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Abstract

The rapid growing of social media platforms has bring to a new era for marketing.
Social media is now the world trend in do advertising and so does Indonesia. By the
presence of social media, it assist small business in minimizing the advertising budget but
still has ability to get themselves closer to the market. A great interests to lead purchase
intention under social media platforms has emerged along with the rise of online platforms.
There are previous researcher has been done within different periods, sample, and method
containing various results. It is necessary to do further study by researcher to bridge the
gap exist in the previous study and satisfy three objectives appears under this study. First,
to investigate and examine the relationship between customer engagement and social
media platforms. Second, to investigate and examine the relationship between word-of-
mouth and social media platforms. Third, to investigate and examine the relationship
between social media platforms and purchase intention.

The paper delivers a thorough investigation of the conceptual model designed by
researcher and offers empirical evidence of its relationship to further apply by the business
or future research. The determinants variable consist of customer engagement, word-of-
mouth (WOM), social media platforms, and purchase intention. After all, the finding
showed that social media platforms has positive relationship to gain purchase intention
under the user of social media platforms. Thus, this paper is an important contribution to
academic marketing literature in the field of purchase intention under social media
platforms and provides useful managerial insights for marketing practitioners.

Keywords: Customer Engagement, Word-of-Mouth (WOM), Social Media Platforms,

Purchase Intention
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Chapter 6 CONCLUSIONS AND FUTURE RESEARCH

6.1 Conclusions

As observed from the analysis gathered using questionnaires under
freeonlinesurveys.com, it revealed that consumer engagement has no relationship when it
meets social media platforms. The finding provides negative relationship between the
variables of customer engagement and social media platforms. It is somehow point out that
consumers of Kawai Cream Cosmetic meets reason different which is customer
engagement has power to drive the market under social media platforms according to
previous study. These conclusion is dedicated to satisfy the first hypothesis of the study.

On other hand, Word-of-Mouth (WOM) lead to positive relationship within social
media platforms. Furthermore, the significance value has not fully satisfied in regard to
picture the second hypothesis. This means that more valuable word-of-mouth spread by
the consumers among their relatives/friends lead to more followers/ consumers under the
social media platforms. This is to sum up the result as researcher has designed second
hypothesis in the study.

Last but not least, social media platforms indicates a positive relationship within
purchase intention. In revealed the last hypothesis, researcher found that the significance
value is not fully satisfied. Yet, as it brings positive relationship for both social media
platforms and purchase intention it may be assumed that a willing of follower/ consumers
to do purchase activity can be found under the existences of social media platforms. More
consumers under social media platforms may lead to leverage on purchase intention.

Researcher has sum up the finding into some creative points, there are as follows:
(1) Implication for Marketing

Theory The present study revealed that after researcher conducted a research, the
relationship between customer engagements under social media platforms lead to different
relationship as previous literature revealed. It has been described in the previous chapter.
This points out to a vary possibility set of rules of customer engagement under social media
platforms. There are a lot of transformation has had imposed by marketer under these new

communication platforms. Having consumers taking more and more central role in the

67



Wuhan University of Technology Master’s Degree Thesis

relationship within businesses. Researcher has provide vary literature in the term of
customer engagement and social media platforms which are alike, but empirical study
conducted by researcher does not indicates in the same conclusion as previous literature.
In this sense, it showing that further research must be taken in order to fully satisfy the
conceptual method in order to reach the purchase intention through social media platforms.
However, two out of three objectives observed in the study have revealed alike of
relationship between both word-of-mouth within social media platforms and social media
platforms within purchase intention. Moreover, significance value that is not fully satisfied
in this two objectives showing that further research is needed in order to fully integrate
these concepts into one holistic understanding of purchase intention under the social media
market perspectives.
(2) Managerial Implications
The conceptual model presented in this study may provide the managers with a
better understanding of the newly emerged concept and delivers empirical evidence of the
returns potential. First of all, the finding of the research allow drawing line and defining
the dependent and independent variable of the study. During the study, researcher has
aware that even before the conceptual model and hypothesis were drawn customer
engagement has already being considered as an important tool of a successful social media
marketing. There is a belief among the practitioners that it may lead to leverage of the
business performance (Nelson-Field & Taylor, 2012). However, according to the study
observed by researcher, low level of engagement under social media platforms was
revealed. Referred to the study, it means that the business still lack of knowledge and skill
in achieving the substantial level of customer engagement. Hired an employee with skill
on social media platforms may be helpful to reach the customers. Yet it will reduce the
expense of business as they do not need to spend more time and financial in purpose to
trainee the employee.
Moreover, the result gathered from this research show that word-of-mouth indicates
a positive relationship under the social media platforms. It is revealed that online platforms
are under the ruled of offline world. Even social media platforms are the new trend should
be adapted by marketer, still the skillful of offline word-of-mouth is important to lead
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people one step forward to the social media platforms usage (Enders, Hungenberg, Denker,
& Mauch, 2008). In do marketing, word-of-mouth must balance applied with the social
media platforms as marketer is adapting the new emerged of marketing.

Finally, the very basic purpose of the establishment of an organization or business is
to earn profit with low expenses as it possible. Through the study discovered under the
third objectives, both social media platforms and purchase intention may have
interconnected each other. Despite as researcher has described in the previous paragraph,
sharpen the skill in to a better understanding of social media platforms is important to be
considered as well. However, high commitment once business decide to utilize it is high
recommended to put attention. As such once business has decide to utilize it, care and
maintaining of the social media platforms must be taken. The last hypothesis result that
revealed in the study also have been proven by previous literature as it written in the
previous chapter of the study.

6.2 Future Research

Researcher has to be further acknowledge regarding some limitations faced during
the present study. First of all, due to the novelty of the topic and lack of academic research
in the study, the conclusions that are made in the study have to be made with caution. The
conceptual model that have been designed by researcher cannot be immediately
generalized by the future researcher. There may appears some literature that need to be
improve as this study has been pointed out to picture a case in Indonesia where there might
have culture different. According to the conceptual models, is indicates that there is still
appears a large portion of variance not explain by the model. Future study should therefore
attempt to capture the missing parts of the models. Moreover, identify another variables
that may potentially affect the purchase intention in order to create a more explanatory

model is highly recommended as it may serve another study for a better understanding.
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