Table of Contents

DECLARATION OF AUTHENTICITY OF FINAL PAPER AND UPLOAD

A G REEMEN T uutttitttiteenneestteetennensssessssseesssesssssssssssssscsssssssnssessssns ii
APPROVAL PAGE BY FINAL PAPER ADVISOR ..o v
APPROVAL PAGE BY FINAL PAPER DEFENSE COMMITTEE.............. Vi
ABSTRAC Tj. Y i, “Amm Teiye S5 S s Do e vii
PREF A C E o e eeeeeneee i, AN A iX
CHAPTER | INTRODUCTION ...ttt aeeenene e 1
1.1 Background OF the STUAY .........cceerrieiiiiiiiiee e 1
1.2 Problem LIMITAtION ......eeeeeeeeee ettt e e e et e e e eetee e e e e e e e s eeeeeeeeenns 6
1.3 Problem FOrMUIBLION .....oooieeeeeeeeee ettt eet e e e e e e e s e e e s enes 7
1.4 Objective of the RESEAICN ..........ccvviieiiee e 8
1.5 Benefit OFf the RESEAICH ...t e e e e e 8
1.5.1 ThEOTrEtiCAl BENETIT .. ..o eeeeeeeeee ettt e e e e e e e e e eaee e 8
1.5.2 PractiCal BENETIE .....vveeeeeeeeeeee oottt e et e e e e e e e e e et e e e e eeeeeeeeneneeeas 9

CHAPTER Il LITERATURE REVIEW AND HYPOTHESIS

DEVELOPMENT s e N e i S MIRsmY. £ o sk n st n a1 ese e renes 10
2.1, DigitaEMarK et v e Aol iR s e al s e nsensensensenaens 10
2.1.1. Definition of Digital Marketing..........cccoceverrninieiiieeseceeeeeen 10
2.1.2. Indicator of Digital Marketing.........c.ccoceevrerniernienieneesessese e 10
2.1.3 Factors that Influence Digital Marketing.........ccccoceveverenereiesesesennn 11
2.2.Brand IMAJE ..ottt 11
2.2.1. Definition of Brand IMage.........ccooveririeiinienieessee s 11
2.2.2. Indicator of Brand IMage........ccccceveveveiiieie e 12
2.2.3. Factors that Influence Brand IMage .........cccoveerieieineinneenneenninns 12
2.3 PerceiVed ValUB.........ccooiiiiiiiee e 13
2.3.1 Definition of Perceived ValUe ..o 13

Xi



2.3.2 Indicator of Perceived ValUe .........oooooeeieeeeeeee e 13

2.3.3 Factors that Influence Perceived Value ..., 13
2.4 Purchasing INtENTION .....coovveiiiieiiseee e 14
2.4.1 Definition of Purchasing INtention.........cccccooeveieiciciesesececeseseienn 14
2.4.2 Indicator of Purchasing INteNtioN ...........coceovrieiinneieinee e 14
2.4.3 Factors that Influence Purchasing INtention ..........ccccocveevneinncinniene, 15
2.2 Previous RESEAICH ..o 16
2.5 Hypothesis DeVEIOPMENT.........ccoiiiiieiire e, 17
2.4 ReSEArCH MO ..o 19
2.5 Framework of ThiNKIiNg .......ccccccoiieinineeiinens e sesiessess e sseesesessesseseesens 21
CHAPTER 11l RESEARCH METHODOLOGY ....cccceiiiiriiiiieeninieenesieeenn, 24
3.1 RESEArCh DESIgN....cccceeierereririse st st s e s et s s e st s s ma e ane e e e e e taseeneaneanean 24
3.2 Population and SAMPIE ... 25
3.2, 1. PO iGN ................. S — .. L 25
Bl 20 SEM YT ............... . (S | N . 25
RS D1 v- 1 0] | 1-Tod £ [o] o FO0 o SO SR 27
3.4 Operational Definition and Variable Measurement..........cc.ccoceevvveiieienienne. 29
3.4.1 Variable MBASUFEMENL ............ oceeeuenes cesnsnussassssisrenssseressessssnsssssassssassasnenes 31
3.5 Data Analysis Method............ccoiiiiiiieneice e 32
3.5.1. Outer Model ANAIYSIS ....cccviiiiiiiie e 33
9:9:2. InnefModel Analysis... . .. Kr . ... A0 st raaale oo 34
3. 385 pothesisFest . frmay,  all B T N T ool ........... 35
3.5.4 Y DescHHve_SEUSHTS ... e SR . o AR AR et st 1 ecveenesnes 37
CHAPTER IV RESEARCH RESULT AND DISCUSSION........cccoceevrirueenen, 39
4.1 General View of Research ODJECT.........cccooviiiiiieiinereeee s 39
4.1.1 Brief Overview of Matahari...........ccooeoiineiinennineeeee s 39
4.2 RESEAICN RESUIT......oveiieeiiciee e 40
4.2.1 Test of Research INStrUMENt .........ccoovvvieieiineisesees s 40
4.2.3 TeSt Of OULET MOTEN ......c.oovieiciee s 59
4.2.4 SEM Validity TeSt RESUIL ........ccviiiiiiineeeesee e 60
4.2.5 SEM Reliabilty Test RESUIt ........ccocviiiiiiiicec e 63
4.2.6 Test of Adjusted R SQUAIE .......ccocivereiiiece s 63

Xii



A.2.7 TeSt OFf INNEI MOAEL ... ..ottt e e ree e 64

4.2.8 HYPOLNESIS TOSE....viiiiiiiiiiiiicicieciese s 65
G T U 1] (o] o TSR 68
4.3.1 Influence of Digital Marketing on Perceived Value ...........cccccceevervennne. 68
4.3.2 Influence of Brand Image on Perceived Value............cccccoviinniennnen. 70
4.3.3 Influence of Perceived Value on Purchasing Intention.............c.ccccee.e... 71
4.3.4 Influence of Digital Marketing on Purchasing Intention........................ 72
4.3.5 Influence of Brand Image on Purchasing Intention ............ccccccovennne. 73
4.3.6 Perceived Value mediates the influence Digital Marketing on
PurchasingNiefONES. . W5k =1 . RISy, S o ST .. ........................ 75
4.3.7 Perceived Value mediates the influence Brand Image on Purchasing
TNt D N, #.........oveceernrecerrineecnnrens P ol R A A v cccvvecnanes 76
CHAPTER V CONCLUSION AND RECOMMENDATION ......ccoecvnirininne. 78
5.1 Conclusion of the RESEAICH ..o 78
5.2 Recommendation for the ReSearch ..., 79
REFERENCE . SRS, ................. S Suvm—. ... %0000 .. 82

xiii



List of Figures

Figure 1. 1 Kinerja Laba (Rugi) Kuartalan LPPF 5 Tahun Terakhir..............c........ 1
Figure 1. 2 Pendapatan Tahunan LPFF 5 Tahun Terakhir...........c.ccoocooniiiinnncns 2
Figure 1.3 Website Matahari.........ccccoviiiiiiiiciceeec e 4
Figure 1. 4 Instagram Matahari ..o 4
Figure 2. 1 Research Model.........ccocoviiiiiiiiiiic e 20
Figure 4. 1 Outer Model Testing Diagram.............cooevviiiiiiiiiiie i e, 60
Figure 4. 2 Inner Model Testing DIagram ........cccocereiiieienieeniniin s 65

Xiv



Tabel 2.
Tabel 3.
Tabel 3.

Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.

List of Table

I Previous Research.......c.cooiiieiiiiiiic e 16
1 Variable Measuremen. .........o.ovuiiuiieiiiiiie it eeeaeeieaaeennn 30
2 Likert S-point scale........ccooviniiiiiniiii 32
I ValIdity TESt..eiueeieecieieeee s 40
2 RelHability TeSt ...ccvieiiiiiiiieeees e 42
3 Characteristics of Respondents by Gender...........cc.coeevniiiincininennn. 43
4 Characteristics of Respondents by Age ........ccccevvviiiiiniiinicncnee 43
5 Variable X1 - QUEStION 1 .....cccccuiiiiiiiiiiieiiee e 44
6 Variable X1 - QUESLION 2.....cccveiiriiieiieesee e siee s eee e see e e sreeseeeeeas 44
7 Variable X1 - QUEStION 3.....ccciviiiiiiiiieiie et nes 45
8 Variable X1 - QUEStION 4 .......coooviiiiiiiieieiesee e 45
9 Variable X1 - QUEStION S.....occiiiiiiii et 46
10 Variable X1 - QUESLION O....ccueeiuvieiieiiieiieeieesiee e esteeseesre et sreesreeeneas 46
11 Variable X2 - QUESHION 1 .....oviiiiiiiiiiieiisie e 47
12 Variable X2 - QUESTION 2....cceiiiuieieeriieiieeiieesieesreesreeseesneereesreesrneenneas 47
13 Variable X2 - QUEStION 3.....cccovieiieiiiiie e 48
14 Variable X2 - QUESTION 4.....ccoeiuiiiiiiiieiesie e 48
15 Variable X2 - QUESHION 5....ooviiiiiiiiiiiiiiiieiisie e 49
16 Variable X 2-—ONoSBon=0". /. Jos R e ol s Te e anabis daam e oeeeseese 49
NE Variahle X2 —Omestion N i e . ecceeeaeaes 50
18 Variable X2 - QUestion 8..........cccovvriieiiiiii e see e 50
19 Variable X2 - QUeStION 9......ccovvviiiiiiiiiiiiiiiesie e 51
20 Variable X2 - Question 10.......ccccooiveiieiii e 51
21 Variable Z - QUESHION .....cccoeiiiiiiiiiieiicieee s 52
22 Variable Z - QUESHION 2.....ccoeiiiiiiiiiiiieiisie e 52
23 Variable Z - QUESLION 3.....uioiiiiiiiie e 52
24 Variable Z - QUESLION 4.......cooviiiieiie e 53
25 Variable Y - QUESLION 1 ...coovviiiiiiiiiiiiie e 53
26 Variable Y - QUESTION 2 ....ouiiiieiiiiiiiiiieie e 54
27 Variable Y - QUESLION 3 ....ocviiieiiiiiiiiiiie s 54

XV



Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.
Tabel 4.

28 Variable Y - QUESHION 4 ......ooivviiiiciic ettt 55
29 Variable Y - QUESHION 5 ...cviiiiiiiieccie e 55
30 Variable Y - QUESHION 6 ......cooviieiiiiiieiiieie e 55
31 Variable Y - QUESHION 7 ...ocueviviiiiiiieiesiieiesee e 56
32 Variable Y - QUESHON 8 ......ccveiviiiiieiic et 56
33 DeSCriptive STatISTC .....ccviiriiiiiiirisieiee s 57
34 Measurement Score of Descriptive StatiStiCs.......oovvvrvrerenenenerenne 58
35 Average Variance Extracted (AVE) Result........cccoooiiiiiiiiciiicnen, 60
36 the HTMT (Heterotrait-Monotrait ratio) Result ............ccccevvrinenen. 62
37 GieBGading R EST by s e e L. e 62
38 Cronbach’s Alpha coefficient Result..........cccccooviiiiiiiniinininiiciens 63
39 Adjusted R Square Result.........ccvvviiininiiiiiiiiiie e 64
40 Result of Hypothesis......cooiiiiiiiiiiiiiccccccece s 66

XVi



Q ™ m o o w »

LIST OF APPENDIX

Appendix A QUESTIONNARE .....cccoiviiiiiiiinii s A-2
Appendix B — Data Tabulation For SPSS ... B-1
Appendix C — Data Tabulation For SMARTPLS ... C-1
Appendix D - Output From SPSS.......cooiiiiie s D-1
Appendix E - Output From SMARTPLS ..., E-1
Appendix F- Review From Google .........ccccooviiiininiicen F-1
APPendix G - TUIMNIIN .o.veeeciiie s G-1

XVii



