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ABSTRACT 

 
 

UTILISING ONLINE INTERMEDIARIES (GO FOOD) TO ANALISE THE 
IMPACT OF BRAND AWARENESS AND BRAND IMAGE TOWARDS 

CUSTOMER BUYING DECISION IN SMALL RESTAURANTS 
 
 
 

By 
 

Bea Andriana 
Munawaroh, SE, MM Advisor 

 
 

SWISS GERMAN UNIVERSITY 
 
 

 
The purpose of the current research is to expose whether brand awareness and brand 

image influence customer-buying decision in small restaurants by using GO FOOD. 

This research has brand awareness and brand image as the independent variables. 

Brand awareness uses brand recognition and brand recall for the indicators. Brand 

images uses products attributes, consumer benefits, and brand personality for the 

indicators. Those independent variables are tested to know their influence toward 

customer buying decision as the dependent variable. The current research is resulting 

quantitative research, and the type of study is causal explanatory study. This research 

distributes questionnaires to collect the data. GO FOOD users who have purchased 

food and beverage in small medium-sized restaurants are considered as the sample of 

the research. Multiple regression analysis was used in this research to know how big 

the influence among variables. The outcome of this research is both brand awareness 

and brand image impact customer buying decision simultaneously. However, partially 

brand awareness has no significant influence towards customer buying decision. In 

contrast with brand image, it has significant influence towards customer buying 

decision. 

Keywords: Brand Awareness, Brand Image, Customer-buying decision, Small 

Medium-sized Enterprise, Online Intermediaries. 



UTILISING ONLINE INTERMEDIARIES  (GO FOOD) TO ANALYSE THE INFLUENCE OF BRAND AWARENESS 

AND BRAND IMAGE TOWARDS CUTOMER BUYING DECISION IN SMALL RESTAURANTS                             Page  

 
 

4 of  130 

Bea Andriana 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

© Copyright 2017 
by Bea Andriana 

All rights reserved 
 

 



UTILISING ONLINE INTERMEDIARIES  (GO FOOD) TO ANALYSE THE INFLUENCE OF BRAND AWARENESS 

AND BRAND IMAGE TOWARDS CUTOMER BUYING DECISION IN SMALL RESTAURANTS                             Page  

 
 

5 of  130 

Bea Andriana 

 

 

DEDICATION 

 

 

I dedicate this works to the restaurant industries and future generation of Indonesia. 
 

 



UTILISING ONLINE INTERMEDIARIES  (GO FOOD) TO ANALYSE THE INFLUENCE OF BRAND AWARENESS 

AND BRAND IMAGE TOWARDS CUTOMER BUYING DECISION IN SMALL RESTAURANTS                             Page  

 
 

6 of  130 

Bea Andriana 

 

ACKNOWLEDGEMENTS 

 

I thank God, Jesus Christ for his abundant blessings on my thesis work. 

To my beloved family, I would like to say thank you for their support during my 

thesis work and their guidance that keep me on the right track. 

Mrs. Munawaroh who gave huge contribution on my thesis and patiently taught me 

how to write a proper thesis. It is an honor for me to have her as my advisor. Every 

chat we had is remarkable. 

Mrs. Jane Sweed who checked my overall writings of my thesis. 

To all HTM 2013 students and HTM lecturers where I spent my university life 

together with them. These people successfully made my university life alive. 

Rivaldi Sevian Dwi Susanto, the one who always accompany me on my thesis work 

and brighten up my university life. I really am thankful for your support and for 

boosting my mood up. 

Agna Charissa, Flora Vineza, Irene Valencia, Renata Rosari, and Tiffanie Barbangso. 

The unforgettable moment we had in German, especially our experience during 

Europe trips. 

Adelia Samantha, Teresa Cynthia, Monica Agustine, Amanda Nabila, Andini 

Trirahayu, Stephannie Danella, and Rizaldi Adhikusuma – Never forget every single 

informative discussion that we had. Also I will never forget the laughter of jokes that 

we made. 

Special thank goes to my beloved high school best friends, who never leave me and 

always support me. I also thank you for being there whenever I need you guys. 

 
 



UTILISING ONLINE INTERMEDIARIES  (GO FOOD) TO ANALYSE THE INFLUENCE OF BRAND AWARENESS 

AND BRAND IMAGE TOWARDS CUTOMER BUYING DECISION IN SMALL RESTAURANTS                             Page  

 
 

7 of  130 

Bea Andriana 

 
TABLE OF CONTENTS 

 

STATEMENT BY THE AUTHOR ............................................................................ 2 

ABSTRACT .................................................................................................................. 3 
DEDICATION ............................................................................................................. 5 

ACKNOWLEDGEMENTS ........................................................................................ 6 
TABLE OF CONTENTS ............................................................................................ 7 

LIST OF FIGURES ................................................................................................... 10 
LIST OF TABLES ..................................................................................................... 11 

CHAPTER 1 - INTRODUCTION ............................................................................ 12 
1.1 BACKGROUND ..................................................................................................... 12 
1.2 RESEARCH PROBLEM ........................................................................................... 16 
1.3 RESEARCH QUESTION .......................................................................................... 16 
1.4  RESEARCH OBJECTIVE ........................................................................................ 17 
1.5  SIGNIFICANCE OF STUDY .................................................................................... 17 
1.6 SCOPE OF LIMITATION ......................................................................................... 17 

CHAPTER 2 - LITERATURE REVIEW ............................................................... 19 
2.1 SMALL MEDIUM ENTERPRISES (SMES) ............................................................... 19 
2.2 ONLINE INTERMEDIARIES .................................................................................... 21 
2.3 BRAND ................................................................................................................. 25 

2.3.1 Branding in Marketing ................................................................................. 25 
2.3.2 Brand Awareness .......................................................................................... 28 
2.3.3 Brand Image ................................................................................................. 30 

2.4 CUSTOMER BUYING DECISION ............................................................................. 33 
2.5 RESEARCH MODEL .............................................................................................. 36 
2.6 HYPOTHESIS ........................................................................................................ 36 
2.7 PREVIOUS STUDY ................................................................................................. 37 
2.8 STUDY DIFFERENCES ........................................................................................... 43 

CHAPTER 3 – RESEARCH METHODOLOGY ................................................... 44 
3.1 RESEARCH PROCESS ............................................................................................ 44 
3.2 TIME FRAME OF STUDY ....................................................................................... 45 
3.3 TYPE OF STUDY ................................................................................................... 45 
3.4 TYPE OF DATA ..................................................................................................... 46 

3.4.1 Primary Data ................................................................................................ 46 
3.4.2 Secondary Data ............................................................................................ 46 

3.5 DATA SOURCES AND COLLECTION ....................................................................... 46 
3.6 OPERATIONALIZATION VARIABLE ....................................................................... 48 
3.7 POPULATION, SAMPLE, AND SAMPLING METHOD ................................................ 49 

3.7.1 Population .................................................................................................... 49 
3.7.2 Sample .......................................................................................................... 49 



UTILISING ONLINE INTERMEDIARIES  (GO FOOD) TO ANALYSE THE INFLUENCE OF BRAND AWARENESS 

AND BRAND IMAGE TOWARDS CUTOMER BUYING DECISION IN SMALL RESTAURANTS                             Page  

 
 

8 of  130 

Bea Andriana 

 
3.7.3 Sampling Collection ..................................................................................... 50 

3.8 DATA TESTING .................................................................................................... 50 
3.8.1 Pre-Testing ................................................................................................... 50 
3.8.2 Post-Testing .................................................................................................. 51 

3.9 VALIDITY AND RELIABILITY TEST ....................................................................... 51 
3.9.1 Validity Test ................................................................................................. 51 
3.9.2 Reliability Test ............................................................................................. 51 

3.10 DATA ANALYSIS ................................................................................................ 52 
3.10.1 Classical Assumption Test ......................................................................... 52 
3.10.2 Correlation Analysis ................................................................................... 53 
3.10.3 Hypothesis Test .......................................................................................... 54 

CHAPTER 4 – ANALYSIS AND DISCUSSION .................................................... 55 
4.1 PT APLIKASI KARYA ANAK BANGSA (GO JEK) ....................................... 55 

4.1.1 GO FOOD .................................................................................................... 56 
4.1.2 Vision and Mission of GO FOOD ............................................................... 56 
4.1.3 GO FOOD Personality ................................................................................. 57 
4.1.4 Process of ordering in GO FOOD ................................................................ 57 

4.2 RESPONDENT’S PROFILE ...................................................................................... 57 
4.2.1 Gender .......................................................................................................... 58 
4.2.2 Age ............................................................................................................... 58 
4.2.3 Income per month ......................................................................................... 59 

4.3 SCREENING QUESTIONS ....................................................................................... 60 
4.3.1 Do you live in Jakarta? ................................................................................. 60 
4.3.2 Do you have GO JEK Application in your smartphones? ........................... 61 
4.3.3 Have you ever used GO FOOD from GO JEK application? ........................ 61 
4.3.4 Have you ever purchased food or beverages in small restaurants using GO 
FOOD? .................................................................................................................. 62 
4.3.5 Number of appropriate sample ..................................................................... 62 

4.4 VALIDITY AND RELIABILITY PRE-TEST ................................................................ 63 
4.4.1 Validity Pre-test ............................................................................................ 63 
4.4.2 Reliability Pre-test ........................................................................................ 64 

4.5 VALIDITY AND RELIABILITY POST-TEST .............................................................. 65 
4.5.1 Validity Post-test .......................................................................................... 65 
4.5.2 Reliability Post-test ...................................................................................... 67 

4.6 CLASSICAL ASSUMPTION TEST ............................................................................ 68 
4.6.1 Normality Test .............................................................................................. 68 
4.6.2 Heteroscedasticity Test ................................................................................ 69 
4.6.3 Multicollinearity Test ................................................................................... 70 

4.7 CORRELATION ANALYSIS .................................................................................... 71 
4.8 HYPOTHESIS TEST ................................................................................................ 72 

4.8.1 T-test Result for First Hypothesis ................................................................ 72 
4.8.2 T-Test Result for Second Hypothesis ........................................................... 74 
4.8.3 F-test for Third Hypothesis .......................................................................... 78 

4.9 MULTIPLE REGRESSION ANALYSIS ...................................................................... 79 
4.10 DISCUSSIONS ..................................................................................................... 80 

4.10.1 First Hypothesis Discussion ....................................................................... 80 



UTILISING ONLINE INTERMEDIARIES  (GO FOOD) TO ANALYSE THE INFLUENCE OF BRAND AWARENESS 

AND BRAND IMAGE TOWARDS CUTOMER BUYING DECISION IN SMALL RESTAURANTS                             Page  

 
 

9 of  130 

Bea Andriana 

 
4.10.2 Second Hypothesis Discussion ................................................................... 81 
4.10.3 Third Hypothesis Discussion ..................................................................... 83 

CHAPTER 5 – CONCLUSIONS AND RECOMMENDATIONS ........................ 84 
5.1 CONCLUSIONS ...................................................................................................... 84 

5.1.1 Brand awareness of SMEs has no significant influence towards customer 
buying decision by using online intermediaries .................................................... 84 
5.1.2 Brand Image of SMEs has significant influence on customer buying decision 
by using online intermediaries .............................................................................. 84 
5.1.3 Brand awareness and brand image simultaneously have significance 
influence on customer buying decision by using online intermediaries ............... 85 

5.2 RECOMMENDATIONS ............................................................................................ 85 
5.2.1 Recommendations for small medium-sized restaurants managerial ............ 85 
5.2.2 Recommendations for Future Researchers ................................................... 86 

GLOSSARY ............................................................................................................... 88 
REFERENCES ........................................................................................................... 89 

APPENDIX A  - ONLINE QUESTIONNAIRE SAMPLE .................................... 97 
APPENDIX B – QUESTIONNAIRE ENGLISH VERSION ............................... 105 

APPENDIX C – RAW DATA ................................................................................. 108 
APPENDIX D – R TABLE ..................................................................................... 121 

APPENDIX E – VALIDITY TEST RESULT ....................................................... 122 
CURRICULUM VITAE .......................................................................................... 129 
 
 

 

 

 

 

 

 

 

 

 


