TABLE OF CONTENT

Page
COVER PAGE
TITLE PAGE
FINAL ASSIGNMENT STATEMENT AND UPLOAD AGREEMENT........ ii
APPROVAL PAGE BY FINAL PAPER ADVISOR iii
APPROVAL PAGE BY FINAL PAPER DEFENSE COMMITTEE............. iv
ABS T RA CT . s, L o 5o, e Sitae ok e epvoestaseee it v
ABS T R AR etk o vooveeeesns st e s e Skigaasossisssnssosdiettttfalstiissescsessenssrnssassans vi
PR A B ettty s s vcorossassrassossarssrnssrsssassrassorseatotieRaiphestfshesssectineorsssassrasses vii
TABLE OF CONTENT ....cuuciiiiiisennsarnsnissnssnnssssssssssnsssssssssssssasssssssssssssssssssssssssss ix
LIST OF FIGURES ......ccoociiverneerinisnmsssisssssassssssssssssssssasssasssssssssssssssssssssasssssssss xiii
LIS T OF T A B S et e e eecerreceesenibonsissansessutoesanussasbossasiedhnsotossnssnnssesssothrnse Xiv
LIST OF APPENDICES.......ccovinviisinsunssensuicsensesssisssssssssssssssssssssssssssssassssssssss xvi
CHAPTERI1 INTRODUCTION
1.1.  Background of the Study.........c.cooviieiiiiiiiieeeceee e 1
1. 28 FProblem Limitation .. 8 e .. ... e O 10
1.3.  Problem Formulation ...........c.cccooiiiiiiiiiiiiiiiiieeeee e 11
1.4. NObjcctive ofiRescareh ¥ 5. /. . (SUNE N, Wliweadis, Y aosseiiadaca e c.ooeeeese 11
1.5. Benelif-or-theReseatch"... . Lt il A2t Ll e 12
1.5.1. L TheoretiGalr-Benefit oo v S e 12
1.5.2. PracticAliBene e e e 12
CHAPTER 11 LITERATURE REVIEW AND HYPOTHESIS
DEVELOPMENT
2.1.  Theoretical Background.............cccccviiriiiiiiiiiiiiiie e 14
2.1.1.  Hospitality Management............ccceeeueeerieeeiieeeiieeeiieeeieeeeveeesevee e 14
2.1.2.  Hospitality INAUSLIY ....cooviiiiiiieiieeiecee e 15
2.1.3.  Restaurant IndUStIY .......ccoevviiieiiiiieiiiecee e 15
2. 1.4, MarketiNg.....cueeeeiiieeiieeeie e e e 16

X



2.1.5.  Social Media Marketing............ccceeviieeiiieeiiieeieeeeeeeee e 17

2.1.6.  Electronic Word of Mouth (E-WOM) ........cccoviiiiiiiiieeeeeeee, 18
2.1.6.1. Definition of Electronic Word of Mouth (E-WOM)....................... 18
2.1.6.2. Indicator of Electronic Word of Mouth (e-WOM) ...........ccoeene. 21

2.1.7.  Attitude towards Social Media Advertising..........ccceeeevveeeveeerveennnee. 22
2.1.7.1. Definition of Attitude towards Social Media Advertising .............. 22
2.1.7.2. Function of Attitude towards Social Media Advertising ................ 24
2.1.7.3. Indicator of Attitude towards Social Media Advertising ................ 24

2.1.8. PecnConmmunication. e ... 5 o AL . ............... 26
2.1.8.1. Definition of Peer Communication .............cccceeriieeniiaiiianieniieeneene 26
2.1.8.2. Indicator of Peer Communication ..........ccceereeriieeniienecenienieeneene 27

2 4F9.. ~PUiEHaSelNIGNEION ........................ A SRSt L W ... 28
2.1.9.1. Definition of Purchase Intention ............ccccccoveiiiiniiniinnienicineee 28
2.1.9.2. Purchase Decision Making Process .........ccccceeevuveencrieencieeenieennnenn. 29
2.1.9.3. Indicator of Purchase Intention ..........ccccoeceeiiiniiiniiniciniciiceneee 32

2.3.  Hypothesis Development ...........ccccveeeiiieeiiiieeiieeeieeeceeeeceeeseeeesveeesvee e 34

2.3.1.  The Impact of Electronic Word of Mouth on Purchase Intention ...... 34

2.3.2.  The Impact of Attitude towards Social Media Advertising on Purchase
Intention35

2.3.3.  The Impact of Peer Communication on Purchase Intention................ 36

2.3.4. The Impact of E-WOM, Attitude towards Social Media Advertising,

and Peer Communication on Purchase Intention...........c.ccceceeiiiniinniinicnncenns 37
24. Resecarch Magels . fae e e i e aa i e e neens 38
2.5, Framework Of Thinking .........cccccooiiiiiiiiiiiiii et 39
CHAPTER III RESEARCH METHODOLOGY
3.1, Research DeSIZN.......ccociiiiiiiieiiieeieeeee et eeae e 41
3.2.  Population and Sample..........ccceeeiiiiiiiiieiiiecieeee e 45
3.3.  Data Collection Method ...........cooeiiiiiiiiniiiiiiieeeeeee e 48
3.4. Operational Definition and Variable Measurement .............cccceeeveeeneneennn. 51
3.5. Data Analysis Method.........cccouiieiiiiiiiieeiiece e 54



3.5.1.  Research INStrument TeST. .. ... e eeeee e e e eeeeees 54

351010 Validity TeSt..ccuieieeieieeieeieeie et 55
3.5.1.2. Reliability TeSt....cccciiiiiiieiiieeciie ettt eee e 56
3.5.2.  DeSCriptive StatiSTICS...cuvierruieeriiieeriieerieeesreeestaeeesireeeaeeesreeensseeenaneens 57
3.5.2.1. Measure of Central Tendency ........c.cceecveeeviieriieeniieeeiie e 57
3.5.2.2. Measure of Variability .........cccccceeviiiiiiieiiieeeecceeee e 58
3.5.3. Classical Assumption Test.......c.ccccciviiriiiieiiieeiiieeieeeee e 59
3.5.3.1. NESaalitySIEss 150, ~ 5w SIS S o SRS . . ...................... 59
3.5.3.2, PRulticollinearity Testummmmmmn. . oo e eee.. SR . ........ccoevveennne 60
3.5.3.3. HeteroscedastiCity Test ......ccevvvuiieiiereiiieeiiieeieeeiee et eevee e 61
3.5.4. Multiple Linear Regression ........c.ccceevieeeriieeiiieeiieeeiie e esvee e 61
3.5.5. Coefficient of Determination ........c..ccceceeriiiiiinieniiienieeiceiieeieeeeae 62
375.6.-" HypothESiSRICSINN ................ A ... . 63
3.5760. 1 T-TScUNSSS .. ............ (S S— . M. N 63
551008 F-Togiu, ................. (OSSN ... B o OO . 64
CHAPTER 1V RESEARCH RESULT AND DISCUSSION
4.1. General View of Caffein Time Medan...........ccccccevveiriiinieniinniinniceiee. 65
4.2 3 Research Results ................. [ o 0 e 0 L .. 66
428 i'Descriptive MAtSHEST. i L. s Wil .o e ee e ... 66
4.2 Wl ResSpondents Chara cteTisiBT . Mttt . < s tasasssaeatile e evveeenseeees 66
4.2.1.2. ResSpondents OVEIVIEW........ccceivveererireeriieenseeessneeesseeseseessseessneeens 67
4.2.1.3. Analysis Descriptive Variable..........ccccooveeeviiencieeeiieceieeecvee e, 68
4.2.2. Result of Data Quality Testing ........cccccovuveerieeeiiieeieeeee e 93
4.2.2.1. Validity TeSt....ccuieieieieiieieeieeie ettt 93
4.2.2.2. Reliability TeSt.....cccvvviieiiieeiiieeieeeie et 95
4.2.3. Results of Classical Assumption Test.........cccceevvrervieercieeniieeerieeennee, 96
4.2.3.1. NOImMalIty TSt ...uveieiiiieiieeiiee et 96
4.2.3.2. HeteroscedastiCity TSt .....cccvieeriieeiiieeiiieeieeeiee e esee e 98
4.2.3.3. Multicollinearity TeSt........ccrvvrrerrreeiieeeiieeeieeeeiee e e 100
4.2.4. Results of Multiple Linear Regression Analysis Test ...................... 101

xi



4.2.5. Results of Coefficient of Determination Test.........ccovvuuumveeeeeeeenennnn. 102

4.2.6.  Results of Hypothesis Testing .........cccceeeveeeviieeiiieeiieeeiie e 103
B.2.60. 1. T-T St e 103
B.2.6.2. F-ToSt e 104

4.3, DISCUSSION « ettt et e e e et e e e e e e e e e ee e aaeeeeeeeeeaannaaaeeeeeenenannns 106
CHAPTER V CONCLUSION

5.1 ConclusST@mb#IFssssmee. "W FIs NI ST s Sssseim. S 111
52  ReCOMMENAAION. .....o.. i eeeieiiiii e eeeeeeaaeeeeieaaeeeeeseeeestemaaaasaateseeteaaansaesesasae 112
REFERENCE ....ccoeeiiiieeeeeieeeeeeeeeeeesesssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss 114

xii



LIST OF FIGURES

Figure 1.1 Percentage of the Population that Uses the Internet ................ccoccceeeee 2
Figure 1.2 Most-Used Social Media Platforms in Indonesia by January 2021....... 3
Figure 1.3 Internal Layout of Caffein Time..........ccoceeviiiiiiiiiniiiecienceee 4
Figure 1.4 Google Reviews of Caffein Time.........coccceviiiiiiniiniiiniiiiieniceee 5
Figure 1.5 Facebook Reviews of Caffein Time .........cccccoeoiiiiiniiiiiiniiiiiicee 6
Figure 1. 6 The Instagram Page of Caffein Time..........ccoeceenieiiiiiiiiniiiiiiceeee 7
Figure 1. 7 The Insights Overview of Caffein Time from March 5 to April 5 ....... 8
Figure 1. 8 The Insights Overview of Myndful (left) and Super Slurp (right) from
March 8 t0 APTIL O...eeeeeieeiee ettt e 9
Figure 2. 1 Research Model ............ooiiiiiiiiiiiiee e 38
Figure 2. 2 Framework Of Thinking ............cocccooiiiiiiiiiiiiiieeeee 40
Figure 4. 1 Logo of Caffein Time Medan .............cooceiiiiiiiiiiiiiiiiiiiicceeeee 65
Figure 4. 2 Histogram Graph Analysis of Normality Test..........cccccceeiiniinniennen. 96
Figure 4. 3 P-Plot Analysis of Normality Test.........ccccceeriieeiiieniiienieeeee e 97
Figure 4. 4 Scatter Plot Analysis of Heteroscedasticity Test.........ccccceevvierennennn. 99

xiil



Table 2.
Table 3.
Table 3.
Table 4.
Table 4.
Table 4.
Table 4.
Table 4.
Table 4.
Table 4.
Table 4.
Table 4.
Table 4.
Table 4.
Table 4.
Table 4.
Table 4.
Table 4.
Table 4.
Table 4.
Table 4.
Table 4.
Table 4.
Table 4.
Table 4.
Table 4.
Table 4.
Table 4.
Table 4.
Table 4.

LIST OF TABLES

1 Previous Research ........coocoiuiiiiiiiiiiiiiiiieeeccee e 32
1 Operational Variable and Variable Measurement............c...ccceeveunennns 51
2 LIKETt SCALE ...t 54
1 RESPONAENES™ AZE ...ooeneviieiiieeiiie ettt eee e e e sre e e eaee e 67
2 Respondents” GeNder ...........cevveeeeiieeiiieeiieecie e e 67
3 Variable Degree of ASSESSMENT .......ccccuveerieeeiiieeiieeeiieeeieeesveeesaeeenns 68
4 E-WOM Variable RESPONSES .......cccvvieiiieeiiiieeiiiesiieenieeeeveeeseveeeeneens 69
5 Responses Distribution for Q1 ........cccvivviiiieiiieiiiieeeeeee e 69
6 Responses Distribution for Q2..........cceeveiieiiieeiiieeiieeeeeee e 70
7 Responses Distribution for Q3 .........ccccoeiiiiiiiiiiiiiiieceeeeeeee e 71
8 Responses Distribution for Q4 .........ccoeeeviieeiiieiiiieeieecee e 72
9 Responses Distribution for Q5 ........cccvveiiiiiiiiieeiiieeeeee e 73
10 Responses Distribution for QO6.........cc.oeevvieriiiiiiiieieiieeeiie e 74
11 Responses Distribution for Q7 .........ccoeeiiieiiiiiiniieeeieeeiee e 75
12 Attitude Towards Social Media Advertising Variable Responses..... 76
13 Responses Distribution for Q8............ccovvieviiiiiiiieieieceiee e 77
14 Responses Distribution for Q9............ooeovieeiiiieiieieieeceecee e 78
15 Responses Distribution for Q10 ..........cooviiiiiiieeiiieiiiiecieeeiee e 79
16 Responses IistrbRition-tor QIS M. .. oot o 5l il 80
17 ResponsesDistrbutiofn Tortll it . ool il e 81
18 Responses Distribution for Q13 ........ocoviiiiiiiiiiiiecie e 82
19 Peer Communication Variable ReSponses.........cccceecvvevecieeenieencneenns 83
20 Responses Distribution for Q14 ........c.coovivieiiiieiiieeieeee e 83
21 Responses Distribution for Q15.......ccooeviiieiiiiiiieeieeee e 84
22 Responses Distribution for Q16........c.coovvveeiiiiiiiieeiieeciee e 85
23 Responses Distribution for Q17 .......cceeevvieeiiiieiiieeiieeeie e 86
24 Responses Distribution for Q18........ccoeviiieiiiiiiieeieeeee e 87
25 Responses Distribution for Q19........cooeviiieiiiiiiiiieieeeeeeeeeee s 88
26 Purchase Intention Variable Responses ..........ccccceeviieercieeencieeenieenns 89
27 Responses Distribution for Q20 ..........ccovuveeiiieiiiieciieeeiee e 90

X1V



Table 4. 28 Responses Distribution for Q21 ........cceevuiveviiieniiiieiieecee e 91

Table 4. 29 Responses Distribution for Q22..........coeciviviiieniiiieeieeeee e 92
Table 4. 30 Responses Distribution for Q23 ..........cccciieviiiiiniiiieieeeee e 93
Table 4. 31 Validity Test for E-WOM (X1) c.eeveeierieiieeeeeeeeeee e 94
Table 4. 32 Validity Test for Attitude Towards Social Media Advertising (X>2).. 94
Table 4. 33 Validity Test for Peer Communication (X3) ......cccceeevveerieeeniieeenneennns 94
Table 4. 34 Validity Test for Purchase Intention (Y)......cccceeveiiiiienieeeniieecieeens 94
Table 4. 35 Reliability Test for E-WOM (X), Attitude Towards Social Media
Advertisisng (X2), Peer Communication (X3), and Purchase Intention (Y) ......... 95
Table 4. 36 One-Sample Kolmogorov-Smirnov of Normality Test ..................... 98
Table 4. 37 Glejser Test of Heteroscedasticity Test .........cccocvieiiiieiiiiiiiiieeinieene 99
Table 4. 38 Multicollinearity Test..........cccveeeiieeiiieriieecie e 100
Table 4. 39 Multiple Linear Regression Analysis.........ccccveeeviveveciieeniieenieeennnenn. 101
Table 4. 40 Coefficient of Determination Test ..........ccceevieiiiiiiinieniiiniiiiene. 102
Table' 4740 T-Testy NN, ................ (WSS I ... B0 104
Table 45421 F-Test NS v ... 0. [ S ... SO 105

XV



LIST OF APPENDICES

APPENDIX A: PERMISSION LETTER .....cooiiiiiiiiiiiiieeeeeeeee e A-1
APPENDIX B: QUESTIONNAIRE (GOOGLE FORM).......ccccoviiiiniiniiaene B-1
APPENDIX C: RESPONSES FOR VARIABLE X1 (PRE-TEST) ......ccccceuee. C-1
APPENDIX D: RESPONSES FOR VARIABLE X2 (PRE-TEST)......ccccccuce.. D-1
APPENDIX E: RESPONSES FOR VARIABLE X3 (PRE-TEST) ......ccccceu.e... E-1
APPENDIX F: RESPONSES FOR VARIABLE Y (PRE-TEST)....ccccccecueeunenee. F-1
APPENDIX G: RESPONSES FOR VARIABLE X1 (MAIN TEST)................ G-1
APPENDIX H: RESPONSES FOR VARIABLE X2 (MAIN TEST).......c........ H-1
APPENDIX I: RESPONSES FOR VARIABLE X3 (MAIN TEST)........cccce...... I-1
APPENDIX J: RESPONSES FOR VARIABLE Y (MAIN TEST) ......cccceuue.e. J-1
APBENDIX KSSESSIOUIPLIT ................... 00 At K-1
ARPENDIXS : TSRSNEIFINN. ............... JSSe e, .. 0 L-1
APPENDIX M: FGIEREIBER . ............... (;SSSSussi Sssmm——...... ... 8. M-1

Xvi



