Variable Relationships of Familiarity, Corporate Brand, Attitude, and Subjective Norms on
Influencing Purchase Intention of UFC Online Streaming
ADHISAKTI SAHASRARA NUGROHO, Naila Zulfa, M.A., M.S., PGDip., Ph.D., FHEA.

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

UNIVERSITAS
GADJAH MADA

TABLE OF CONTENTS

FOREWORD ...cccouiiiuiinninneissaissanessssssssssssssssssssssssssssssssssssssssssssssssasosssssssssssssssssssssssssss 11
ACKNOWLEDGEMENTS ceresssesstssatesasesasesssssssssssssssnesanssasese I
TABLE OF CONTENTS.....cccconienieneissnnosanssassssssssas wee IV
LIST OF TABLES ....cccoviineinvninnancnnncsnsssnsssassssssssssssas . VII
LIST OF FIGURES........coviivuinrurnnncsesssnsssasssassssssssens VIII
LIST OF APPENDICES .......cconvtinveinruncrnncsnsssnsssanones e IX
ABSTRACT .ucoeiireicnannsnnsssissasossssssssssssssssossssssssssssssssssassssssssssssasssssssssssssssssssssssssssssass X
ABSTRAK.........cccuu.e. ceeesssesstssatesanesasessssssssssssossresanssasese XI
CHAPTER I: INTRODUCTION.....ccccrvierrressanssanssansssssssasssasssassssssssasssssossssssssssasssassses 1
1.1. BaCKGIOUNA ......oeiiiiieeiiieeeeee ettt ettt eae e reeetneesbeeennee e 1
1.2 Problem FOrmulation ..........ccccueeeiiiiiiiriiiie ettt vee e e s e e 8
1.3. ReSearch QUESTION. .......ccvviiieiiiieieeirie e ettt ceete et eetre e e tree e e etnee e eeanees 10
1.4 ReSCArCh ODJECLIVES ..c.uviieiiiieiieeieeeiee et cree ettt et e e e e e eaeesreeeaaeesnsaeenneeas 11
1.5 Significance of STUAY ......cccvieeiuiiiiiieeie et 11
1.6. SCOPE OF STUAY ..eeenvviieiiieeieeee ettt et e e r e e areeesraeenneeas 12
1.6.1 Research MOdEl..........oooiiieiiiiiiecie ettt e 12
1.6.2 Research Object and SUbJeCt........cccvieeiiiiciiieiiieciieeeeeee e 12
1.6.3 Research Location and TIMeElne..........ccccocvreviieeciiieniieeiccie e 13
1.7 CONCIUSION ....eieviiiiiieeiie et eetee ettt e etee e teeste e e tveeseteeessseessseeessseesssaeessseensseeenssens 14

CHAPTER I1I: LITERATURE REVIEW AND HYPOTHESIS

DEVELOPMENT .....ccoiviiiiinnaicsncsseissssssssssssssssssssssssssssssssssssasssasssssssssssssssssssssssssasssans 15
2.1 INITOAUCHION ...eeiiviieiiee ettt ettt ettt e et e e e et eeeabeeessseeessaeesseeassaeennseesnnes 15
2.2 TheoretiCal BaSiS........cccviieiiiieiiieciieeie ettt ree e e s 15
2.2.1 Purchase INteNtion.........cccueieruieieiieeieeciie e eiee et eereeeree s e sreeeenreeenns 15
2.2.2 SUDJECHIVE NOTINIS ....cuvvieiiieeiieeeiee e ieeeree et esree et e e e reeeseseeessaeessseeessaeesnseeennes 16
2.2 3 ATEUAC ..ottt ettt ettt sttt ettt ettt 18
2.2.4 Corporate Brand IMage...........ccccvveeeiiiiciiiiiiie ettt 19
2.2.5 FAMIHATILY .oeeiviieiiiicieeciee ettt ettt et e e s ae e e sab e e ssnaeeeseeessaeesnseeenns 23
2.3 Hypothesis Development ...........coccuiiieiiieciiiiiiie et 24
2.3.1 Familiarity and Corporate brand Image..........ccccevvevieniieniiiniiniencciceeeee, 24
2.3.2 Corporate Brand Image and Attitude ..........cceeeveievieeeciieeiiecie e 25
2.3.3 Attitude and Purchase Intention ............cccoeeveevciiieiieeeiieecieeeee e 28
2.3.4 Subjective norms and Purchase Intention ............ccceeeeieriieeiieenieeecie e 28
2.4 Research MOdE].........cooouiiieiiieiecciicee ettt e eeree e ee s 30

v



Variable Relationships of Familiarity, Corporate Brand, Attitude, and Subjective Norms on
Influencing Purchase Intention of UFC Online Streaming
ADHISAKTI SAHASRARA NUGROHO, Naila Zulfa, M.A., M.S., PGDip., Ph.D., FHEA.

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

UNIVERSITAS
GADJAH MADA

2.5 CONCIUSION ..c.vtiiniieiiiiiieeieeiee ettt ettt ettt et e s ateeateeteenaeas 32
CHAPTER III: RESEARCH METHOD................. ...33
3.1 INErOAUCLION ..ttt ettt e ne s 33
3.2 ReSEAICH DIESIZN.c..uuiiiiiiieiiieeiie ettt e e tae e raeetaeessnaeennnees 33
3.3 Operational Definition and Measurement............ccccceeevveeecreeerveeeveeeneeesveeeenens 34
3.3.1 Purchase INtention.........ccueeuieriiinienienieeitesiee et 34
3.3.2 SUDJECLIVE NOTITIS .....eveieiiieeiieeiieeeieeeteeereeeite et eeereeeebeeetaeeessaeessaeesssaeenseeas 36
333 ALHIUAC ...ttt ettt ettt neas 37
3.3.4 Corporate Brand Image..........ccccueeviiieciiiciieeie et 38
3.3.5 FAMIATTEY .oeeeviiciiieciee ettt ettt e e e e ea e e raeestaeessnaeennnees 40
3.4 Population and Sample..........ccceeviiiriiiiiiiiiiiiee e 41
3.4.1 POPUIALION ...ttt ettt sttt e e et e e e tae e e e e essaeesnnaeennneas 41
3.4.2 Sampling Method..........coieeiiieiiiiciieee et e 41
3.4.3 SAMPIE SIZE.....eeeeiieeieeeieeeiee ettt ettt ere e e ste e bt e e seaeesabe e e tseeessaeesseesnsaeenneeas 44
3.5 Data Collection Methods .........ccceeriiiiiiiiiiienienieeeeeeee e 44
3.6 Research INStrUmMENLS .......cc.eeviiiiiiriieiieeieeeese et 44
3.6.1 Research QUESHIONNAITE. .........eeeeeeuveeeeeitiieeeeeireeeeeeiteeeeeetveeeeeitreeeeeeareeeenrneeeeeannes 45
3.7. Data Analysis Methods .........ccceevviiiiiiiiiiiiciee et e 47
3.7.1 Partial Least SQUATE .........ccccveieriieeiieeie ettt e e eae e reeetaeessreeenenees 47
3.7.2 0Uter MOMEI ... 48
3. 7.3 INNET MOEL.....iiiiiiiiiiieeceee e st 49
3.7.4 Small Sample TeStINEZ.......cccoviieriieeiieecie et tre e sree e 52
3.8 CONCIUSION ...ttt ettt et ettt sttt e e st e et eaees 61
CHAPTER IV: DATA ANALYSIS c.ucooiiinuinnnnnnnnssnnssancsssssssssssssasosssssssssssssssssssssssssss 62
4.1 INEEOAUCTION ...ttt ettt ettt e e et eaeas 62
4.2 Respondents ColleCted.........uivuiiieiieieiieeiie ettt e eree e 62
4.3 Respondents Profile .........occvieiiiiiiiiiiccis et 64
4.4 PLS - SEM ANALYSIS ..ccuvviieiiieiieeeiieeieeereeesiteesreeeseveesseeeseseessaeessseesssaeenssessnnes 65
4.4.1 OULET MOEL ....eiiniiiiieeeeeee et 65
4.4.2 DESCIIPIVE STALISTIC ..uvvieiiieeiieeeiieeieeeree et e steeesereeereeeseseeesaeesaseeesseeesnseesnnes 70
4.4.3 INNCT MO .....uiiiiiiiiiiiieiieeeeee ettt et et 73
4.5 Hypothesis TeStING .......cueeeiiiieiiieeiieeie ettt eree et eesereeereeesereeesaaeesnseeenns 79
4.0 DISCUSSION «..e.vtientieiieeiieeteeie et sttt et e st e st e st e et e bt e s aeesateesbeesbeenseesntesnbeenseenneas 82
4.6.1 Hypothesis One (H1): Familiarity with the UFC has a positive effect on
perception of its corporate brand IMage. ...........ccceeeviieeciieerieeeiie e 82
4.6.2 Hypothesis Two (H2): Perception of corporate brand image of the UFC has a
positive effect on consumer’s attitude. .........cocveeiciiiirieeecieerieeeee e 83
4.6.3 Hypothesis Three (H3): Attitude towards the UFC Brand has a positive effect
on Purchase Intention of UFC online Streaming...........c.ccoceveeeeieeerveeecieeenieesvee e 84
4.6.4 Hypothesis Four (H4): Subjective norms have a positive effect on purchase
intention of UFC onling Streaming..........c.ccoccvveeeiiiiiiieieiieeiieeeieeecreeeveeeseveesvee e 85
4.7 CONCIUSION ...ttt ettt ettt ettt e bt e sateeabeeaeenneas 87



Variable Relationships of Familiarity, Corporate Brand, Attitude, and Subjective Norms on
Influencing Purchase Intention of UFC Online Streaming
ADHISAKTI SAHASRARA NUGROHO, Naila Zulfa, M.A., M.S., PGDip., Ph.D., FHEA.

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

CHAPTER V: CONCLUSION tersssssseesessssssssssasaesesssssssnrnnasassssnnnn 88
5.1 CONCIUSION .vvvviviiieieieieeeee ettt ettt ettt et e et e e et e e et eeeeeeeeeeeeaeeeeeeseeeaeeeeeeeraeeeeeees 88
5.2 Managerial IMPIICAtIONS ........c.cccoeviiieiiiiiiiieciie et e et e 91
5.3 ReSEAICH LIMIAtIONS. ..evvvvviiiiiiiiiiiieeiiieeieeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeees 94
5.4 Future Research RecommeENndation ............oevvvveeeiiiiiiiiiiieiiiiiiiieiiieeeeeeeiieeeeeeeeeeeen, 95

BIBLIOGRAPHY ....ccuuueeeeeeeeeeeecsssrsseeessesssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss 97

APPENDIX.........uuuueeee . ...106

vi



