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ABSTRACT 

 

The main objective of this research is to determine the impact of social network 

marketing and customer engagement towards customers’ online purchase intention 

related to travel agency. This research is to study whether there are any relationships 

between social network marketing and customer engagement towards customers’ 

online purchase intention. This research was conducted within Kuala Lumpur by 

distributing 132 questionnaires to individuals that have been using social networking 

sites related to travel agency. The sampling technique used was the non-probability 

sampling which was the convenience sampling.  The result of the findings showed that 

one of the independent variables has significant relationship with dependent variable, 

while another independent variable has no significant relationship. As for the most 

influencial impact towards customers’ online purchase intention related to travel 

agency is the customer engagement. 

 

KEYWORD: Social Network Marketing, Customer Engagement, and Customers’ 

Online Purchase Intention 

 

 

 


	IMPACT OF SOCIAL NETWORK MARKETING AND CUSTOMER ENGAGEMENT TOWARDS CUSTOMERS’ ONLINE PURCHASE INTENTION RELATED TO TRAVEL AGENCY
	DECLARATION OF ORIGINAL WORK
	LETTER OF SUBMISSION
	ACKNOWLEDGEMENT
	TABLE OF CONTENTS
	LIST OF FIGURES
	LIST OF TABLES
	ABSTRACT
	CHAPTER 1 INTRODUCTION
	1.0 Introduction
	1.1 Background of Study
	1.2 Problem Statement
	1.3 General Research Question
	1.4 General Research Objective
	1.5 Significance of Study
	1.6 Limitations of Study
	1.7 Scope of Study
	1.8 Definition of Terms

	CHAPTER 2 LITERATURE REVIEW
	2.1 Uses and Gratification Theory (UGT Theory)
	2.2 Customers’ Online Purchase Intention
	2.3 Social Network Marketing
	2.4 Customer Engagement
	2.5 Theoretical Framework
	2.6 Hypotheses

	CHAPTER 3 RESEARCH METHODOLOGY
	INTRODUCTION
	3.1 Research Design
	3.2 Data Collection Method
	3.3 Questionnaire
	3.4 Sampling
	3.5 Data Analysis

	CHAPTER 4 FINDINGS INTRODUCTION
	4.1 Data Editing and Coding
	4.2 Testing and Goodness of Data
	4.3 Descriptive Statistics
	4.4 Demographic Analysis of Respondent
	4.5 Multiple Regression Analysis

	CHAPTER 5 DISCUSSION AND CONCLUSION
	INTRODUCTION
	5.1 Discussion of the Findings
	5.2 Contribution
	5.3 Recommendations
	5.4 Conclusion

	REFERENCES
	APPENDICES



