Tpe Significance of Social Media Interactions on Brand Awareness and Purchase Intention: the Case

0
Herbalife Nutrition in Indonesia
AHMAD FARIZ HIBATULLAH , Yulia Arisnani Widyaningsih, M.B.A, Ph.D.

Universitas Gadjah Mada, 2018 | Diunduh dari http://etd.repository.ugm.ac.id/

Table of Contents

UNIVERSITAS
GADJAH MADA

STATEMENT OF THESIS EXAMINERS. ... i
STATEMENT OF THESIS SUPERVISOR.....c.oiii i1
STATEMENT OF WORK’S ORIGINALITY ..ottt ii
ACKNOWLEDGEMENT ..ottt \Y%
ABSTRACT ... v
INTISARI. ... e vi
TABLE OF CONTENTS . ..o vii
LIST OF TABLES ...t ne e IX
LIST OF FIGURES ...t iX

CHAPTER I: Introduction

1.1 ReSearch BaCKgrOUNG...........cciiiiiiiii ittt 1
1.2 RESEArCN ProDIEM......c.eiiie et 2
1.3 RESEAICN QUESTIONS. .. .c.veeuieieieiiesieeieesieeieseeste e sree et esteesteesaesseesbeeneesseesteeneesreenreenneas 3
1.4 RESEAICN ODJECHIVE.......iiuieiieeie ettt ettt e te et e e reeeeenee e 4
1.5 RESEAICN SCOPE......ueiiiieitieitt ettt ettt ettt e et e st e e e s re e s te e teeseesaeesteesnesteeteaneesreenras 4
1.6 Expected ContriDULIONS. ........coiiiiieieeiee e 4
1.7 WITEING STTUCTUIE.....civtiteeeeee ettt bbb 5

CHAPTER II: Literature Review and Hypothesis Development

2.1 Consumer DeciSion-making PrOCESS. ........oouiirie i 6
2.2 Hierarchy of EffeCtS. ... ..o e 7
2.3 Online Marketing CommMUNICAtION. ... ..o.vtitintittit ittt e 8
2.4 Research MOGEL. ... ..o 8

2.5 Hypothesis Development. .. ... ...o.oiiiiii e 9



UNIVERSITAS

Tpe Significance of Social Media Interactions on Brand Awareness and Purchase Intention: the Case

0
Herbalife Nutrition in Indonesia
AHMAD FARIZ HIBATULLAH , Yulia Arisnani Widyaningsih, M.B.A, Ph.D.

Universitas Gadjah Mada, 2018 | Diunduh dari http://etd.repository.ugm.ac.id/

RN
Methodology
3.1 Research Design and APPrOaCh.........c.cociiiiiiiiiieee e 14
3.2 Data Collection Method. ... e 14
3.3 Population and Sample SEIECLION..........cccociiieiiic e 15
3.4 ReSearch INStrUMENTS. . ...ttt e 16
3.5 QUANILY OF FESBAICN. ... ceiiei e e nnes 19
B 5. L ValIOILY..ceeeee bbb 19
3.5.2 REIIADIITY.....coviiiieiiccie e ens 19
3.6 Data Analysis Method....... ..o 20
3.7 HYPONESIS TOSHING. ... ettt e e e e e aaenaas 21
CHAPTER IV
Findings and Data Analysis
4.1 Respondent CharaCteriStiCS.......uuvuiiieiiiieiieie et 22
4.2 Results of Validity and Reliability Testing.............c.ocoiiiiiiiiiiiiii i, 25
4.3 DeSCIIPLIVE STAtISTICS . ..ttt ittt et ettt ae e, 28
4.4 Hypothesis TeStNE. .....uientitiitt ettt et et et eeae e 29
CHAPTER V
Conclusion and Recommendations
T8 A0 3 Tod 11157 o o SRR 34
5.2 Research LImitation...... ..o 35
5.3 Suggestion for Future Research.............c.oooiiiiiiiii 36
5.4 Managerial IMPlCAtION............c.ciiiiiiiicii e e 36
REFERENCES. ... e e e 39
APPEND DX . . 40



Tpe Significance of Social Media Interactions on Brand Awareness and Purchase Intention: the Case

0
Herbalife Nutrition in Indonesia
AHMAD FARIZ HIBATULLAH , Yulia Arisnani Widyaningsih, M.B.A, Ph.D.

{A%Rg—gﬁ_xiéelrjEéGadjah Mada, 2018 | Diunduh dari http://etd.repository.ugm.ac.id/

Table 3.1 Constructs and Measurement I[temS...........ooovviiiiiiiiieeeeeee, 16
Table 4.1 Respondent CharaCteristiC............oovvuiiriei i e 22
Table 4.2 Descriptive Statistics of Each Item...............ooiiiiiiiiie e, 25
Table 4.3 The Result of Validity Test: Rotated Component MatriX............................. 26
Table 4.4 The Result of Reliability TeSt..........cooiiiiii e, 27
Table 4.5 DesCriptive StatiStiC. .......o.oueieiiii e 28
Table 4.6 Correlation COeffiCient. ... ... ..o, 28
Table 4.7 Multiple Linear RegreSSIiON. ........ooviniiiiie e 29
Table 4.8 Collinearity StatiStiCS...........oviitii i e 30
Table 4.9 Summary of Hypothesis Testing Result...............ccooiiiiiiiiii i 33

LIST OF FIGURES
Figure 2.1 Hierarchy of Effects Model..............oooiiii e, 7
Figure 2.2 Conceptual MOdel....... ... e 9



