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APPENDIX A 

PRE-TEST QUESTIONNAIRE 
 

 

 

 

 

 

 

 

 

 

 

 



 
 

 
 

A-2 

A BUSINESS RESEARCH QUESTIONNAIRE 

The Influence of Value Congruity, Consumer-Brand Identification, 

Customer-Brand Engagement and Affective Brand Commitment Towards 

Brand Loyalty on the Global Brand Spotify 

 

Dear Respondents, 

My name is Joanna Clarissa Surjadi, a final year student majoring in 

Management (IB) at Pelita Harapan University (UPH) and guidance from Dr. 

Pauline Henriette P. Tan, S.E., M.Si. Conducting a research on “The Influence of 

Value Congruity, Consumer-Brand Identification, Customer-Brand Engagement 

and Affective Brand Commitment Towards Brand Loyalty on the Global Brand 

Spotify”. This questionnaire will take around 3-5 minutes to complete, please fill 

out this questionnaire honestly and seriously. Thank you for taking the time to fill 

out this questionnaire.  

Your participation is entirely voluntary, and all information collected in this 

questionnaire will be kept strictly confidential. If you have any inquiries regarding 

the questionnaire, do contact me via email: cs80058@student.uph.edu 

 

Best Regards,  

Joanna Clarissa Surjadi (cs80058@student.uph.edu) 

Dr. Pauline Henriette P. Tan, S.E., M.Si. (pauline.henriette@uph.edu) 

 

TERMINOLOGY: Respondents who currently subscribed or have previously 

subscribed to Spotify Premium 

mailto:cs80058@student.uph.edu
mailto:cs80058@student.uph.edu
mailto:pauline.henriette@uph.edu


 
 

 
 

A-3 

ANSWER INSTRUCTIONS:  

Please mark (�) the answer that best represents your opinion of the statement 

on this questionnaire. 

 

ANSWER DESCRIPTIONS: 

1. Strongly Disagree 

2. Disagree 

3. Neutral 

4. Agree 

5. Strongly Agree 

 

RESPONDENT PROFILE 

1. Do you live in the Jabodetabek area? 

 Yes, continue  

 No, close questionnaire 

 

2. Are you currently subscribed or have previously subscribed to Spotify 

Premium? 

 Yes, continue  

 No, close questionnaire 

 

3. Demographics 

 Gender 

o Male 

o Female 

 

 Age 



 
 

 
 

A-4 

o 17 – 22 

o 23 – 27 

o 28 – 33 

o > 33 

 

 Domicile 

o Jakarta 

o Bogor 

o Depok 

o Tangerang 

o Bekasi 

 

 Latest Education 

o Highschool 

o Undergraduate (S1) 

o > Graduate  

 

 

No. Statement 

Answer 

1 2 3 4 5 

Brand Loyalty 

Brand loyalty encompasses the actual and intimate behavior which leads 

customers to consistently repurchase preferred products or services, despite 

other competitors’ efforts and strategies to change their behavior. 

1 
I would recommend Spotify to someone who 

seeks my advice 
     



 
 

 
 

A-5 

2 I would encourage friends to  subscribe to Spotify      

3 
I would say positive things about Spotify to other 

people 
     

4 
I would do more business with Spotify in the next 

few years 
     

5 I am a loyal customer of the brand Spotify      

6 
I am willing to maintain my relationship with 

Spotify 
     

Value Congruity 

Value congruity explains the value similarity between the customer and the 

brand, where customers prefer to use products or services that represent their 

values. 

1 
I have a clear understanding of the core values 

Spotify has 
     

2 I support the intent of the core values Spotify has      

3 
I have a great deal of agreement about what 

Spotify’s core values represent 
     

4 Spotify is relevant to my values      

5 Spotify is relevant to my needs      

Consumer-Brand Identification 

Consumer-brand identification elucidates the individuals’ beliefs about their 

own identity, lifestyles, and preferences since the consumers will repeatedly 
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choose those products and services that represent their preferred (ideal self) 

and/or their perceived image. 

1 I identify with Spotify      

2 
When I talk about Spotify, I usually say “we” 

rather than “they” 
     

3 
I feel that my personality and the personality of 

Spotify are very similar 
     

4 
I have a lot in common with other people using 

Spotify 
     

5 
I feel good when I notice positive news in the 

media about Spotify 
     

Customer-Brand Engagement 

Customer-brand engagement is considered to be a context-dependent, 

psychological construct, reflected by emotional, cognitive, and intentional 

states generated by interactive experiences underlying behavioral interactions. 

1 I feel good when I use Spotify      

2 Using Spotify makes me happy      

3 Using Spotify gets me to think about Spotify      

4 
Using Spotify stimulates my interest to learn more 

about Spotify 
     

5 My days would not be the same without Spotify      

Affective Brand Commitment 
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Affective commitment is an emotional factor that develops through personal 

involvement or reciprocity that a consumer has towards a company, this would 

then result in a higher level of commitment and loyalty 

1 I get excited when I think about buying Spotify      

2 I feel rewarded when I buy Spotify      

3 I feel personally satisfied when I buy Spotify      

4 I feel emotionally attached to Spotify      

5 I feel a sense of belonging to Spotify      
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APPENDIX B 
PRE-TEST DATA 
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To access all of the data, please scan the barcode below: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Or access through the link below: 

 

https://docs.google.com/spreadsheets/d/1nooZpjm5pM2ItTfaO6fmw5TzMUavuL

Me/edit?usp=sharing&ouid=110227476668968807405&rtpof=true&sd=true 

 

https://docs.google.com/spreadsheets/d/1nooZpjm5pM2ItTfaO6fmw5TzMUavuLMe/edit?usp=sharing&ouid=110227476668968807405&rtpof=true&sd=true
https://docs.google.com/spreadsheets/d/1nooZpjm5pM2ItTfaO6fmw5TzMUavuLMe/edit?usp=sharing&ouid=110227476668968807405&rtpof=true&sd=true
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APPENDIX C 
PRE-TEST RUN 1 
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PRELIMINARY TEST - RUN 1 

OUTER MODEL  
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MEASUREMENT MODEL  

 

Construct Reliability and Validity 

 

 
Cronbach's 

Alpha 
rho_A 

Composite 

Reliability 

Average 

Variance 

Extracted 

(AVE) 

Brand Loyalty 0.772 0.807 0.838 0.473 

Value Congruity 0.635 0.669 0.730 0.382 

Consumer-Brand 

Identification 
0.747 0.769 0.828 0.495 

Customer-Brand 

Engagement 
0.759 0.790 0.839 0.513 

Affective Brand 

Commitment 
0.856 0.877 0.898 0.641 
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Outer Loadings 

 

 
Brand 

Loyalty 

Value 

Congruity 

Consumer-

Brand 

Identification 

Customer-

Brand 

Engagement 

Affective 

Brand 

Commitment 

BL1 0,683     

BL2 0.384     

BL3 0.755     

BL4 0.680     

BL5 0.792     

BL6 0.751     

VC1  0.188    

VC2  0.731    

VC3  0.481    

VC4  0.769    

VC5  0.720    

CBI1   0.609   

CBI2   0.729   

CB13   0.808   

CBI4   0.548   

CBI5   0.787   
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CBE1    0.809  

CBE2    0.554  

CBE3    0.748  

CBE4    0.772  

CBE5    0.672  

ABC1     0.635 

ABC2     0.824 

ABC3     0.762 

ABC4     0.900 

ABC5     0.853 

 

 

Discriminant Validity – Cross Loadings 

 

 
Brand 

Loyalty 

Value 

Congruity 

Consumer-

Brand 

Identification 

Customer-

Brand 

Engagement 

Affective 

Brand 

Commitment 

BL1 0.683 0.261 0.124 0.385 0.207 

BL2 0.384 -0.085 0.155 0.208 0.332 

BL3 0.755 0.505 0.336 0.393 0.294 

BL4 0.680 0.078 0.171 0.378 0.278 

BL5 0.792 0.525 0.263 0.485 0.417 
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BL6 0.751 0.496 0.417 0.564 0.336 

VC1 0.321 0.188 0.102 -0.009 -0.039 

VC2 0.295 0.731 0.255 0.261 0.207 

VC3 0.362 0.481 0.086 0.050 0.077 

VC4 0.230 0.769 0.388 0.273 0.328 

VC5 0.544 0.720 0.266 0.372 0.163 

CBI1 0.070 0.186 0.609 0.373 0.340 

CBI2 0.005 0.188 0.729 0.369 0.449 

CB13 0.318 0.335 0.808 0.518 0.447 

CBI4 0.408 0.221 0.548 0.533 0.455 

CBI5 0.329 0.404 0.787 0.761 0.620 

CBE1 0.678 0.458 0.619 0.809 0.550 

CBE2 0.410 0.120 0.319 0.554 0.382 

CBE3 0.410 0.277 0.575 0.748 0.737 

CBE4 0.317 0.345 0.667 0.772 0.663 

CBE5 0.315 0.084 0.552 0.672 0.603 

ABC1 0.086 0.159 0.581 0.575 0.635 

ABC2 0.455 0.331 0.526 0.649 0.824 

ABC3 0.302 0.090 0.448 0.628 0.762 

ABC4 0.461 0.343 0.625 0.745 0.900 

ABC5 0.380 0.265 0.554 0.675 0.853 
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PRE-TEST RUN 2 
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PRELIMINARY TEST - RUN 2 

OUTER MODEL  

 

 

 

 

 

 

 

 

 

 



 

 
 

D-3 

MEASUREMENT MODEL  

 

Construct Reliability and Validity 

 

 
Cronbach's 

Alpha 
rho_A 

Composite 

Reliability 

Average 

Variance 

Extracted 

(AVE) 

Brand Loyalty 0.788 0.794 0.855 0.542 

Value Congruity 0.642 0.684 0.773 0.467 

Consumer-Brand 

Identification 
0.797 0.854 0.859 0.604 

Customer-Brand 

Engagement 
0.769 0.786 0.851 0.588 

Affective Brand 

Commitment 
0.872 0.877 0.898 0.641 
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Outer Loadings 

 

 
Brand 

Loyalty 

Value 

Congruity 

Consumer-

Brand 

Identification 

Customer-

Brand 

Engagement 

Affective 

Brand 

Commitment 

BL1 0.699     

BL3 0.760     

BL4 0.667     

BL5 0.798     

BL6 0.749     

VC2  0.717    

VC3  0.485    

VC4  0.798    

VC5  0.695    

CBI1   0.682   

CBI2   0.809   

CB13   0.808   

CBI5   0.802   

CBE1    0.789  

CBE3    0.787  

CBE4    0.789  
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CBE5    0.699  

ABC2     0.855 

ABC3     0.764 

ABC4     0.912 

ABC5     0.861 

 

Discriminant Validity – Cross Loadings 

 

 
Brand 

Loyalty 

Value 

Congruity 

Consumer-

Brand 

Identification 

Customer-

Brand 

Engagement 

Affective 

Brand 

Commitment 

BL1 0.699 0.239 0.083 0.374 0.199 

BL3 0.760 0.491 0.293 0.396 0.328 

BL4 0.667 0.064 0.075 0.337 0.316 

BL5 0.798 0.518 0.204 0.466 0.464 

BL6 0.749 0.487 0.353 0.536 0.349 

VC2 0.315 0.717 0.216 0.256 0.220 

VC3 0.381 0.485 0.109 0.072 0.065 

VC4 0.247 0.798 0.402 0.329 0.334 

VC5 0.556 0.695 0.232 0.341 0.166 

CBI1 0.076 0.179 0.682 0.358 0.257 



 

 
 

D-6 

CBI2 -0.009 0.187 0.809 0.428 0.396 

CB13 0.320 0.332 0.808 0.530 0.399 

CBI5 0.326 0.409 0.802 0.808 0.572 

CBE1 0.692 0.443 0.566 0.789 0.518 

CBE3 0.401 0.287 0.547 0.787 0.724 

CBE4 0.312 0.348 0.660 0.789 0.618 

CBE5 0.294 0.084 0.518 0.699 0.599 

ABC2 0.447 0.342 0.417 0.642 0.855 

ABC3 0.284 0.090 0.390 0.584 0.764 

ABC4 0.440 0.353 0.572 0.765 0.912 

ABC5 0.350 0.271 0.503 0.673 0.861 
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APPENDIX E 
PRE-TEST RUN 3 
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PRELIMINARY TEST - RUN 3 

OUTER MODEL  
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MEASUREMENT MODEL  

 

Construct Reliability and Validity 

 

 
Cronbach's 

Alpha 
rho_A 

Composite 

Reliability 

Average 

Variance 

Extracted 

(AVE) 

Brand Loyalty 0.773 0.775 0.855 0.599 

Value Congruity 0.606 0.620 0.788 0.554 

Consumer-Brand 

Identification 
0.748 0.815 0.848 0.652 

Customer-Brand 

Engagement 
0.737 0.745 0.849 0.653 

Affective Brand 

Commitment 
0.872 0.900 0.912 0.722 
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Outer Loadings 

 

 
Brand 

Loyalty 

Value 

Congruity 

Consumer-

Brand 

Identification 

Customer-

Brand 

Engagement 

Affective 

Brand 

Commitment 

BL1 0.656     

BL3 0.816     

BL5 0.845     

BL6 0.764     

VC2  0.724    

VC4  0.789    

VC5  0.717    

CBI2   0.756   

CB13   0.798   

CBI5   0.864   

CBE1    0.805  

CBE3    0.784  

CBE4    0.834  

ABC2     0.858 
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ABC3     0.762 

ABC4     0.914 

ABC5     0.857 

 

Discriminant Validity – Cross Loadings 

 

 
Brand 

Loyalty 

Value 

Congruity 

Consumer-

Brand 

Identification 

Customer-

Brand 

Engagement 

Affective 

Brand 

Commitment 

BL1 0.656 0.196 0.086 0.392 0.199 

BL3 0.816 0.463 0.319 0.426 0.329 

BL5 0.845 0.511 0.239 0.458 0.465 

BL6 0.764 0.500 0.385 0.566 0.351 

VC2 0.352 0.724 0.232 0.302 0.220 

VC4 0.314 0.789 0.428 0.345 0.336 

VC5 0.591 0.717 0.229 0.392 0.167 

CBI2 0.013 0.182 0.756 0.378 0.395 

CB13 0.352 0.337 0.798 0.521 0.401 

CBI5 0.352 0.420 0.864 0.821 0.573 

CBE1 0.710 0.440 0.572 0.805 0.519 

CBE3 0.386 0.309 0.581 0.784 0.724 
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CBE4 0.323 0.356 0.709 0.834 0.618 

ABC2 0.423 0.338 0.459 0.639 0.858 

ABC3 0.265 0.120 0.396 0.591 0.762 

ABC4 0.439 0.359 0.614 0.714 0.914 

ABC5 0.332 0.274 0.482 0.618 0.857 
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APPENDIX F 
PRE-TEST MODEL 
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APPENDIX G 
PRE-TEST MEASUREMENT MODEL 
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PRELIMINARY TEST 

MEASUREMENT MODEL 

 

Construct Reliability and Validity 

 

 
Cronbach's 

Alpha 
rho_A 

Composite 

Reliability 

Average 

Variance 

Extracted 

(AVE) 

Brand Loyalty 0.798 0.810 0.880 0.710 

Value Congruity 0.606 0.621 0.788 0.554 

Consumer-Brand 

Identification 
0.748 0.816 0.848 0.652 

Customer-Brand 

Engagement 
0.737 0.742 0.850 0.654 

Affective Brand 

Commitment 
0.872 0.903 0.912 0.722 
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Outer Loadings 

 

 
Brand 

Loyalty 

Value 

Congruity 

Consumer-

Brand 

Identification 

Customer-

Brand 

Engagement 

Affective 

Brand 

Commitment 

BL3 0.825     

BL5 0.864     

BL6 0.839     

VC2  0.723    

VC4  0.790    

VC5  0.716    

CBI2   0.756   

CB13   0.798   

CBI5   0.864   

CBE1    0.800  

CBE3    0.789  

CBE4    0.836  

ABC2     0.856 

ABC3     0.762 

ABC4     0.915 
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ABC5     0.858 

 

 

Discriminant Validity – Cross Loading 

 

 
Brand 

Loyalty 

Value 

Congruity 

Consumer-

Brand 

Identification 

Customer-

Brand 

Engagement 

Affective 

Brand 

Commitment 

BL3 0.825 0.463 0.319 0.423 0.329 

BL5 0.864 0.511 0.239 0.456 0.464 

BL6 0.839 0.500 0.385 0.564 0.352 

VC2 0.340 0.723 0.232 0.299 0.219 

VC4 0.407 0.790 0.428 0.346 0.336 

VC5 0.571 0.716 0.228 0.390 0.166 

CBI2 0.048 0.182 0.756 0.380 0.396 

CB13 0.369 0.337 0.798 0.519 0.401 

CBI5 0.391 0.420 0.864 0.822 0.574 

CBE1 0.667 0.440 0.572 0.800 0.519 

CBE3 0.391 0.309 0.582 0.789 0.723 

CBE4 0.305 0.356 0.710 0.836 0.619 

ABC2 0.414 0.338 0.459 0.640 0.856 

ABC3 0.278 0.120 0.396 0.594 0.762 
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ABC4 0.473 0.359 0.614 0.714 0.915 

ABC5 0.340 0.274 0.482 0.620 0.858 
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APPENDIX H 
ACTUAL TEST QUESTIONNAIRE 
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A BUSINESS RESEARCH QUESTIONNAIRE 

The Influence of Value Congruity. Consumer-Brand Identification, 

Customer-Brand Engagement and Affective Brand Commitment Towards 

Brand Loyalty on the Global Brand Spotify 

 

Dear Respondents, 

My name is Joanna Clarissa, Surjadi, a final year student majoring in 

Management (IB) at Pelita Harapan University (UPH) and guidance from Dr. 

Pauline Henriette P. Tan, S.E., M.Si. Conducting a research on “The Influence of 

Value Congruity, Consumer-Brand Identification, Customer-Brand Engagement 

and Affective Brand Commitment Towards Brand Loyalty on the Global Brand 

Spotify”. This questionnaire will take around 3-5 minutes to complete, please fill 

out this questionnaire honestly and seriously. Thank you for taking the time to fill 

out this questionnaire.  

Your participation is entirely voluntary, and all information collected in this 

questionnaire will be kept strictly confidential. If you have any inquiries regarding 

the questionnaire, do contact me via email: cs80058@student.uph.edu 

 

Best Regards,  

Joanna Clarissa Surjadi (cs80058@student.uph.edu) 

Dr. Pauline Henriette P. Tan, S.E., M.Si. (pauline.henriette@uph.edu) 

 

mailto:cs80058@student.uph.edu
mailto:cs80058@student.uph.edu
mailto:pauline.henriette@uph.edu
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TERMINOLOGY: Respondents who currently subscribed or have previously 

subscribed to Spotify Premium 

ANSWER INSTRUCTIONS:  

Please mark (�) the answer that best represents your opinion of the statement 

on this questionnaire. 

 

ANSWER DESCRIPTIONS: 

1. Strongly Disagree 

2. Disagree 

3. Neutral 

4. Agree 

5. Strongly Agree 

 

RESPONDENT PROFILE 

1. Do you live in the Jabodetabek area? 

 Yes, continue  

 No, close questionnaire 

 

2. Are you currently subscribed or have previously subscribed to Spotify 

Premium? 

 Yes, continue  

 No, close questionnaire 

 

3. Demographics 

 Gender 

o Male 

o Female 
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 Age 

o 17 – 22 

o 23 – 27 

o 28 – 33 

o > 33 

 

 Domicile 

o Jakarta 

o Bogor 

o Depok 

o Tangerang 

o Bekasi 

 

 Latest Education 

o Highschool 

o Undergraduate (S1) 

o > Graduate  

 

 

No. Statement 
Answer 

1 2 3 4 5 

Brand Loyalty 

Brand loyalty encompasses the actual and intimate behavior which leads 

customers to consistently repurchase preferred products or services, despite 

other competitors’ efforts and strategies to change their behavior. 

1 
I would say positive things about Spotify to other 

people 

     

2 I am a loyal customer of the brand Spotify      
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3 
I am willing to maintain my relationship with 

Spotify 

     

Value Congruity 

Value congruity explains the value similarity between the customer and the 

brand, where customers prefer to use products or services that represent their 

values.  

1 I support the intent of the core values Spotify has      

2 Spotify is relevant to my values      

3 Spotify is relevant to my needs      

Consumer-Brand Identification 

Consumer-brand identification elucidates the individuals’ beliefs about their own 

identity, lifestyles, and preferences since the consumers will repeatedly choose 

those products and services that represent their preferred (ideal self) and/or their 

perceived image. 

1 
When I talk about Spotify, I usually say “we” 

rather than “they” 

     

2 
I feel that my personality and the personality of 

Spotify are very similar 

     

3 
I feel good when I notice positive news in the 

media about Spotify 

     

Customer-Brand Engagement 

Customer-brand engagement is considered to be a context-dependent, 

psychological construct, reflected by emotional, cognitive, and intentional 

states generated by interactive experiences underlying behavioral interactions. 

1 I feel good when I use Spotify      

2 Using Spotify gets me to think about Spotify      
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3 
Using Spotify stimulates my interest to learn more 

about Spotify 
     

Affective Brand Commitment 

Affective commitment is an emotional factor that develops through personal 

involvement or reciprocity that a consumer has towards a company, this would 

then result in a higher level of commitment and loyalty 

1 I feel rewarded when I buy Spotify      

2 I feel personally satisfied when I buy Spotify      

3 I feel emotionally attached to Spotify      

4 I feel a sense of belonging to Spotify      
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APPENDIX I 
ACTUAL TEST DATA 
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To access all of the data, please scan the barcode below: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Or access through the link below: 

 

https://docs.google.com/spreadsheets/d/1Jdd00VJkq7QOuL_t7saVX2pDB8k8IxH

U/edit?usp=sharing&ouid=110227476668968807405&rtpof=true&sd=true  

 

 

https://docs.google.com/spreadsheets/d/1Jdd00VJkq7QOuL_t7saVX2pDB8k8IxHU/edit?usp=sharing&ouid=110227476668968807405&rtpof=true&sd=true
https://docs.google.com/spreadsheets/d/1Jdd00VJkq7QOuL_t7saVX2pDB8k8IxHU/edit?usp=sharing&ouid=110227476668968807405&rtpof=true&sd=true
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APPENDIX J 
ACTUAL TEST MEASUREMENT MODEL 
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ACTUAL TEST 

MEASUREMENT MODEL 

 

Construct Reliability and Validity 

 

 
Cronbach's 

Alpha 
rho_A 

Composite 

Reliability 

Average 

Variance 

Extracted 

(AVE) 

Brand Loyalty 0.791 0.794 0.877 0.704 

Value Congruity 0.796 0.800 0.880 0.710 

Consumer-Brand 

Identification 
0.774 0.791 0.868 0.686 

Customer-Brand 

Engagement 
0.739 0.742 0.852 0.657 

Affective Brand 

Commitment 
0.854 0.861 0.902 0.697 
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Outer Loadings 

 

 
Brand 

Loyalty 

Value 

Congruity 

Consumer-

Brand 

Identification 

Customer-

Brand 

Engagement 

Affective 

Brand 

Commitment 

BL3 0.846     

BL5 0.829     

BL6 0.842     

VC2  0.858    

VC4  0.856    

VC5  0.814    

CBI2   0.786   

CB13   0.842   

CBI5   0.855   

CBE1    0.797  

CBE3    0.847  

CBE4    0.787  

ABC2     0.801 

ABC3     0.795 

ABC4     0.829 

ABC5     0.909 
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Discriminant Validity – Cross Loading 

 

 
Brand 

Loyalty 

Value 

Congruity 

Consumer-

Brand 

Identification 

Customer-

Brand 

Engagement 

Affective 

Brand 

Commitment 

BL3 0.846 0.645 0.586 0.687 0.598 

BL5 0.829 0.527 0.552 0.667 0.635 

BL6 0.842 0.589 0.549 0.531 0.562 

VC2 0.598 0.858 0.644 0.652 0.589 

VC4 0.596 0.856 0.609 0.657 0.629 

VC5 0.576 0.814 0.526 0.626 0.527 

CBI2 0.451 0.461 0.786 0.487 0.446 

CB13 0.576 0.653 0.842 0.679 0.671 

CBI5 0.619 0.612 0.855 0.647 0.634 

CBE1 0.649 0.687 0.523 0.797 0.635 

CBE3 0.656 0.603 0.625 0.847 0.704 

CBE4 0.523 0.567 0.660 0.787 0.589 

ABC2 0.506 0.558 0.613 0.640 0.801 

ABC3 0.571 0.515 0.553 0.618 0.795 

ABC4 0.651 0.581 0.579 0.673 0.829 
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ABC5 0.652 0.649 0.652 0.718 0.909 

 

Discriminant Validity – Heterotrait-Monotrait Ratio HTMT 

 

 

Affective 

Brand 

Commitment 

Brand 

Loyalty 

Consumer-

Brand 

Identification 

Customer-

Brand 

Engagement 

Value 

Congruity 

Affective 

Brand 

Commitment 

     

Brand 

Loyalty 
0.865     

Consumer-

Brand 

Identification 

0.866 0.844    

Customer-

Brand 

Engagement 

0.998 0.976 0.967   

Value 

Congruity 
0.835 0.882 0.881 0.996  

 

 

Discriminant Validity – Fornell-Lacker 

 

 

Affective 

Brand 

Commitment 

Brand 

Loyalty 

Consumer-

Brand 

Identification 

Customer-

Brand 

Engagement 

Value 

Congruity 

Affective 

Brand 

Commitment 

0.835     
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Brand 

Loyalty 
0.716 0.839    

Consumer-

Brand 

Identification 

0.718 0.671 0.828   

Customer-

Brand 

Engagement 

0.795 0.755 0.740 0.811  

Value 

Congruity 
0.835 0.882 0.881 0.996  
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APPENDIX K 
ACTUAL TEST STRUCTURAL MODEL 
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ACTUAL TEST 

STRUCTURAL MODEL MEASUREMENT 

 

Path Coefficients 

 

 

Original 

Sample 

(O) 

Sample 

Mean 

(M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(lO/STDEVl) 

P 

Values 

 

Value Congruity 

 Consumer-

Brand 

Identification 

 

0.706 0.704 0.054 13.165 0.000 

 

Value Congruity 

 Customer-

Brand 

Engagement 

 

0.484 0.488 0.064 7.551 0.000 

 

Value Congruity 

 Affective 

Brand 

Commitment 

 

0.369 0.365 0.072 5.142 0.000 



 
 

 
 

K-4 

 

Consumer-Brand 

Identification  

Customer-Brand 

Engagement 

 

0.399 0.392 0.060 6.607 0.000 

 

Consumer-Brand 

Identification  

Brand Loyalty 

 

0.175 0.172 0.083 2.123 0.017 

 

Consumer-Brand 

Identification  

Affective Brand 

Commitment 

 

0.458 0.458 0.063 7.267 0.000 

 

Affective Brand 

Commitment  

Brand Loyalty 

 

0.251 0.256 0.077 3.269 0.001 

 

Customer-Brand 

Engagement  

Brand Loyalty 

 

0.426 0.422 0.079 5.400 0.000 

 

 

 



 
 

 
 

K-5 

Specific Indirect Effects 

 

 

Original 

Sample 

(O) 

Sample 

Mean 

(M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(lO/STDEVl) 

P 

Values 

Value Congruity  

Consumer-Brand 

Identification  

Customer-Brand 

Engagement 

0.282 0.276 0.050 5.634 0.000 

Value Congruity 

 Consumer-Brand 

Identification  

Affective Brand 

Commitment 

0.323 0.323 0.055 5.896 0.000 

Value Congruity  

Consumer-Brand 

Identification  

Brand Loyalty 

0.124 0.121 0.060 2.081 0.019 

 

Outer VIF 

 

Indicator VIF 

BL3 1.684 

BL5 1.563 

BL6 1.812 

VC2 1.767 



 
 

 
 

K-6 

VC4 1.744 

VC5 1.597 

CBI2 1.579 

CBI3 1.537 

CBI5 1.674 

CBE1 1.395 

CBE3 1.634 

CBE4 1.463 

ABC2 1.785 

ABC3 1.855 

ABC4 2.180 

ABC5 3.071 

 

Inner VIF 

 

 
Brand 

Loyalty 

Value 

Congruity 

Consumer-

Brand 

Identification 

Customer-

Brand 

Engagement 

Affective 

Brand 

Commitment 

BL      

VC   1.000 1.993 1.993 

CBI 2.464   1.993 1.993 



 
 

 
 

K-7 

CBE 3.237     

ABC 3.022     

 

Model Fit 

 

 Saturated Model Estimated Model 

SRMR 0.073 0.083 

d_ULS 0.733 0.936 

d_G 0.393 0.438 

Chi-Square 579.317 611.486 

NFI 0.777 0.764 

RMSTheta 0.198 

 

R-Square and R-Square Adjusted 

 

 R-Square (R2) R-Square Adjusted 

Brand Loyalty 0.619 0.614 

Consumer-Brand 

Identification 
0.498 0.496 

Customer-Brand 

Engagement 
0.666 0.663 

Affective Brand 

Commitment 
0.584 0.581 

 

 


	THESIS APPROVAL
	THESIS DEFENSE COMMITTEE
	ABSTRACT
	ACKNOWLEDGEMENT
	TABLE OF CONTENTS
	LIST OF FIGURES
	LIST OF TABLES
	LIST OF APPENDIXES
	CHAPTER I INTRODUCTION
	1.1 Background
	1.2 Research Problem
	1.3 Research Objective
	1.4 Research Scope
	1.5 Research Outline

	CHAPTER II LITERATURE REVIEW
	2.1 Theoretical Framework
	2.1.1 International Business, Global Brands and Social Identity Theory
	2.1.2 Brand Loyalty
	2.1.3 Value Congruity
	2.1.4 Consumer-Brand Identification
	2.1.5 Customer-Brand Engagement
	2.1.6 Affective Brand Commitment

	2.2 Previous Studies
	2.2.1 Value Congruity and Consumer-Brand Identification
	2.2.2 Value Congruity and Customer-Brand Engagement
	2.2.3 Value Congruity and Affective Brand Commitment
	2.2.4 Consumer-Brand Identification and Customer-Brand Engagement
	2.2.5 Consumer-Brand Identification and Brand Loyalty
	2.2.6 Consumer-Brand Identification and Affective Brand Commitment
	2.2.7 Affective Brand Commitment and Brand Loyalty
	2.2.8 Customer-Brand Engagement and Brand Loyalty
	2.2.9 The moderating role of Consumer-Brand Identification on the relationship between Value Congruity and (a) Customer-Brand Engagement, (b) Affective Brand Commitment and (c) Brand Loyalty

	2.3 Research Model

	CHAPTER III RESEARCH METHODOLOGY
	3.1 Research Design
	3.2 Research Paradigm
	3.3 Conceptual and Operational Definition
	3.4 Measurement Scale
	3.5 Data Collection Method
	3.6 Unit of Analysis
	3.7 Population
	3.8 Sample Size
	3.8.1 Sampling Method

	3.9 Data Analysis Method
	3.9.1 Descriptive Statistics
	3.9.2 Inferential Statistics
	3.9.2.1 Multiple Regression Analysis
	3.9.2.2 Structural Equation Model & Partial Least Square
	3.9.2.2.1 Outer Model
	3.9.2.2.1.1 Convergent Validity
	3.9.2.2.1.2 Discriminant Validity
	3.9.2.2.1.3 Reliability

	3.9.2.2.2 Inner Model
	3.9.2.2.2.1 Multicollinearity Test
	3.9.2.2.2.2 Coefficient of Determination (R2)
	3.9.2.2.2.3 Hypothesis Test




	3.10 Pre-Test Study
	3.10.1 Pre-Test Convergent Validity
	3.10.2 Pre-Test Discriminant Validity
	3.10.3 Pre-Test Reliability


	CHAPTER IV FINDINGS AND ANALYSIS
	4.1 Actual Test
	4.1.1 Profile of the Respondents
	4.1.1.1 Gender
	4.1.1.2 Age
	4.1.1.3 Domicile
	4.1.1.4 Education


	4.2 Descriptive Statistics
	4.3 Inferential Statistics
	4.3.1 Outer Model
	4.3.1.1 Actual Test Convergent Validity
	4.3.1.2 Actual Test Discriminant Validity
	4.3.1.3 Actual Test Reliability

	4.3.2 Inner Model
	4.3.2.1 Multicollinearity Test
	4.3.2.2 Coefficient of Determination (R2)
	4.3.2.3 Hypothesis Test


	4.4 Discussion
	4.5 Comparison Between Previous Research and Present Research


