ACKNOWLEDGEMENT

Praise and gratitude are given to Almighty Lord, Jesus Christ for all the
blessings that have been given by Him. Without His unending love, grace, and
mercy, the author will not be able to complete this final paper.

This final paper entitled “IMPACT OF CO-CREATION BEHAVIOR
TOWARD PERCEIVED VALUE IN CONTEXT OF FRANCE LUXURY
BRANDS IN INDONESIA” is aimed to fulfil the final requirement to attain the
bachelor’s degree in Economics in Management. Besides, this final paper facilitates
the process of learning and expanding the knowledge horizon.

The author would like to thank you for the dearest supervisor, Dr. Ir. Evo S.
Hariandja, M.M. who has been generously and patiently shared his knowledge and
guided throughout the making of this paper. Without his kindness and support, the
author would not be able to finish this paper in time.

The author realizes without any guidance, support, encouragement, and
prayer from various people, this final paper cannot be completed. Therefore, the
author would like to thank profusely all those who have assisted in the process of

completing this final paper, namely to:

1. Dra. Gracia Shinta, S. Ugut, M.B.A., Ph.D. as the Dean of Faculty of
Economics and Business.

2. Ms. Isana S.C. Meranga, S.P., M.M. as the Head of Management Department.

3. Ms. Jacquelinda Sandra Sembel, M.M. as the Head of International Business

Concentration.

Vi



10.

11.

Dr. Ir. Evo S. Hariandja, M.M. as my thesis paper supervisor and my
academic supervisor.

Dr. Drs. John Tampil Purba, M.M and Cynthia Anna Wijayanti, S.E., M.Mktg
as my thesis defense examiners.

All lecturers who have educated and shared their knowledge during the study
period in Universitas Pelita Harapan.

All staffs and employees of Business School who have helped the author in
administrative activities.

My beloved father and mother who have always been there for me, giving me
never ending prayers, supports, and motivations, which makes this research
paper is possible to be done.

My beloved sister who also have always been there for me, giving me never
ending prayers, supports, and motivations, which makes this research paper
is possible to be done.

Bryan Bianconeri, a great benefactor for my research by complying my needs,
who always pray for me, there to help and support me 24/7 in completing this
thesis, giving endless encouragement, and motivation to keep fighting and
give the best effort in this thesis.

My best thesis mate ever, Shindy, who always sharing the knowledge
together, brighten up our thesis days, ready to help and support each other

anytime, and share the good and bad times together, a loyal friend who accept

my weakness.

Vil



12.

13.

14.

Best comrade’s Natasha Anggraini Prawira who is always there to comfort
and calm me in the midst of panic, help me grow spiritually, giving me big
encouragement, joy, fought the hardship that we’ve been through together
during our days and giving me a true friendship.

To Shindy and Lydia Gunarso who have been my friends in my university
life for the past 3 years who have been my best source of laughter, eating, and
travelling partner.

My truly beloved ones: Tiffany Kertatama, Elizabeth Christina Chandra,
Agnes Aurelia, Gerry Alvianto, Hengky Lee, and Vanesha Violine. Thank
you for giving me true friendship, crazy fun days, huge encouragement, great

support and to console me when | face difficult times in campus life.

Last, author realizes that this research has its limitations. Therefore, to improve the

quality of this paper, suggestions and critics are very well appreciated. The author

hopes that this research paper can be useful for any kind of purposes and beneficial

for the reader.

Karawaci, December 17, 2020

Author

viii



TABLE OF CONTENTS

COVER

THESIS APPROVAL

THESIS DEFENSE COMMITTEE

A B ST R A CT L. a e e e Y

ACKNOWLEDGEMENT ..ottt Vi

TABLE OF CONTENTS .. ..o iX

LIST OF FIGBIRIES S, B A0 o0 R SR S Trne i ... Xii

LIST OF TABEESES. ............occe oo oo T el . ..coeeeeeeeeenees Xiii

LIST OF APPENDICES....... ..ottt e e XV

CHAPTER | INTRODUCTION ...ttt e 1
1.1 Research Background ...........ccccoooiiiiiiiiiiiiiiic e 1
1.2 Research Problem............ccoo it 8
1.3 Research ODJECLIVE.........cccov i 10
1.4 ReSearch QUESTION ........cccuvieiiiiiiie et 12
1.5 RESEAICN SCOPE .....uveiiiiee ittt e e e e s e s seee s snree e 14
1.6 Research ContribDULION ............coviiiiiiiiii e 14
1.7 ReSearch OULIINE .....ccviiiiiiiieiie e 15

CHAPTER Il LITERATURE REVIEW .....coooiiiiiiiiieie e 18
2 GIaBAIBEAN .. .orrreremeyts . SR . ... 18
2.2 Global Luxury Fashion Brand.............ccccccooiiiiiiiii i, 20
2.3 Customer Brand Value Co-Creation ............ccevvvveiieiieeiinnesineeniee e 23
2.4 Customer Brand Co-creation Behavior............ccccocevviiiiiiniciieeinnn, 24
2.5 Customer Perceived Brand ValUue............cccocceviiiiiiiieiiene e, 26
2.6 Co-creation Development BENavior ............cccocovvveiiiec i, 28
2.7 Co-creation Feedback Behavior..........cccccccviiiiiiiiiiiiececcc i, 29
2.8 Co-creation Advocacy Behavior...........ccccooiiiiiiiciiinc e, 31
2.9 Co-creation Helping BEhaVIor ............ccccvveiiiiiiiiie e, 32
2.10Perceived Quality Value............coeeeiiiiiiii e 34
2.11Perceived Emotional Value ...........cccoiiiiiiiiiieiie e 35
2.12Perceived PriCe ValUe..........ccoeiiiiiiiiie e 37
2.13Perceived Social Value ... 38



2.14Comparison to Previous STUY..........cocveiiiiiieiiienieiee e 40

2.15Co-creation Behavior and Perceived Quality Value ................c.......... 42
2.16Co-creation Behavior and Perceived Emotional Value....................... 46
2.17Co-creation Behavior and Perceived Price Value ..........c..ccccceevneene. 50
2.18Co-creation Behavior and Perceived Social Value..............c.ccccoenneee. 53
2.19Conceptual Model...........cooiiiiiii 57
CHAPTER 11l RESEARCH METHODOLOGY ......ccooiiiiiiiiiiee e 59
3.1 Research Paradigm ..o 59
3.2 Quantitative ReSEArCH ............ovi e 63
3.3 RESEAICN DESIGN....cciiiiiieiiiieiie et 65
3.4 ReSEArCN ODJECTS ......eiiiieiiieie e 68
3.57 Unit eRAMAIYSISTIS ..............c.oooverrnen. iRy A 72
3.6 Measurement of Variables ...........cccooveeiiiiiiin e 74
3.7 Conceptual and Operational Definition.............cccceeviveiiee e, 77
3.8 Measurement Of SCale...........ccoiiiiiiiiiii i 83
3.9 Data Collection Method.............cceiiiiiiiiiieiie e 86
3.10Ethics in Data ColleCtION .........c.coueiiiiiiiiiie e 89
Si11Samipling ....... Ao ... . Yy ................ M. g .. 90
8i1ZSample Size ............ 0N R, ... S 93
3.13Methods in Data ANalysiS..........ccceeiiieeiiiieiie e 94
3.14Descriptive, Statisties . . 5. /. f0NP - Rine Pt 00 o naa sl aasall e e 94
3. 15InferentialStatiStHES ... . o St it . o A nnae st s e e reeneenene 95
3.16G00dNESS OF the Data......ccccceiiiiiiiieiiieiie it 97
B 17ValiditY . s e st st e sneecreeenaaeens 97
3.LBREHADIILY ......eeeeiiieccee e 98
3.19Structural Equation Modelling (SEM) .......ccoccoiiieiiiie e, 99
3.20Partial Least SQUAres (PLS) ......ccceeiiuieeiiie i 101
3. 21PrelimiNary TSt .....ccuviiiiiie et 107
3.22Validity Pre-Test ReSUIt ..........coovviiieece e 108
3.23Convergent Validity Pre-Test .........ccoceiiiiiiiiic e 108
3.24Discriminant Validity Pre-TeSt.........ccccoveiiiiiiii e 113
2.25Reliability Pre-Test RESUIL .........ccvvveeiiiiiiieiciee e 118



CHAPTER IV DATA ANALYSIS AND DISCUSSION .......cccccoviviiiiinene 122

4.1 Respondent Profile ..o 122
A C T o o T PRSPPI 123
4.3 AAGE e 124
O e (0] =151S] (o] o USROS 125
4.5 MONThLY INCOME.....ooiiiiiiie s 125
4.6 ACTUAI TEST....eeiiiiiie e e st e e e e anee e 126
4.7 DEeSCrIPIVE STAtISTICS. ... .eiiiiieiiiiiiie e 127
4.8 Inferential StatiStiCS........cuveiiieeiiiie e 130
4.9 Convergent Validity Test — Actual TeSt........ccccccvvveiiieeiiiee e 130
4.10Discriminant Validity Test — Actual TeSt ......ccccceeveiiiiiiieiieeiiee, 133
O @ U] (= 1Y/ oo [ USRS 138
4.12Common Method Biased TeSt........cccvveeiiiveiiiireeiiieeiieee e sieeesieeea 139
4.13G000NESS OF Fit ..civiiiiiiiieiiie e 141
A.1AR-SQUAIE (R2)...cuueieiiiee it e eiie e aita e antta e stta e astaaeasnaaeassaeeestaeeansaeeaseaeas 143
4.15PrediCtiVe REIBVANCE..........c.ooiiiiiie s 146
4. 16HYPOtNESES TESTING ... .eieiiieeiiiie e ettt e e e eaae e 148
4.171NNer Model .. i e rrne st e srne st e e e nee s reesare dannn e ene s s rnenan s 161
4 1GDISCUBSION................ 00 SV EITRNIE .............. s ss s sieseedl s .. 161
4.19Comparison Between Previous Research and Present Research...... 186
CHAPTER V CONCLUSION & RECOMMENDATION .......cccceevvvirennnnn. 189
5.1 CRREIUSION= o K o i MntioallF: . <t A a el o oeeeeree s 189
5.2 Theoretical IMPliCation ............cccviiiiie i 193
5.3 Managerial Implications ...........cccceeiiieiiiie e 194
5.4 LIMITATIONS ....vviiiiiiiie ittt sttt naeenree s 197
5.5 Recommendation for Future Research...........ccccoocvviiininiiieiiinnnn, 198
REFERENCE ...ttt ettt 199
APPENDICIES

Xi



LIST OF FIGURES

Figure 1.1 Revenue Luxury Goods Market in France (in million US$) ................. 4
Figure 1.2 Luxury & Premium 50 2020 ChartS.........ccccceviveiiieenieiiieeie e 5
Figure 1.3 Revenue Luxury Goods Market in Indonesia (in million US$) ............ 9
Figure 2.1 Conceptual Model ............coiiiiiiie e 58
Figure 3.1 Types of Variable ..o 76
Figure 3.2 Conceptual Model............oooiiiiiiiie e 77
Figure 4.1 Outer MOel........cccooiiiiii s 138
Figure 4.2 INNer MOGEl ........ooviiiiiie s 161

Xii



LIST OF TABLES

Table 1.1 One Hundred Rank Global Brands in 2019...........ccccoevviveiviie v, 5
Table 2.1 Summary of Research Comparison to Previous Study in Co-creation
ACTIVITIES ©.eeeeieeeiiee ettt e st e e s e e et e et e e nt e e e st e e e nnteeenneeeeenneeeaneeas 40
Table 3.1 Qualitative Research vs Quantitative Research ..............ccccevevvvevvennnne 62
Table 3.2 A Comparison of Basic Research Designs ...........cccoovevveiiieiieennennnn. 67
Table 3.3 Tax Revenue Ratio to GDP (in PErcent) .........cccoovereeneenieniieneene, 69
Table 3.4 Total Population of Indonesia in 2019 (Age and Gender Grouping) .... 71
Table 3.5 100 Ranked Global Brands (2019).........cccooieiieiiieiiieiieeiee e 72
Table 3.6 Conceptual Definition and Operational Definition ...............c.ccceovenee. 79
Table 3.7 Types of Measurement 0f Scale..........ccceiiiiiiiiiini 85
Table 3.8 LIKEIt SCale ........coovveeeee et 86
Table 3.9 Comparisons of Probability and Non-probability Sampling Designs... 91
Table 3.10 Summary of Outer and Inner Model Rule of Thumb....................... 106
Table 3.11 Summary of Model Fit Rule of Thumb ...........ccccooviveiiiie e 107
Table 3.12 Convergent Validity Pre-Test Result (Co-creation Development
BEhavier)i . ............... ORI .. .. . . SOROOORO............... Mk e .. 109
Table 3.13 Convergent Validity Pre-Test Result (Co-creation Feedback Behavior)
........................................................................................................................ 109
Table 3.14 Convergent Validity Pre-Test Result (Co-creation Advocacy Behavior)
........................................................................................................................ 110
Table 3.15 Convergent Validity Pre-Test Result (Co-creation Helping Behavior)
........................................................................................................................ 110
Table 3.16 Convergent Validity Pre-Test Result (Perceived Quality Value) ..... 111
Table 3.17 Convergent Validity Pre-Test Result (Perceived Emotional Value).111
Table 3.18 Convergent Validity Pre-Test Result (Perceived Price Value)......... 112
Table 3.19 Convergent Validity Pre-Test Result (Perceived Social Value) ....... 112
Table 3.20 Convergent Validity AVE Pre-Test Result.............ccccoooveiiiieeinnnnn, 113
Table 3.21 Discriminant Validity Pre-Test Result (Co-creation Development
BERAVION) ...t 114
Table 3.22 Discriminant Validity Pre-Test Result (Co-creation Feedback
BENAVIOI) .. 114

Xiii



Table 3.23 Discriminant Validity Pre-Test Result (Co-creation Advocacy

BENAVIO) ... s 115
Table 3.24 Discriminant Validity Pre-Test Result (Co-creation Helping Behavior)
........................................................................................................................ 115

Table 3.25 Discriminant Validity Pre-Test Result (Perceived Quality Value) ... 116
Table 3.26 Discriminant Validity Pre-Test Result (Perceived Emotional Value)

........................................................................................................................ 116
Table 3.27 Discriminant Validity Pre-Test Result (Perceived Price Value)....... 117
Table 3.28 Discriminant Validity Pre-Test Result (Perceived Social Value) ..... 117
Table 3.29 Discriminant Validity Pre-Test Result —HTMT..........ccccooiiiiinnns 118
Table 3.30 Cronbach™s Reliability Pre-Test Result.............ccoovvviiiiiiiiiinnnnene, 119
Table 3.31 Composite Reliability Pre-Test Result ...........ccooeiiiiieiiiiiiennn 120
Table 4.1 Gender PErCeNAgR. .......ccuvviiieiiieiee sttt 124
Table 4.2 Age'PErCEMIATEITEM. ............ee..v gl it rantaies el st e s s et o e 124
Table 4.3 Profession PerCENtagE. .........uuveiieeeiiieeiieeeeitieeesieeeasneeesaeeesaneeseeeens 125
Table 4.4 Monthly INCOME Percentage ........ccovvvreiiiereiiiieeeiireecireesieeesieeeseeeens 126
Table 4.5 DeSCriptive SEatiStiCS ........ccvveeiiieeiieeesiieeerir e e e e se e e seneeas 127
Table 4.6 Convergent Validity - Factor Loading > 0.70 for Actual Test ........... 131
Table 4.7 Convergent Validity - AVE Actual TeSt ..........ccccveeviveeiiieeiieesiiennn 133
Table 4.8 Discriminant Validity - Cross Loadings > 0.70 for Actual Test......... 134
Table 4.9 Discriminant Validity - HTMT < 0.9 for Actual Test..............cc....... 136
Table 4.10 Reliability of Cronbach's Alpha and Composite Reliability for Actual
Test.... B e T W W R ... 137
Table 4.11 OUIEF- VIE- VAU ... s e ciirmerssnsiaissssivannesnsssasessssessornesreansenss 139
Table 4/ 2 NNerE N E N e e ssmrrases s e s nananaiie e e ee s rnesnenesnessrense 140
Table 4.13 Goodness-of-Fit index calculation ............cccoccvvvieiiiniie e 141
Table 4.14 Model Fit SUMMAIY.........ccoveiiiieeiie e 142
Table 4.15 R-SqQUAre ValUe..........cc.ocoiiiiiiiie e 144
Table 4.16 R-square Adjusted Value ............coovviiiiiiiiiic e 145
Table 4.17 Q2 Predictive REIEVANCE...........cccuvvieeiiiiiie et 147
Table 4.18 Hypotheses Testing ReSUIL................coovieiiiii i 149
Table 4.19 Comparison of Previous Research (France et al., 2020) and Present
RESBAICH ... s 187

Xiv



LIST OF APPENDICES

APPENDIX A QUESTIONNAIRE.......ccoiiiiie e A-1
APPENDIX B PRELIMINARY TEST MODEL........cccccooiiiiiieiieeeie A-2
APPENDIX C PRELIMINARY TEST MEASUREMENT MODEL .............. A-3
APPENDIX D ACTUAL TEST MEASUREMENT MODEL ...........cccceevnnen A-4
APPENDIX E ACTUAL TEST STRUCTURAL MODEL .........cccceoviiieniene A-5
APPENDIX F ACTUAL TEST PREDICTIVE RELEVANCE ..........cccccoovee. A-6

XV



	ACKNOWLEDGEMENT
	TABLE OF CONTENTS
	LIST OF FIGURES
	LIST OF TABLES
	LIST OF APPENDICES

