ACKNOWLEDGEMENT

Praise and gratitude are given to God Almighty Lord, Jesus Christ for all the
blessings that have been given by Him. The author will not be able to complete this

final paper without His unending love, grace, and mercy.

This final paper entitled “THE ROLE OF CUSTOMER HOPE AND
BRAND INNOVATIVENESS TOWARD ONLINE BRAND REPURCHASE
INTENTIONS IN INDONESIA” can be completed on time to fulfill the final
requirement to attain the Bachelor of Management (S.M) degree at Pelita Harapan
University and complete the Management study program at the Faculty of
Economics. This final paper facilitates the process of learning as well as 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. The author would not be able to finish

this paper in time without his kindness and support.

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 those who have assisted in the process of

completing this final paper, namely to:

1. Dra. Gracia Shinta, S. Ugut, MBA, Ph.D., as the Dean of Faculty of Economics and

Business.

vii



10.

11.

12.

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

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

Mr. Radityo Fajar Arianto, S.E., MBA, as my academic supervisor.

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

All RMIT University lecturers who have educated and share their knowledge during
the author’s study period in RMIT University.

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.

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

Lusiana Sartika, a friend who always patiently understanding and helping me in the
process of completing this thesis.

And lastly for all of my friends, seniors, and tutors that have been there for me for

the past years in completing my degree at Universitas Pelita Harapan

viii



Last, the 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, June 7, 2021



TABLE OF CONTENTS

COVER
THESIS APPROVAL ..ottt sttt sttt se e enenne e ii
THESIS DEFENSE COMMITTEE ..ot iii
ABSTRACT .o ettt bbbt b et bbbt et v
ACKNOWLEDGEMENT ...ttt sttt nne s e vii
TABLE OF CONTENTS ..ottt st X
LIST OF FIGUIRIES AT . M, S, By, s e, N ........................ Xiii
LISTOF TABEESER. ... . s 00 G0 e ... Xiv
LIST OF APPENDICES ..ottt sttt sae e XVi
CHAPTER | INTRODUCTION ...oiiiiiiicietct sttt 1
1.1 Research BaCKgroUNnd ..........ccccoeiveiieieiicie ettt 1
1.2 ReSEarChPIODIEM ........occooiiiiiee e 15
'3 =i ResearcIEIDICCHUIN . . .......... i — W ... 17
1.4 RESEAICH QUESTIONS .....vviiveiiviiceie ettt ettt sttt et e et e eabe e ere s sbeesaaesaneeans 18
1.5  ReSearch DeMArCAtION ........ccccooeieiieiieieirit st see et 19
1.6 RESEAICH SIIUCTUIE ...ttt sre e 20
CHAPTER Il LITERATURE REVIEW ..ot 23
2.1 Brand INNOVALIVENESS..........ciiierieieieieiesie sttt ene s 23
2.2 ProduCt KNOWIEAGE. ........eiviiiieieieieisie sttt 26
2.3%  CUSTOMER HOPE.« e e e A L 27
2.4 QBrandisatisTaction=T, =il A B . T Wi S S 29
2.5  Repeat PUrchase INtENtION. ........cccvvieiiiicie e 31
2.6 Number of Hours of INternet USAge............coveiiiiiieiiiiininincsesese e 33
2.7 Onlineg PUrchase FrEQUENCY ......cceiveiiiieievie ettt s 34
2.8 PreVIOUS STUAY .....ooueeieiiieie ettt e 35
2.9  Brand Innovvation and Customer HOPe..........cccoveirieinienininenese e 37

2.10 Customer Hope and Brand innovativeness moderated by Product Knowledge 38

2.11  Product Knowledge and Customer HOPE..........cocvvieiireiiene e 40
2.12  Customer Hope and Brand StatisSfaction ............cccoceviviieieniene e 41
2.13 Brand Statisfaction and Brand Repurchase Intention ............c.ccoceveiviiinnnnnn 42
2.14  Conceptual MOEl ...........coiiiieee e 43
CHAPTER 111 RESEARCH METHODOLOGY ....ccoeiiiiirieiririeeeisisie e 45
3.1 Research Paradigm.........cccccoiiiiiiiiiice s 45



3.2 QUANtItatiVe RESEAICH .......ceeiviiiiie ettt ebeesaes 50
3.3 RESEAICN DESIGN. ..c.uiiiiiiieiieieeeee et 53
3.4 ReSEArC ODJECES.....ccuiiiiiieiieiee e 56
3.5 UNIt OF ANAIYSIS ..viciiciiiie e 60
3.6 Measurement of VariablesS .........ccccoviiiiiiiiiiniie e 62
3.7 Conceptual and Operational Definition ............ccoeviiiiiiiininncceee 65
3.8 Measurement OF SCAIE.........cccviii i 72
3.9  Data Collection Method...........coueiiiiiiine i 75
3.10  Ethics in Data COHECHION ......ccueiviieie i 77
311 SapipliaEses............... .o OO . oo TR BB e eeeessessnssnnreas 78
312 SAMPIE SHZE....oceeiieceecce ettt 80
3.13  Method in Data ANAIYSIS.......ccccveiiiiiieii et s sre e sre st nee 81
3.14  GOOdNESS OF the DALA.......ccvereeiierieeieeie sttt e st saesteerae e 83
155, . Vel GG . .. ............... o A o T 83
316 RElIADIIITY....ccvvcieciececc e e 84
3.17  Structural Equation Modelling (SEM) ........ccooiiiiiiiiiiiiise e 85
3.18  Partial Least SQUAreS (PLS) ......ccuoiiiririnieriiiesieieiecsie st 87
3.19  Preliminary TEST. ...ttt sttt sr e s r e s reerae e 92
3.20  Validity Pre-Test RESUIL..........ccociiiiie e 93
3.21  Convergent Validity Pre-TeSt .......ccoouiiiiiiriniiieieeeiee st 93
3.22  Discriminant Validity Pre-TeSt......cociiiiieiiieiic et 97
3.23  Reliability Pre-Test RESUIL.........cccccviiiiiiiiiice e 101
CHAPTER IV DISCUSSION AND DATA ANALYSIS ..o, 102
41 RespoRaERFPrOfiler........... oo serrme sy Al a e e e s g i e v e v ssessesnnsns 102
4.2 O i e e e s T re o i A T st s et et iR e eestssvaentesrnsnerane 104
43 AQE . e T Tt e e e e eee et e 104
O © Lol ol o - L1 o] TSP P PPOPPP 105
45  MONNIY INCOME.....oiiiiii e 106
4.6 ACHUAL TOST ... ittt 107
4.7 DeSCrIPtIVE STALISTICS......cueiviiriieiieieeieee e 108
4.8 Inferential StAtiStICS ......c.evviieiiiiee e 110
4.9  Convergent Validity Test-Actual TeSt.......c.cceioiiieriiire e 112
4.10 Discriminant Validity Test — Actual TeSt.......ccccovvriiriiiiiiiiereeee 112
411 OULEr MOGEL ... e 115

Xi



412  Common Method Bias TSt ......cccorvieiiiiiiiie e 115
4,13 Common Method VarianCe..........cevvieeieieeiene e 118
4,14 GOOANESS OF Fil.....eiieeieieii e 119
4,15 R-SUAIE (RL22 ...ttt s 121
4.16  PrediCtive REIBVANCE. ........ccoiiiieeee e 123
4.17  HyPONESIS TESTING......ceeiiieiiteiiireieiee et 124
4,18 INNEI MOGEL.....oeiee e 128
4,19 Comparison Between Previous Research and Current Research.................... 137
CHAPTER V CONCLUSION AND RECOMMENDATION.......ccoooiiviiierieieieinns 140
LTS AN Y1 (¢ [ 10)7) ooompoononmonnonntosoomeaasaan sonsoomoniooiiibooncoocor ocoosoogtioo RO T ROTTORRRR 140
5.2 Theoretical IMpliCatioN ..........ccoovviiiiiicic e 143
5.3  Managerial IMpliCations .........ccccoiiiiiiieiiiiic e 144
54 Y0 7= U o] PR 147
55  Recommendation for future RESEArch..........ccocoverieriiiiniiiiiniiesesesieeeeee 147
REEERENGE Sy, SN, ............... S Se e 400y, . Wi, o ... 149
APPENDICIES

Xii



LIST OF FIGURES

Figure 1.1: Highest Number of Internet Users Categorized

byNations as of December 2019 ........ccooviiiii e 3
Figure 1.2: Highest Number of Internet Users Categorized by

Nations in the Asia Pof January 2020..........ccceueiiiriniieiienieeeses s 4
Figure 1.3: McKinsey Survey Consumers Value Driven Elements.............cccovveieinnnnn. 6
Figure 1.4: Trying New Places to Shop EIements ..........ccccoeiiiiiiiiniiinnccccees 6
Figure 1.5: Deloitte Purchase Decision Drivers during COVID-19 .........cc.ccoevvniivcinnnnn. 7
Figure 1.6: PWC Indonesia Perspectives Before and After COVID-19............cccevvenneee. 8
Figure 1.7: Five Fundamental Shifts Consumer Behavior during

=TT LT3 o0 S 9
Figure 1.8: Reduction in Income and Savings & Increasing in Spending ............cc.cc...... 10
Figure 1.9: The Expected Rising Growth of Online Purchase Behavior ......................... 10
Figure 1.10: Overall Shifts To Online ShOPPING ......ccccvieiiiiiicicceee e 11
Figure 1.11: Deloitte Consumer Sentiment 2016-2020 ..........cccoovvvveveneeieieseenee e 12
Figure 1.12: Optimism Level in JaKarta City........ccccoceviiiiiiiiiieieceeec e 13
Figure 4.1: Outer Model Source: Smart-PLS Data Analysis (2021).........ccccceevveeennene. 115
Figure 4.2: Inner Model Source: Smart-PLS Data Analysis (2021) .........cccccoevveeennene. 128

Xiii



Table 2.1:
Table 3.1:
Table 3.2:
Table 3.3:
Table 3.4:
Table 3.5:
Table 3.6:
Table 3.7:
Table 3.8:
Table 3.9:

Table 3.10:
Table 3.11:
Table 3.12:
Table 3.13:
Table 3.14:
Table 3.15:
Table 3.16:
Table 3.17:
Table 3.18:
Table 3.19:
Table 3.20:
Table 3.21:

Table 4.1:
Table 4.2:
Table 4.3:
Table 4.4:
Table 4.5:
Table 4.6:
Table 4.7:

LIST OF TABLES

Research Comparison between Previous Study and this academic paper . ..... 35
Observation between Qualitative Research and Quantitative Research........... 49
Internet Users Worldwide (in Percent) based on Group Preference................ 59
Number of Population in Indonesia Based on Age and Group Preferences.... 59
Conceptual and Operational Concept Definition..........cccceevvievenieiccirccennns 66
Comparison Measurement of Scale Category..........ccoouvivrirerenenenieieeeeis 74
LikentSealeik. . ....... ... vvsieeerees o e, 75
Rule of Thumb of Outer Model and Inner Model...........c.cccocveviviveiiinirenn, 90
oo o I A O 1 (- T TS 92
Convergent Validity Pre-Test Result (Brand Innovativeness)............cccccu..... 94
Convergent Validity Pre-Test Result (Product Knowledge)..........c.cccceuvneee. 95
Convergent Validity Pre-Test Result (Customer HOPE) ........ccccccvevvevvrinennene 95
Convergent Validity Pre-Test Result (Brand Satisfaction)............c.ccccccveu..e. 96
Convergent Validity Pre-Test Result (Brand Repurchase Intention)............. 96
Convergent Validity Pre-Test Result (by AVE) ......ccccocevvvveieieciece e, 97
Discriminant Validity Pre-Test Result (Brand Innovativeness) .................... 97
Discriminant Validity Pre-Test Result (Product Knowledge) .........cccccveu..... 98
Discriminant Validity Pre-Test Result (Customer HOpe) ........ccccevveveiveennne. 99
Discriminant Validity Pre-Test Result (Brand Satisfaction)..............ccccccveun. 99
Discriminant Validity Pre-Test Result (Brand Repurchase Intention) ........ 100
Discriminant Validity Pre-Test Result in HTMT value............ccccccoeoennnnn. 100
Composite Validity Pre-Test RESUIT ..........cocoriieieiiiiicinccseee 101
Respondent Profile Result (Gender Preferences) ........ccocvevevevevvevesnssiene. 104
Respondent Profile Result (Age Group Preferences) .........ccoccevvvveveveivinene. 105
Respondent Profile Result (Occupation/s Preferences) .........ccoccoeevvevvvvnenns 106
Respondent Profile Result (Monthly Income Preferences)..........cccccovevvveine 107
DeSCrIPLIVE STALISTICS....veviviieeieieeeiie e 108
Convergent Validity for Actual Test using Factor Loading (>0.70).............. 111
Convergent Validity for Actual Test using AVE (>0.50)......ccccccooenvrivannnn. 112

Xiv



Table 4.8: Discriminant Validity for Actual Test using Cross Loading (>0.7) .............. 113

Table 4.9: Discriminant Validity for Actual Test using HTMT (< 0.90) ......c.ccccevvenennee. 114
Table 4.10: Actual Test Reliability of Composite Reliability..............cccoceviviiiieinennne. 114
Table 4.11: OULEr VIF VAIUE ......coiiiiiiie e 116
Table 4.12: INNEI VIF VAIUE .....c.ooiiiiiiiie et 117
Table 4.13: Common Method Variance ResUlt ...........ccoovvviiiiinciiiceee e, 118
Table 4.14: Go0dNESS OF Fit INUEX.......cceiiiieieiieiee e 120
Table 4.15: Model Fit SUMMATY .......oooviiiiiiieieisesee e 121
Table 4.16: R-SQUAred ValUE..........ccceiiieiiiiiiie ettt 122
Table 4.17: R-Squared AdJusted ValUE ...........cccvoieieiieiiecie e 123
Table 4.18: Q? Predictive ReleVANCE Dat..........ccccvvveveieiciereiesesieiees e s s venens 124
Table 4.19: Comparison from Previous Research with Current Research ..................... 138

XV



LIST OF APPENDICE

APPENDIX A QUESTIONNAIRE ... A-1
APPENDIX B PRELIMINARY TEST MODEL ......cccccoiiiiiiiiiiiiie, A-2
APPENDIX C PRELIMINARY MEASUREMENT MODEL ........ccccooiiiiiiennne. A-3
APPENDIX D ACTUAL TEST MEASUREMENT MODEL...........cccooviiiiinnnne. A-4
APPENDIX E ACTUAL TEST STRUCTURAL MODEL ........c.cccovviiiiiiieniene A-5
APPENDIX F ACTUAL TEST PREDICTIVE RELEVANCE...........cccocvviinene. A-6

XVi



