ACKNOWLEDGEMENT

First, I want to thank God for all the growth, challenges, and grace that He has
made in our lives, and particularly for this research paper. He gave us His guidance to
finish this paper and gave us another chance to discover something new about this

research paper.

With the title of THE EFFECTS OF SOCIAL MEDIA INFLUENCER ON
BRAND AWARENESS, BRAND IMAGE AND BRAND LOYALTY IN THE
PERSPECTIVE OF JAMES CHARLES X MORPHE, this research paper served the
purpose meet the academic requirement to obtain a Bachelor of Economics degree in
Management Study Program. Due in part to the extent of our understanding of
international business and economics, this research paper is also far from ideal. We
assume that this paper will be of interest to other researchers in the future. We sincerely
hope that this research paper will enable other researchers to learn more of themselves

while it allows us to grow stronger.

[ would like to thank the most compassionate advisor [ have ever met, Ms. Ir. Dewi
S.S Wuisan, M.M, who has been supportive and helpful in guiding us to do this study
paper on time. Without her guidance, I would not have been able to complete this
research paper in time and well. Also, I would like to thank Dr. Ir. Evo Sampetua
Harindja, M.M. to help me in processing the data for my research. I would like to thank
each one of you who helped, supported, and prayed for us to complete this research

paper in time. In specific, we would like to express our gratitude to:

1. My family, who have always supported me no matter what and believe that I
will finish this paper on time and do my best.

2. Gracia Shinta S. Ugut, Mba., Ph.D. as the Dean of Faculty of Economics.

3. Vina C. Nugroho, S.E., M.M., as the Head of Management Department.

4. Liza Handoko S.E., M.M., as my academic supervisor.

ii



5. All lectures who have educated me with new perspective and helped me to
develop character and wisdom.

6. All of Business School staff who have helped me in administrative activities.

7. My dear friends of international management class of 2017: Wesly Kevin,
Alvin Harwin, Benaya, Christopher Han-Han, Michael Japardi, Clement Leo,
and Jason Pande, especially Wesly Kevin my very dear friend who have helped
me get through university academic life from the very first day until now in
encouraging me to do well on my thesis.

8. Friends from all the management 2017 class.

9. High school friends: Reinaldi Tanay, Kevin Hosea, Antonius Willy Irawan,
Justin Tanner, Arcel Christian, who have been supportive to one and each
other’s in the way that all your messages and encouragement gives me a desire
to finish this thesis in a fashion way.

10. Through went doing this thesis on the COVID-19 Pandemic, still grateful to
God who gives me blessing and faith in finishing the thesis on time.

11. Statistic Model Application and YouTube channel that helped me to understand
how to use PLS-SEM

12. Everyone who have supported me in completing this paper, who could not

possibly be mentioned one by one. Thank you for everything.

At last, this research paper had its limits. Therefore, to increase the quality of this
paper, reviews and criticism are very much welcomed. hope that this research paper

will be helpful for some sort of purpose and valuable to the public.

Tangerang, 5™ January 2022

Author

il



TABLE OF CONTENTS

ABSTRACT .uuiiiiiniiiniineisnensneessesssnisssissssssssssssssssssssssssssssssssssasssssssssssssssssasssss i
ACKNOWLEDGEMENT ......ccoiiniiniinninnennnecsniisssnsssecsssscssessssesssessssssssasssssssss ii
TABLE OF CONTENTS ..ottt sans iv
LIST OF FIGURES......cotiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiciciececeeaes viii
LIST OF TABLES ..coitiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiietetitetssnasommnmonnses ix
LIST OF AERENBICES:. 3 50, 5000 S0 Sl LDt . . ................ xi
CHAPTER I INTRODUCTION ...ccutiiuiiiiiiniiiiieiiniiieiieiinieissiatsnscsennns 1
1.1 Backg@round..........ccoeeeivcnricscnnissnnnessssnesssiossssnessssncsssssssssssssssessossessosses 1
1.2 Problem Statement .........coeeeneeiseecssnecsnensseenseecssnecsaesssnecsseessaecsasssssesne 8
1.3 Research PUTPOSE....eiiceivneiicsscericcsssnniecsssnnsecssssssecsssssssssssssssssssssssens 8
14 Research Benefit .........iieeiiiisniiiisiicinninisnninsneinsnncssnnncsssnccsssssssasees 9
1.5 Research LImMitation ........ceieiieiiiieieissniiciseeissnnessnnncssnnecssneecsnnscnnes 10
1.6 Thesis OUtlNe......cuueeeeeeiieiniiniiisnicssnecssneecssneessseessssecssseecssescsssees 10
CHAPTER II LITERATURE REVIEW........innirensnecsnncsncsseecsssncssnnes 13
2.1 Marketing Sit 8t ....... RUSEtN SN . ...ovoecseros fibuesorancssssatiosse 13
2.2 Consumer Behaviour .........couiiviiiiiiieinsnensennsnensnnssneesneccssesssnessaeesns 15
2.3 Research Variable Used ........ccocueiiieiniiciuiinsncnsncssnecsneisncnseecsnecsannes 17
2.3.1 Social Media INflUENCET ......cccveievvueiisiueicneiiiisniensnressnnrcssanscssssecsasees 17
2.3.2 N Brant-AwWareless .. 40 ;oo it Rine thkes s sfthe oo 45 roist0n0ssnsnsnsathosersnssersnsses 18
2.3.3 A Brant TINABE . ...ooooestrvvemmaiarsss roesizizvoses s b/ d o oA BEAESaR eI e 00000000 000snsssasee 19
2.3.4 —=Brantd oY A Y e irrasaiirvvessiiridstosasnassanaaiitessesssscssssassecsssnsssasas 21
24 Research Hypothesis.......cccooiieeceiicicnicnssnncsssensssnrcssnnicssnnsssssssssansssnns 22
2.4.1  The effect of social media influencers on brand awareness.......... 22
2.4.2  The effect of social media influencers on brand image ................. 23
2.4.3  The effect of social media influencers on brand loyalty................ 24
2.44  The effect of brand awareness on brand image............ccceecueeenneeee. 25
2.4.5  The effect of brand image on brand loyalty ...........ccceecuvreruerennanen. 26
2.5 Theoretical FrameworK........ioieciseicsseenisnecnsnecssnencsssencssseecsnnnes 27
CHAPTER III RESEARCH METHODOLOGY ....uuccvuirsrrcsunnsseccsnecssencsnenes 29

v



3.1 Research ODbjJects ......uicvueieiveicisnninssnncsssnncsssnnsssnnsssssssssssssssssssssassssses 29

3.2 Unit 0f ANALYSIS c.ceieereicisnicissnncssnnesssnncsssnnessssnssssassssssssssssssssssssssasssssns 30
33 Types of ReSearch ......iceiiciceriissnninssnninssnncssencssnicssnsncssssssssssesnns 31
34 Operationalizations of Research Variables.........cccecvervuercscnecesnnes 32
3.4.1.1 Independent Variable........cuiiiensensrnensenssnensaecssnecsaenssnesssncsnesannes 36
3.4.1.2 Dependent Variable....ieeinniensensseensenssnnnsecssnecsnsssscsssecsssessasees 36
3.5 Population and Sample.........ccoeiierivvnniecissnnicssssnniccsssnrscsssssssecssnnns 36
3.5.1 P ol (s caa ettt . JORes . Suvaasoenaaneaseetiins e oo i, c.ovonoseconsnsssacoasas 36
352  SEDIPIER........ ... T T T s seiensarssavesasarg I L. o vorrsnosrsnssorvase 37
3.6 Data Collection TechniqQUE......cccceverevrerceicssnicssrnrcssanscssassssnsessssseses 38
3.6.1  Measurement SCAle........ccuveeereessencsuecssnecsannssancsanesssecsansssacsssassssessaases 39
3.7 Data Analysis Method ..........ccoveicvceiiiisnrinssnnissnnessnnicssneicssnssssnsessens 41
3.7.1  DeSCriptive StAtiStiC ...ceveerseerseessnecsaenssnecsannssnessanesssessansssassssassssessasses 42
3.7.2  Inferential StatiStiC ......ccceeverervriissnricssnnisssnncssnncssnnncssseecssseecsssecsnsees 43
3.7.2.1 Partial Least Square (PLS) - Structural Equation Modelling
(SEM)EE........ (DO ... ......... . (COCCSSSS, SRR, ., ... 80 PN .. 44
3.7.2.2 Model EVAlUAtION .......uueiiivueensiniiiisnencsnnissnecssnnnessssncssssscssssecsssssssssens 45
3.7.2.3 Outer Model Evaluation (Measurement Model) .......ccccceeeerccccsssens 47
3.7.2.4 Inner Model Evaluation (Structural Model)......ccccccceevueeicccccaneecsan 51
3.7.2.5 Evaluation of the Initial Inner Model...............ccccccuereueenueccueeannn. 52
3.7.2.6 Final Inner Model Evaluation .........c.ccoeeiivuecsenssnecsuecssnccsencsnecsaenes 53
3.7.2. T HyPotlrests- T estorir.. ooy ihtki: Rinctines a0 oo o sicidsnensnsnensathanssersnssorsase 54
3.7.2.7.1 Direct Influence Hypothesis Testing........ccceeeerersuercssrrcscneecscneeccanees 55
3.8 Research Instrument Testing ........ccccceereensnensnnssnecsnnssncesaessnceannes 56
3.8.1 Validity Test ccuciccuiinuiiisiiieiiiiiiniiiseinsiinsnnssnnsssessssssssesssssssesssssesesss 56
3.8.2  Reliability Test.....ccoveeviisvriseissenssuensseinsnnnssencseessssncssnssssssssessssessenes 57
3.9 Preliminary Instrument Test ReSults .........ccoevevereercscnrcscnnccssanccnns 58
3.9.1 Measurement Model (Outer Model).....c.ccceeeercrnnricnscnniccsssnnscccsnnns 58
3.9.1.1 Preliminary Convergent Validity Test Results .........cccccceeercvrecnnes 58
3.9.1.2 Preliminary Discriminant Validity Test Results .......ccccccceevurreuneee. 61
3.9.1.3 Preliminary Reliability Test Results.......ccccceesueersuecsuerssnecsencssnecsanne 62
ANALYSIS AND DISCUSSION ...ccioniiriissnicsnnsssnssessssssssessssssssssssssssssssssssssssse 64



4.1 Respondent Characteristics .......ceevveeesrercsssercssnrcsssnrcssssssssassssassssnns 64

T T R €7 1 Ui 1) PR 64
1.2 AZES cueriennriinnnnininniensnnicssnsisssssisssssissssssssssssssssesssssesssssessssssssssssssssssssase 65
4.1.3  Education Level .....iienniineinsnennnicsenneensenssnecssesssscsssecsssecssenes 67
4.1.4  OCCUPALION.cuccrrueerraensseecssensnessansssaesssnsssassssnsssassssssssssssassssassssassssessasses 68
4.1.5  DOMICIIE cccuneereiniriiniiiiiticsnnicsntecsneicssnisssncssssnessssnessssssssssssssssesssese 70
4.1.6  Monthly INCOME ......cccccuriiiiiiniiccsssnrecssssasnssssssssssssssssssssssssssssssssssass 71
4.2 Results of Data AnalysiS.....cccceeveeecssssnniccsssnneccscsnsnecssssssscsssnssecssonsss 72
4.2.1  DeScriptive StatiStiC ..cccceeervurecsrricssarcsssaresssnrcsssrcssssssssnssssssessossssssses 72
4.2.1.1 Social Media INfIUENCET ......cccevueresueireicsueiseecsnncssnecsanissnncssecssecsaneas 75
4.2.1.2 Brand AWAIeENESS .......ccccceesseecssecssaccssecssascssesssassssassssesssasssassssasssssssassss 77
4.2.1.3 Brand IMAge........cccceeeeericscnricscnnisscniessssncssssossssnosssssssssssssssesssssessonses 79
4.2.1.4 Brand LOYAlLy ........cccccveiicsscsnniccsssnrecsssssssessssssssssssssssessssssssssssssssssssns 80
4.2.2  Inferential StAtiSTiC ....ccceevverersnrcssnncssnricssnnicssnnissnncssnsncsssnecssssecssssenes 82
4.2.2.1 Evaluation of Measurement Model (Outer Model).......cccceeeeeeeecnnns 82
4.2.2.1.1.1 Actual Validity Test.....cccceeeerersiercsseissnssuenssnncsancsssnsssesssscssesssasenns 83
4.2.2.1.1.1.1 Actual Convergent Validity Test........ccccceerevercrcrvrcscnnicssaescssaneces 84
4.2.2.1.1.1.2 Actual Discriminant Validity Test ......c.cccceevererevrcrcuerccruescssanene 89
4.2.2.1.2 Reliability Test....cccciirrriessnicssnnicssnnisscnnessssessasnessnsncsssssssassessassesnsees 91
4.2.2.2 Evaluation of the Structural Model (Inner Model).........ccccceevuneecene 92
4.2.2.2.1.2 Multicollinearity Test.......ccccceersieescnnisssrnissnressnnncsssercssssessossesosees 95
4.2,2.271.3 GGodnRess of Iit-.... ...t it tissivre. o s ieitansnsnsnsssnstbrencsersnssenaase 96
4.2.2.3 Hypothesis TeStiNG ......cccccervsvrreccssssrecssssnnsesssssssssssssssesssssssssssssssesssne 98
4.3 DISCUSSIDIE S, . . Cotrrsrraaisrrrosamirecinansrdoenssasasattiheescsesssssssasesssasesssases 103
4.3.1 The effect of social media influencers on brand awareness........ 103
4.3.2  The effect of social media influencers on brand image ............... 104
4.3.3  The effect of social media influencers on brand loyalty .............. 105
4.3.4  The effect of brand awareness on brand image ..........c.cccceeueeenns 106
4.3.5  The effect of brand image on brand loyalty ..........ccccceeevuercecueccnnns 107
CHAPTER V ..uuiiiiiiinninniicniinnnssisssissssssssssssssssssssssssssssssssssssssssssssssssssssss 108
CONCLUSION & RECOMMENDATION.....cccccevvereruninsuncsnecsssrcsanesnsssssssanne 108
5.1 CoONCIUSION....uuuieieiiiieeeistieisneiisneessseessssecsssseesssseessssncsssssssssssssssssssssnsces 108

vi



5.2 Managerial ImplicationsS.........cooveieesvercssnrcssercssnnncsssnscssssscssasssssasssssaseses 109

5.3 Limitations of the Research .........ciceicvveicnseicssnicssneicssnnicssanecsanecns 110
5.4  Suggestions for future Research ............coeeierveicnveicscnrcssnricssnnccsnneen 111
REFERENCES .......coiiiiiiiininnicninenssicssississiessissssssesssssssssssssssssssssssssssssssses 112

vii



LIST OF FIGURES

Figure 1.1.1 Morphe Paid Keywords.................c.ooennnn. 4
Figure 1.1.2 Morphe Organic Keywords ........................ 5
Figure 1.1.3 Morphe James Charles Palette Product being sell on 5
Tokopedia platform ...,
Figure 2.1.1 Current Hierarchy of Marketing Theory......... 14
Figure 2.5.1 Research Model Modification..................... 28
Figure 3.7.2.2.1 Inner vs. Outer Model in a SEM Diagram ...... 46
Figure 3.7.2.5.1 Evaluation of the initial Inner Model ............ 53
Figure 3.7.2.6.1 Final Inner Model Evaluation..................... 54
Figure 4.2.2.1.1 Measurement Model (Outer Model) ............. 83
Figure 4.2.2.2.1 Structural Model (Inner Model) .................. 93
Figure 4.2.2.2.1.3.2 Structural Model Path — Bootstrapping........... 98

viii



Table 1.1.1
Table 3.4.1
Table 3.7.1.1
Table 3.9.1.1.1

Table 3.9.1.1.2

Table 3.9.1.2.1

Table 3.9.1.3.1
Table 4.1.1.1
Table 4.1.2.1
Table 4.1.3.1

Table 4.1.4.1

Table 4.1.5.1
Table 4.1.6.1

Table 4.2.1.1

Table 4.2.1.2

Table 4.2.1.1.1
Table 4.2.1.2.1
Table 4.2.1.3.1
Table 4.2.1.4.1
Table 4.2.2.1.1.1.1.1

LIST OF TABLES

Previous Preliminary Research.....................
Conceptual and Operational Definition Table ...
Attitudes Classification ................c.ooooeinee
Preliminary Convergent Validity Test Results -
@iter Loadings.. ... ... .. ...... 8 ..........

Preliminary Convergent Validity Test Results -
Average Variance Extracted (AVE)...............

Preliminary Discriminant Test Results - Fornell
andil arcker............ S SN ..
Preliminary Reliability Test Results...............
Respondent Characteristic Based on Gender.....
Respondent Characteristic Based on Ages.......
Respondent Characteristic Based on Level of

EduCation. . ... Jelrer e . ..........

Respondent Characteristic Based on
OCCUPALION. . ..uieeteteie et eieeeeeane

Respondent Characteristic Based on Domicile...

Respondent Characteristic Based on Income

Attitudes classification...................cooeenenn.
Table Descriptive Statistic .............c..coeeuene.
Descriptive Statistic Social Media Influencer...
Descriptive Statistic Brand Awareness............
Descriptive Statistic Brand Image.................
Descriptive Statistic Brand Loyalty...............

Convergent Factor Loadings Validity Test —
Actual.. ...

59-60

61

62

63

65

66

67

68-69
70

X



Table 4.2.2.1.1.1.1.2
Table 4.2.2.1.1.1.1.3

Table 4.2.2.1.1.1.2.1

Table 4.2.2.1.1.1.2.2

Table 4.2.2.1.2.1

Table 4.2.2.2.1.1.1

Table 4.2.2.2.1.2.1

Table 4.2.2.2.1.3.1

Table 4.2.2.3.1

Table 4.2.2.3.2

Indicator Description on Factor Loadings........

AVE Convergent Validity Test Results —

Actual Discriminant Validity Test Results —
Cross Loadings..........cooveiiiiiiiiiiiiiiininn,

Discriminant Validity Test Results -

Heterotrait-Monotrait...............coeveeinnn.n.
Table Reliability Test — Composite Reliability..
R2and Q2 Values..........coovvviiiniiiiiinnnnnn.
Collinearity Statistics VIF..........................

Goodness of FitResult............oooooiiii .

Path Coefficient Bootstrapping......................

89-90

100-
101



LIST OF APPENDECIES

APPENDIX A 118
APPENDIX B o 124
APPENDIX C o 126
APPENDIX D 131
APPENDIX E oo 133
APPENDIX, REEEREUSI 0 pS ST S S . ......... 140

X1



	Ryan Gandharmawan_01013170015_Thesis (1)_watermark
	ACKNOWLEDGEMENT




