TABLE OF CONTENTS

DECLARATION OF AUTHENTICITY OF FINAL PAPER AND UPLOAD

AGREEMENT ..o Error! Bookmark not defined.
APPROVAL PAGE BY FINAL PAPER ADVISOR..........ccccooiiiiiiiniiee, v
APPROVAL PAGE BY FINAL PAPER DEFENSE COMMITTEE............... v
ABSTRACTEMEEI ..o oo tsnessssamsansssnsssssinessnisn sasssns AR . o oooerroensosnersesons vi
AB S T R A K . eeeveecnerreesaresreereosonssnensessnsalnaattoatdiinedilish s ene Mioorseenesessn vii
PREFACE . S8 i .........ocveoooereneese sl Non O S o evree sar ot e eooes viii
TABLE OF CONTENTS. ..ottt sttt ettt e st st sat et seesaesseeaeens X
LIST OF FIGURES .......ooiiiiiiiiiieeeee ettt XV
LISTOF TABLES ., . ... o - ..«eccovoreers Sharaaiinneaara il XVi
CHAPTERI INTRODUCTION
1.1. Background of the Study ............cccooiiiiiiiiiiiiiiieeeeen 18
1.2.  Problem Limitation............cc...coccoiiiiiiiiiiiiiiicecceeceeee 28
1.3.  Problem Formulation..............c..coccoiiiiniiiiiiicceeeceeee 30
1.4. Objective of the Research....................coooiiiiiiiiiiiien 31
1.5.  Benefit of the Research ... 31
1.5.1. Theoretical Benefit..........ccocoeviieiiiiiiiiiiiieeee e 31
1.5.2. Practical Benefit........cccoviieiiiiiiiiiiieeii e 32



CHAPTER 1T LITERATURE REVIEW AND HYPOTHESIS

DEVELOPMENT
2.1. Theoretical Background ....................coooiiiiiiiiiiiiiiieeeeeee e 34
2.1.1. Purchase INtention ................coccoiiiiiiiniiiniiiececeeeeee e 35
2.1.1.0. ... A VRN, e R Indicators of Purchase Intention
36
2.1.2. Electronic Word of Mouth (EWOM) ...........cccooviiiiiiiiiiiiiiiee e, 37
2 1B2001000. 550 . N — Indicators of Electronic Word of Mouth (EWOM)
38
2.1.3. Brand IMage ..........coooviiiiiiiiiiiieiieeee et 38
2HESVINTNNR .................. AL | SR Indicators of Brand Image
40
2.1.4. Product Knowledge.............c.cooviiiiiiiiiiiiiiieeeieeesieeeteeeee e 40
2.1.5. Indicators of Product Knowledge.................ccoccoeviiiiniiiiniiiinieeeene 42
2.2, Previous Research .............ccccoooiiiiiiiiiiiiiiceen 42
2.3.  Hypothesis Development ................cccoooiiiiiiiiiiiiiiiiiiienieeeeeeeee e 44

2.3.1. Relationship Between Electronic Word of Mouth (E-Wom) and

Purchase INteNtion ........ooviiiiiieiee 44

2.3.2.  Relationship Between Brand Image and Purchase Intention............ 45

xi



2.3.3.  Relationship Between Product Knowledge and Purchase Intention. 46

2.4,  Research Model ............cocooiiiiiiiiiiiiiicecee e 47
2.5.  Framework of ThinKing ..............cccccccooiiiiiiiiiiiiieec e 48
CHAPTER III RESEARCH METHODOLOGY
3.1.  RescdbichBIBESIONIT, T ool on. S sas. Suares Suteosstia . 1. .............c00veeens 49
3.2.  Population and Samples ..........ccceerviiiiiiiiiiiiieeiieeee e 49
3200+ " Ropulationees. ......................... . S 00neumemeames A ... % ........ 49
B12:2. SamPICEIN .. ............. ASSEENR AN, 9 .l 50
3.3.  Data Collection Methods...........ccoeeviirieniiiiiiiniiiienieeee e 52
3.4.  Operational Definition and Variable Measurement ..............ccccccveeruvennnnne 52
34.1. Questionary Making Techniques ...........cccceeeevierieeiienieeiieeieeieenee. 52
3.5.  Variable Measurement Scale.........ccccoevueriiiieriiniieniniieneenenieseeie e 54
3.6.  Data Analysis Method..........cccoiiiiiiiiiiiniiiiiccictceee e 55
3.7.  Test of Research Instrument.............cceceeviiiieniininiiiiienieeeceeeee 55
3.7.1. DeSCriptive STAtIStICS ..cuveerieriieeiieriieeitiesieerieeeeeesieesteebeesveenseeseneens 56
3.7.1.1. FTQUENCIES .cvveeuiieiieeiiieiie ettt ettt ettt st tee e e eaeesnteensee e 56
3.7.1.2. Measures of Central Tendency.........cccoeeueerieeiiienieniieenienieeeee 56
3.7.1.3. Measures Of DiSPersion..........ccccueecuieruireiiienieeiieiieeieesiee e 57
3.7.2. Classical AsSumption TeSt........ccceeriieiiierieeiienie e 58

xii



3.7.3.  Multiple Linear Regression AnalysiS........cccceeeveevienieenieeniieenieenneans 59

3.7.4.  Hypothesis TeStING.......ccccuierieeiiieriieiieeie ettt eee e ens 60
CHAPTER 1V RESEARCH RESULT AND DISCUSSION
4.1.  General View of Uniqlo.......ccceeriiiiiiiiiiieiienieeieece e 63
4.1.1.  History of Establishment of Uniqlo ..........ccccceecvevniiiiiiiniiiiiiee 63
4.1.2.  Vision and Mission Statements of Uniqlo .........cccceeeviieviiniiieniennnn. 66
4.2, § RescatchiRTSUITNNER. . .. .................... 0 e oot ... 68
4.2.1.  Test of Research Instrument (Pre-test).........ccceoerviveriiienieniieeniienene 68
4.2.1.1. Validity Test (Pre-test)......cceereerrureiieriiieiieeieeriie e eriee e esee s 68
4.2.1.2. Reliability Test (Pre-test) ......cccoevuirrieriiieiieiiieriieeie e 70
4.2.2.  DesCriptive STAtISTICS ...cveerureerrierieeiieerieeitierieeteesieeeteesteeeeeenseesaneens 71
4.2.2.1. Characteristic of Respondents............ccceeveervveenieniiienienieeneenieene 71
4.2.3. Overview of Respondent’s Response..........ccceeveeeeveenieniiienieenieenen. 72
2.1.1.  Descriptive Variable AnalysiS..........ccccveeiuierieeiieenieiiieieeieesiee e 76
4.2.3.1. Respondent’s Response toward Each Variable...........c...cccceeuennen. 77
4.2.4.  Results of Data Quality Testing — Inferential Statistics.................... 89
4.2.4.1. Classical Assumption Testing Results ...........cccceeeuievieniienieninne 89
4.2.4.2. Results of Heteroscedasticity Test ........ccceevvieerierciienieniieniieniee 91
4.2.43. Results of Multicollinearity Test........cceeveerviienieriiienienieeieeiene 93
4.2.4.4. Multiple Linear Regression Analysis........ccccceeveereiieneenieeniiennnane 95

xiii



4.2.4.5. Findings from Hypothesis Testing (F-Test).....c..cccccevervienienennene 98

4.2.4.6. Coefficient of Determination (R?).........cccoevevvevivvevveeieeeeenrennne 101
4.2.4.7. Findings from Hypothesis Testing (T-Test).......cccccereevueruennnnnn. 102
4.3, DISCUSSION ..eeeuviieiiieeciiecctee et e et e eetteeeetreeeetaeeetaeeetaeeensaeesaseeeseseeesaneeas 105
CHAPTER V CONCLUSION
S50, ConClUSION.......coceiiiiiiiiiieee e 118
5.2.  Recommendation..................cccoiiiiiiiiiiiiiiiiiee e 120
REFERENCESTESSEESNE . ................ GGG S ... Bl 122

X1V



LIST OF FIGURES

Figure 1. 1 Gen Z Dominates Tiktok as Entertainment Platform ......................... 20
Figure 1. 2 Distribution of Electronic Word-of-Mouth (eWOM) Sentiment for
Uniqlo Products on TikTok from 2023-2024..........cccoeviieiiienieeiieieeieeiee e 20
Figure 1. 3 User Reviews Left on Google Maps for Uniqlo Sun Plaza Medan.... 21
Figure 1. 4 Uniqlo's "Life Wear" Campaigi.........coceevuerienieeiienienenieneeneeieneenne 22

Figure 1. 5 Uniqlo Launching Green "Sustainability Mode" with The Power of

Clothing for Environmental Awareness ISSUES ........ccceveevuiriienieneniieneenieeienne, 22
Figure 2. 1. Research Model.............cooooiiiii 47
Figure 2. 2. Framework of Thinking.........ccccceeeiiiniiiiniiniiiineececccene 48
Figure 4. 1 Uniqglo’s Company Profile from Official Website........................ 63
Figure 4. 2 Uniqlo’s Life Wear Section from Official Website............ccccceuenneene. 64
Figure 4. 3 Uniqlo’s Global Brand Ambassadors from Official Website............. 65
Figure 4. 4 Diagram (Pie Chart) of Respondents by Gender ..............ccccceeunennnee. 73
Figure 4. 5 Diagram (Pie Chart) of Respondents by Age .......cccceevveviieieennennnen. 74

Figure 4. 6 Diagram (Pie Chart) of Respondents by Monthly Income Range...... 75
Figure 4. 7 Diagram (Pie Chart) of Respondents by Educational Background.... 76

Figure 4. 8 Scatter Plot Heteroscedasticity Test of Purchase Intention (Y).......... 92

XV



Table 1.

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.

LIST OF TABLES

1 Population by Age Group and Gender (2022-2024).......ccceevvevveuennee. 24
1. The Operational Definition of Variable ......................cooiin 53
2. Likert Scale MEasurement .............coeevuereereenienienieeienienieeeeseesieenees 54
1 Summary Results of Validity Test (Pretest)................cooeevivinnn... 68
2 Summary Results of Reliability Test (Pretest).........ccocceeeieeiieeniiennnnne 70
3 Overview of Demographic Respondent’s Characteristics ................... 72
4 Likert Scale Measurement ..........coceeveevueriereriienieneeiiesienieeeeseesieenees 77
5 Descriptive Statistic on Research Variables ............ccccoeeviiiieniienennne. 78
6 Summary of Survey Findings by Construct............ccceeeuveviierieeneennnnns 87
7 Kolmogorov Smirnov (K-S) Test Results...........ccoeeveriieiiiniiiniennn. 90
8 Heteroscedasticity Test: Glejser Test Results..........ccccevceeeiieiiienennne. 93
9 Multicollinearity Test: Collinearity Statistics Results ...........c..ccccue. 94
10 Multiple Linear Regression Analysis Results...........ccoceverveniennenee. 96
NEEZPestResulta—r. ... .. Nt e i et v eeeveennannee 99
12 Coefficient of Determination (R2) Test Results ............cccccevveenneen. 101
13 Hypothesis Testing Findings (T-Test) ........cccerverieneenienienieiennns 103
14 Path Coefficient Test ReSults........ccccevevvieriininiiniiniiieiieiceee 108
15 Electronic Word of Mouth (eWOM) Indicators ............cccccevveennee. 109
16 Brand Image (BI) Indicators ...........ccoeoueerieeiienieeiieieeieeeeeeeeeen 112
17 Product Knowledge (PK) Indicators ..........cccceevieeiienienciieniieeieene. 113
18 Purchase Intention (PI) Indicators..........cccceeeveeeeieeeiieeciieeeeeee. 115

xvi



LIST OF APPENDICES

APPENDIX A : QUESTIONNAIRE

APPENDIX B : INSTRUMENT TESTING
APPENDIX C : QUESTIONNAIRE TABULATION
APPENDIX D : CLASSICAL ASSUMPTION TEST

APPENDIX E : TURNITIN RESULTS

Xvil



