CHAPTER V
CONCLUSION AND MANAGERIAL IMPLICATIONS

5.1 Conclusion

5.1.1 Analysis of Respondents profile

1. The number of respondents who filled the questionnaire is 168 with 39 not fulfilling the
criteria, therefore there are 129 accepted respondents.

2. Based on the data, the most Netflix subscribers are between 21-30 years old with 79
respondents.

3. Most of Netflix viewers taken from the data are college students with a total of 75
respondents.

4. Most of the respondents saw online advertisements 1 - 2 times a day, it concluded 54
respondents.

5. Digital marketing method that Most of the respondents see online is social media marketing
with 124 respondents (out of 129).

5.2.2 Analysis According to PLS-SEM

1. It can be concluded that hypothesis 1 (H1) regarding the relation between digital marketing
and purchase intention has a positive effect, the journal taken from Alghizzawi (2019) in
this case is proven to be right and accepted meaning the data conducted by the research is
valid, so it can be said that the higher the digital marketing method being done by Netflix,
the higher the willingness of customers to purchase Netflix’s subscription.

2. Hypothesis 2 (H2) regarding the relation between digital marketing and consumer
engagement has a positive result, the journal taken from Syridal and Bridge (2018) is
proven to be right and accepted and the data taken according to the journal is valid,
therefore the higher the digital marketing aspects being done by Netflix, the higher the
consumer engagement as well.

3. The journal taken from Shattuc (2020) in this case is proven to be invalid and unaccepted,
meaning the research's collected data is rejected. It can therefore be concluded that

hypothesis 3 (H3) regarding the relationship between consumer engagement and purchase
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intention does not have a positive effect. Therefore, it can be said that Netflix's increased
consumer engagement does not necessarily translate into increased purchase intent.

4. Hypothesis 4 (H4), which states that there is a positive relationship between digital
marketing and brand image, is supported. The journal cited in this case, Silvia (2019), has
been shown to be accurate and accepted, indicating that the research's collected data is
reliable. Therefore, it can be said that the likelihood of Netflix being recognized increases
with the amount of digital marketing the Netflix executes.

5. It can be concluded that hypothesis 5 (H5), which states that there is a positive correlation
between brand image and purchase intention, is true in this instance. This means that the
research's collected data is reliable. Therefore, it can be said that customers are more likely
to make a purchase when their perception of Netflix's brand image is higher.

6. The journal used in this instance, which was taken from Martins (2019), has been shown
to be inaccurate and not accepted, meaning the research's data has been disregarded.
Therefore, it can be said that H6 regarding the mediating variable of consumer engagement
from digital marketing towards purchase intention does not have a beneficial effect.
Therefore, it can be said that consumer engagement does not always translate into increased
purchase intent through digital marketing.

7. Hypothesis 7 (H7) regarding the mediating variable of brand image from digital marketing
towards purchase intention has a positive effect. The journal taken from Hien (2020) in this
case is proven to be right and accepted meaning the data collected by the research is valid.
Therefore, it can be said that customers are more willing to subscribe to Netflix when the

brand image being spread by its digital marketing factor(s) is strong.

5.2 Managerial Implication

1. The point being the relation between digital marketing towards brand image. It shows as
one of the hypotheses with the most positive relation out of all hypotheses written. It can
be concluded that the more diligent Netflix is in developing their digital marketing using
the methods listed above, especially social media, the better the brand image they create

and develop. This can make people more aware of the existence of Netflix.
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2. The relationship between consumer engagement and purchase intention (H3) being one the

point on this part. Out the all the written hypotheses, and after all the calculation is done it
can be concluded that the relationship between consumer engagement and purchase
intention (H3) is rejected. The cause of this hypothesis being rejected is pricing, consumer
might engage a purchase after they see the price offered, but in reality they will compare
prices that are equivalent to similar products, then make a purchase (Prentice, 2018).

There are 2 mediating variables in this case, one with consumer engagement, and the other
with brand image, the variable of consumer engagement is being rejected because of the
low number showing on the relation with a P VValue of 0.147. while brand image giving the

variable with a P Value of 0.000 therefore brand image’s variable is accepted.

5.3 Limitation

1.

This research uses general digital marketing activities of Netflix which not being able to
assess specific digital marketing activity such as only social media, or website.

digital marketing has 6 dimension (consumer engagement, information security and safety,
Purchase Intention, brand image, consumer-brand relationship, and convenience) which

not analyze directly each to the dependent variable.

5.4 Suggestion for Future Research

1.

There should be more data coming from research meaning taking all of the data using
Netflix’s specific digital marketing sector such as social media, website, blog, and etc.
A deeper and completed data should be researched in terms of those 6 variables, so the data

gathered will be more specific.
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APPENDIXES

Questionnaire

Questionnaire Cover Letter

Responden yang terhormat,

Perkenalkan saya Surya Sakagiri dengan NPM (191225114), mahasiswa Program Studi
Manajemen Internasional, Fakultas Bisnis dan Ekonomika, Universitas Atma Jaya Yogyakarta.
Saat ini, saya sedang menempuh tugas akhir sebagai syarat untuk menyelesaikan skripsi jenjang
S1 dengan melakukan penelitian mengenai “How Over The Top Platform Affect Netflix’s
Customer Engagement, Digital Marketing, and Purchase Intention in Indonesia”. Adapun kriteria

responden dalam penelitian ini:

1. Responden yang mengetahui dan familiar dengan Netflix.

2. Responden yang melakukan transaksi untuk berlangganan Netflix minimal 2 kali dalam 1
tahun terakhir.

3.Responden yang rutin menggunakan Netflix sebagai preferensi layanan streaming minimal 2
kali dalam 1 tahun terakhir.

4.Responden yang pernah mengakses atau mengetahui tentang Netflix.

5.Responden yang pernah terpapar iklan digital marketing milik Netflix.

Dalam hal ini, saya mohon kesediaan Bapak/Ibu/Saudara(i) untuk berpartisipasi dalam survei ini.
Semua informasi yang diberikan akan diperlakukan secara rahasia dan digunakan secara

eksklusif untuk tujuan penelitian. Terima kasih atas waktu dan kesediaan Bapak/Ibu/Saudara(i).

Apabila terdapat pertanyaan yang berkaitan dengan kuesioner ini, silahkan hubungi contact

person melalui e-mail dibawabh ini: suryasakagiri@gmail.com

86


mailto:suryasakagiri@gmail.com

Filter Questions Answer

Apakah Anda pernah mengakses Netflix? Yes / No

Apakah anda aktif menggunakan Netflix minimal 2 Yes/ No

kali dalam 1 bulan terakhir?

Apakah anda pernah mengakses atau terpapar aktifitas | Yes/No

digital marketing netflix (seperti email marketing,

iklan online, SEO, social media, dil) minimal 1 kali?

Demographic Question Answer

Umur Responden e <20 Tahun
e 21-30 Tahun
e 31-40Tahun
e >40 Tahun

Pekerjaan e Pelajar
e Mahasiswa
e Karyawan
e Lainnya

Intensitas responden melihat iklan di media online e 1-2kali/Hari
e 2-4kali/Hari
e >4 Kkali/Hari

Dalam bentuk apa anda pernah terpapar oleh salah satu

metode iklan Netflix?

Sosial media yang digunakanoleh Netflix
(Youtube, Instagram, Twitter, dll)

E-Mail marketing Netflix

Iklan Online Berbayar (Google,Microsoft
Edge, Mozilla Firefox)

Blog (Netflix.com)
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Items Indicator

(Bahasa Indonesia)

Research Scale

e Pemasaran digital milik Netflix (seperti iklan
online, email marketing, sosial media, dIl) memberi

saya informasi berkualitas dan terbaru.

e Saya dapat mengakses informasi produk Netflix

dan membeli produk dengan cepat..

e Media pemasaran digital Netflix (seperti iklan
online, email marketing, sosial media,
dil)menawarkan saya banyak peluang untuk
menemukan informasi tentang produk Netflix yang

terbaru.

5 Points - Likert Scale
1. Strongly Disagree
2. Disagree

3. Neutral

4. Agree

5. Strongly Agree

e Saya memiliki akses secara terus menerus selama
24 x 7 ke informasi di Netflix kapanpun saya

mengaksesnya.

e Netflix merupakan sarana digital yang mudah
berkomunikasi dengan saya.

e Melalui platform pemasaran digital (seperti iklan
online, email marketing, sosial media, dll), Netflix
dapat menyediakan layanan yang cepat dan

nyaman.

5 Points - Likert Scale
1. Strongly Disagree
2. Disagree

3. Neutral

4. Agree

5. Strongly Agree
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Platform pemasaran digital (seperti iklan online,
email marketing, sosial media, dil) membantu saya

dalam menyalurkan permintaan produk Netflix.

Platform pemasaran digital (seperti iklan online,
email marketing, sosial media, dll)membuka pintu

bagi saya untuk menjelajahi Netflix secara

menyeluruh.

Netflix melakukan penyesuaian privasi dan 5 Points - Likert Scale

memastikan saya berbagi data dengan mudah. 1. Strongly Disagree
2. Disagree

Saya merasa privasi data saya aman saat 3. Neutral

menggunakan Netflix. 4. Agree

5. Strongly Agree

Netflix mampu memberikan kustomisasi dan

informasi yang aman terhadap konsumen.

Netflix mempermudah saya dalam membuat

perbandingan produk.
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Netflix mampu untuk memberikan feedback dalam

bahasa yang mudah saya mengerti.

Respon aplikasi Netflix sangat membantu saya
dalam memberikan pendapat tentang produk

(melalui rating film dan aplikasi).

Netflix memfasilitasi dan menghasilkan konten

yang berkualitas bagi saya.

Netflix memberikan saya inovasi dan perspektif

baru.

Netflix dapat menyelesaikan permintaan produk

yang saya ingin dengan cepat.

5 Points - Likert Scale
1. Strongly Disagree
2. Disagree

3. Neutral

4. Agree

5. Strongly Agree

Pemasaran digital membantu saya mencari produk

yang tepat sambil menjelajahi Netflix.

Platform pemasaran digital (seperti iklan online,

email marketing, sosial media, dll) membantu

5 Points - Likert Scale
1. Strongly Disagree
2. Disagree

3. Neutral

4. Agree
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dalam mengembangkan hubungan antara saya dan
Netflix.

Netflix membantu saya dalam mencari produk yang
tepat sambil menjelajahi aplikasi dengan mudah.

5. Strongly Agree

Platform pemasaran digital mendorong saya untuk

terus menggunakan Netflix.

Waktu tidak terasa ketika saya menggunakan
Netflix.

Pemasaran digital milik Netflix, membuat saya
antusias dan bangga.

5 Points - Likert Scale
1. Strongly Disagree
2. Disagree

3. Neutral

4. Agree

5. Strongly Agree

Pemasaran digital Netflix membantu pelanggan
untuk pengambilan keputusan yang lebih baik

Saya bersedia untuk terus menjadi pelanggan
Netflix.

Netflix langsung terlintas di benak saya ketika saya

ingin membeli layanan streaming online.

Saya dapat memprediksi bagaimana kinerja Netflix

di masa mendatang.

5 Points - Likert Scale
1. Strongly Disagree
2. Disagree

3. Neutral

4. Agree

5. Strongly Agree
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Saya dapat mengenali Netflix dengan melihat iklan | 5 Points - Likert Scale

melalui media digital. 1. Strongly Disagree
2. Disagree

Saya akan terus menjadi pelanggan Netflix. 3. Neutral
4. Agree

Platform media digital Netflix paling membantu 5. Strongly Agree

dalam meningkatkan reputasi Netflix.
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Kesadaran Tentang Produk

0 copy

Pemasaran digital milik Netflix memberi saya informasi berkualitas dan terbaru.

129 responses

a0
55 (42.6%)
47 (36.4%)
a0
26 (20.2%)
20
0 (0%) 1 {B-IE%J
o
1 2

[0} cepy
Saya dapat mengakses informasi produk Metflix dan membeli produk dengan cepat.

129 responses

80

80 63 (48.8%)

a0 47 [35.4%)

1(0.8%) 14 {10.0%)

1

¥}
[
s
o

Appendix 1 Product Awareness
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0 copy

Media pemasaran digital Netflix menawarkan saya banyak peluang untuk menemukan
informasi tentang produk terbaru.

129 responses

g0
60 B4 (40.6%)
40
20
18 [145%)
0 (0%) 1 (0.5%)
0
1 2 3 4 5
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Kenyamanan

IO copy

Saya memiliki akses secara terus menerus selama 24 x 7 hari ke informasi di Netflix
kapanpun saya mengaksesnya.

12% responaes

a0

52 [40.3%)
40 43 (33.3%)

- 25 (10.4%)

IO cCopy

Pemasaran digital Netflix adalah cara terbaik untuk berkomunikasi dengan
mengedukasi pelanggan

12% responses

80
60 (46.5%)

18 [14.7%)

Appendix 2 Convenience
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0 cepy

Melalui platform pemasaran digital, Netflix dapat menyediakan layanan yang cepat
dan nyaman.

129 responses

a0
B 62 [48.1%)
51 (30.5%)
an
20
0 (03] 1{D.89) 15 {11.65)
o L i
1 2 5 p :

0 copy

Flatform pemasaran digital membantu saya dalam menyalurkan permintaan produk
Metflix.

129 responses

60

51 [30.5%) 92 (40.3%)

21 (16.3%)

P
£
s
on
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0 copy

Platform pemasaran digital membuka pintu bagi saya untuk menjelajahi Netflix secara
menyeluruh.

129 responses

80
57 (44.2%)
52 (40.3%)

17 [13.29%)
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Keamanan dan Privasi Informasi

IO copy

Metflix melakukan penyesuaian privasi dan memastikan saya berbagi data dengan
mudah.

129 responses

i 1]

A7 [26.4%)

21 (16.3%)

1 [E-iﬂ-%}

1

Saya merasa privasi data saya aman saat menggunakan Netflix. ID copy

129 responses

80
56 [432.4%)

42 [32.6%)

26 (20.29)

2 (1.8%) 3{2.3%)

Appendix 3 Information Security and Privacy

98



Metflix mampu memberikan kustomisasi dan informasi yang aman terhadap D copy
konsumen.

129 responses

80
56 [43.4%)
50 [Z2.£%)
40
e 21 (16.3%)
0 (09%)
o
1 > 3 4 5
10 copy

MNetflix mempermudah saya dalam membuat perbandingan produlk.
129 responses

a0

22 [17.1%)

1(0.8%)

1

%]
]
s
]
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Feedback aplikasi dan Pemenuhan Permintaan Pelanggan

IO copy

Metflix mampu untuk memberikan feedback dalam bahasa yang mudah saya
mengerti.

129 responses

80
60 (46.5%)

17 {13:29)

I0 copy

Respaon aplikasi Metflix sangat membantu saya dalam memberikan pendapat tentang
produk (melalui rating film dan aplikasi).

129 responses

G0

56 (42.4%)

53 (41.1%)

_ 16 {12.4%)
4(3.1%)

_.
ra
[
s
n

Appendix 4 Feedback and Consumer Compliance
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10 copy

Metflix memfasilitasi dan menghasilkan prospek film yang berkualitas bagi saya.

129 responses

20
60 86 (51.2%)
a0
20
0 (0%) 1(0.8%) 14 (10.09%)
o
1 z 2 4 5
Metflix memberikan saya inovasi dan perspektif baru. I_D Copy
129 responses
60
53 (41.1%) 55 (42.8%)
a0
= 21 (16.3%)
0 (0] 0{0%)
o
1 2
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I copy

Metflix dapat menyelesaikan permintaan produk yang saya ingin dengan cepat.

129 responses

80
55 (42.8%)
40
e 21 (16.3%)
0 (0%)
o
1 2 3 4 5
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Hubungan Antara Merek dan Pelanggan

IO copy

Pemasaran digital membantu saya mencari produk yang tepat sambil menjelajahi
Metflix.

129 responses

60

51 [38.5%) 50 (36.8%)

20 23 (17.5%)

IO copy
Flatform pemasaran digital membantu dalam mengembangkan hubungan antara saya
dan Netflix.

129 responses

B0
56 (43.4%)

42 (32 6%)

26 (20.29%)

Appendix 5 Consumer and Brand Relationship
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IO copy
Metflix membantu saya dalam mencari produk yang tepat sambil menjelajahi aplikasi
dengan mudah .

129 responses

a0

53 (41.1%) 52 [40.2%)

18 (14.7%)
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Keterlibatan Pelanggan

Flatform pemasaran digital mendorong saya untuk terus menggunakan Netflix. IO copy

129 responses

60
54 (41.9%)

36 [27.0%)

30 (23.3%)

Waktu tidak terasa ketika saya menggunakan Netflix. 10 Copy

129 responses

a0

70 (54.2%)

1(0.8%) 12 (8.3%)

1

ra
[
.
o

Appendix 6 Consumer Engagement
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Pemasaran digital milik Netflix, membuat saya antusias dan bangga D copy

129 responsses

a0

52 [40.2%)

40 3
Count: 27 40 (31%])

7 (20.0%)

2 (1.6%) £ (6.2%)
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Citra Merk

Pemasaran digital Netflix membantu pelanggan untulk pengambilan keputusan yang [0 Copy
lebih baik

129 responses

a0

A7 [35.4%)

28 (21.79)

1(0.8%)

1

Saya bersedia untuk terus menjadi pelanggan MNetflix. D copy

129 responses

a0

50 [38.8%)

23 (17.1%)

1(0.8%) 8 (4.7%)

1

ra
£
e
o

Appendix 7 Brand Image
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Metflix langsung terlintas di benak saya ketika saya ingin membeli layanan streaming D copy
online.

129 responses

a0

15 {11.5%)

Saya dapat memprediksi bagaimana kinerja Metflix di masa mendatang. IO copy

129 responses

a0

a0 42 (32 6%)

30 (23.3%)

2 [1.5%)
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Niat Membeli

Saya dapat mengenali Netflix dengan melihat iklan melalui media digital. | Copy

129 responses

B3 [48.8%)

46 [35.7%)

20 {15.5%)

a0
80
40
20
0 (09) 0 (0%}
o |
1 z

Saya akan terus menjadi pelanggan Metflix.

129 responses

a0

2 (1.5%)

Appendix 8 Purchase Intention

IO copy

51 (30.5%) 51 [20.5%)

20 {15.5%)
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Platform media digital membantu dalam meningkatkan reputasi Netflix. D copy

12% responses

i 1]
56 [43.4%) 56 [43.4%)
40
20
16 {12-4%)
0 (096) 1 {ﬂ.IE%]
v]
1 2 3 4 5
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Appendix 9 Sharing Method
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How Ower The Top Pla letflix’s Customer Engagement,
Digital Marketing, and rurcnase imeention in Indonesia
Responden yang terhormat, Perkenalkan saya Surya Sakagiri dengan NPM

Responden yang terhormat,

Perkenalkan saya Surya Sakagiri dengan NPM (191225114),
mahasiswa Program Studi Manajemen Internasional, Fakultas Bisnis
dan Ekonomika, Universitas Atma Jaya Yogyakarta. 5aat ini, saya
sedang menempuh tugas akhir sebagai syarat untuk menyelesaikan
skripsi jenjang 51 dengan melakukan penelitian mengenai “How
Ower The Top Platform Affect Netflic's Customer Engagement, Digital
Marketing, and Purchase Intention in Indonesia”. Adapun kriteria
responden dalam. penelitian ini:

1. Responden yang mengetahui dan familiar dengan Netflie

2. Responden yang melakukan transaksi untuk berlangganan Netflix
minimal 2 kali dalam 1 tahun terakhir.

3.Responden yang rutin menggunakan Netflix sebagai preferensi
layanan streaming minimal 2 kali dalam 1 _..R 120PM

29 May 2023, 20012

maaf mengganggu waktunya, karena
masih diperlukan penambahan data,
talong isi kuesioner skripsiku ya .0,
thanks!

https:ffbit.ly/UntukSursaWisuda

How Cwer The Top Platform Affect Metflix's
Customer Engagement, Digital Marketing, and
Purchase Intention in Indonesia
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Appendix 10 Raw Data
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Appendix 11 Main Graph
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Appendix 12 Bootstraping Data
Original 5ampl.. T Statistics (|Q/... P Values
Brand image -> Purchase Intention 0.473 4,563 0.000
Consumer Engagement -> Purchase Intention 0.127 1.461 0.144
Digital Marketing -> Brand image 0.226 29.591 0.000
Digital Marketing -> Consurmer Engagement 0.764 20.831 0.000
Digital Marketing -> Purchase Intention 0.3 2618 0.009
Appendix 13 Path Coefficient
Original 5ampl.. T Statistics (|O/STDEV]) P Values
Digital Marketing -= Brand image -> Purchase Intention 0.391 4630 0.000
Dhgital Marketing -> Consumer Engagement -> Purchase Intention 0.097 1435 0.151

Appendix 14 Specific Indirect Effect
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Total Effects

Original 5ampl.. T Statistics (|O/... P Values

Brand image -> Purchase Intenticn 0473 4,563 0.000
Consumer Engagement -> Purchase Intention 0.127 1.461 0.144
Digital Marketing -» Brand image 0.826 29.591 0.000
Digital Marketing -» Consumer Engagement 0.764 20.831 0.000
Digital Marketing -> Purchase Intention 0.788 21.938 0.000

Appendix 15 Total Effects

c2 | Bl |L B2 |[ 1E] ||isl4 |
-\

L2 oa4g 0768 0802 gy
ct /

oY

c5 w5

PI
\ Olm/*

0.776
0.301 I — —+ PI2

PI3

FCCH

FCC2

FCC3 Purchase Intention

0.127

K/ )
ISP3 /
X / L
15p4 Conspmer 050
%7 0.842Engagament .
PA1 / l \

CE1 CE2 CE3

Appendix 16 PLS Data
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Mo, Missing

PA1 1 0
PA2 2 0
PA3 3 0
C1 4 0
c2 5 0
c3 6 0
C4 7 0
C5 8 0
15P1 9 0
I15P2 10 0
I5P3 11 ]
15P4 12 0
FCC1 13 0
FCC2 14 0
FCC3 15 0
FCC4 16 0
FCC5 17 0
CBR1 13 0
CBR2 19 0
CBR3 20 0
CE1 21 0
CE2 22 0
CE3 23 0
Bl 24 o
Bl2 25 0
BI3 26 0
Bl4 27 0
P 28 0
P2 29 0
PI3 30 0

Mean
414

4,180
4.203
4,070
4148
4367
4172
4219
4203
4133
4,195
4195
4.281

4.250
4383
4258
4141

4148
4.047
4,195
4,039
4359
4023
4,062
4102
4320
3545
4328
A4N7
4.289

Median
4,000
4,000
4,000
4,000
4.000
4,000
4,000
4.000
4,000
4,000
4,000
4,000
4,000
4,000
5.000
4,000
4,000
4,000
4.000
4,000
4,000
5.000
4,000
4,000
4,000
4,000
4,000
4,000
4,000
4,000

2.000
1.000
2,000
2.000
2.000
3.000
2.000
2.000
1.000
1.000
2,000
1.000
2.000
2,000
2.000
3.000
2,000
2.000
2.000
2.000
2.000
1.000
1.000
1.000
1.000
2.000
1.000
3.000
1.000
2.000

Max  Standard Devia...

5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000
5.000

0.758
0.795
0.700
0.937
0.782
0.683
0.830
0.760
0.851
0.922
0.761
0.902
0.780
0.791
0.708
0.721
0.817
0.821
0.228
0.801
0.963
0.836
1.004
0.382
0.900
0.770
0.955
0.730
0.915
0.709

Excess Kurtosis
-0.249
1.795
-0.367
-0.573
0.032
-0.712
-0.104
0.083
0.685
0.628
-0.397
0.466
0.070
0.246
-0.043
-0.989
-0.064
-0.355
-0.413
-0.040
-0.848
1.994
-0.043
0.052
0.328
0312
0118
-0.915
0.996
-0.301

Skewness
-0.352
-1.092
-0.445
-0.661
-0.666
-0.623
-0.748
-0.718
-0.943
-0.935
-0.563
-0.980
-0.842
-0.864
-0.844
-0.435
-0.701
-0.627
-0.507
-0.740
-0.556
-1.412
-0.798
-0.677
-0.854
-0.937
-0.708
-0.603
-1.040
-0.618

Appendix 17 Mean Median Max
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Brand image Consumer Eng... Digital Marketi... Purchase Inten...

CE1

FCC
FCC2
FCC3
FCC4

FCC5 0.759
ISP 0.722
Appendix 18 Outer Loading
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I5P2 0.679

I5P3 0.749

I5P4 0.703

PA1 0.725

PAZ 0.727

PA3 0.641

FI 0.848

P12 0.776

P13 0.846
Cronbach's Al.. rho_ A Composite Rel...  Average Varian...

Brand Image 0.823 0.826 0.883 0.653

Consumer Eng... 0.778 0.800 0.871 0.693

Digital Marketi... 0.947 0.951 0.953 0.504

Purchase Inten... 0.763 0.764 0.864 0.674

Appendix 19 Average Variance Extracted

Brand image Consumer Eng... Digital Marketi... Purchase Inten...

Brand image 0.308

Consumer Eng... 0.728 0.232

Digital Marketi... 0.826 0.764 0.710

Purchase Inten... 0.814 0.701 0.788 0.824

Appendix 20 Discriminant Validity
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Brand image Consurmer Eng... Digital Marketi... Purchase Inten...

BN 0.243 0.683 0,743 0.692
Bl2 0.763 0.578 0.663 0.719
El3 0.802 0.4%6 0.590 0.601
El4 0.812 0.576 0.654 0.603
1 0.424 0.404 0.5346 0.381
c2 0.644 0.582 0.779 0.618
3 0.516 0.336 0.699 0.5
4 0.619 0.515 0.730 0.661
C5 0,548 0.510 0,743 0.650
CER1 0.701 0.650 0.7 0.642
CBR2 0.694 0.729 0.774 0.634
CBR3 0.659 0.557 0.776 0.619
CE1 0.663 0.842 0.706 0.615
CE2 0.420 0.7e0 0.508 0.481
CE3 0.650 0.289 0.670 0.651
FCC1 0.423 0.469 0.59 0.437
FCC2 0,455 0.463 0.639 0.485
FCC3 0.441 0.516 0.631 0.481
FCC4 0.530 0.5%4 0.722 0.536
FCC5 0.666 0.694 0.759 0.596
15P1 0.650 0.426 0.722 0.569
I5P2 0.547 0.576 0.679 0.443
I5P3 0.620 0.573 0,749 0.544
I5P4 0.681 0.6086 0.703 0.527
PAT 0.625 0.479 0.725 0.630
PA2 0.578 0.431 0.727 0.585
PA3 0.559 0.508 0.641 0.516
P 0.659 0.567 0.707 0.243
P12 0.661 0.624 0.589 0.776
P13 0.691 0.544 0.651 0.246

Appendix 21 CrossLoading
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R Square R Square Adjus...

Brand image 0,632 0.630
Consumer Engagement 0.584 0.581
Purchase Intention 0,711 0.704
Appendix 22 Table of R Square
Brand image Consumer Eng... Digital Marketi... Purchase Inten...
Brand image 0.228
Consumer Engagement 0.021
Digital Marketing 2.148 1.403 0.082
Purchase Intention
Appendix 23 Table of F Square
550 S5E  QF (=1-55E/550)
Brand Image 512,000 289.123 0.435
Consumer Eng... 334.000 234,136 0.390
Digital Marketi... 2560000 2560.000
Purchase Inten... 384.000 202.209 0.473

Appendix 24 Table of Q Square

Ly

Purchase Intention

OF (=1-55E/550)

0.473

| Digital Marketing

Consumer Engagement
Brand image

Appendix 25 Blindfolding

0.390
0.435
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Cronbach's 4l...

rho_&  Composite Rel...

HAverage Varian...

Erand image 0.823 0.826 0.883 0.653
Consumer Engagement 0.778 0.800 0.871 0.693
Digital Marketing 0.947 0.951 0.953 0.504
Purchase Intention 0.763 0.764 0.864 0.679
Appendix 26 Cronbach Alpha and Composite Reliability
Original 5ampl... Sample Mean (... Standard Dewvia.. T Statistics (|O/... P Values
Brand image -> Purchase Intenticn 0.473 0.465 0,104 4.568 0.000
Consumer Engagement -> Purchase Intention 027 0.130 0.087 1.461 0.144
Digital Marketing -> Brand image 0.826 0.829 0.028 29.591 0.000
Digital Marketing -> Consumer Engagement 0.764 0.767 0.037 20.881 0.000
Digital Marketing -> Purchase Intention 0.301 0.307 0.113 2618 0.009
Appendix 27 Direct Path Coeficient
Original 5ampl... Sample Mean (... Standard Devia.. T Statistics (/0. P Values
Digital Marketing -> Brand image -> Purchase Intention 0.39 0.385 0.084 4,630 0.000
0.097 0.100 0.067 1435 0.151

Digital Marketing -» Consumer Engagement -> Purchase Intention

Appendix 28 Indirect Effect
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