CHAPTER V
CONCLUSION

5.1 Conclusion

Based on the results of analyses and research that has been conducted in this “The
Impact of Denny Sumargo Credibility as Social Media Influencer on the Purchase Intention of
Burger Bangor” named research, we can conclude that;

1. Influencer’s credibility has a positive and significant influence on purchase intention.
The strongest dimension that can have an impact on purchase intention is attractiveness.
This result indicates that the credibility of Denny Sumargo can influence purchase
intention in Burger Bangor.

2. Influencer’s attractiveness has a positive and significant influence on purchase
intention. Attractiveness is one of the dimensions of credibility that could affect
consumer acceptance. This means that Denny Sumargo’s attractiveness as an influencer
affected the purchase intention of Burger Bangor.

3. Influencer’s trustworthiness has a positive and significant influence on purchase
intention. Trustworthiness can persuade consumers and change the way their buying
behaviour. This result indicates that Denny Sumargo’s trustworthiness has a significant
impact on the purchase intention of Burger Bangor

4. Influencer’s expertise has a positive and significant influence on purchase intention.
Expertise, as a credibility dimension, can be an important factor in purchase intention
of a consumer. It means that Denny Sumargo’s expertise has a significant impact on

the purchase intention of Burger Bangor.

5.2 Managerial Implications
Based on the result of this study, there are some implications that can be used in
business, especially in the food and beverages industry;
a. Credibility has a significant impact on purchase intention. So, businesses should hire or
collaborate with influencers who are known to have good credibility.
b. Based on the result of this study, businesses could work with influencers who are
attractive in appearance or behavior, since attractiveness tends to have the strongest

impact on purchase intention.
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C.

Businesses could give influencers with a proper knowledge about the brands or
products, so consumers could consider purchasing the product since expertise could
influence consumers’ purchase intention.

Trustworthiness is also one of the factors that could influence purchase intention. It is
important for businesses to choose an influencer who is honest to build a relationship

with consumers.

5.3 Research Limitations

Researchers acknowledge that there exist several limitations in this study during the

process of research. Some limitation that can be identified are such;

a.

Since this research is conducted by using an online questionnaire, the distribution of
respondents obtained was uneven, such that the majority of the gender of the respondent
was male or the income group that was not distributed evenly. Since the demography
was not even, it is not possible to see how balanced the representation of each group is.
During research, there are a few respondents who do not understand or read the
questions carefully. This could lead to a bias in research.

Total samples used in this research is relatively small, so it can't describe the whole
population well.

There was still restricted previous research about this topic, so the sources for this

research are relatively small.

5.4 Future Research Suggestion

The researcher is aware of several limitations in this study. Therefore, here are some

suggestions for further research for a more comprehensive contribution;

a.

For further research, the scope can be expanded by examining other factors, such as
brand perception or brand image. These factors can be included to provide a deeper
understanding of purchase intention.

Future research could aim for a more specific demography, such as age or job, or done
in a specific area. This approach could obtain new insight and conclusions.

For future research, it is recommended to search for more related studies with broader
indicators.

For future research, it is recommended to examine other F&B businesses in Indonesia.
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APPEND

IX

Appendix 1. Validity Test of Attractiveness

Correlations
AT1 AT2 AT3 AT4 ATS AT
AT1  Pearson Correlation 1 .815" 751t 774 7557 914
Sig. (2-tailed) .000 .000 .000 .000 000
N 129 129 129 129 129 129
AT2  Pearson Correlation  .815 1 710”7 787 673"  .888"
Sig. (2-tailed) .000 .000 .000 .000 .000
N 129 129 129 129 129 129
AT3  Pearson Correlation 751"  .710" 1 770" 7097 .81”
Sig. (2-tailed) .000 .000 .000 .000 .000
N 129 129 129 129 129 129
AT4  Pearson Correlation  .774  .787° 770" 1 754" 9137
Sig. (2-talled) 000  .000  .000 000 .000
N Pad’asd 1291 129 129 129 129 129
ATS  Pearson Correlation  .755 673  .709" 754" 1 875
~Sig. (2-tailed) 000 000 000  .000 .000
MO 129 129 129 129 129 129
AT Pearson Correlation  .914~  .888  .881"  .913" 875" 1
~ '_g._tz-tailed} 000 000 .000 .000 000
N 129 129 129 129 129 129
**. Correlation is significant at the 0.01 level (2 -tailed).
Appendix 2. Validity Test of Trustworthiness
Correlations
T™WI1 ™2 ™W3 TW4 TWS ™
TW1  Pearson Correlation 1. 301" | 040 S 2?10 | 908"
Sig. (2-tailed) .00 .000  .000  .000  .000
AN 129 129 129 129 129 129
TW2  Pearson Correlation  .801"" 1 746" 741" 673" 890"
Sig. (2-tailed) .000 .000 .000 .000 .000
LN 129 129 129 129 129 129
TW3  Pearson Correlation  .742"" 746" 1| 762074 7.all”.897""
Sig. (2-tailed) .000 .000 .000 .000 .000
N 129 129 129 129 129 129
TW4  Pearson Correlation 792" 741" 762" 1 692" 894"
Sig. (2-tailed) 000 .000  .000 .000 .000
N 129 129 129 129 129 129
TW5  Pearson Correlation  .710" 673" 747" 692" 1 862"
Sig. (2-tailed) .000 .000 .000 .000 .000
N 129 129 129 129 129 129
TW  Pearson Correlation  .908"  .890  .897  .894  .862" 1
Sig. (2-tailed) .000 .000 .000 .000 .000
N 129 129 129 129 129 129

**_ Correlation is significant at the 0.01 level (2-tailed).
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Appendix 3. Validity Test of Expertise

Correlations
EX1 EX2 EX3 EX4 EX5 EX
EX1  Pearson Correlation 1 779" 7347 768" 666 .881
Sig. (2-tailed) .000 000 .000 .000 000
N 129 129 129 129 129 129
EX2  Pearson Correlation  .779" 1 780" .878"  .728" 926"
Sig. (2 -tailed) .000 000 .000 .000 000
N 129 129 129 129 129 129
EX3  Pearson Correlaton  .734  .780° 1 .804  .705  .Bo4
Sig. (2-tailed) .000 .000 .000 .000 000
N 129 129 129 129 129 129
EX4  Pearson Correlation  .768°  .878°"  .804" 1 .734” e31”
Sig. (2-tailed) .000 .000 .000 .000 000
N 129 129 129 129 129 129
EX5S  Pearson Correlation  .666°  .728" 705  .734" 1 .856
Sig. (2-tailed). 000 .000 000 000 1000
N 129 129 129 129 129 129
EX  PearsonCorrelaon  .881° 926  .894"  .931"  .856 1
Sig. (2-tailed) 000 000  .000  .000  .000
N 129 129 129 129 129 129
**_ Correlation is significant at the 0.01 level (2 -tailed).
Appendix 4. Validity Test of Purchase Intention
Correlations
PIL PI2 PI3 Pl4 PIS Pl
PIL  Pearson Correlation 3 | 754" |7 ec2ilNN660 730" 355"
" Sig. (2-tailed) 000 .000 .000 000 .000
N 129 129 129 129 129 129
B2 Pearson Correlation  .754" 17798 | 728" | 812" | .017"
Sig. (2-tailed) .000 000 .000 .000 .000
A\ 129 129 129 129 129 129
PI3'.  Pearson Correlation  .662°  .798" 1 .718" . .774" 886"
" Sigi(2=tailed) 000 .000 000 000 1000
N 129 129 129 129 129 129
Pl4  PearsonCorrelation  .669"  .728"  .718" 1 .8s2” 884"
Sig. (2-tailed) 000 000 .000 .000 .000
N 129 129 129 129 129 129
PIS Pearson Correlation 730" 812" 774" 852" 1 930"
Sig. (2-tailed) 000  .000  .000 .000 .000
N 129 129 129 129 129 129
Pl Pearson Correlation 855" .9;:: 886" 884" 930" 1
Sig. (2-tailed) .000 .000 .000 .000 .000
N 129 129 129 129 129 129

**. Correlation is significant at the 0.01 level (2-tailed).
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Appendix 5. Reliability Test of Variables

Reliability
Scale: ALL VARIABLES

Case Processing Summary

N %
Cases Valid 129 100.0
Excluded® 0 .0
Total 129 100.0

Reliability
Scale: ALL VARIABLES

Case Processing Summary

a. Listwise deletion based on all
variables in the procedure.

Reliability Statistics

Cronbach's
Alpha N of ltems

.937 =

Reliability
Scale: ALL VARIABLES

Case Processing Summary

N %
Cases Valid 129 100.0
Excluded? 0 .0
Total 129 100.0

a. Listwise deletion based on all
variables in the procedure.

Reliability Statistics

Cronbach's
Alpha N of Items

.934 5

N %
Cases  Valid 129 100.0
Excluded?® 0 .0
Total 129 100.0

Reliability
Scale: ALL VARIABLES

Case Processing Summary

a. Listwise deletion based on all
variables in the procedure.

Reliability Statistics

Cronbach's
Alpha N of Items

.939 5

N %
Cases Valid 129 100.0
Excluded® o .0
Total 129 100.0

a. Listwise deletion based on all
variables in the procedure.

Reliability Statistics

Cronbach's
Alpha N of Items

.937 5




Appendix 6. Correlation Analysis

Correlations Correlations
EX Pl ™ Pl
EX Pearson Correlation 1 610" TW Pearson Correlation 1 7 641"
Sig. (2-tailed) .000 Sig. (2-tailed) .000
N 129 129 N 129 129
Pl Pearson Correlation 610" 1 Pl Pearson Correlation 641" 1
Sig. (2-tailed) -000 Sig. (2-tailed) .000
N LB L2 N 129 129
**. Correlation is significaptel it EaER **_Correlation is significant at the 0.01 level
Correlations (2-tailed).
AT Pl
AT Pearson Correlation 1 632"
Sig. (2-tailed) .000
N 129 129
Pl Pearson Correlation | 632" 1
 Sig. (2-tailed) .000
N 129 129
**_Correlation is significant at the 0.01 level

(2 -tailed).
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Appendix 7. Hypothesis Testing

Variables Entered/Removed?

Variables Variables
Model Entered Removed Method

- AT® _ Enter

a. Dependent Variable: PI
b. All requested variables entered.

Model Summary
usted R Std. Error of

Model R R Square uare the Estimate
1 632* .399
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Appendix 8. Google Form Questionnaire

Pengaruh Kredibilitas
Denny Sumargo
sebagai Influencer
terhadap Niat
Pembelian Burger
Bangor

Salam sejahtera, saudara/saudari sekalian.

Saya Mahesa Dwika Abraham Yudhistira dari
Fakultas Bisnis dan Ekonomika, Program Studi
Manajemen Internasional, Universitas Atmajaya
Yogyakarta yang saat ini sedang melakukan
pengumpulan data untuk skripsi dengan judul "The
Impact of Denny Sumargo Credibility as Social
Media Influencer on the Purchase Intention of
Burger Bangor”

Dalam kuesioner ini, saya membutuhkan responden
yang memenubhi kriteria sebagai berikut:

1. Mengetahui brand Burger Bangor

2. Mengetahui Denny Sumargo

3. Belum Pernah membeli Burger Bangor

4. Mengetahui iklan Burger Bangor oleh Denny
Sumargo di media sosial Instagram

Saya memohon ketersediaan anda untuk mengisi
kuesioner dengan sebaik mungkin dan sesuai
dengan fakta. Semua data dan informasi yang
diberikan akan dijamin kerahasiaannya dan hanya
digunakan untuk kepentingan penelitian. Terima
kasih.

Mahesa Dwika Abraham Yudbhistira

Appendix 9. Data Collected

Pengaruh Kredibilitas Denny Sumargo sebagai Influencer terhadap Niat Pembelian Burger Bangor (Jawaban) # & & O ® O- © oaglan -
Fie Edt Tompla Sisipkan Format Data Alat Ekstensi Bantuan
Qmeru b oo @ F Wk R % 0w Dol v |-[w]+ B rsAlbE E-i-h-A- 0B @V @I -
a .
A 0 c B G e [ F x L u .
+ [rmesumy Lpman a3 Jenis Ketamin usa Rath Rl Pencapaten P Pakasaan PangiaKan Teakie Saya marasa Denny Sun Say3 merasa Daney Son 5218 Merasa Denny SunSaya marasa D4y Sun iy meraaa Daney Sun Saya marat
T nmeeninine e 0 f. Lasvion GenZ (18972812 Rp 2000001 -Rp 3 000 Kanyeweam Swssin 51 s F 5 n 3
S 1unze2 115645 va v a Lakviaki GenZ(7-2012)  <Rp 1000000 Waasaus ATk s s 4 4 i
. v v [— GenZ®I  >Rad100001 Lanna 5 s s s s s
] w a Laak Qa0 Z (1997-2012) » Rp 4,090 001 Karyawan Swasta 51 4 A 4 4 5
o “ Latiioki GenZ(1€1.0012) = Rp 100001 Wahasaus si s s s ‘ s
v - Lt Qenz(sT01z)  <Rp 1000000 Wanassua SuAsHK 3 3 s 4 3
v A [— GenZ(1S97.212)  Ro2000.001 - Ro 3.000 Mshasisws 51 s ‘ 4 h 3
w - Lawsian <Ry 1000 000 [ras— Suavsm . 3 . b s
13082024 133030 Ya e a Lakidaki Rp 1.000.001 - Rp 2 000 Mahasiawa 5 h 3 4 h .
1 ez va v w Lakriaki » R 4000001 Vatasua SMASMK 4 3 + 4 s
T 1308204 140930 va v w Lakiiaki GenZ(1897.0012) <Ry 1000000 Wahasisus s i 4 s h 4
13082024 143452 Y8 v I Lot GnZowan  >Ra 4000001 e 1 2 s s 2 s
13062024 14.36:58 sk
13082024 143833 va v “ Lassion GenZ(1897.2812)  Rp 2000001 -Rp 3 000 Mahasaua SushiK s s . s .
13082024 145137 va o a - GenZ(A7.2012)  Rp 2000001 -Rp 5 000 Mahasiswa SuATHK i . 4 5 4
13082024 15.31.20 Ya e Tk
13082024 161943 Y& v ik
13082024 171418 Ya Ya Ya Lailaki Gen Z (1887.2012) » Rp 4.000 001 Manasswa SMASMK 4 4 4 4 4
13082024 17 55,05 va v ik
11082024 18,1400 Ya e v Latiiak GenZ(1SS7212)  Ro 3000001 - Rp 4000 Virsussha 1 s s s 4 s
13082024 13.39.28 va w - e Rp 2000 001 - Rp 3,000, Laneys Suash + 3 3 H s
13082024 135014 Ya o a Latiioki > Rp 4000 001 Mahasaus si 3 . s s ‘
13082024 19,0808 va W @ Lakriaki Fp 1000 001 - Bp 2 000 Watasisua SuasiK 2 s s + s
13062024 19.13.08 Ya e a — Ro 2.000.001 - Ro 3,000, Mahasisws s1 4+ 4 4 3 4
w @ Lassian Rp 2000 001 - Rp 3000 Lannya 51 . s . s .
Yo a Lakiiaki GenZ(1897.2012)  Rp 2000001 - Rp 5 000 Mahasiawa 5 B s 4 ‘. 4
13082024 191810 va v “ Latrian Genziissramz)  »Rp4090001 [r— 5 2 1 s 4 3
13082024 192657 Ya Ya a Perempuan Gen Z (1897-2012) » Rp 4.000.001 Mahasawe SMA/SMK. 4 4 3 4 5
13082024 192703 ¥a v Tk
1302024 192511 Yo v w Lot GenZ(19TT212)  Rp 2000001 - Rp 3000 Maasawa SMASMK s 4 s 4 4
13082024 193013 Ya o “ Lasiion GenZ(1897.2612)  Rp 3000001 - Rp & 000 Mshasua SMASHK s s s N s
13082024 193331 va v Tidak
13062024 19.41.08 Ya v Tk
130872024 19.4490 Y2 v - [reem GanZpwamz  >Re 4090001 anassia 5 s s s 5 s
130082024 19.45.07 Ya Ya Ya Lakilaki Gen Z (1887.2012) < Rp 1.000 000 Mahasmwa SMA/SMK “ 4 4 4 4
1308024 194528 Ya v a Ltk Qenv (1581-1996)  »Pp 4000001 Kargran Swasta 51 s s s s s
11062024 19,4735 Ya v A Lakiiaki > Ro 4000001 Lannga o1o20s s 4 4 N 4
% memnensa v w - Lo #p1000.991 - 8p 2 000 wanasss Smash 3 3 3 3 3
% 108204195234 va e a Lakiioki >Ry 41900001 vinsusans 5 s s i ‘. .
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Appendix 10. Questionnaire Distribution
18.17

< 332 h ngurah O &

~ Helo kawan maaf mengganggu
- sebelumnya tapu perm1s1 mau minta
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Menyebut Anda dalam ceritanya
§; Cerita tidak tersedia

22 AGU, 14.35

:ngaruh Kredibilitas Denny Sumargo
:bagai Influencer terhadap Niat
:mbelian Burger Bangor

m sejahtera, saudara/saudari sekalian.

, Program
\ajemen nternasional, Universitas Atmajaya Yogyakarta yang sast ini sedang
Jasks: of Denny Sumarge
Ibiry Influencer
i says
lengetahui brand Burger Bangor
lengetahui Denny Sumargo
ernah membeli Burger Bangor
nstagram
3 memohon
hasu L peneltian. Terima kasin
: \e3a Dwha Abraham Yudhistra

Pengaruh Kredibilitas Denny

v Sumargo sebagai Influencer
terhadap Niat Pembelian Burger
Bangor

& google.com

Helo kawan maaf mengganggu
sebelumnya tapipermisi mau minta
mohon bantuannya untuk diisi demi
rampungnya perskripsian saya.gais,
salam sejahtera semoga diberkati dan
tengkyu A

Dilihat

M &

P
=
o
®
4
=
e
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22 AGU, 14.31

:ngaruh Kredibilitas Denny Sumargo
:bagai Influencer terhadap Niat
:mbelian Burger Bangor

m sejahters, saudara/saudari sekalian.

 Mahesa Dwiks am Program s
\ajemen Internasional, Universtas Atmajaya Yogyskarta yang ssat ni sedang

fukal | “The Impact of Denny Sumarge

iy nfk " Bangor'

i saya
lengetahui brand Burger Bangor
lengetahui Denny Sumargo
ermah membeli Burg e« Bangor
Bangor okeh

' and, dengan
Iai dengan fakta. Semua data dan informasi yang dcenkan akan < jamin
eltian Terima kasih.

@ ‘esa Dwika Abraham Yudhistra

Pengaruh Kredibilitas Denny

v Sumargo sebagai Influencer
terhadap Niat Pembelian Burger
Bangor

® google.com

Helo'kawan maaf mengganggu
sebelumnya tapi permisi mau minta
mohon bantuannya untuk diisi demi

rampungnya perskripsian saya gais,
salam sejahtera semoga diberkati dan
tengkyu A

22 AGU, 17.34
(: siapp

Tengkyuu bang

Dilihat

@ Kirim pesan... @ @ @
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Appendix 11. Main Journal

Asian Journal of Marketing Management [AJMM)
2022, Vel {1}, Issue (1, 103-137

CopyrightE University of Sri joyewardenepura

ISSM: 28202031 (Printed)

ISSN: 282002082 (Online)

DO 1031357 ajmmv2ill 6254 g4567

Reprints and Permission: ajmmi@sjp.oc ik

Impact Of Social Media Influencers’ Credibility on The Purchase Intention:
Reference to The Beauty Industry
R.AS.D.Rathnavake
University of Sri Jayewardenepura, 5ri Lanka
V.G.P. Lakshika
University of 5ri |ayewardenepura, 5ri Lanka
ABSTRACT
Purpose: The rofe of socdal medic influencers is growing in importance, due to their ability to
effectively influence. in oddition, marketers hove identified Instogram as the most impartant social
media channel for influencer marketing, while the cancept of credibility hos abways been significant
in the field of infliencer marketing. While o few studies have recently focused on how sodial media
influencers influence consumer purchase behavior, research that specifically focuses on influencer
credibility and its impact on purchase behavior is still scarce. Therefore, the purpose of this study
is to investigate the impact of influencer credibiity on the purchase intention of beauty products in
Sri Lonka.
Designimethodologylapproach: Quantitative study wos conducted using the survey method.
The sample consists of | 50 Instogrom users between the oges of [8 and 34 who fve in Colombo,
5n Lanka. To empirically test the concepitual model, single and multiple regression analyses were
used.
Findings: Results suggest that there’s o positive impoct of credibility dimensions towards purchase
intention and the most impactful credibility factor towards purchase intention is “trustwarthiness™
Originality: This research contributed to the current debates abowt the credibility of social media
influencers. Furthermare, this study focuses on the impact of Instogrom influencer credibilicy
dimensions, which is stil scorce. So, the current poper fills a gap in the imited existing fiterature
on the credibility of sodal media inflvencers on purchase intention, with o foous on the beouty
industry in the 5ri Lankan context.

Implications: The findings ossist marketers ond odvertivers in the fashion industry in
understanding how influencer marketing offects consumer purchase intent. Additionally, this

provides important insights to inflirencers in order for them to be swocessful influencers.

Keywords: Socal medio influencers, Influencer Marketing, Instogram Influencers, Influencer
Credibility, Beauty industry.
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Appendix 12. Questionnaire

IDENTITAS RESPONDEN
Jems kelamin @ o
Usia e Tahun
Rata-Rata Pendapatan Per Bulan

[0 < Rp 1.000.000

] Rp 1.000.001 - Rp 2.000.000

O Rp 2.000.001 - Rp 3.000.000

] Rp 3.000.001 - Rp 4.000.000

O = Rp 4.000.001
Pekerjaan e
Pendidikan terakhir  © ... ...

PETUNJUK PENGISIAN ANGKET

1. Bacalah sejumlah pertanyaan dibawah ini dengan teliti.

2. Anda dimohon untuk memberikan penilaian mengena  pengaruh
kredibilitas Denny Sumargo terhadap intensi pembelian atau miat beli
terhadap Burger Bangor.

3. Anda diharapkan mengisi penilaian sccara objektif dan sesuar dengan
keadaan Anda dengan memberikan tanda silang (X) pada salah satu
kriteria atau angka untuk setiap pertanyaan yang menurut Anda paling
tepat.

4. Jawaban wvang diberikan oleh Anda tidak ada benar maupun salah

melainkan pilihan yang sesuai dengan keadaan Anda saat ini.

Pilihan jawaban yang tersedia adalah:

1 = Sangat Tidak Setuju

2 =Tidak Setuju

3 = Netral

4 = Setuju

5 = Sangat Setuju

6. Dimohon tidak melewatkan pertanyaan yvang diberikan oleh peneliti.

Ln

7. Hasil penelitian i hanya akan digunakan untuk kepentingan akademis.
I[dentitas Anda hanya akan diketahui oleh peneliti dan akan dijaga
kerahasiaannya.

Pertanyaan Penyaring
1. Apakah Anda mengetahui brand Burger Bangor?

O Ya
O Tidak

2. Apakah anda mengetahuw Denny Sumargo?
O Ya
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[ Tidak
3. Apakah anda mengetahu iklan Burger Bangor oleh Denny Sumargo di
media sosial Instagram?
] ya
[ Tidak

Attractiveness (Daya Tarik)

Jawaban
Mo, Pernyataan
1121345
I Saya merasa Denny Sumargo memiliki penampilan
fisik vang elegan
5 Saya merasa Denny Sumargo memiliki penampilan
fisik vang tampan
5 Saya merasa Denny Sumargo memiliki penampilan
fisik vang modis
4 Saya merasa Denny Sumargo memiliki penampilan
fisik vang menarik
5 |Saya merasa Denny Sumargo sangat berkelas
Trustworthiness (Kepercayaan)
Jawaban
Mo, Pernyataan
1213|415
Saya merasa Denny Sumargo memiliks
1 |pengetahuan yang baik ketika mengiklankan
Burger Bangor
5 Saya merasa Denny Sumargo tulus ketika
mengiklankan Burger Bangor
3 Sava merasa Denny Sumargo jujur ketika
mengiklankan Burger Bangor
4 Saya merasa Denny Sumargo dapat dipercaya
ketika mengiklankan Burger Bangor
5 Sava merasa Denny Sumargo menjadi referensi
utama ketika mengiklankan Burger Bangor
Expertise (Keahlian)
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Mo,

Permyataan

Jawaban

Saya merasa Denny Sumargo memiliki
pengalaman mengenal Burger Bangor

Saya merasa Denny Sumargo memilika
pengetahuan yang baik mengenai Burger Bangor

Saya merasa Denny Sumargo memiliki kualifikasi
mengenal Burger Bangor

Saya merasa Denny Sumargo memiliki
pengetahuan mengenal Burger Bangor

Saya merasa Denny Sumargo memaliki
kemampuan ketika mengiklankan Burger Bangor

Purchase Intention (Niat Beli)

Mo,

Pemnyataan

Jawaban

Saya ingin mengetahui Burger Bangor setelah
melihat konten Denny Sumargo

P

Saya tertank pada Burger Bangor setelah melihat
konten Denny Sumargo

Saya mempertimbangkan untuk membel Burger
Bangor setelah melihat konten Denny Sumargo

Saya akan membel Burger Bangor sctelah melihat
konten Denny Sumargo

Saya termotivasi untuk membeli Burger Bangor
setelah melihat konten Denny Sumargo
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Appendix 13. Mean Table

Frequencies

Statistics
ATl AT2  AT3 AT4 ATS
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AT3

Cumulative
Frequency Percent  Valid Percent Percent

10 7.8 7.8 7.8

3 2.3 2.3 10.1
19 14.7 14.7 24.8
62 48.1 48.1 72.9
35 27.1 27.1 100.0

129 100.0 100.0

AT4

69

Cumulative
Percent
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Frequencies

Statistics
TW2 ™3 TwW4 W5
129 129 129 129
0 0 0 0
3.67 3.60 3.86 3.57
1 1 1 1
5 5 5 5
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Cumulative
Frequency  Percent  Valid Percent Percent

6 4.7 4.7 4.7
10 7.8 7.8 12.4
36 27.9 27.9 40.3
54 41.9 41.9 82.2
23 17.8 17.8 100.0

129 100.0 100.0

Cumulative
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Frequencies

Statistics
EX1 EX2 EX3 EX4 EX5
129 129 129 129 129
0 0 0 0 0
3.53 3.78 3.67 3.76 4.02
1 1 1 1 1
5 5 5 5 5

Frequency Table
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EX3

Cumulative
Frequency  Percent  Valid Percent Percent

5 3.9 3.9 3.9
10 7.8 7.8 11.6
30 23.3 233 34.9
62 48.1 48.1 82.9
22 17.1 17.1 100.0

129 100.0 100.0

Cumulative
Percent
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Frequencies

Statistics
PI1 PI2 PI3 P14 PIS
N Valid 129 129 129 129 129
Missing 0 0 0 0 0
Mean 3.31 3.40 3.41 3.16 3.29
Minimum 1 1 1 1 1
Maximum 5 5 5 5 5
Frequency Table
PI1
Cumulative
Frequency Percent  Valid Percent Percent
Valid 1 10 7.8 7.8 7.8
2 L w0V W AT ¥4 | S5 2
I .Y 136 27.9 279 T Ll
N 46 35.7 35.7 _ 86.8
5 17 13.2 wl2) ) 100.0
Total 129 100.0 100.0
PI2
Cumulative
Frequency Percent  Valid Percent Percent
Valid 1 8 6.2 6.2 6.2
2 20 15.5 15.5 21.7
S 33 256 25.6 47.3
4 48 372 37.2 84.5
5 20 155 155 100.0
Total 129 100.0 100.0
P13
Cumulative
Frequency  Percent  Valid Percent Percent
Valid 1 10 7.8 7.8 7.8
2 17 13.2 13.2 20.9
3 31 24.0 24.0 45.0
4 52 40.3 40.3 85.3
5 19 14.7 14.7 ~_1oo0.0
Total 129 100.0 100.0
Pl4
Cumulative
Frequency Percent  Valid Percent Percent
Valid 1 8 6.2 6.2 6.2
2 25 19.4 19.4 25.6
H 46 35.7 35.7 61.2
4 38 29.5 29.5 90.7
12 9.3 9.3 100.0
Total 129 100.0 100.0
PI5
Cumulative
Frequency  Percent  Valid Percent Percent
Valid 1 8 6.2 6.2 6.2
2 20 15.5 15.5 21.7
3 43 333 333 55.0
4 43 33.3 33.3 88.4
5 15 11.6 11.6 100.0
Total 129 100.0 100.0
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Appendix 14. Turnitin Scan

&)/ Feedback Studio - Google Chrome - o X

25 ev.turnitin.com/app/carta/en_us/?u=1137526217&ro=103&0=24589697 12&lang=en_us&student_user=1

7] turnitin Mahesa Yudhistira  Tumitin Thesis.docx @

Mat

19%

Overview

AN
v

Submitted to The Hong 1% >
Y Student Paper

CHAPTER |
INTRODUCTION

—_

pdfs.semanticscholar.... ‘] % >

Internet Source

1.1 Background

www.researchgate.net '1 % >

Social media has been a primary thing in human life. Social media has made a massive Internet Source

growth in human interaction. As the name suggests, social media provides a convenient means
of communication, allowing us to easily connect with others regardless of location or time Internet Source

(Kent & Li, 2020). Not enly used as communication media, social media can also be used in
www.mdpi.com ‘] % >

the business world, one of which is as a marketing strategy. Brands have penetrated social Internet Source

media to introduce their products and get closer to consumers (Manzoor, et al., 2021). By doing
dx.doi.org ‘] 'J/u >

Internet Source

2
3
4 wwwnesilinto 1% >
5
6

business and using social media as a means of advertising and communicating with consumers,

brands can become 'closer’ to their consumers. Communication between brands and consumers
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