
 

FACTORS INFLUENCING CUSTOMERS’ INTERACTION THROUGH 

SOCIAL MEDIA OF LOSRAVELDA 

NURUL SAKINAH BT ABDUL RASHID 

2014819268 

BACHELOR OF BUSINESS ADMINISTRATION 

WITH HONOURS (MARKETING) 

FACULTY OF BUSINESS MANAGEMENT 

UNIVERSITI TEKNOLOGI MARA 

PULAU PINANG 

JULY 2017 

ii 



DECLARATION OF ORIGINAL WORK 

 

BACHELOR OF BUSINESS ADMINISTRATION 

WITH (HONOURS) MARKETING 

FACULTY OF BUSINESS MANAGEMENT 

UNIVERSITI TEKNOLOGI MARA 

PULAU PINANG 

“DECLARATION OF ORIGINAL WORK” 

I NURUL SAKINAH BINTI ABDUL RASHID. (IC NUMBER 950214XXXXXX) 

Hereby, declare that: 

□ This work has not previously been accepted in substance for any degree, locally or 

overseas, and is not being concurrently submitted for this degree or any other degrees. 

□ This project-paper is the result of my independent work and investigation, except 

where otherwise stated. 

□ All verbatim extracts have been distinguished by quotation marks and sources of 

my information have been specifically acknowledged. 

Signature: ___________________  Date: _________________________________  

ii 



ACKNOWLEDGEMENT 

In The Name Of Allah, The Most Gracious, The Most Merciful 

Firstly, I am very grateful to Allah S.W.T for grant me the strength to make 

this thesis successfully completed. Without His mercy, I don’t think I could make it to 

this far. 

I would like to thank to many folks who had assisted me a lot throughout this 

quite tough journey in finishing this piece of work. Thank you to my Supervisor 

Madam Nurul Hayani binti Abd Rahman and Co Supervisor, Dr Mohd Subri b. Tahir. 

A massive respect and million of thanks to both of them because they give me such a 

motivation for me to done my academic research. 

Not to forget my lovely parents, Abdul Rashid Zakaria and Junaidah Md 

Ramli for their endless support not just in financial but also for supporting me and 

convinced me that I can be a successful person. I could not thank them enough for 

this. Thank you Allah for giving me the best parents in the world. May Allah grant 

them with eternal happiness and always in His protection. 

Also my siblings and friends, they understand me more than anyone in this 

world can do. Their encouragement had boost my motivation to consistently working 

for my thesis. 

Lastly, thank you to all LV team member, Mr Ajwad Khan and Mrs Puteri 

Emira as founder of Losra Velda, my supervisor, Miss Norwahidah. They had helped 

me a lot during my practical in Losra Velda. The experiences that I gained is useful in 

my future. 

v 



Table of Contents 

1.0 Introduction ..................................................................................................................... 1 

1.1 Introduction of Company .......................................................................................... 3 

1.2 Problem Statement ..................................................................................................... 4 

1.3 Research Obj ective ................................................................................................... 6 

1.4 Research Question ......................................................................................................... 6 

1.5 Scope of Study ............................................................................................................... 6 

1.6 Definitions of key terms ................................................................................................ 7 

1.6.1 Social media marketing ........................................................................................... 7 

1.6.2 Brand engagement .................................................................................................. 7 

1.6.3 Complaints and suggestion ..................................................................................... 7 

1.7 Limitation ...................................................................................................................... 8 

1.8 Summary of chapter ....................................................................................................... 8 

2.0 Introduction ..................................................................................................................... 9 

2.1 Dependent variable .................................................................................................... 9 

2.1.1 Customers’ interaction through social media ..................................................... 9 

2.2 Independent Variable ............................................................................................... 11 

2.2.1 Brand engagement ................................................................................................ 11 

2.2.2 Communication .................................................................................................... 13 

2.2.3 Opportunity seeking ............................................................................................. 14 

2.3 Theoretical Framework ............................................................................................... 16 

2.4 Hypothesis ............................................................................................................... 16 

3.0 Introduction ................................................................................................................... 17 

3.1 Research design ....................................................................................................... 17 

3.2 Data collection method ............................................................................................ 18 

3.2.1 Primary Data .................................................................................................... 18 

3.2.2 Secondary Data ................................................................................................ 18 

3.3 Sampling design ...................................................................................................... 19 

3.3.1 Target population ............................................................................................. 19 

3.3.2 Sampling Frame ............................................................................................... 20 

3.3.3 Sampling Size .................................................................................................. 20 

3.4 Instrument of research ............................................................................................. 20 

3.4.1 Questionnaire ................................................................................................... 21 

3.5 Questionnaire analysis ............................................................................................. 22 

vi 



 

ABSTRACT 

Social media is the intermediate to socialize. These new media win the 

expectation of customers by connecting with them at a deeper level. Social media 

marketing is the fresh tune for several marques as early last year. Sellers are noting a 

comprehensive assortment of social media chances and beginning to implement new 

societal advantages at a greater level than ever formerly. Social media marketing and 

the businesses that exploit it have become more refined. 

Basically this study is conducted to identify the influences of customers 

interaction through the social media of Losra Velda, one of the famous boutique in 

Shah Alam, Selangor. This study hypothesized the relationships of brand engagement, 

communications and opportunity seeking with customers’ interaction in demand to 

amplify the use of every social media that they have. This study engaged the use of 

association strategy to found the nature of the relationships. The validity and reliability 

of research instruments was established and data was collected from 100 respondents 

of membership holder of Losra Velda. 
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