
Table of Contents 

Authorization...............................................................................................   ii 

Declaration of Authenticity...................................................................... …  iii 

Acknowledgments ......................................................................................... iv 

Table of Contents ..........................................................................................  v 

List of Tables......................................................................................... …...  vii 

List of Figures ...............................................................................................  viii 

List of Apendices ..........................................................................................  viii 

Intisari………………………………………………………………………  ix 

Abstract……………………………………………………………………..  x 

 

Chapter 1 Introduction 

1.1 Background…………………….……………………………………….  1 

1.2 Research Questions……………………………………………………..  5 

1.3 Aims and Objectives……………..……………………………………..  5 

 

Chapter 2 Literature Review………………………………………..……  6 

2.1 General Introduction……………………………….…………………...  6 

2.2 Online Customer Engagement…………………...……………………..  6 

2.2.1 Definition and Concept of Online Customer Engagemen…............  6 

2.2.2 The Dimension of Customer Engagement………..……………….  8 

2.2.3 The Benefits of Enhancing Customer Engagement……………….  8 

2.2.4 Recent Research of Customer Engagement……………………….  9 

2.3 Brand Awareness……………………………………………………….  10 

2.3.1 Definition and Concept of Brand Awareness……………………..  10 

2.3.2 The Importance of Brand Awareness……………………………..  11 

2.3.3 The Previous Research of Brand Awareness…………..………….  12 

2.4 Purchase Intention…………………………………………….………...  12 

2.4.1 Purchase Intention Definition and Concept……………………….  12 

2.4.2 The Recent Research of Purchase Intention………..……………..  14 

2.5 The Relationship Among Customer Engagement, Brand Awareness and Purchase 

Intention……………………………………………………………………  15 

2.6 Conclusion of Literature Review………………………………………  15 

 

The Effectiveness of Online Customer Engagement Through Blogs In Indonesian Cosmetic Industry
HERMAWAN, Kusdhianto Setiawan, Ph.D.
Universitas Gadjah Mada, 2015 | Diunduh dari http://etd.repository.ugm.ac.id/



Chapter 3 Research Methodology………………………………………  17 

3.1 General Introduction……………………………………………………  17 

3.2. Research Approach……………………………………………………  17 

3.3. Secondary Data………………………………………………………..  17 

3.4. Primary Data………………………..…………………………………  18 

3.5. Target Population and Sampling…..………………………………….  18 

3.6. Pilot Study……………………………………………………………..  18 

3.7. Data Collection………………………………………………………..  19 

3.8. Procedure………………………………………………………………  20 

3.9. Variable Operationalization……………….…………………………..  20 

3.10. Data Analysis……………………….………………………………..  21 

 

Chapter 4 Findings……………………………………………………….  22 

4.1 Sample Characteristic……………………….…………………………  22 

4.2 Descriptive Statistic……………………………………………………  28 

4.2.1 Descriptive Statistic of Online Customer Engagement, Brand Awareness and 

Purchase Intention………………………..………………………  28 

4.2.2 Descriptive Statistic of How Much the Reference Influence Their Purchase 

Decision Making…………………………………………………  38 

4.2.2.1 Descriptive Statistic of Question Set D…………………  38 

4.2.2.2 Respondent Answer about the Open Question Related to the 

Reference ……………………………….………………………..  41 

 

Chapter 5 Analysis………………………………………………………..  44 

5.1 Descriptive Analysis of Respondents Behavior toward Cosmetics Product 

 ……………………………………………………………………..  44 

5.2. Online Customer Engagement Analysis………………………………  45 

5.3 Brand Awareness Analysis……………………….……………………  47 

5.4 Purchase Intention Analysis………………………………..…………..  50 

5.5 Analysis of the Reference that Gives the Biggest Influence to Their Purchase 

Decision Making……………………………….………………………….  52 

 

Chapter 6 Conclusion 

6.1 Conclusion……………………………………………………………  54 

The Effectiveness of Online Customer Engagement Through Blogs In Indonesian Cosmetic Industry
HERMAWAN, Kusdhianto Setiawan, Ph.D.
Universitas Gadjah Mada, 2015 | Diunduh dari http://etd.repository.ugm.ac.id/



6.2 Limitation …………………………………………………………….  55 

6.3 Recommendation ………………………………..……………………  55 

 

Bibliography……………………………………………………………..  57 

 

List of Table 

Table 4.1.1 E1Gender …………………………………………………….  22 

Table 4.1.2 E2Age……………………………..………………………….  22 

Table 4.1.3 E3Education…………………………………………………..  23 

Table 4.1.4 E4Occupation…………………………………………………  23 

Table 4.1.5 E5MonthlyIncome…………………………………………….  23 

Table 4.1.6 E6PurchaseFrequency…………………………………………  24 

Table 4.1.7 E7CosmeticsSpending…………………………………………  24 

Table 4.1.8 E8FrequencyOnlinePurchase………….………………………  25 

Table 4.1.9 E9OnlineItem………………………………………………….  25 

Table 4.1.10 E10ShopItem…………………………………………………  26 

Table 4.1.11 E11ReadMagazine………….………………………………..  26 

Table 4.1.12 BCCosmeticBrand……………………………………………  27 

Table 4.1.13 DReference…………………………………………………… 27 

Table 4.2.1.1 A1……………………………………………..……………..  28 

Table 4.2.1.2 A2…………………………………………..………………..  29 

Table 4.2.1.3 A3…………………………………….……………………..  29 

Table 4.2.1.4 A4…………………………………….……………………..  30 

Table 4.2.1.5 A5…………………………………….……………………..  30 

Table 4.2.1.6 A6…………………………………….……………………..  31 

Table 4.2.1.7 A7…………………………………………………………..   31 

Table 4.2.1.8 A8…………………………………………………………..  31 

Table 4.2.1.9 B1………………………………….………………………..  32 

Table 4.2.1.10 B2……………………………………….…………………  32 

Table 4.2.1.11 B3…………………………………………………………  33 

Table 4.2.1.12 B4…………………………………………………………  33 

Table 4.2.1.13 B5………………………………………….………………  34 

Table 4.2.1.14 B6…………………………………………………………  34 

Table 4.2.1.15 B7…………………………………………………………  34 

The Effectiveness of Online Customer Engagement Through Blogs In Indonesian Cosmetic Industry
HERMAWAN, Kusdhianto Setiawan, Ph.D.
Universitas Gadjah Mada, 2015 | Diunduh dari http://etd.repository.ugm.ac.id/



Table 4.2.1.16 B8…………………………………………………………  35 

Table 4.2.1.17 C1…………………………………………………………  35 

Table 4.2.1.18 C2…………………………………………………………  36 

Table 4.2.1.19 C3…………………………………………………………  36 

Table 4.2.1.20 C4…………………………………………………………  36 

Table 4.2.1.21 C5…………………………………………………………  37 

Table 4.2.1.22 C6…………………………………………………………  37 

Table 4.2.2.1.1 D1………………………………………………………...  38 

Table 4.2.2.1.2 D2………………………………………………………..  39 

Table 4.2.2.1.3 D3………………………………………………………..  39 

Table 4.2.2.1.4 D4………………………………………………………..  39 

Table 4.2.2.1.5 D5………………………………………………………..  40 

Table 4.2.2.1.6 D6………………………………………………………..  40 

Table 4.2.2.1.7 D7………………………………………………………..  41 

Table 5.2.1. Online Customer Engagement Result Overview……...…….  45 

Table 5.3.1 Brand Awareness Result Overview………………………….  48 

Table 5.4.1 Purchase Intention Result Overview………………………….  50 

Table 5.5.1 Reference Result Overview…………………………………..  52 

 

List of Figure 

Figure 1.1.1 Annual Growth for Global Cosmetics Market..…………..….  1 

Figure 1.1.2 The Nationwide Sales of Cosmetics in Indonesia (Million USD)  2 

Figure 1.1.3 Indonesia Internet User…………………………………..…..  3 

Figure 2.4.1.1 Theory of Planned Behavior………………………..……...  13 

 

List of Appendix 

Appendix A………………………………………………..……………….. .. 61 

Appendix B………………………………………………………………….. 76 

Appendix C ………………………………………………………….………. 183 

 

 

 

 

The Effectiveness of Online Customer Engagement Through Blogs In Indonesian Cosmetic Industry
HERMAWAN, Kusdhianto Setiawan, Ph.D.
Universitas Gadjah Mada, 2015 | Diunduh dari http://etd.repository.ugm.ac.id/


