
THE IMPACT OF SOCIAL MEDIA MARKETING DIMENSIONS, CONSUMER-

BRAND ENGAGEMENT TOWARD BRAND IMAGE AND AWARENESS OF 

SAMSUNG SMARTPHONE IN INDONESIA 

 

THESIS 

Presented as Partial Fulfilment of the Requirements of the Degree of Sarjana Manajemen (S1) in 

International Business Management Program Faculty of Business and Economics  

Universitas Atma Jaya Yogyakarta 

 

SUPERVISOR: Nadia Nila Sari, SE., MBA. 

 

 

 
 

Arranged by:  

Anggit Melani (201225759)  

 

DEPARTMENT MANAGEMENT  

FACULTY OF BUSINESS AND ECONOMICS 

UNIVERSITAS ATMA JAYA YOGYAKARTA  

2024 

  



ii 
 

 
 



iii 
 

 

 

 



iv 
 

AUTHENTICITY ACKNOWLEDGEMENT 
 

 I, Anggit Melani, hereby declare that the work contained in this thesis “The Impact of 

Social Media Marketing Dimensions, Consumer-Brand Engagement Toward Brand Image and 

Awareness of Samsung Smartphone in Indonesia” is exclusively own, unless otherwise specified. 

The sources employed in this thesis have been properly cited and referenced. I have not employed 

any unauthorized resources or assistance in the completion of this assignment.  

 In addition, I attest that this thesis has not been submitted for any other degree or 

qualification at Universitas Atma Jaya Yogyakarta or any other institution.  

 

 

 

         

 

 

 

 

 

 

 

 

 

         Yogyakarta, 15th July 2024 

 

 

 

 

 

         Anggit Melani 

 

 



v 
 

 

ACKNOWLEDGEMENT 
 

This work is first and foremost dedicated to the Almighty for the mercy and graciousness 

of the Lord upon me to complete this thesis. Hereby handed over to, herewith titled " The Impact 

of Social Media Marketing Dimensions, Consumer-Brand Engagement Toward Brand Image and 

Awareness of Samsung Smartphone in Indonesia," in partial fulfillment of the requirements for 

obtaining the bachelor’s degree from Universitas Atma Jaya Yogyakarta.  

The writing of this thesis has been a journey of immense learning and personal growth. 

Indeed, it relates to extensive research, thoughtful analysis, and the investing of countless hours. I 

am deeply grateful to everyone who helped and supported me on my way. I would like to express 

deep gratitude to my supervisor, Nadia Nila Sari, SE., MBA, who has properly guided, encouraged, 

and offered much valuable criticism. Her expertise and time invested proved very instrumental in 

shaping the line and quality of this work. 

I would also like to extend my deepest and sincere gratitude to my family and friends, 

whose support and understanding have been my strength and driving force in such a herculean 

task. Special appreciation goes to my fellow students, who provided me with stimulating 

discussions and bred camaraderie that enriched my academic journey. 

And finally, all the authors, researchers, and institutions whose work contributes to the 

foundation of my research. 

It is my hope that the thesis will play its part in a meaningful contribution toward the field 

of Management and be a useful reference to other future researchers. 

 

 

 

 

 

 

 

 

 



vi 
 

 

TABLE OF CONTENTS 
 

AUTHENTICITY ACKNOWLEDGEMENT ......................................................................... IV 

ACKNOWLEDGEMENT ........................................................................................................... V 
TABLE OF CONTENTS ........................................................................................................... VI 

LIST OF TABLES ................................................................................................................... VIII 
LIST OF FIGURES .................................................................................................................... IX 

ABSTRACT ................................................................................................................................... 1 
CHAPTER I INTRODUCTION ................................................................................................. 2 

1.1 RESEARCH BACKGROUND ...................................................................................................... 2 
1.2 PROBLEM STATEMENT ........................................................................................................... 9 
1.4 RESEARCH BENEFIT ............................................................................................................. 10 
1.5 WRITING SYSTEMATIC ......................................................................................................... 10 

CHAPTER II LITERATURE REVIEW .................................................................................. 12 
2.1 LITERATURE REVIEW ........................................................................................................... 12 
2.1.1 SOCIAL MEDIA MARKETING ............................................................................................. 12 

2.1.1.1 Entertainment ............................................................................................................ 12 
2.1.1.2 Customization ........................................................................................................... 12 
2.1.1.3 Interaction ................................................................................................................. 13 
2.1.1.4 Electronic Word of Mouth (E-WOM) ...................................................................... 13 
2.1.1.5 Trendiness ................................................................................................................. 13 
2.1.2 Consumer-Brand Engagement ..................................................................................... 14 
2.1.3 Brand Awareness ......................................................................................................... 14 
2.1.4 Brand Image ................................................................................................................. 14 

2.2 PREVIOUS STUDY ................................................................................................................. 15 
2.3 HYPOTHESIS DEVELOPMENT ................................................................................................ 19 

2.3.1 The Influence of Entertainment towards Consumer-Brand Engagement .................... 19 
2.3.2 The Influence of Customization towards Consumer-Brand Engagement ................... 20 
2.3.3 The Influence of Interaction towards Consumer-Brand Engagement ......................... 21 
2.3.4 The Influence of Electronic Word-of-Mouth towards Consumer-Brand Engagement 22 
2.3.5 The Influence of Trendiness towards Consumer-Brand Engagement ......................... 22 
2.3.6 The Influence of Consumer-Brand Engagement on Brand Awareness ....................... 23 
2.3.7 The Influence of Consumer-Brand Engagement on Brand Image ............................... 24 

2.4 RESEARCH MODEL ............................................................................................................... 24 

CHAPTER III RESEARCH METHODOLOGY .................................................................... 26 
3.1 TYPE OF RESEARCH .............................................................................................................. 26 
3.2 OBJECTS, SUBJECTS, AND LOCATION OF RESEARCH ............................................................ 26 
3.3 POPULATION AND SAMPLE ................................................................................................... 26 



vii 
 

3.4 DATA COLLECTION METHODS ............................................................................................. 27 
3.5 OPERATIONAL DEFINITION ................................................................................................... 28 
3.6 MEASUREMENT DATA .......................................................................................................... 36 
3.7 METHODS OF DATA ANALYSIS ............................................................................................. 36 

3.7.1 Descriptive Statistics .................................................................................................... 36 
3.7.2 Instrument Testing ....................................................................................................... 37 
3.7.3 Analysis Tools ............................................................................................................. 39 

CHAPTER IV DATA ANALYSIS AND DISCUSSION ......................................................... 41 
4.1 FILTER QUESTIONS ............................................................................................................... 41 
4.2 RESPONDENT DEMOGRAPHICS ............................................................................................. 42 
4.3 STATISTIC DESCRIPTIVE RESULTS ........................................................................................ 44 

4.3.1 Mean average and standard deviation .......................................................................... 44 
4.4 OUTER MODEL ..................................................................................................................... 46 

4.4.1 Convergent Validity ..................................................................................................... 46 
4.4.2 Discriminant Validity ................................................................................................... 49 

4.5 INNER MODEL ...................................................................................................................... 51 
4.5.1 F-Square Test ............................................................................................................... 52 
4.5.2 The Coefficient of Determination (R²) ........................................................................ 53 
4.5.3 Predictive Relevance or Blindfolding .......................................................................... 54 
4.5.4 Path Coefficient (Direct Effect) ................................................................................... 55 

4.7 DISCUSSION ......................................................................................................................... 58 
4.7.1 The Effect of Entertainment towards Consumer-Brand Engagement ......................... 58 
4.7.2 The Effect of Customization towards Consumer-Brand Engagement ......................... 58 
4.7.3 The Effect of Interaction toward Consumer-Brand Engagement ................................ 59 
4.7.4 The Effect of Electronic Word-of-Mouth toward Consumer-Brand Engagement ...... 59 
4.7.5 The Effect of Trendiness toward Consumer-Brand Engagement ................................ 60 
4.7.6 The Effect of Consumer-Brand Engagement toward Brand Awareness ..................... 61 
4.7.7 The Effect of Consumer-Brand Engagement toward Brand Image ............................. 61 

CHAPTER V CONCLUSION ................................................................................................... 62 
5.1 CONCLUSION ........................................................................................................................ 62 
5.2 MANAGERIAL IMPLICATION ................................................................................................. 64 
5.4 RESEARCH LIMITATION ........................................................................................................ 69 
5.5 SUGGESTION FOR FUTURE RESEARCH .................................................................................. 69 

REFERENCES ............................................................................................................................ 71 

ATTACHMENT ......................................................................................................................... 74 
1. QUESTIONNAIRE DATA ...................................................................................................... 74 
2. RESEARCH QUESTIONS ...................................................................................................... 77 
3. QUESTIONNAIRE ON GOOGLE FORM .................................................................................. 90 
4. RAW DATA ...................................................................................................................... 105 

 

 

 



viii 
 

 

LIST OF TABLES 
 

Table 1.1  Number of Smartphone Users in Indonesia ................................................................... 2 

Table 1.2  Market Share of Leading Mobile Vendors in Indonesia as of January 2024 ................ 3 

Table 2.1  Previous Research ........................................................................................................ 15 

Table 3.1  Variable Operation Definition ..................................................................................... 28 

Table 3.2  5-point Likert Scale ..................................................................................................... 36 

Table 3.3  Score Interpretation ...................................................................................................... 37 

Table 4.1  Filter Questions 1 ......................................................................................................... 41 

Table 4.2  Filter Questions 2 ......................................................................................................... 41 

Table 4.3  Filter Questions 3 ......................................................................................................... 42 

Table 4.4  Respondent Demographics .......................................................................................... 42 

Table 4.5  Occupation Distribution ............................................................................................... 43 

Table 4.6  Monthly Income Distribution ...................................................................................... 43 

Table 4.7  Respondents Most Used Social Media Platforms ........................................................ 44 

Table 4.8  Results of mean average and standard deviation ......................................................... 45 

Table 4.9  Loading Factor ............................................................................................................. 47 

Table 4.10  Average Variance Extracted ...................................................................................... 48 

Table 4.11  Composite Reliability ................................................................................................ 49 

Table 4.12  Cross Loading ............................................................................................................ 50 

Table 4.13  HTMT (Heterotrait-Monotrait Ratio) ........................................................................ 51 

Table 4.14  F-Square Test ............................................................................................................. 52 

Table 4.15  Coefficient of Determination ..................................................................................... 53 

Table 4.16  Predictive Relevance (Blindfolding) ......................................................................... 54 

Table 4.17  Path Coefficient (Direct Effect) ................................................................................. 55 

  



ix 
 

LIST OF FIGURES 
 

Figure 1.1 The Evolution of Samsung Smartphone Galaxy Series ................................................ 5 

Figure 1.2 Samsung Galaxy S24 Release on Samsung Offical Youtube ....................................... 5 

Figure 1.3 Samsung Instagram Account ......................................................................................... 6 

Figure 1.4 Samsung Indonesia Instagram Account ........................................................................ 7 

Figure 1.5 Samsung Instagram Engagement .................................................................................. 8 

Figure 4.1 Outer Models Source: PLS Application ...................................................................... 46 



1 
 

ABSTRACT 
THE IMPACT OF SOCIAL MEDIA MARKETING DIMENSIONS, CONSUMER-BRAND 

ENGAGEMENT TOWARD BRAND IMAGE AND AWARENESS OF SAMSUNG 

SMARTPHONE IN INDONESIA 

 

Anggit Melani 

Student Number: 201225759 

 
This study examines the impact of social media marketing (SMM) on consumer-brand 

engagement (CBE) and how it influences brand image and awareness of Samsung smartphones in 
Indonesia. Indonesia is a rapidly growing smartphone market, and social media is a powerful tool 
for brands to reach consumers. The study investigates how SMM dimensions, such as entertainment, 
customization, interaction, E-WOM, and trendiness, influence CBE.  
The research also investigates the effects of CBE on brand image and brand awareness specifically 
for Samsung smartphones. Brand image refers to consumers' perception and overall impression of 
the brand, while brand awareness indicates the extent to which consumers recognize and recall the 
brand. By examining these relationships, the study aims to uncover how engaging consumers 
through social media can enhance their perceptions of Samsung and increase their awareness of the 
brand. 

The methodology involves a comprehensive analysis of social media interactions and 
consumer feedback using quantitative research techniques. This research provides valuable insights 
for marketing professionals and Samsung itself, enabling strategies to be tailored to the specific 
social media behaviours and preferences of Samsung's engaged audience in Indonesia. The findings 
have broader implications beyond the Indonesian market, offering a framework for other emerging 
markets with similar social media dynamics.  

This research provides valuable insights for marketing professionals and Samsung itself. By 
understanding how SMM dimensions influence CBE, and how CBE in turn affects brand image and 
awareness, strategies can be tailored to the specific social media behaviours of Samsung's engaged 
audience in Indonesia. In conclusion, this study emphasizes the critical role of social media 
marketing in driving consumer engagement and shaping brand perceptions in the modern digital 
landscape. It emphasizes the need for brands to adopt a multifaceted and consumer-centric approach 
to SMM to build strong, positive, and memorable brand experiences.  
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