
90 
 

CHAPTER V 

CONCLUSION AND SUGGESTION 

5.1 Conclusion 

According to the result of the analysis discussed on the chapter 4, the 

conclusion of this research is as follows: 

1. Online brand equity has positive effect toward product involvement. 

2. Online brand equity has positive effect toward brand attachment. 

3. Product involvement does not have positive effect toward brand 

attachment. 

4. Product involvement does not mediate the effect of online brand equity 

toward brand attachment. 

5. Online brand equity has positive effect toward online repurchase intention. 

6. Product involvement does not have positive effect toward online 

repurchase intention. 

7. Product involvement does not mediate the effect of online brand equity 

toward online repurchase intention. 

8. Brand attachment has positive effect toward online repurchase intention. 

9. Online brand equity has positive effect on online repurchase intention with 

brand attachment as the mediation variable. 

10. Product involvement has positive effect on online repurchase intention with 

brand attachment as the mediation variable 
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11. Store types moderates the relationship between online brand equity and 

brand attachment. 

5.2  Managerial Implication for Traveloka Online Agent 

Every business needed to create strong brand equity to have more 

competitive advantage to outperform the competitors and stands as a different 

brand which will attract the customers to put more value on the brand itself and 

the products. The management team should be able to choose the most suitable 

strategy for each type of store. For offline (physical) company, the management 

team could enhance the brand equity by improving customers’ perceived 

quality and perceived value, building brand awareness to gain popularity, 

communicate with the customers and listen to their needs, and also increasing 

the market share and distribution coverage. For Traveloka Online Agent and 

online company, the management team could enhance the online brand equity 

by improving their site design for better performance and improving their 

interactivity to the customers through website and application. 

Based on the result of this study, for Traveloka Online Agent, online 

brand equity has strongest effect toward brand attachment. Therefore, it is wise 

for Traveloka Online Agent to improve its online brand equity to increase the 

brand attachment. After improving online brand equity which lead to the 

increase of brand attachment, the online repurchase intention of the customers 

will also increase significantly. The reason is, the test results shows that brand 

attachment has the strongest effect toward online repurchase intention.  



92 
 

5.3  Limitation and Suggestion for the Future Researcher 

In the process of writing this thesis, author faced a problem in the scale 

used in measuring the variable of product involvement. In measuring the 

product involvement, there are some positive and negative questions which 

leads to confusion for the customers and create response bias. This response 

bias was assumed as one of the reasons why product involvement did not able 

to predict the other variables effectively. For the future researcher, it is better 

to focus on 1 type of question, be it positive question or negative question. 
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Online Brand Equity 

No OBE1 OBE2 OBE3 OBE4 OBE5 OBE6 OBE7 OBE8 OBE9 OBE10 OBE11 

1 6 6 7 6 6 6 7 6 7 6 6 

2 7 5 5 7 6 6 6 5 7 7 7 

3 5 6 5 7 7 6 6 6 6 6 7 

4 6 5 5 5 5 5 5 5 5 7 7 

5 5 5 4 6 6 6 7 5 5 5 5 

6 4 2 2 5 6 4 4 4 4 4 4 

7 4 5 5 6 6 6 6 5 6 6 6 

8 7 5 5 7 6 6 7 7 7 5 7 

9 7 7 7 7 7 7 7 7 7 7 7 

10 7 7 7 7 7 7 7 7 7 7 7 

11 6 5 5 7 6 6 7 6 6 6 6 

12 2 5 4 6 6 5 6 6 5 5 7 

13 2 5 4 6 6 5 6 6 5 5 7 

14 6 6 6 7 6 7 6 6 6 7 7 

15 5 6 7 6 6 6 6 6 6 7 7 

16 7 7 7 7 7 7 7 7 7 7 7 

17 2 3 3 7 7 7 6 6 5 5 6 

18 6 5 5 6 6 6 5 4 5 6 6 

19 5 5 6 7 7 6 7 7 6 6 7 

20 4 5 5 5 4 5 5 6 5 5 5 

21 5 6 4 6 6 5 5 6 5 6 6 

22 6 6 6 6 6 6 7 7 7 7 7 

23 6 7 5 6 6 7 7 5 6 6 7 

24 6 7 6 5 6 5 7 6 7 6 5 

25 6 6 5 7 5 6 5 7 5 6 7 

26 6 7 6 7 5 6 7 5 6 6 5 

27 5 6 6 6 5 5 6 6 5 6 5 

28 6 7 6 6 5 7 5 7 6 7 6 

29 6 5 7 7 7 5 6 7 6 7 6 

30 6 6 5 6 5 6 6 6 6 6 7 

31 2 4 5 6 6 6 6 5 4 5 5 

32 6 7 6 6 5 7 6 5 7 6 6 

33 6 6 6 6 6 6 6 6 7 6 6 

34 3 5 3 7 6 5 6 6 5 5 5 

35 4 4 5 4 6 6 5 4 3 6 5 

36 4 4 4 5 7 7 5 7 7 7 7 

37 4 4 4 4 4 4 4 4 4 4 4 

38 6 7 7 7 7 6 7 5 5 7 7 

39 4 4 4 6 5 6 5 5 5 6 6 

40 4 5 4 6 5 6 5 4 6 6 6 

41 7 7 7 7 7 7 7 3 5 5 7 

42 4 4 4 4 4 4 4 4 4 4 4 

43 1 7 7 7 7 7 7 7 7 7 7 

44 5 4 5 5 6 5 5 5 6 5 5 

45 5 4 5 5 6 6 5 5 6 5 6 
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No OBE1 OBE2 OBE3 OBE4 OBE5 OBE6 OBE7 OBE8 OBE9 OBE10 OBE11 

46 6 4 5 6 4 5 7 5 6 4 5 

47 4 5 5 5 6 5 6 5 5 5 5 

48 5 3 4 3 6 5 6 3 5 6 5 

49 5 5 6 5 5 7 6 6 5 6 6 

50 7 5 6 6 6 7 7 6 7 7 7 

51 1 1 1 6 7 5 5 5 5 5 6 

52 5 5 6 4 4 5 5 4 5 3 4 

53 6 7 5 4 5 4 5 6 5 5 6 

54 6 6 5 5 6 6 5 4 4 4 5 

55 5 6 5 6 5 6 5 5 4 5 4 

56 6 7 7 6 5 5 6 6 6 7 7 

57 7 7 7 7 7 7 6 6 7 7 7 

58 5 5 4 6 5 4 5 5 6 6 6 

59 1 6 6 6 7 7 7 5 7 7 7 

60 5 5 5 7 7 6 6 7 5 6 6 

61 4 6 6 7 6 7 7 7 4 7 7 

62 1 3 2 1 1 1 1 1 1 1 1 

63 5 6 5 4 4 5 5 5 3 3 5 

64 5 3 4 5 7 7 7 7 6 7 7 

65 7 5 7 7 7 7 7 7 7 7 7 

66 6 6 6 5 7 7 6 7 6 6 6 

67 4 4 5 6 6 6 6 6 6 6 6 

68 7 7 7 7 7 7 7 7 7 7 7 

69 3 3 3 6 6 6 6 6 6 6 6 

70 5 4 4 6 6 5 4 4 6 6 6 

71 4 5 3 4 5 6 4 3 5 4 6 

72 6 6 6 6 6 6 6 6 6 6 6 

73 6 4 5 6 4 5 5 5 6 7 6 

74 5 4 5 6 5 3 3 5 6 3 7 

75 5 7 6 6 7 5 5 5 5 6 5 

76 7 4 5 6 5 4 5 5 6 6 6 

77 6 5 4 5 6 7 7 6 5 5 6 

78 2 3 2 5 4 2 3 5 2 3 3 

79 5 4 5 6 6 5 6 5 5 6 6 

80 5 3 6 5 4 5 5 7 7 6 6 

81 5 6 5 7 6 5 6 4 5 5 6 

82 2 3 4 3 2 1 2 3 2 3 4 

83 4 5 5 4 4 6 5 6 5 6 7 

84 6 5 5 6 7 6 4 5 5 4 5 

85 5 7 6 6 6 5 4 5 5 5 6 

86 5 6 4 5 5 6 7 5 6 6 7 

87 6 5 6 7 7 6 5 5 5 6 6 

88 6 7 5 6 6 7 5 6 6 7 5 

89 5 5 7 6 7 5 6 7 6 7 5 

90 6 7 5 5 7 4 4 5 5 6 6 

91 5 6 5 7 6 5 7 7 6 5 7 

92 6 6 6 5 6 5 5 6 6 6 5 
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No OBE1 OBE2 OBE3 OBE4 OBE5 OBE6 OBE7 OBE8 OBE9 OBE10 OBE11 

93 3 3 4 2 4 3 2 2 1 3 3 

94 5 4 5 6 6 7 6 7 6 7 7 

95 6 5 5 6 6 5 5 6 6 7 6 

96 6 5 7 6 5 6 7 7 6 6 7 

97 5 6 4 6 5 7 6 5 7 6 5 

98 6 5 5 6 5 6 5 6 5 4 4 

99 5 6 7 7 6 7 7 7 6 7 4 

100 4 3 4 4 3 4 3 3 3 3 4 

101 7 5 6 7 7 7 4 6 5 5 6 

102 7 5 5 7 7 7 5 5 5 5 5 

103 6 5 5 7 6 6 6 6 7 6 6 

104 1 4 4 4 4 4 4 4 4 4 4 

105 5 7 6 7 6 6 6 5 6 6 7 

106 7 7 7 7 7 7 7 7 7 7 7 

107 5 6 6 6 7 6 6 6 7 6 7 

108 7 6 7 4 6 6 7 7 7 7 7 

109 6 7 6 7 7 7 6 6 5 6 7 

110 6 6 6 7 6 6 6 6 6 6 6 

111 4 5 4 5 2 3 6 4 4 4 4 

112 7 7 7 7 7 7 7 7 7 7 7 

113 4 4 4 4 6 5 5 6 5 6 6 

114 4 4 4 5 5 5 5 5 6 6 6 

115 5 5 4 6 5 6 4 4 5 6 6 

116 4 3 4 2 2 1 3 2 2 3 1 

117 6 4 5 6 6 6 7 6 7 7 6 

118 5 7 6 7 6 6 5 7 6 7 7 

119 5 6 4 4 5 5 6 5 6 7 6 

120 5 6 6 6 7 6 7 5 6 7 7 

121 5 3 3 7 7 4 5 7 4 7 7 

122 5 5 3 4 3 3 5 6 3 4 5 

123 6 5 7 5 7 4 4 5 5 5 5 

124 5 6 4 5 6 7 6 5 6 5 6 

125 3 4 3 4 2 3 2 4 3 3 2 

126 5 3 3 3 5 4 5 6 5 7 6 

127 6 7 3 7 5 4 7 6 6 6 5 

128 6 6 2 5 6 2 3 7 5 6 6 

129 5 3 5 7 6 3 4 5 6 5 5 

130 7 5 4 5 6 6 6 2 4 6 6 

131 6 4 5 4 2 6 5 7 6 7 7 

132 5 5 6 5 2 4 4 5 6 6 5 

133 6 5 6 4 5 3 5 7 5 5 7 

134 2 4 5 4 6 4 5 3 4 6 7 

135 5 4 3 2 1 2 4 6 5 5 5 

136 6 5 7 6 5 6 5 5 6 6 5 

137 1 3 2 5 5 3 3 2 4 3 2 

138 7 6 7 6 4 5 7 7 6 6 7 

139 4 6 5 5 3 4 7 6 6 7 3 



118 
 

No OBE1 OBE2 OBE3 OBE4 OBE5 OBE6 OBE7 OBE8 OBE9 OBE10 OBE11 

140 4 5 5 6 5 5 6 6 5 7 6 

141 6 5 4 7 6 6 2 2 6 6 5 

142 2 4 3 4 4 4 5 6 7 7 6 

143 5 6 5 6 6 6 7 5 5 6 5 

144 3 2 4 4 4 5 6 7 7 7 7 

145 7 5 5 5 6 6 5 4 5 6 6 

146 3 2 3 4 3 5 6 5 6 7 7 

147 5 6 5 4 5 6 6 7 5 6 4 

148 4 6 5 6 5 7 6 5 6 6 5 

149 5 4 6 5 4 5 6 7 6 6 6 

150 5 6 5 7 5 6 4 5 6 6 7 

151 3 1 2 3 2 2 1 1 2 3 2 

152 4 5 7 6 7 5 6 7 5 6 6 

153 4 6 4 5 6 7 7 6 5 5 6 

154 5 6 5 7 5 6 4 4 2 3 4 

155 1 2 3 2 1 1 2 2 2 1 2 

156 6 4 5 6 5 4 6 5 7 7 6 

157 5 5 6 6 5 4 6 5 6 5 7 

158 5 6 4 5 5 7 6 5 6 5 6 

159 5 6 5 6 7 6 5 6 5 7 6 

160 4 5 7 6 5 6 5 7 7 5 7 

161 7 6 5 6 5 7 6 6 7 5 6 

162 5 5 6 6 7 7 5 5 7 5 6 

163 3 2 4 5 4 5 6 5 4 5 6 

164 5 6 5 4 6 5 6 7 5 6 5 

165 6 5 6 5 5 6 4 6 5 4 4 

166 5 6 6 7 5 6 3 4 5 6 6 

167 3 5 4 2 2 3 5 4 6 3 1 

168 4 5 6 5 5 6 6 5 6 5 7 

169 6 4 5 6 5 4 6 5 6 5 4 

170 6 6 6 5 7 3 6 6 5 4 5 

171 7 5 6 2 6 6 6 5 6 6 7 

172 5 5 4 6 3 5 7 2 6 6 6 

173 7 6 4 5 3 6 7 6 6 6 5 

174 6 6 5 7 6 4 6 6 4 6 6 

175 7 6 5 6 7 7 5 5 6 5 6 

176 7 5 6 6 7 6 6 7 5 5 6 

177 1 3 2 3 3 4 2 2 3 2 3 

178 7 6 4 5 7 6 6 5 7 7 6 

179 7 6 6 5 5 6 7 7 6 5 5 

180 6 5 6 7 6 7 6 6 5 5 6 

181 6 5 5 7 6 6 5 5 7 7 7 

182 4 5 4 6 4 6 5 7 6 5 6 

183 7 6 7 6 5 5 6 6 7 7 5 

184 6 5 4 5 6 7 6 5 6 5 6 

185 5 7 6 5 6 7 7 6 5 6 5 

186 3 5 5 7 7 6 6 7 5 6 5 



119 
 

No OBE1 OBE2 OBE3 OBE4 OBE5 OBE6 OBE7 OBE8 OBE9 OBE10 OBE11 

187 2 2 3 4 3 2 3 1 2 3 2 

188 5 6 6 6 7 7 5 6 7 6 5 

189 6 5 7 6 6 7 5 5 6 5 6 

190 1 2 2 3 3 2 1 3 2 1 3 

191 3 6 6 5 6 7 7 6 5 6 6 

192 6 4 5 6 7 6 5 6 5 5 6 

193 7 7 7 6 6 7 5 5 5 4 4 

194 5 6 5 4 5 6 6 5 7 7 6 

195 6 5 6 7 6 5 6 6 7 7 6 

196 1 2 1 3 3 2 2 1 2 3 3 

197 5 2 4 3 1 2 1 2 3 3 2 

198 4 5 5 6 4 5 4 3 5 3 7 

199 6 5 7 6 5 5 6 7 6 6 7 

200 5 6 3 4 6 5 7 6 6 7 5 

201 5 6 5 3 4 3 2 3 4 5 3 

202 6 3 4 2 2 5 3 1 1 1 2 

203 6 5 3 4 3 6 5 7 6 5 7 

204 7 5 6 5 4 5 5 7 6 5 5 

205 2 3 1 3 3 2 2 5 4 2 3 

206 2 2 1 1 3 4 2 2 3 2 1 

207 4 5 5 5 7 6 4 5 6 6 5 

 

 

 

  



120 
 

Product Involvement 

No PI1 PI2 PI3 PI4 PI5 PI6 PI7 PI8 PI9 PI10 

1 2 3 6 1 1 6 1 2 1 5 

2 4 5 1 7 6 2 7 5 6 5 

3 1 3 5 3 3 5 3 4 2 5 

4 2 6 2 2 6 2 2 6 1 6 

5 2 2 6 3 3 5 2 2 2 6 

6 2 2 4 4 4 4 4 4 2 4 

7 2 2 6 2 2 6 3 4 2 5 

8 2 1 7 1 1 7 1 1 1 7 

9 1 7 1 1 1 7 1 1 1 7 

10 1 1 7 1 1 7 1 1 1 5 

11 1 1 7 1 4 4 3 3 1 7 

12 3 2 6 3 2 5 2 2 2 6 

13 3 2 6 3 2 5 2 2 2 6 

14 1 1 7 1 2 6 3 3 2 6 

15 1 3 6 2 2 6 1 1 1 7 

16 1 1 7 1 1 7 1 1 1 7 

17 2 1 5 3 3 4 2 2 1 4 

18 3 3 5 2 3 5 3 3 2 5 

19 2 4 6 3 3 5 4 3 2 4 

20 3 2 6 3 2 6 3 3 3 5 

21 2 3 6 2 3 6 3 3 2 6 

22 1 1 7 1 1 7 1 1 1 6 

23 2 2 7 1 2 6 2 2 1 6 

24 1 2 6 2 3 4 2 3 2 5 

25 3 3 6 1 2 5 5 3 2 5 

26 1 3 6 2 1 6 1 3 2 5 

27 2 2 5 1 1 6 2 2 2 6 

28 1 2 7 1 1 6 1 2 2 6 

29 2 3 6 2 3 4 2 2 3 5 

30 3 3 6 3 2 6 2 3 3 5 

31 2 2 6 2 3 4 3 3 2 5 

32 6 7 5 5 6 5 6 6 6 6 

33 6 6 6 6 6 6 6 6 6 6 

34 5 5 6 5 5 5 5 5 5 6 

35 7 6 6 6 5 6 6 4 4 5 

36 7 6 7 5 6 6 4 6 6 7 

37 4 4 4 4 4 4 4 4 4 4 

38 7 7 7 6 7 6 5 7 5 7 

39 6 6 6 6 6 5 5 5 4 6 

40 6 5 5 5 5 5 4 4 5 6 

41 2 5 7 5 6 5 6 6 5 6 

42 4 4 3 4 4 4 4 4 4 4 

43 7 7 7 7 7 7 7 7 7 7 

44 5 6 5 6 5 5 5 6 6 7 

45 5 7 7 6 7 6 7 7 7 6 



121 
 

No PI1 PI2 PI3 PI4 PI5 PI6 PI7 PI8 PI9 PI10 

46 5 7 4 7 7 6 5 6 5 5 

47 6 5 5 5 5 6 3 7 6 7 

48 5 6 5 5 5 5 1 7 7 7 

49 5 5 5 6 6 6 6 7 7 7 

50 7 6 5 7 7 7 7 6 6 7 

51 6 4 4 4 4 4 4 4 4 5 

52 5 5 5 7 6 6 6 6 6 6 

53 6 5 5 5 6 5 5 5 5 5 

54 5 5 6 5 6 6 5 5 6 5 

55 7 6 4 6 6 6 5 5 6 6 

56 6 6 6 6 7 6 6 6 6 7 

57 1 7 7 7 7 7 7 7 7 7 

58 6 6 5 4 4 4 4 4 4 5 

59 7 7 7 7 7 7 7 7 7 7 

60 6 4 6 4 6 5 5 5 4 7 

61 7 7 7 4 4 5 4 5 4 7 

62 7 1 7 7 1 7 7 1 7 1 

63 6 6 6 6 6 6 5 5 6 5 

64 6 7 5 5 4 4 5 4 5 7 

65 7 7 7 7 7 7 5 7 7 7 

66 1 6 1 2 7 1 2 5 3 6 

67 4 6 6 5 5 4 5 5 4 6 

68 7 7 6 7 7 7 7 7 7 7 

69 7 5 6 4 6 4 4 5 4 6 

70 7 6 6 5 6 2 5 6 5 7 

71 4 4 3 5 4 5 5 5 5 5 

72 6 7 6 5 6 6 6 6 5 6 

73 6 6 6 5 6 4 5 5 5 6 

74 4 6 5 5 5 4 6 6 6 6 

75 5 6 5 6 6 5 5 6 6 7 

76 4 4 4 5 7 6 5 6 6 6 

77 5 5 2 5 6 2 5 5 6 6 

78 3 3 4 4 4 3 3 3 2 2 

79 5 5 4 5 5 5 5 6 5 6 

80 5 5 5 6 6 5 6 6 6 6 

81 5 5 6 6 5 5 5 6 6 5 

82 3 2 2 5 3 5 2 3 2 1 

83 5 5 5 6 6 6 5 7 6 5 

84 5 5 6 7 7 6 7 6 7 7 

85 5 5 6 6 6 5 5 5 6 6 

86 5 5 6 6 7 7 6 6 7 7 

87 6 6 5 5 6 5 5 5 6 5 

88 6 7 6 7 3 6 7 6 6 7 

89 6 6 6 5 5 6 5 6 7 6 

90 5 6 5 5 4 5 4 5 4 5 

91 3 4 4 2 4 3 4 6 5 5 

92 5 5 5 6 6 6 6 6 6 6 



122 
 

No PI1 PI2 PI3 PI4 PI5 PI6 PI7 PI8 PI9 PI10 

93 4 4 3 5 4 3 2 3 2 3 

94 6 4 5 5 5 6 5 5 5 6 

95 5 5 6 6 5 5 5 5 5 5 

96 5 5 5 6 3 5 5 5 6 6 

97 6 7 5 6 5 5 5 6 5 6 

98 6 3 5 6 6 5 6 6 6 5 

99 6 6 5 5 6 5 6 7 7 6 

100 4 5 3 4 5 4 4 6 3 4 

101 7 7 6 7 7 7 7 7 7 7 

102 6 5 6 5 4 4 4 4 5 6 

103 7 7 7 7 7 7 7 7 7 7 

104 4 4 4 4 4 4 4 4 4 4 

105 7 7 7 6 6 7 7 6 6 7 

106 7 7 7 7 7 7 7 7 7 7 

107 7 6 6 6 6 4 6 6 6 6 

108 1 7 2 1 7 1 1 7 1 7 

109 7 7 7 7 7 6 6 7 7 7 

110 2 2 2 2 4 4 2 3 5 5 

111 4 4 4 4 4 4 4 4 4 4 

112 7 7 7 7 7 7 7 6 7 6 

113 6 6 6 5 6 5 4 6 4 6 

114 5 5 5 5 5 5 5 5 5 6 

115 3 5 3 3 4 4 4 6 3 7 

116 3 2 3 2 2 2 1 2 3 1 

117 5 5 7 7 6 6 7 5 7 6 

118 7 6 7 5 7 6 7 6 7 6 

119 6 5 6 6 7 7 5 7 5 6 

120 6 5 6 7 6 7 6 7 7 6 

121 2 6 2 4 4 4 4 4 4 4 

122 4 4 5 6 3 3 5 5 5 5 

123 6 5 6 5 5 5 5 6 6 6 

124 3 2 2 4 3 3 3 3 2 2 

125 3 2 2 3 2 2 3 2 2 2 

126 5 5 2 3 3 3 2 6 3 4 

127 3 5 5 6 2 2 5 5 4 5 

128 5 5 4 5 6 6 2 5 4 5 

129 5 4 3 6 5 3 2 5 6 6 

130 4 6 3 5 6 4 6 6 6 7 

131 6 5 5 6 7 7 6 7 6 6 

132 3 6 6 7 6 6 5 6 4 6 

133 4 3 5 6 5 4 5 6 4 5 

134 2 2 2 4 5 3 5 3 6 5 

135 3 5 5 5 5 3 3 6 6 6 

136 5 6 4 3 5 6 5 7 6 6 

137 2 5 5 5 7 7 5 5 6 6 

138 6 6 6 7 7 7 6 7 7 6 

139 2 2 4 5 6 4 4 6 6 6 



123 
 

No PI1 PI2 PI3 PI4 PI5 PI6 PI7 PI8 PI9 PI10 

140 5 5 4 3 3 5 4 5 3 5 

141 2 4 3 5 4 5 5 5 6 6 

142 5 7 6 6 5 3 3 7 6 7 

143 5 5 4 4 4 5 5 6 5 5 

144 6 6 6 7 5 6 5 7 7 6 

145 6 5 3 2 5 3 4 6 6 6 

146 5 4 5 5 6 7 7 6 5 7 

147 4 4 4 6 6 5 6 6 7 5 

148 6 5 7 6 6 6 6 7 7 7 

149 5 4 6 6 5 5 5 6 5 6 

150 5 5 5 2 6 7 7 6 4 5 

151 3 2 2 1 6 1 3 2 2 1 

152 5 7 7 6 6 6 6 7 7 6 

153 6 6 7 6 7 5 7 7 6 6 

154 5 5 6 5 4 5 4 6 6 5 

155 2 2 2 1 1 1 2 2 2 1 

156 6 4 5 6 6 5 6 6 5 5 

157 5 5 5 5 5 4 4 6 4 6 

158 5 5 6 6 7 7 5 7 6 6 

159 6 6 6 7 6 6 6 6 7 5 

160 6 5 7 7 7 6 5 6 7 7 

161 5 4 5 6 5 5 5 6 6 6 

162 5 6 7 4 4 4 6 5 5 5 

163 5 3 3 5 3 3 5 6 4 4 

164 6 5 4 5 6 5 6 6 5 5 

165 3 2 3 4 3 2 5 5 4 5 

166 3 2 3 4 6 3 3 3 4 4 

167 3 3 3 1 1 2 3 3 2 1 

168 5 6 6 6 6 6 5 6 7 6 

169 6 6 5 3 5 5 6 7 7 5 

170 2 3 2 3 5 2 3 5 4 6 

171 3 4 5 6 6 5 4 6 4 7 

172 7 5 6 6 5 6 5 6 5 6 

173 5 6 5 6 6 5 6 6 5 7 

174 6 6 5 6 7 5 5 6 6 7 

175 6 6 5 5 5 7 6 7 7 5 

176 5 4 3 3 5 4 5 6 5 6 

177 3 1 1 2 2 2 1 2 1 1 

178 7 6 6 6 7 7 6 7 6 7 

179 5 6 6 6 6 7 5 7 6 7 

180 6 5 7 6 7 5 7 7 6 7 

181 6 5 5 6 7 7 7 7 7 7 

182 5 6 7 6 6 7 7 7 6 6 

183 5 5 5 6 6 6 6 7 7 6 

184 7 6 6 5 5 5 6 5 5 5 

185 5 6 6 5 5 6 5 5 5 5 

186 6 7 7 4 5 4 4 6 4 6 



124 
 

No PI1 PI2 PI3 PI4 PI5 PI6 PI7 PI8 PI9 PI10 

187 3 5 3 5 6 5 5 7 7 6 

188 5 7 6 7 5 5 4 5 4 4 

189 5 5 6 7 7 6 2 5 6 6 

190 4 4 2 1 2 2 2 2 1 1 

191 6 7 7 6 5 4 4 6 4 5 

192 5 6 4 3 5 4 2 3 3 5 

193 5 3 4 5 7 6 6 7 7 6 

194 5 5 6 5 7 6 6 6 4 5 

195 5 6 6 7 7 6 6 6 7 6 

196 3 2 1 2 2 1 2 2 2 1 

197 2 2 3 2 2 1 2 1 2 3 

198 3 3 4 4 5 4 5 6 7 5 

199 5 5 5 6 6 4 4 5 7 7 

200 3 2 2 2 3 2 2 2 1 2 

201 2 3 3 3 4 4 6 5 6 5 

202 2 2 3 5 6 5 4 6 6 5 

203 6 6 6 6 5 6 7 6 6 7 

204 2 7 2 4 5 3 3 7 7 5 

205 2 2 1 1 2 3 3 2 2 3 

206 2 2 3 4 5 2 4 2 3 2 

207 6 5 6 6 5 7 5 6 6 7 

 

 

 

  



125 
 

Brand Attachment 

No BA1 BA2 BA3 BA4 BA5 BA6 BA7 BA8 BA9 BA10 

1 6 7 6 6 6 6 7 6 6 7 

2 5 5 5 5 5 5 5 5 5 5 

3 5 5 6 6 6 6 6 5 6 6 

4 6 7 6 6 6 6 7 6 6 6 

5 6 5 6 5 5 6 5 6 6 6 

6 4 4 4 5 5 4 4 4 4 5 

7 5 5 5 5 5 5 4 5 5 6 

8 7 7 7 7 7 7 7 7 7 7 

9 7 7 7 7 7 7 7 7 7 7 

10 6 6 5 5 5 6 5 5 5 6 

11 6 5 6 5 5 6 6 6 6 6 

12 5 6 6 5 5 5 5 5 5 6 

13 5 6 6 5 5 5 5 5 5 6 

14 6 6 6 6 6 4 4 7 5 7 

15 7 6 6 6 6 6 6 6 6 6 

16 7 7 7 7 7 7 7 7 7 7 

17 5 5 6 5 4 5 4 6 4 5 

18 6 6 5 6 6 5 6 6 5 6 

19 4 4 5 3 3 4 5 4 4 5 

20 5 5 5 5 5 5 5 5 5 5 

21 6 6 5 6 5 6 6 7 6 6 

22 6 6 6 6 6 6 6 6 6 6 

23 5 7 6 7 5 6 6 7 7 6 

24 6 6 7 6 6 5 7 7 6 7 

25 6 7 6 7 7 6 6 7 6 6 

26 6 6 7 7 6 7 7 7 6 6 

27 6 7 7 5 6 6 6 5 6 6 

28 5 6 7 5 5 6 6 7 5 6 

29 6 7 7 7 6 6 7 6 5 6 

30 5 6 6 6 6 6 7 6 6 6 

31 5 5 5 5 5 5 4 4 5 5 

32 5 6 5 5 6 5 6 5 5 5 

33 5 6 6 6 6 5 5 6 6 6 

34 5 5 5 5 3 3 5 4 5 4 

35 4 4 4 4 5 5 4 5 4 5 

36 7 7 7 7 7 7 7 7 7 7 

37 4 4 4 4 4 4 4 4 4 4 

38 6 7 7 5 5 5 5 5 5 5 

39 4 4 4 4 5 4 5 4 5 4 

40 4 5 3 3 3 3 3 2 4 3 

41 4 4 4 5 3 3 6 5 5 3 

42 4 4 4 4 4 4 4 4 4 4 

43 7 7 7 7 1 1 1 7 7 7 

44 5 5 4 4 5 6 5 5 5 4 

45 3 3 4 5 6 5 4 5 4 6 



126 
 

No BA1 BA2 BA3 BA4 BA5 BA6 BA7 BA8 BA9 BA10 

46 7 6 6 5 7 5 6 6 6 5 

47 2 2 2 3 4 5 3 4 5 3 

48 5 4 6 6 5 3 3 6 5 3 

49 3 4 5 4 4 6 4 5 5 6 

50 6 6 7 6 6 7 6 7 7 6 

51 4 4 4 7 4 4 4 4 4 4 

52 3 4 5 4 5 6 4 3 4 3 

53 5 5 5 6 5 6 5 6 6 5 

54 5 5 3 4 4 5 3 5 5 5 

55 6 5 4 5 5 4 6 4 5 5 

56 7 6 6 7 7 7 6 5 6 7 

57 7 7 7 7 7 7 7 7 7 7 

58 4 4 4 4 3 3 3 4 4 4 

59 7 7 7 7 7 4 6 7 7 7 

60 5 5 5 5 6 6 5 6 6 5 

61 4 4 7 7 4 1 1 4 5 4 

62 1 1 1 1 1 1 1 1 1 1 

63 5 5 5 4 4 6 6 5 5 5 

64 3 3 6 6 5 6 5 6 6 6 

65 5 6 6 6 5 6 6 6 6 6 

66 6 6 6 6 6 6 5 6 6 6 

67 4 4 4 4 4 4 4 4 4 4 

68 1 1 5 7 7 1 7 7 7 7 

69 4 4 4 5 4 4 5 4 4 4 

70 5 6 4 5 6 5 5 4 4 4 

71 4 1 5 5 4 4 3 3 6 3 

72 6 5 6 6 6 6 6 6 5 6 

73 5 6 5 5 7 6 7 5 6 6 

74 5 5 6 6 6 7 7 7 6 7 

75 6 3 5 5 6 7 6 6 5 5 

76 6 7 5 5 6 5 6 7 7 6 

77 5 6 6 5 5 7 6 6 5 6 

78 2 2 3 4 3 3 3 2 2 3 

79 5 6 4 5 5 6 4 6 5 7 

80 5 6 6 6 5 7 6 6 7 5 

81 5 6 6 5 6 7 4 5 6 5 

82 3 2 4 4 3 3 3 2 1 1 

83 5 5 6 5 7 7 6 5 6 5 

84 6 5 7 6 7 6 5 6 6 7 

85 6 5 6 5 5 7 5 6 5 6 

86 6 5 7 6 6 5 4 6 5 6 

87 6 7 6 5 6 7 6 7 6 6 

88 6 5 7 6 5 7 6 5 5 7 

89 6 7 5 6 5 7 6 5 7 7 

90 6 4 5 5 5 7 6 6 6 7 

91 5 4 6 4 5 5 5 6 6 5 

92 5 6 5 5 6 7 6 6 5 5 



127 
 

No BA1 BA2 BA3 BA4 BA5 BA6 BA7 BA8 BA9 BA10 

93 5 6 4 3 4 3 3 2 2 2 

94 5 6 6 5 6 5 7 6 6 5 

95 5 4 6 5 6 5 6 6 6 5 

96 5 6 5 6 6 7 6 6 5 6 

97 6 5 5 6 6 7 6 5 5 6 

98 6 5 7 6 6 5 5 6 7 6 

99 6 5 6 7 5 5 6 6 5 7 

100 5 5 5 5 5 4 5 5 5 5 

101 6 7 7 7 7 7 7 7 7 7 

102 4 4 4 4 3 3 4 4 4 3 

103 6 6 6 6 6 6 6 6 6 6 

104 4 4 4 4 4 4 4 4 4 4 

105 6 6 6 6 6 6 6 6 6 6 

106 7 7 7 7 7 7 7 7 7 7 

107 6 6 6 6 5 5 5 5 6 5 

108 7 7 7 7 7 7 7 7 7 7 

109 6 6 7 7 7 7 7 7 7 7 

110 6 6 6 6 5 6 6 6 6 5 

111 4 4 5 4 4 4 4 4 4 5 

112 6 6 6 6 6 6 6 6 6 6 

113 5 5 5 5 5 5 5 5 5 5 

114 3 3 3 3 3 3 3 3 3 3 

115 4 4 5 4 4 2 2 3 4 3 

116 3 2 1 1 2 1 2 3 1 3 

117 5 6 6 5 7 7 5 5 6 6 

118 6 5 5 5 6 7 7 7 6 6 

119 6 7 5 6 6 5 5 6 7 6 

120 6 7 6 5 6 7 6 7 5 6 

121 1 4 3 5 4 4 4 4 4 4 

122 4 3 5 5 3 5 6 5 6 3 

123 6 5 7 5 5 6 5 6 5 5 

124 6 5 6 5 4 4 6 5 7 6 

125 5 6 5 7 5 6 6 7 5 6 

126 3 4 5 4 6 4 3 5 6 5 

127 5 5 3 5 6 7 5 2 6 6 

128 6 3 5 6 4 5 2 6 5 6 

129 5 3 4 5 5 5 5 6 7 6 

130 5 6 4 5 5 5 6 2 6 5 

131 6 6 4 5 6 5 7 6 5 6 

132 5 4 4 6 4 3 6 6 7 7 

133 5 4 4 3 6 3 7 6 5 6 

134 5 4 5 5 6 7 6 6 5 6 

135 4 6 5 4 3 5 3 6 6 6 

136 6 5 4 4 3 3 5 6 6 5 

137 4 4 5 2 4 3 1 2 6 4 

138 7 6 7 7 6 5 6 7 7 6 

139 6 5 4 3 6 5 6 5 7 5 



128 
 

No BA1 BA2 BA3 BA4 BA5 BA6 BA7 BA8 BA9 BA10 

140 5 3 5 5 6 5 4 3 4 6 

141 5 6 5 6 5 6 5 4 5 4 

142 4 5 3 6 5 7 6 5 6 7 

143 4 3 5 6 5 5 6 6 5 5 

144 5 6 3 4 5 2 6 7 7 6 

145 6 5 6 5 6 4 5 5 6 5 

146 4 4 5 6 6 5 5 7 6 6 

147 6 5 4 5 7 6 7 7 6 5 

148 5 6 5 6 7 6 5 6 6 5 

149 5 6 6 5 5 6 6 7 7 6 

150 5 6 5 7 6 5 4 5 5 7 

151 4 3 2 3 2 3 4 1 1 2 

152 6 7 7 5 6 6 7 6 5 7 

153 5 6 7 6 5 6 7 6 6 7 

154 5 5 6 7 6 4 5 6 6 7 

155 2 1 1 2 1 3 2 1 3 2 

156 2 3 2 4 2 5 2 4 2 3 

157 5 6 5 7 6 5 4 6 5 6 

158 3 2 3 2 4 3 2 3 1 1 

159 7 6 7 5 7 7 6 5 4 5 

160 6 5 5 6 6 7 7 6 7 6 

161 6 5 7 6 5 6 6 7 6 6 

162 2 2 3 3 3 5 4 3 2 1 

163 5 4 3 2 6 6 5 5 3 5 

164 6 5 6 4 4 6 5 6 5 6 

165 4 3 4 6 6 5 6 5 3 6 

166 5 5 6 5 4 6 5 5 6 5 

167 5 6 5 6 7 5 6 4 6 4 

168 4 5 3 2 3 1 1 2 2 1 

169 6 5 6 5 4 5 5 6 5 5 

170 6 5 5 3 6 6 7 6 4 5 

171 6 6 4 6 5 5 4 6 6 5 

172 6 6 6 4 6 6 6 5 5 6 

173 5 6 4 7 6 6 6 5 4 7 

174 5 5 4 6 6 6 6 6 6 7 

175 7 5 5 6 7 6 7 5 6 5 

176 5 5 6 6 5 6 5 6 5 6 

177 2 3 1 2 2 1 3 1 3 1 

178 6 7 7 6 6 5 5 6 7 6 

179 6 5 6 5 7 7 6 6 5 5 

180 7 6 5 6 7 6 7 6 6 5 

181 7 7 6 6 6 5 5 7 6 7 

182 6 7 5 6 7 7 6 6 6 5 

183 6 5 7 6 5 6 5 4 4 5 

184 6 5 6 6 7 7 6 6 5 6 

185 4 6 7 7 5 6 6 6 5 4 

186 3 3 5 5 7 6 6 6 7 7 



129 
 

No BA1 BA2 BA3 BA4 BA5 BA6 BA7 BA8 BA9 BA10 

187 6 5 6 7 5 7 6 6 7 6 

188 3 4 6 5 7 7 7 6 6 6 

189 6 5 5 7 6 7 5 5 5 5 

190 5 5 6 5 6 6 5 6 5 5 

191 4 4 5 6 7 6 5 5 6 4 

192 5 4 5 6 5 5 7 7 7 6 

193 6 6 6 6 7 7 4 5 6 7 

194 4 5 4 5 5 5 6 6 7 6 

195 6 7 5 6 6 6 7 7 7 5 

196 2 1 3 2 2 1 1 1 3 2 

197 2 1 1 2 2 3 3 2 1 2 

198 5 4 5 2 6 6 7 5 6 7 

199 6 4 5 3 2 4 6 7 7 7 

200 5 5 6 3 4 6 6 5 7 5 

201 6 5 6 6 5 6 7 7 7 6 

202 5 4 5 6 6 5 5 4 6 7 

203 6 6 7 6 6 6 5 7 6 5 

204 5 4 3 5 7 4 6 5 6 4 

205 3 4 1 1 2 2 2 1 2 2 

206 5 5 4 4 5 4 5 4 6 6 

207 6 7 4 5 4 7 7 7 6 5 

 

 

 

  



130 
 

Online Repurchase Intention 

No ORI1 ORI2 ORI3 

1 6 6 7 

2 5 5 7 

3 6 6 6 

4 6 6 7 

5 5 5 6 

6 5 5 7 

7 6 6 7 

8 7 7 7 

9 7 7 7 

10 6 6 7 

11 5 7 6 

12 6 6 6 

13 6 6 6 

14 7 7 7 

15 7 6 7 

16 7 7 7 

17 7 5 7 

18 6 5 6 

19 6 5 7 

20 5 5 7 

21 6 5 6 

22 6 6 7 

23 5 7 6 

24 6 6 6 

25 6 6 5 

26 7 6 7 

27 6 6 6 

28 7 6 6 

29 6 7 7 

30 7 5 7 

31 5 5 6 

32 6 7 6 

33 6 6 6 

34 6 7 5 

35 4 5 4 

36 7 7 7 

37 4 4 4 

38 4 4 4 

No ORI1 ORI2 ORI3 

39 5 4 5 

40 1 4 3 

41 6 7 6 

42 4 4 4 

43 7 7 4 

44 6 7 7 

45 7 6 5 

46 5 7 6 

47 5 6 6 

48 5 5 7 

49 6 7 7 

50 7 5 7 

51 4 1 1 

52 5 6 7 

53 6 6 6 

54 7 6 7 

55 6 7 7 

56 6 6 7 

57 7 7 7 

58 5 6 5 

59 7 7 7 

60 7 6 5 

61 7 4 7 

62 1 1 1 

63 6 4 4 

64 3 3 3 

65 7 7 7 

66 7 6 6 

67 4 4 4 

68 7 7 7 

69 5 5 4 

70 7 7 5 

71 5 6 6 

72 6 5 6 

73 6 7 5 

74 6 7 6 

75 7 5 6 

76 7 6 5 



131 
 

No ORI1 ORI2 ORI3 

77 6 5 5 

78 5 4 5 

79 6 7 5 

80 6 5 7 

81 4 6 6 

82 3 5 3 

83 6 7 7 

84 6 7 5 

85 5 7 6 

86 7 7 5 

87 7 7 6 

88 6 5 7 

89 5 6 5 

90 7 5 7 

91 6 5 7 

92 4 5 5 

93 6 6 4 

94 7 6 6 

95 7 5 5 

96 6 5 7 

97 6 6 5 

98 5 6 7 

99 5 6 5 

100 5 4 5 

101 7 7 7 

102 5 4 3 

103 7 7 7 

104 4 4 3 

105 6 7 6 

106 7 7 7 

107 6 7 6 

108 7 7 7 

109 6 6 6 

110 5 5 6 

111 4 4 4 

112 6 6 6 

113 6 6 4 

114 2 3 3 

115 5 4 4 

116 4 2 2 

No ORI1 ORI2 ORI3 

117 5 7 7 

118 7 7 6 

119 6 7 6 

120 7 6 5 

121 4 5 5 

122 5 6 4 

123 5 5 6 

124 6 7 6 

125 5 6 6 

126 6 5 5 

127 5 5 6 

128 6 4 5 

129 6 5 7 

130 6 3 4 

131 6 6 5 

132 6 6 4 

133 5 6 7 

134 5 6 6 

135 4 6 5 

136 4 7 6 

137 5 6 5 

138 7 7 5 

139 6 5 6 

140 5 6 4 

141 6 5 7 

142 5 6 7 

143 5 6 6 

144 7 6 7 

145 5 7 5 

146 7 5 5 

147 5 7 6 

148 5 6 7 

149 5 7 7 

150 6 5 7 

151 5 4 3 

152 5 7 5 

153 6 6 7 

154 7 7 5 

155 3 2 2 

156 3 4 2 
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No ORI1 ORI2 ORI3 

157 6 5 6 

158 6 5 5 

159 6 7 6 

160 6 5 7 

161 6 4 6 

162 5 6 4 

163 4 2 3 

164 6 6 5 

165 7 5 6 

166 3 1 2 

167 3 2 2 

168 4 6 7 

169 6 5 5 

170 6 5 7 

171 6 6 4 

172 5 6 5 

173 5 4 5 

174 5 5 5 

175 7 6 7 

176 6 6 6 

177 3 2 1 

178 6 6 5 

179 6 7 6 

180 7 6 6 

181 5 6 7 

182 6 7 5 

No ORI1 ORI2 ORI3 

183 7 7 4 

184 7 6 5 

185 6 5 6 

186 6 6 5 

187 7 7 6 

188 6 6 6 

189 5 7 4 

190 4 2 2 

191 6 7 5 

192 6 6 5 

193 5 7 5 

194 6 5 7 

195 6 5 7 

196 3 2 1 

197 2 2 1 

198 6 4 5 

199 6 6 6 

200 6 4 7 

201 3 4 2 

202 2 3 1 

203 5 6 5 

204 5 6 5 

205 3 2 1 

206 6 5 6 

207 5 5 4 
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Appendix IV 

 

 

Validity & Reliability Analysis 
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Online Brand Equity 
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Product Involvement 
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Brand Attachment 
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Online Repurchase Intention 



 
 

Reliability Test 

Online Brand Equity 

 

 

 

Product Involvement 

 

 

 

Brand Attachment 

 

 

 

Online Repurchase Intention 
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Appendix V 

 

 

Regression Analysis 
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Simple Regression Analysis 

 

Hypothesis 1 

The effect of online brand equity toward product involvement 
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Multiple Regression Analysis 

 

Hypothesis 2 & 3 

The effects of online brand equity and product involvement toward brand 

attachment 
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Hypothesis 5, 6 & 8 

The effects of online brand equity, product involvement, and brand 

attachment toward online repurchase intention 

 

 

 

 

 

  



143 
 

 

 

 

 

 

 

 

 

 

Appendix VI 

 

 

Path Analysis 
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Hypothesis 4 

Path b (The effect of product involvement toward brand attachment) 

 

 

 

 

Path c (The effect of online brand equity toward brand attachment) 
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Hypothesis 7 

Path b (The effect of product involvement toward online repurchase 

intention) 
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Path c (The effect of online brand equity toward online repurchase intention) 
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Path c` (The effect of online brand equity and product involvement toward 

online repurchase intention) 
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Hypothesis 9 

Path b (The effect of brand attachment toward online repurchase intention) 

 

 

 

 

Path c` (The effect of online brand equity and brand attachment toward online 

repurchase intention) 
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Hypothesis 10 

Path c` (The effect of product involvement and brand attachment toward 

online repurchase intention) 
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Appendix VII 

 

 

Subgroup Analysis 
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Regression for website only 

 

 

 

 

Regression for application only 
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Regression with all data (website & application) 

 

 

 

 

 


