
v 
 

ACKNOWLEDGEMENT 

 Praise and utmost 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 “The Power of Brand Passion towards Global 

Brand: Netflix” is aimed to fullfil final requirement to obtain the Bachelor Degree 

of Economics in Management. Besides, this final paper facilitates the process of 

learning and expanding 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 to 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 Dean of Faculty of Economics. 

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

Department. 

3. Head of International Business Concentration, Jaquelinda Sandra Sembel, 

S.Pd., S.E., M.M. 

4. Dr. Ir. Evo Sampetua Hariandja, M.M. as my Final Paper Supervisor who 

has kindly guided me in completing this final paper. 

5. Thesis Defense Examiners, Dr. Sidik Budiono, S.E., M.E. and Juniarty, 

S.Sos., M.M. 

6. Jaquelinda Sandra Sembel, S.Pd., S.E., M.M. as my Academic Supervisors. 

7. All the lectures who have taught me and shared their knowledge and 

countless support during the study period in Pelita Harapan University. 

8. All the staff members in Faculty of Economics who have helped me with 

any administration process throughout my study period. 

9. To my beloved family, who give me their sincere prayers, never ending love 



vi 
 

and countless support from the very beginning of my life. My father, my 

mom, my brothers and sisters who are always by my side during the 

hardship of my life. 

10. Feybika Mercyda, Lydia Angela, Novi Melysia, Selly Elvianti Ella, Vera 

Yustina, Gledys Saberna, Fanny Sterling, Sherlin Clarita, Silvy Tsu, Gerry 

Harryanto, Kristianus Kasego, Alvian, Ken Aronbe, Willy Layando, 

Alexander Fernando, Kelvin Sutopo, Vicky Vendy and Ferdi Iskandar, as 

my childhood best friends, i feel very thankful for them for always 

supporting and spare time every time i need entertainment. 

11. Stefani Kole, Sylviana Fransisca, Tresia Anggraini, Mega Veronica, 

Monica Chresna Darma, Richeart Widjaja, Cindy Pratama, Brigitta Belda, 

Viyola Celine, Yosua Immanuel Pranata, Ricky Wijaya, Violeta Stefani 

Kangen, Caroline Felim, Rosalinda, and Natasha Anggraini Prawira as the 

author’s best friend in uni life. My words can’t describe how much I 

gratitude for them, as they never complaints to authors’ babbles and help 

me out of throughout the hard times. 

12. Michael Rusiviro Jacob,  as the author’s partner who accompanies me in 

ups and downs situation. The prayers and loves he gave me made everything 

gets easier.  

13. Classmates of International Business Class J who have supported our study 

process. 

14. Every student of Universitas Pelita Harapan who has become good friends 

with the researchers and managed a good relationship then supported 

researchers during the university years. 

15. Every senior and junior of Universitas Pelita Harapan who have shared their 

knowledge and helped the researchers during university years. 

16. And lastly all of the wonderful individuals in the author’s life that cannot be 

mentioned one by one in this.



vii 
 

TABLE OF CONTENT 

THESIS ................................................................................................................  

FINAL ASSIGNMENT STATEMENT AND UPLOAD AGREEMENT ..........  

THESIS APPROVAL ..........................................................................................  

THESIS EXAMINING COMITEE.....................................................................  

ABSTRACT ...................................................................................................... iv 

ACKNOWLEDGEMENT ................................................................................. v 

TABLE OF CONTENT ................................................................................... vii 

LIST OF TABLES ........................................................................................... xii 

LIST OF FIGURES ......................................................................................... xv 

CHAPTER I ....................................................................................................... 1 

INTRODUCTION ............................................................................................. 1 

1.1 Research Background ................................................................................. 1 

1.2 Problem Statement...................................................................................... 6 

1.3 Research Objective ..................................................................................... 8 

1.4 Research Questions .................................................................................... 9 

1.5 Research Scope ........................................................................................ 10 

1.6 Research Contribution .............................................................................. 11 

1.7 Systematic Outline.................................................................................... 12 

CHAPTER II ................................................................................................... 14 

LITERATURE REVIEW ................................................................................ 14 

2.1 Internasional Business, Global Brands and Emotional Value .................... 14 

2.2 Brand Passion ........................................................................................... 16 

2.3 Attitudinal brand loyalty ........................................................................... 17 

https://d.docs.live.net/ea889447c23cb076/Dokumen/SKRIPSI/SOFTFILE%20SKRIPSI_YIZZI%20WENY%20PUTRI_01011170125_MANAGEMENT.docx#_Toc62198344


viii 
 

2.4 Brand advocacy ........................................................................................ 18 

2.5 Social media following ............................................................................. 19 

2.6 Customers' sense of community ................................................................ 20 

2.7 Willingness to pay a premium price .......................................................... 21 

2.8 Alternative devaluation ............................................................................. 21 

2.9 Relationship between brand passion and attitudinal brand loyalty ............. 22 

2.10 Relationship between brand passion and brand advocacy ........................ 23 

2.11 Relationship between brand passion and social media following ............. 23 

2.12 Relationship between brand passion and customers' sense of community 24 

2.13 Relationship between brand passion and customers' willingness to pay a 

premium price ................................................................................................ 25 

2.14 Relationship between brand passion and alternative devaluation ............. 26 

2.15 Relationships between attitudinal brand loyalty and brand advocacy ....... 27 

2.16 Relationship between attitudinal brand loyalty and social media 

following ........................................................................................................ 28 

2.17 Relationships between attitudinal brand loyalty and customers' sense of 

community ..................................................................................................... 29 

2.18 Relationships between attitudinal brand loyalty and willingness to pay a 

premium price ................................................................................................ 30 

2.19 Relationships between attitudinal brand loyalty and alternative 

devaluation ..................................................................................................... 31 

2.20 Conceptual Framework ........................................................................... 32 

CHAPTER III .................................................................................................. 33 

RESEARCH METHODOLOGY .................................................................... 33 

3.1 Research Paradigm ................................................................................... 33 



ix 
 

3.2 Types of Research .................................................................................... 34 

3.3 Quantitative and Qualitative Research ...................................................... 37 

3.4 Research Design ....................................................................................... 43 

3.5 Research Subject ...................................................................................... 45 

3.6 Research Object ........................................................................................ 45 

3.7 Unit of Analysis........................................................................................ 46 

3.8 Types of Variables .................................................................................... 47 

3.9 Conceptual and Operational Definition ..................................................... 49 

3.10 Measurement Scale ................................................................................. 56 

3.11 Types and Form of Question ................................................................... 59 

3.12 Data of Collection Method ...................................................................... 60 

3.13 Ethics in Data Collection ........................................................................ 64 

3. 14 Sampling ............................................................................................... 65 

3. 15 Sampling Size ........................................................................................ 70 

3.16 Methods in data analysis ......................................................................... 72 

Descriptive Statistics ................................................................................... 72 

Inferential Statistics .................................................................................... 73 

3.17 Goodness of Data ................................................................................... 74 

Validity....................................................................................................... 74 

Reliability ................................................................................................... 76 

3.18 Structural Equation Model ...................................................................... 78 

3.19 Partial Least Square ................................................................................ 80 

3. 20 Preliminary Study .................................................................................. 85 

CHAPTER IV .................................................................................................. 91 

FINDINGS AND ANALYSIS .......................................................................... 91 



x 
 

4.1 Respondent Profile ................................................................................... 91 

Netflix's Users ............................................................................................ 91 

Gender ........................................................................................................ 92 

Respondent Age .......................................................................................... 92 

Monthly Income ......................................................................................... 93 

Descriptive Statistical Analysis ................................................................... 94 

Descriptive Analysis for Brand Passion ................................................... 96 

Descriptive Analysis for Attitudinal Brand Loyalty ................................. 97 

Descriptive Analysis for Brand Advocacy ............................................... 98 

Descriptive Analysis for Social Media Following .................................... 99 

Descriptive Analysis for Sense of Community ....................................... 100 

Descriptive analysis for Willingness to Pay a Premium Price ................ 101 

Descriptive analysis for Alternative Devaluation ................................... 101 

4.2 Actual test .............................................................................................. 102 

Inferential Statistic .................................................................................... 103 

Outer Model .......................................................................................... 103 

Result of convergent validity ................................................................. 104 

Result of discriminant validity ............................................................... 107 

Result of Cronbach's alpha and Composite reliability ............................ 109 

Inferential statistic after elimination of invalid indicators (II) .................... 110 

Result of Convergent validity after elimination of invalid indicators (II) 110 

Result of Discriminant validity after invalid indicators eliminated (II) ... 112 

Result of Cronbach's alpha and Composite Reliability after invalid 

indicators eliminated (II) ....................................................................... 114 

Model Fit / Goodness of Fit Index ......................................................... 115 

Multicollinearity.................................................................................... 116 

4.3 Inner Model ............................................................................................ 117 

R Square ................................................................................................... 117 

Predictive Analysis ................................................................................... 118 

Hypothesis Testing ................................................................................... 119 



xi 
 

4.4 Discussion .............................................................................................. 128 

4.5 Comparison ............................................................................................ 137 

CHAPTER V .................................................................................................. 139 

CONCLUSION AND RECOMMENDATION ............................................. 139 

5.1 Conclusion ............................................................................................. 139 

5.2 Managerial Implications ......................................................................... 141 

5.3 Limitations and Recommendations ......................................................... 145 

BIBLIOGRAPHY .......................................................................................... 147 

APPENDIX A ................................................................................................. A-1 

APPENDIX B ............................................................................................... A-14 

APPENDIX C ............................................................................................... A-16 

APPENDIX D ............................................................................................... A-20 

APPENDIX E ............................................................................................... A-26 



xii 
 

LIST OF TABLES 

Table 3.1: Comparisons among exploratory, descriptive and causal research ...... 35 

Table 3.2: The differences between exploratory and descriptive research regarding 

research design .................................................................................................. 36 

Table 3.3: The difference between quantitative and qualitative methods ............. 40 

Table 3.4: Conceptual and Operational Definition .............................................. 49 

Table 3.5: Example of five points likert scale ..................................................... 59 

Table 3.6: The advantages and disadvantages of three types of questionnaires ... 61 

Table 3.7: The advantages and disadvantages of probability and nonprobability 

sampling ............................................................................................................ 67 

Table 3.8: Major types of descriptive statistic .................................................... 73 

Table 3.9: Summary of Types of Validity .......................................................... 75 

Table 3.10: Summary of reliability estimates ..................................................... 76 

Table 3.11: Rule of Thumbs of Validity and Reliability test ............................... 83 

Table 3.12: Discriminant Validity (Cross loadings) test uses Smart PLS 3.0 ...... 87 

Table 3.13: Pretest result using SmartPLS 3.0 .................................................... 88 

Table 4.1: Respondent’s profile (Netflix’s users) ............................................... 91 

Table 4.2: Respondent’s profile (Gender) ........................................................... 92 

Table 4.3: Respondent’s profile (Age) ................................................................ 92 

Table 4.4: Respondent’s profile (Monthly income) ............................................ 93 

Table 4.5: Descriptive statistical analysis ........................................................... 94 

Table 4.6: Cut off value of mean ........................................................................ 96 

Table 4.7: Mean value of brand passion indicators ............................................. 96 

Table 4.8: Mean value of attitudinal brand loyalty indicators ............................. 97 



xiii 
 

Table 4.9: Mean value of brand advocacy indicators .......................................... 98 

Table 4.10: Mean value of social media following indicators ............................. 99 

Table 4.11: Mean value of sense of community indicators................................ 100 

Tabel 4.12: Mean value of willingness to pay a premium price indicators ........ 101 

Table 4.13: Mean value of alternative devaluation indicators ........................... 101 

Table 4.14: Result of convergent validity (factor loading) ................................ 104 

Table 4.15: Result of comvergent validity (AVE)............................................. 106 

Table 4.16: The result of HTMT ...................................................................... 107 

Table 4.17: Result of discriminant validity (cross loading) ............................... 107 

Table 4.18: Result of reliability test (Cronbach’s alpha and Composite 

Reliability) ....................................................................................................... 109 

Table 4.19: Result of convergent validity (factor loading) (II) .......................... 110 

Table 4.20: Result of convergent validity (AVE) (II)........................................ 112 

Table 4.21: Results of discriminant validity (cross loadings) (II) ...................... 113 

Table 4.22: The result of HTMT ...................................................................... 112 

Table 4.23: Result of reliability test (Cronbach’s Alpha and Composite Reliability) 

(II) ................................................................................................................... 114 

Table 4.24: Result of Multicolllinearity ............................................................ 116 

Table 4.25: Results of R Square ....................................................................... 117 

Table 4.26: Result of predictive analysis of each variable................................. 118 

Table 4.27: The result of original sample, mean, standard deviation, t-test and p-

value of direct effects hypothesis ..................................................................... 119 

Table 4.28: Results of original sample, mean, standard deviation, t-test and p-value 

of specific indirect effect .................................................................................. 121 

Table  4.29: The comparison between prior study and presen study .................. 137 



xiv 
 

Table 5.1: Recommended actions to enhance each variables ............................ 142 

 

  



xv 
 

LIST OF FIGURES 

Figure 1.2: Estimated Netflix's revenue in Indonesia (2017- 2020) ....................... 7 

Figure 2.1: Conceptual Framework .................................................................... 32 

Figure 3.1: The construct of independent, moderating, mediating and dependent 

variable .............................................................................................................. 48 

Figure 4:1: Path Model Actual Test .................................................................. 104 


	76abbe817d23fd5ddde11c98d404b013c51e679de3ad06fb249b2a6849e2d888.pdf
	ACKNOWLEDGEMENT
	TABLE OF CONTENT
	LIST OF TABLES
	LIST OF FIGURES


