FOREWORD

All the glory and praises to the Almighty God for the blessings, wisdom,
companionship that He has given such that this Final Project is finished. The thesis
entitled “DETERMINATION OF WORD OF MOUTH IN ONLINE BRAND

COMMUNITIES” is written as a part to fulfill the academic requirements in order
to acquire the master degree as Master of Management in Post-Graduate Program

Universitas Pelita Harapan.

The Researcher realizes that without the guidance, help and prayer of certain
parties, this Thesis will not have finished at the given time. Because of that, the
Researcher would like to give the biggest thanks to all parties who have helped the
process of finishing this Thesis:

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

2) Dr. Innocentius Bernarto, S.T., M.Si., M.M., M.Si. as Head of Master of
Management Program

3) Dr. Margaretha Pink Berlianto SE., MM., Ak., CA as the Advisor who has
given multiple guidances and advices to the Researcher.

4) All lectures who have taught the researcher while studying at Pelita Harapan
University.

5) The researcher’s family and best friends who supported and helped physically
and emotionally in the process of this research.

Lastly, the Researcher realizes that there are still a lot of limits to this research;

therefore, critics and suggestions from the readers will be very beneficial for the

Researcher. Hopefully, this Thesis will be beneficial to all readers.

Jakarta, 2 February 2020

Albertus Giovanni Gani

Vil

Internal



TABLE OF CONTENT

THESIS TITLE ..o i
ORIGINALITY STATEMENT OF THE THESIS.............c oo i
THESIS SUPERVISOR’S APPROVAL ........cccccooviiiiiiiiiieeeee e ii
THESIS EXAMINATION COMMITTEE ... \Y;
ABSTRAK e Y
ABST RACT e Vi
FOREREREDFEET W ULt S Bty . S ... vii
TABLE OF CONTENT ..ooiiiiiii e viii
LISKOREIGURES.................cc T SO A e Xii
LISROBNTABEES........................ooe S ... Xiil
LIST OF APPENDIXES ........coo oottt Xiv
CHAPTNERSIFIS ... SRR S o, .ot 1
INTRODUCTION ..o 1
1.1 Background of the Study .........ccccoovieiiiii i 1
1.2 Formulation of the Problem...........cccoove i, 5
1.3 The Objective of StUAY ........ccceeeiiieeiii e 6
1.4 Benefit of the StUdY .......cooeiiiiiiiie e 6
1.4.1 Theoretical BEnefitS ........cccovvieiiiiiiiniiieiie e 6
LA 2Ry actiGA-BeRePis L. . A M. T . 7

I A e T e T S TR LT, ey W W | gl el R 7
CHARTER MG . ... o wirmemh s R . ceeeeeveeann 9
EFERARE R E R E N o i s aanatiP e 9
2.1 Word of Mouth INtention............cccceiiieiieiiieiie e 9
2.2 Brand TTUSE ..covviiiieiiiesie ettt 13
2.3 Online Brand Community TruSt...........ccccoveevineeiiie e 17
2.4 Repurchase INteNtioN ..........cocvveiiiee i 22
2.5 Hypothesis DeVElOPMENt...........ccvveiiiii i 26
2.5.1 Relationship Between Brand Trust and OBC Trust................. 26

2.5.2 Relationship Between Brand Trust and Repurchase Intention. 27

2.5.3 Relationship Between OBC Trust and Repurchase Intention... 28

viii

Internal



2.5.4 Relationship Between Brand Trust and Positive eWOM

INEENTION ... s 30
2.5.5 Relationship Between OBC Trust and Positive eWOM Intention
............................................................................................... 32

2.5.6 Relationship Between Repurchase Intention and Positive

EWOM INTENTION ..ot 35
2.6 Conceptual Framework............ccooviiiiiiiiniiceee e 36
CHAPTER HI oottt 38
RESEARCH METODOLOGY ...ttt 38
3 BRESEHBh ODJET, oo o R ..o 38
3.2UNIt OF ANAIYSIS ..o 38
3.3'ReSEAMCRI TYPE........c.oevverrerrrerrerrers cilbnamansastannsbmagh ssleessseotheesssnnsne 39
3.4 Operationalization of Research Variables ............cccccoovveiiinennnnnnn 41
3.4.1 Independent Variable ...........ccooviiiiiiiiiiic 42
3.4.2 Dependent Variable ... 42
3.4.3 Intervening or Mediating Variable................ccccevcveeiiieeiinnnnnn 42
3.5 Sample and Population ............ccociveiiiee i 42
3.5.1 PopulalieuiiS=s .... .. .. xRnummnr oo ............... 0L 0000 43
8.5.2 Sampling . AR s ... Ml sy ... 43
3.6 Data Collection TeChNIQUE ........ccvveiiiieiiiic e 44
3.6.1 MeasurementScale . £ i Wit codunler s aasnstinnaasastseesneenens 47
3.7 Data Analyze Method..........ccccoiiiiiiniin e 48
3.7.1 DeSCriptive StatiStiCS .....covveeiivrreiiiriiiiee e s e 48
3.7.2 Inferential StatiStiCS........covviiiiieiiiiiie i 50
3.7.2.1 Partial Least Square (PLS) - Structural Equation Modeling
(SEM) oottt 51
3.7.2.2 Evaluation Model...........ccooeiiiiiiiiieiie e 52
3.7.2.3 Evaluation of Outer Model ............cccooviiviiiiiiiiiiinn 55
3.7.2.4 Evaluation of the Inner Model .............cccoooveiiiiiieniininn, 59
3.7.2.5 Evaluation of the Initial Inner Model.............c.cccevininnns 60
3.7.2.5Final Inner Model Evaluation ............cccccovvveiiiiiiesiiieinnn 61
3.7.2.6 Hypothesis TeStING......c.uvvveeiiiiiee e 62
iX

Internal



3.7.2.6.1 Direct Effect Hypothesis Testing ...........ccceovviiienviennns 63

3.8 Research INStrument teSting.........c.cevverienieeiieeie e 63
3.8. 1 Validity TeSL.....iiiiiiiieiiieiie e 64
3.8.2 Reliability TeSt......coiieiiieiiiiiie e 65

3.9 Preliminary Instrument Test RESUILS ..........ccooviiiiiiiieniiciee, 66
3.9.1 Measurement Model (Outer Model) ..., 66
3.9.2 Preliminary Convergent Validity Test Results...........cc.ccc...... 67

3.9.2.1 Preliminary Discriminant Validity Test Results................ 68
3.9.2.2 Preliminary Reliability Test ReSUItS ............ccccevvveriieninn. 70
CHARII R Y e e 71
RESEARCH FINDING AND DISCUSSION ......cccooiiiiiiiiiiiiieeeiiin. 71

4.1 ReSearch RESUILS .......ceoiiiiiiiiiie e 71

4.1.1 Profile of RESPONAENTS ......c.eeviiieiiieiiieiie e 71
LIRCENUER. ................. A, .. oL 71
MISHZVAGENY. ............. [ SR O B .., oereorer e 72
4.1.1.3 Brand Community Engagement...........c..cccccveevivveeiieeennnnn. 73
4.1.1 SRINEISHRY ... . ... [N SR ............. RS 74

4.1.2 Descriptive Statistical ANalysis ......ccccoveviiveeiiie e 75

4.1.2.1 Descriptive Statistical Analysis of Brand Trust Variable .. 76
4.1.2.2 Descriptive Statistical Analysis of Online Brand

Community Trust Variable...........cccocveeviieeiiieciiiee e, 77

4.1.2.3 Descriptive Statistical Analysis of Repurchase Intention
VEHADIE ..o commrras s sl e st ea e e narenane 78

4.1.2.4 Descriptive Statistical Analysis of Positive E-WOM

Variables.......ccociverviiiriiiir e e 78
4.1.3 Research Data ANalySIS........cccoveiiuireiiiee e 79
4.1.3.1 Outer Model (Validity and Reliability Test)...........c.......... 79
4.1.3.2 Multicollinearity Testing of Actual Studies ...................... 82
4.1.3.31NNEI MOCEI .....ooiviieiiiiie e 82
4.2 DISCUSSION ...ttt ettt sttt et e e st et e beeanaeennee s 87
CHAPTER V .ottt 90
CONCLUSIONS AND SUGGESTIONS.......cocoiiiiiieiiie e, 90

Internal



5.1 CONCIUSION <. e et

5.2 Managerial Implication..............cocveiiiiiiiiic e

5.3 Limitation and SUQQESLIONS. .........c.eerieiiiieriieiie e

REFERENCES

Internal

Xi



LIST OF FIGURES

Figure 1.1 Number of internet users in Indonesia 2015 t0 2025 .............cccceevivenne. 2
Figure 2.1 Conceptual Framework of Research Model .............cccccvviviiiiinennnnn, 37
Figure 3.1 Evaluation of the Initial Inner Model............ccccoviiiiiiiin e, 53
Figure 3.2 Initiate Evaluation of the Initial Inner Model ................ccooviiiiiennnn, 61
Figure 3.3 Final Evaluation of the Initial Inner Model ............c..ccocoviiiiiiinnn, 62
Figure 4.1 Path Model Based on PLS AIgOrithm ............ccccccooveiiiiiiinicie, 83
Figure 4.2 Path Model Based on Bootstrapping39..........cccevvvviieiiieniieiieiiene 83
Xii

Internal



LIST OF TABLES

Table 3.1 Operational Definitions and INAICAtOrS ...........cccccvevvvveeiiieeiiie e 41
Table 3.2 Attitude ClassifiCatIoN ..........ceovvieeiiiieiiie e 50
Table 3.3 Initial Outer Loadings Test Results Preliminary Research................... 66
Table 3.4 Final Outer Loadings Test Results Preliminary Research.................... 67
Table 3.5 Convergent Validity Test ReSUILS .........cccevviviiiiieiiie e 68
Table 3.6 Discriminant Validity Test Results (Cross Loading) ...........ccccceevvenee. 69
Table 3.7 Discriminant Validity Test Results (Fornell-Lacker)..............c.ccccoc..... 69
Table 3.8 Results of Preliminary Research Reliability Test ..........ccccccovveinnnnn. 70
Table 4.1 Characteristics of Respondents by Gender ...........cccooveveiiieniecinennn. 72
Table 4.2 Characteristics of Respondents DY Age.......coovvivieiiiieiieiiieieeneee 73
Table 4.3 Brand Community ENGagement...........ooveivieiieiiienieenieeee e 74
Table 4.4 Characteristics of Respondents by INdUStry ..........ccocoeeveiiiiiiiiiiennn, 74
Table 4.5 Limitation of MEaN............ccueiiiieiie e 75
Table 4.6 Five Point LIKErt SCale ..........ccooviiiiiiiiiiiiiiecieee e 76
Table 4.7 Mean Variable Brand Trust Variable............ccccoooeiiiniiii, 76
Table 4.8 Mean Variable Online Brand Communities Trust .........ccccccevvvieinennnn. 77
Table 4.9 Mean Variable Repurchase Intention...........cc.cccocvevvveeiiie e, 78
Table 4.10 Mean Variable Positive E-WOM INtention ............cccooeeviieiieininennne. 79
Table 4.11 Results of Actual Research Outer Loadings..........ccceevivveeiiveeennnnennn, 80
Table 4.12 Convergent Validity Test RESUILS ..........cevvvveiiiieiiiie e, 80
Table 4.13 Results of Discriminant Validity Test (Cross Loading) ..................... 81
Table 4.14 Results of the Discriminant Validity Test (Fornell-Lacker)............... 81
Table 4.15 Results of Actual Research Reliability Test...........cccccoveeviieeiiinennn, 82
Table 4.16 Inner VIF of the Actual Study...........ccoovveiiiiiiiiie e, 82
Table 4.17 R-SQUAre ValUe .........c..oeoiieeiiiie et 84
Table 4.18 Hypothesis Test RESUILS..........ccccciiiiiiiiieiiie e 85
xiii

Internal



LIST OF APPENDIXES

Appendix | ACTUAL RESEARCH QUESTIONNAIRE .......cccocooviiiiiiiieninn. 106
Appendix Il RESULTS OF DESCRIPTIVE STATISTICAL TEST OF
PRELIMINARY STUDIES ..o 109
Appendix Il RESULTS OF THE PRELIMINARY STUDY RELIABILITY
TS T e 110

Appendix IV VALIDITY TEST RESULTS IN PRELIMINARY STUDIES.... 111
Appendix V DESCRIPTIVE STATISTICAL TEST RESULTS OF ACTUAL
RESE A R CH s mm e e IED - ... 113
Appendix VI OUTER TEST RESULTS OF ACTUAL RESEARCH MODEL 114
Appendix VII TESTING RESULTS OF ACTUAL STUDY
MULTICOLINEARITY .ottt 116

Xiv

Internal



