisnsssisssissssssissssssssssssssssssssssssssssssssssssssssssans 65
CONCLUSION....uuieuicensuessanssesssessssssassasssssssssssssssssssssans wee 65
5.1 CONCIUSION ..uviiiiiieciiieeciieeciee ettt et e et e e et e e e taeesraeesaseeessseeessseeenns 65
5.2 Research IMplication..........occueeevierieiiiieniieiieeeceee et 66
5.2.1 Theoretical IMpPlication ...........ccoceveeeiiiieiiieeiiieeeeeee e 66
5.2.2 Managerial Implication ............ccceeviieiiiniiiinieee e 68
5.3 Research Limitation ........cccevvereerieniiniinieiiesiceeeeestee et 72
5.4 Future ReSearch.........c.c.ooviiiiiiiiiiiiiiicecee e 73
133 039 91 (O 1€ 272N 4 & 1 /N 74
APPENDIX cuccoiiiiiiiisnicsensnnsnisssissesssesssessssssncsssssssssessssssssssssssssssssssssssssssssssssssssses 85

vi



	TABLE OF CONTENTS

