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GLOSSARY 

 

Brand : a name, slogan, sign, symbol, design, or a 

combination of these that identifies the product or 

services of sellers and that of a corporation used to 

distinguish their products or services from 

competitors 

Brand Equity : a collection of assets and liabilities associated with 

a brand, its name, and its symbol that add to or 

remove from the value supplied by a product or 

service to a company and/or its customers 

Brand Loyalty : A consumer's inclination to buy a product from a 

specific brand 

Consumer Brand Engagement: the process by which a firm establishes a 

relationship with its customers in order to foster 

brand loyalty and awareness 

Cognitive Dimension of CBE : a consumer's level of brand-related thought 

processing and elaboration 

Affective Dimension of CBE : a consumer’s degree of positive brand-related 

affect 

Behavioral Dimension of CBE : a consumer’s level of energy, effort and time spent 

on a brand 

Social Media : a type of internet application that allows users to 

create content and share it with others 

Marketing : a social and managerial method between 

individuals and groups to get hold of their needs and 

wants through creating, developing and exchanging 

the products and value with others 
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Social Media Marketing : a type of internet marketing that makes use of 

social networking sites as a marketing strategy 

Millennials : a generation made up of those who are born after 

1979 and 2001 

The Korean Wave : a term used to describe the global appeal of South 

Korea's cultural economy, which includes pop 

culture, amusement, music, television 

dramatizations, and films



Page 84 of 115 

Hana Helmard 

THE EFFECT OF CONSUMER BRAND ENGAGEMENT TOWARDS 

BRAND LOYALTY OF IDOUDOKSTORE THROUGH TIKTOK 

 

 

 

REFERENCES 

 

 
Aaker, D. A. (1991). Managing brand equity capitalizing on the value of a brand. 

New York: New York: Free Press. 

 
Amin, M., Rezaei, S., & Abolghasemi, M. (2014). User satisfaction with mobile 

websites: the impact of perceived usefulness (PU), perceived ease of use 

(PEOU) and trust. Nankai Business Review International, 5(3), 258–274. 

https://doi.org/10.1108/NBRI-01-2014-0005 

 

Bae, E. s. O., Chang, M., Park, E. S., & Kim, D. C. (2017). The effect of Hallyu on 

tourism in Korea. Journal of Open Innovation: Technology, Market, and 

Complexity, 3(22). https://doi.org/10.1186/s40852-017-0075-y 

 

Bang, H. & Wojdynski, B. W. (2016). Tracking users' visual attention and responses 

to personalized advertising based on task cognitive demand. Computers in 

Human Behavior, Volume 55, pp. 867-876. 

 

Bastian, D.A. (2014). Analisa Pegaruh Citra Merek (Brand Image) dan Kepercayaan 

Merek (Brand Trust) Terhadap Loyalitas Merek (Brand Loyalty) ADES PT. 

Ades Alfindo Putra Setia. Jurnal Manajemen Pemasaran Petra. Volume 2, 

No. 1, 1-9. 

 

Bijmolt, T. H. A., Leeflang, P. S. H., Block, F., Eisenbeiss, M., Hardie, B. G. S., 

Lemmens, A., & Saffert, P. (2010). Analytics for customer engagement. 

Journal of Service Research, 13(3), 341–356. 

https://doi.org/10.1177/1094670510375603 

 

Bowden, J. L. H., Conduit, J., Hollebeek, L. D., Luoma-aho, V., & Solem, B. A. 

(2017). Engagement valence duality and spillover effects in online brand 

communities. Journal of Service Theory and Practice, 27(4), 877–897. 

https://doi.org/10.1108/JSTP-04-2016-0072 

 

Boyd, D. M, Ellison, N. B. (2007). Social network sites: Definition, history, and 

scholarship. Journal of Computer-Mediated Communication, 13(1), article 

11. 

 

Caputo, F., Carrubbo, L., & Sarno, D. (2018). The influence of cognitive dimensions 

on the consumer-SME relationship: A sustainability-oriented view. 

Sustainability (Switzerland), 10(9). https://doi.org/10.3390/su10093238 

 

Chae, J. Y. (2010). Research on characteristics of the Japanese consumption of 

Korean pop culture: Centering on their consumption of Korean TV soap 

https://doi.org/10.1108/NBRI-01-2014-0005
https://doi.org/10.1186/s40852-017-0075-y
https://doi.org/10.1177/1094670510375603
https://doi.org/10.1108/JSTP-04-2016-0072
https://doi.org/10.3390/su10093238


Page 85 of 115 

Hana Helmard 

THE EFFECT OF CONSUMER BRAND ENGAGEMENT TOWARDS 

BRAND LOYALTY OF IDOUDOKSTORE THROUGH TIKTOK 

 

 

operas. Korean Journal of Consumer and Advertising Psychology, 11, 823–

844. 

 

Cluley, R., & Green, W. (2019). Social representations of marketing work: 

advertising workers and social media. European Journal of Marketing, 

53(5), 830–847. https://doi.org/10.1108/EJM-12-2016-0682 

 

Dalli, D., Romani, S., & Gistri, G. (2006). Brand dislike: Representing the negative 

side of consumer preferences. Advances in Consumer Research, 33, 87–95. 

http://www.acrwebsite.org/volumes/12412/volumes/v33/NA-33 

 

Dessart, L., Veloutsou, C., & Morgan-Thomas, A. (2015). Consumer engagement in 

online brand communities: A social media perspective. Journal of Product 

and Brand Management, 24(1), 28–42. https://doi.org/10.1108/JPBM-06-

2014-0635 

 

Fine, G. A., 2003. Crafting authenticity: The validation of identity in self-taught art. 

Theory and Society, Volume 32, pp. 153-180. 

 

Giovanis, A., & Athanasopoulou, P. (2018). Understanding lovemark brands 

dimensions and effect on brand loyalty in high-technology products. 

Spanish Journal of Marketing - ESIC, 22(3), 273–295. 

https://doi.org/10.1108/SJME-07-2018-0035 

 

Goodwin, V. L., & Ziegler, L. (1998). A test of relationships in a model of 

organizational cognitive complexity. Journal of Organizational Behavior, 

19(4), 371–386. https://doi.org/10.1002/(SICI)1099-

1379(199807)19:4<371::AID-JOB850>3.0.CO;2-V 

 

Hollebeek, L. D. (2011). Demystifying customer brand engagement: Exploring the 

loyalty nexus. Journal of Marketing Management, 27(7–8), 785–807. 

https://doi.org/10.1080/0267257X.2010.500132 

 

Hollebeek, L. D., Glynn, M. S., & Brodie, R. J. (2014). Consumer brand engagement 

in social media: Conceptualization, scale development and validation. 

Journal of Interactive Marketing, 28(2), 149–165. 

https://doi.org/10.1016/j.intmar.2013.12.002 

 

Huh, C. G., & Wu, J. (2017). Do Hallyu (Korean Wave) Exports Promote Korea’s 

Consumer Goods Exports? Emerging Markets Finance and Trade, 53(6), 

1388–1404. https://doi.org/10.1080/1540496X.2017.1313161 

 

Hur, H. J., Lee, H. K. & Choo, H. J. (2017). Understanding usage intention in 

innovative mobile app service: Comparison between millennial and mature 

consumers. Computers in Human Behavior, Volume 73, pp. 353-361. 

 

https://doi.org/10.1108/EJM-12-2016-0682
http://www.acrwebsite.org/volumes/12412/volumes/v33/NA-33
https://doi.org/10.1108/JPBM-06-2014-0635
https://doi.org/10.1108/JPBM-06-2014-0635
https://doi.org/10.1108/SJME-07-2018-0035
https://doi.org/10.1002/(SICI)1099-1379(199807)19:4%3c371::AID-JOB850%3e3.0.CO;2-V
https://doi.org/10.1002/(SICI)1099-1379(199807)19:4%3c371::AID-JOB850%3e3.0.CO;2-V
https://doi.org/10.1080/0267257X.2010.500132
https://doi.org/10.1016/j.intmar.2013.12.002
https://doi.org/10.1080/1540496X.2017.1313161


Page 86 of 115 

Hana Helmard 

THE EFFECT OF CONSUMER BRAND ENGAGEMENT TOWARDS 

BRAND LOYALTY OF IDOUDOKSTORE THROUGH TIKTOK 

 

 

Hwang, J., & Kandampully, J. (2012). The role of emotional aspects in younger 

consumer-brand relationships. Journal of Product and Brand Management, 

21(2), 98–108. https://doi.org/10.1108/10610421211215517 

 

Iqbal Butt, Z., Akhtar, T., Adnan, M. A. J., Munir, I., Mughal, A. W., Saeed, N., 

Butt, R. H., & Fozia, T. (2016). Effect of Doping Belief on Purchase 

Intention of Sports Consumers (Sc)-in Presence of Athletes’ Brand Image. 

Sci.Int.(Lahore), 28(4), 3735–3741. http://www.wada-ama.org 

 

Jacobson, J. (2020). You are a brand: social media managers’ personal branding and 

“the future audience.” Journal of Product and Brand Management, 29(6), 

715–727. https://doi.org/10.1108/JPBM-03-2019-2299 

 

Jang, Y., Ko, Y., & Kim, S. Y. (2016). Cultural correlates of national innovative 

capacity: A cross-national analysis of national culture and innovation rates. 

Journal of Open Innovation: Technology, Market, and Complexity, 2(23). 

https://doi.org/10.1186/s40852-016-0048-6 

 

Jayasingh, S. (2019). Consumer brand engagement in social networking sites and its 

effect on brand loyalty. Cogent Business and Management, 6(1). 

https://doi.org/10.1080/23311975.2019.1698793 

 

Kaplan, A. M., & Haenlein, M. (2010). Users of the world, unite! The challenges and 

opportunities of Social Media. Business Horizons, 53(1), 59–68. 

https://doi.org/10.1016/j.bushor.2009.09.003 

 

Keller, K. L., 1993. Conceptualizing, Measuring, and Managing Customer-Based 

Brand Equity. Journal of Marketin, Volume 57, pp. 1-22. 

 

Keller, K. L. (2001). Building customer-based brand equity: a blueprint for creating 

strong brands. 

Kotler, Philip, Gary Armstrong, Lloyd C. Harris, and Hongwei He. 2020. Principles 

of marketing. 

 

La, S., & Choi, B. (2011). The role of customer affection and trust in loyalty 

rebuilding after service failure and recovery. Service Industries Journal, 

32(1), 105–125. https://doi.org/10.1080/02642069.2011.529438 

 

Lee, S. H., & Workman, J. E. (2015). Compulsive buying and branding phenomena. 

Journal of Open Innovation: Technology, Market, and Complexity, 1(3). 

https://doi.org/10.1186/s40852-015-0004-x 

 

Lee, W. H. (2011), A research on policy direction for Voluntourism, Korea Culture 

& Tourism Institute. 

 

Lin, K. Y., & Lu, H. P. (2011). Why People Use Social Networking Sites: An 

Empirical Study Integrating Network Externalities and Motivation Theory. 

https://doi.org/10.1108/10610421211215517
http://www.wada-ama.org/
https://doi.org/10.1108/JPBM-03-2019-2299
https://doi.org/10.1186/s40852-016-0048-6
https://doi.org/10.1080/23311975.2019.1698793
https://doi.org/10.1016/j.bushor.2009.09.003
https://doi.org/10.1080/02642069.2011.529438
https://doi.org/10.1186/s40852-015-0004-x


Page 87 of 115 

Hana Helmard 

THE EFFECT OF CONSUMER BRAND ENGAGEMENT TOWARDS 

BRAND LOYALTY OF IDOUDOKSTORE THROUGH TIKTOK 

 

 

Computers in Human Behavior, 27, 1152-1161. 

http://dx.doi.org/10.1016/j.chb.2010.12.009 

 

Manago, A. M. & Vaughn, L. (2015). Social Media, Friendship, and Happiness in 

the Millennial Generation. In: Friendship and happiness: across the lifespan 

and in different cultures. Amsterdam: Springer, pp. 187-206.  

 

McGlone, T., Spain, J. W. & McGlone, V., 2011. Corporate Social Responsibility 

and the Millennials. Journal of Education for Business, 86(4), pp. 195-200. 

 

Myers, D.G. (2005). Social psychology (8th ed.). New York, NY: McGraw-Hill. 

 

Nambisan, S., & Baron, R.A. (2007). Interactions in virtual customer environments: 

Implications for product support and customer relationship management. 3.

 Journal of Interactive Marketing, 21(2), 42-62 .

 https://doi.org/10.1002/dir.20077 

 

Neti, S. (2011). Social Media and Its Role in Marketing. International Journal of 

Enterprise Computing and Business Systems, 1(2). 

https://doi.org/10.4172/2151-6219.1000203 

 

Omar, B., & Dequan, W. (2020). Watch, share or create: The influence of personality 

traits and user motivation on TikTok mobile video usage. International 

Journal of Interactive Mobile Technologies, 14(4), 121–137. 

https://doi.org/10.3991/IJIM.V14I04.12429 

 

Pearson, J. C., Carmon, A., Tobola, C. & Fowler, M. (2010). Motives for 

Communication: Why the Millennial Generation Uses Electronic Devices. 

Journal of Communication, Speech & Theatre Association of North Dakota, 

Volume 22, pp. 45-59. 

 

Phillips, C. R. & Trainor, J. E., 2014. Millennial Students and The Flipped 

Classroom. Journal of Business and Educational Leadership, 5(1), pp. 102-

112. 

 

Raut, U. R., Pawar, P. A., Brito, P. Q., & Sisodia, G. S. (2019). Mediating model of 

brand equity and its application. Spanish Journal of Marketing - ESIC, 

23(2), 295–318. https://doi.org/10.1108/SJME-04-2019-0021 

 

Rodrigues, G. P., Takahashi, A. R. W., & Prado, P. H. M. H. (2021). The use of 

social media in the B2B sales process: a meta synthesis. RAUSP 

Management Journal, 56(1), 9–23. https://doi.org/10.1108/rausp-02-2019-

0024 

 

Rosa, N. B. & Hastings, S. O., 2016. "Texting in Their Pockets": Millennials and 

Rule Violations in the Hospitality Industry. Journal of Hospitality and 

Tourism Management, Volume 29, pp. 33-40. 

http://dx.doi.org/10.1016/j.chb.2010.12.009
https://doi.org/10.1002/dir.20077
https://doi.org/10.4172/2151-6219.1000203
https://doi.org/10.3991/IJIM.V14I04.12429
https://doi.org/10.1108/SJME-04-2019-0021
https://doi.org/10.1108/rausp-02-2019-0024
https://doi.org/10.1108/rausp-02-2019-0024


Page 88 of 115 

Hana Helmard 

THE EFFECT OF CONSUMER BRAND ENGAGEMENT TOWARDS 

BRAND LOYALTY OF IDOUDOKSTORE THROUGH TIKTOK 

 

 

 

Sawhney, M., Verona, G., & Prandelli, E. (2005). Collaborating to create: The 

Internet as a platform for customer engagement in product innovation. 

Journal of Interactive Marketing, 19, 4-17. 

 

Sekaran, U. & Bougie, R., 2013. Research Methods for Business. s.l.:John Wiley & 

Sons Ltd. 

 

Shiri D. Vivek, Sharon E. Beatty & Robert M. Morgan (2012) Customer 

Engagement: Exploring Customer Relationships Beyond Purchase, Journal 

of Marketing Theory and Practice, 20:2, 122-146, DOI: 10.2753/MTP1069-

6679200201 

 

Sternberg, R.J. (1988). The triangle of love. New York, NY: Basic Books. 

 

Suh, J. K. & Hargis, J., 2016. An Interdisciplinary Approach to Develop Key Spacial 

Characteristics That Satisfy The Millennial Generation in Learning and 

Work Environment. Transformative Dialogues: Teaching and Learning 

Journal, 8(3), pp. 1- 19. 

 

Thomson, M., MacInnis, D. J., & Park, C. W. (2005). The ties that bind: Measuring 

the strength of consumers’ emotional attachments to brands. Journal of 

Consumer Psychology, 15(1), 77–91. 

https://doi.org/10.1207/s15327663jcp1501_10 

 

Tulgan. Bruce. (2016). Not Everyone Gets A Trophy: How to Manage the 

Millennials. John Wiley & Sons. 

 

van Doorn, J., Lemon, K. N., Mittal, V., Nass, S., Pick, D., Pirner, P., & Verhoef, P. 

C. (2010). Customer engagement behavior: Theoretical foundations and 

research directions. Journal of Service Research, 13(3), 253–266. 

https://doi.org/10.1177/1094670510375599 

 

Vivek, S. D., Beatty, S. E., Dalela, V., & Morgan, R. M. (2014). A generalized 

multidimensional scale for measuring customer engagement. Journal of 

Marketing Theory and Practice, 22(4), 401–420. 

https://doi.org/10.2753/MTP1069-6679220404 

 

Wallace, H.A., Merkle, J.A., Yu, M.C., Berg, T.G., Lee, E., Bosco, G., Lee, L.A. 

(2014). TRIP/NOPO E3 ubiquitin ligase promotes ubiquitylation of DNA 

polymerase η.  Development 141(6): 1332--1341. 

 

Yim, C. K., Tse, D. K., & Chan, K. W. (2008). Strengthening customer loyalty 

through intimacy and passion: Roles of customer-firm affection and 

customer-staff relationships in services. Journal of Marketing Research, 

45(6), 741–756. https://doi.org/10.1509/jmkr.45.6.741 

 

https://doi.org/10.1207/s15327663jcp1501_10
https://doi.org/10.1177/1094670510375599
https://doi.org/10.2753/MTP1069-6679220404
https://doi.org/10.1509/jmkr.45.6.741


Page 89 of 115 

Hana Helmard 

THE EFFECT OF CONSUMER BRAND ENGAGEMENT TOWARDS 

BRAND LOYALTY OF IDOUDOKSTORE THROUGH TIKTOK 

 

 

Zhang, T. (., Omran, B. A. & Cobanuglu, C., 2017. Generation Y’s positive and 

negative eWOM: use of social media and mobile technology. International 

Journal of Contemporary Hospitality Management, 29(2), pp. 732-761. 

 

 

Websites 

 

(Kominfo.go.id) 

(www.indonesia-investments.com) 

(www.merriam-webster.com) 

(Global Web Index, 2017) 

(martinroll.com) 

(insideretail.asia) 

(asia.nikkei.com) 

 



Page 90 of 115 

Hana Helmard 

THE EFFECT OF CONSUMER BRAND ENGAGEMENT TOWARDS 

BRAND LOYALTY OF IDOUDOKSTORE THROUGH TIKTOK 

 

 

 

APPENDIX 

 

Questionnaire 

Identifying the Effect of Consumer Brand Engagement Towards Brand Loyalty 

Through TikTok: Case Study of IDOUDOKSTORE 

 

Dear respected respondents, 

 

My name is Hana, student of Business Administration Study Program, Swiss German 

University, majoring in Marketing. I am currently conducting research that is 

required in order to fulfill my thesis. 

 

This pre-test survey will take around 5-10 minutes to be completed. I hope that you 

are willing to answer all the questions based on your honest experiences. Your data 

will be confidential and the information will be maintained. 

 

By any chance, if you have questions or comments on this pre-test survey of the 

questionnaire. Please don't hesitate to contact me through email 

hanahelmard97@gmail.com. 

 

Screening Question 

1. Have you ever heard about the TikTok app? (pernahkah Anda mendengar 

tentang aplikasi TikTok) 

• Yes 

• No 

 

 



Page 91 of 115 

Hana Helmard 

THE EFFECT OF CONSUMER BRAND ENGAGEMENT TOWARDS 

BRAND LOYALTY OF IDOUDOKSTORE THROUGH TIKTOK 

 

 

 

2. Are you a TikTok app user? (apakah Anda pengguna aplikasi TikTok) 

• Yes 

• No 

 

3. What is your age? (berapakah umur Anda) 

• Less than 17 years old 

• 17 - 22 years old 

• 23 - 27 years old 

• 28 - 33 years old 

• 34 - 39 years old 

• above 39 years old 

 

4. Where did you first know about Idoudokstore? (Dari mana pertama kali Anda 

mengetahui tentang Idoudokstore) 

• Instagram 

• TikTok 

• Twitter 

• From friends/family 

• Shopee 

• Other 

 

5. Have you ever purchased products from Idoudokstore? (Apakah Anda pernah 

membeli produk dari Idoudokstore?) 

• Yes 

• No 
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Respondent Profile Questions 

6. Gender? (Jenis Kelamin?) 

• Male 

• Female 

 

7. Residence/Domicile? (Tempat tinggal/Domisili?) 

• Jabodetabek 

• Surabaya 

• Medan 

• Bandung 

• Makassar 

• Semarang 

• Palembang 

• Batam 

• Pekanbaru 

• Malang 

• Other 

 

8. Your last education? (Pendidikan terakhir Anda?) 

• Junior High School 

• High School or equivalent 

• Diploma 

• Bachelor Degree 

• Master Degree 
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• Doctorate Degree 

 

9. Occupation? (Pekerjaan?) 

• Student 

• College / University Student 

• Entrepreneur 

• Housewife 

• Government Worker 

• Private Sector Worker 

• Professional 

 

10. Monthly Expenditure? 

• < Rp. 3.000.000 

• Rp. 3.000.001 - Rp. 5.000.000 

• Rp. 5.000.001 - Rp. 7.000.000 

• Rp. 7.000.001 - Rp. 9.000.000 

• > Rp. 9.000.000 

 

Cognitive CBE 

11. I think a lot about idoudokstore TikTok account (Saya sering berpikir tentang 

akun TikTok Idoudokstore) 

• Strongly Disagree 

• Disagree 

• Neutral 

• Agree 
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• Strongly Agree 

 

12. Time flies when I interact with idoudokstore on TikTok (Waktu berlalu 

ketika saya berinteraksi dengan idoudokstore di TikTok) 

• Strongly Disagree 

• Disagree 

• Neutral 

• Agree 

• Strongly Agree 

 

13. Idoudokstore TikTok account stimulates my interest (Akun TikTok 

idoudokstore menarik perhatian saya) 

• Strongly Disagree 

• Disagree 

• Neutral 

• Agree 

• Strongly Agree 

 

14. When I watch idoudokstore content on TikTok I forget everything (Ketika 

saya menonton konten idoudokstore di TikTok saya lupa semuanya) 

• Strongly Disagree 

• Disagree 

• Neutral 

• Agree 

• Strongly Agree 
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Affective CBE 

15. Idoudokstore TikTok account inspire me (idoudokstore menginspirasi saya) 

• Strongly Disagree 

• Disagree 

• Neutral 

• Agree 

• Strongly Agree 

 

16. I am proud of using idoudokstore (Saya bangga menggunakan idoudokstore) 

• Strongly Disagree 

• Disagree 

• Neutral 

• Agree 

• Strongly Agree 

 

17. Using idoudokstore service makes me happy (Menggunakan layanan 

idoudokstore membuat saya senang) 

• Strongly Disagree 

• Disagree 

• Neutral 

• Agree 

• Strongly Agree 
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18. I feel enthusiastic about idoudokstore TikTok account (Saya merasa antusias 

dengan akun TikTok idoudokstore) 

• Strongly Disagree 

• Disagree 

• Neutral 

• Agree 

• Strongly Agree 

 

Behavioral CBE 

19. Idoudokstore is one I often use in purchasing K-Pop merch (idoudokstore 

adalah salah satu shop yang sering saya gunakan untuk membeli merchandise 

K-Pop) 

• Strongly Disagree 

• Disagree 

• Neutral 

• Agree 

• Strongly Agree 

 

20. Within purchasing K-POP merch I always buy from idoudokstore (Dalam 

pembelian merchandise K-Pop saya selalu membeli dari idoudokstrore) 

• Strongly Disagree 

• Disagree 

• Neutral 

• Agree 

• Strongly Agree 
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21. I spend a lot of time watch idoudokstore TikTok contents (Saya 

menghabiskan banyak waktu menonton konten TikTok idoudokstore) 

• Strongly Disagree 

• Disagree 

• Neutral 

• Agree 

• Strongly Agree 

 

22. I refer to idoudokstore TikTok account to get latest update of K-pop 

merchandise (Saya merujuk ke akun TikTok idoudokstore untuk 

mendapatkan informasi terbaru tentang merchandise K-Pop) 

• Strongly Disagree 

• Disagree 

• Neutral 

• Agree 

• Strongly Agree 

 

Brand Loyalty 

23. I would recommend idoudokstore to family and friends (Saya akan 

merekomendasikannidoudokstore kepada keluarga dan teman) 

• Strongly Disagree 

• Disagree 

• Neutral 

• Agree 

• Strongly Agree 
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24. I will buy product from idoudokstore again (Saya akan membeli produk dari 

idoudokstore lagi) 

• Strongly Disagree 

• Disagree 

• Neutral 

• Agree 

• Strongly Agree 

 

25. I will not buy product from another store if idoudokstore is selling the same 

product (Saya tidak akan membeli produk dari toko lain jika idoudokstore 

menjual produk yang sama) 

• Strongly Disagree 

• Disagree 

• Neutral 

• Agree 

• Strongly Agree 

 

26. After the first purchase I will buy products from idoudokstore again in a later 

time (Setelah pembelian pertama saya akan membeli produk dari idoudokstoe 

lagi di lain waktu) 

• Strongly Disagree 

• Disagree 

• Neutral 

• Agree 

• Strongly Agree 
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27. If thinking about K-Pop store, idoudokstore is the first brand that comes to 

my mind (Jika berpikir tentang toko K-Pop, idoudokstore adalah brand 

pertama yang terlintas di benak saya) 

• Strongly Disagree 

• Disagree 

• Neutral 

• Agree 

• Strongly Agree 
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