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ABSTRACT 

Objective: This research provides evidence that there are significant and positive influences from 

three main predictors of CBE (Consumer Brand Engagement) namely consumer involvement, 

consumer participation, and self-expressive brand on the three dimensions of CBE namely cognitive 

processing, affection, and activation. Research Design & Methods: This quantitative research uses 

purposive sampling which is combined with snowball sampling to collect data from 295 respondents 

of IPhone smartphone users/consumers at several locations in Indonesia. Structural Equation 

Modelling - AMOS is used to test the nine hypotheses. Findings: six of nine research hypotheses are 

significantly and positively supported hypotheses, while the other three hypotheses are not. 

Implications & Recommendations: Based on findings, it can be stated that for the Apple Inc. as the 

owner of IPhone brand should give more experience, encourage participation, and emotional relation 

to their consumers as they continue using the products. Ideas, critics, and suggestion from consumers 

are important factors for the brand as well. Contribution & Value Added: This research provides 

insight to understand CBE dimensions and its antecedents on IPhone brand, they are consumer 

involvement, consumer participation, and self-expressive brand on cognitive processing, affection, 

and activation. 

 

Keywords: consumer brand engagement, consumer involvement, consumer participation, self-

expressive brand, IPhone.  
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INTRODUCTION  

Nowadays, a vast majority of new technologies can be found in several aspects of people's lives, one 

of them is telecommunications technology. The development of communication technology has 

resulted the needs and desires of individuals to develop themselves as well. In addition, technology is 

also used as self-actualization. The impact of the development of this new technology is manifested in 

the form of smartphones that can replace computer performances such as communication, push e-mail, 

online shopping, browsing, until status updates on social media can cause smartphones use to increase 

and become necessities of life. 

Although smartphones have been developed rapidly in terms of quality and excellence, consumers still 

have specific and fundamental reasons for choosing and using certain brands. The smartphone brand 

selection process is supported by several factors that will be taken into account by consumers. There 

are a large number of smartphone manufacturers in the marketplace, then competition is now not only 

limited to the smartphone’s technology, especially because all of them have features that are easier to 

use currently. Consumers might prefer to choose smartphone brands over the features offered by the 

smartphone manufacturers. So, this phenomenon can be an insight for marketers to understand the 

consumer behaviour pattern associated with smartphone brands chosen by them.  
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Consumer brand engagement which is abbreviated as CBE is considered as an important idea because 

nowadays consumers are offered a large selection of smartphone brands. This causes CBE not only 

emphasize the competition between features of available smartphone brands, but also as explanation of 

consumer willingness to continue using certain smartphone brands. Consumers engagement to certain 

brands is very necessary to gain consumer loyalty, given that the current smartphone brands 

competition is increasingly widespread. Consumers who have the perception of strong relation to a 

particular brand of smartphone will be more actively seeking information about the brand itself that 

they want to buy. Meanwhile, if consumers are not bound by certain smartphone brands, these 

consumers will not continue using the brand after buying it. By understanding the consumer 

engagement process, it is expected that the company can find out the position of consumers so that 

they can be closer to company's brand. In this process, researchers use the consumer brand 

engagement process model as described by Gambetti et al. (2012). The CBE process consists of three 

phases which can be marked by the increasing ability of a brand to get closer to its consumers by 

making these consumers bound to a particular brand. The more consumers are bound to certain brands, 

the stronger the relationship between brands and consumers. Therefore, these factors are important to 

be investigated so as to provide an overview of the antecedents that have a significant and positive 

effect on the dimensions of CBE. 

LITERATURE REVIEW 

Consumer Brand Engagement  

Previous research as in the study of Khan et al. (2016) have found that consumers who are bound to 

brands can be a basis in building stronger relationships between consumers and brands of a particular 

company. This strong relationship can occur after consumers are bound to certain brands and are 

willing to continue the relationship after the post-purchase of certain brands. The CBE concept fits in 

the context of relationship marketing which emphasizes the importance of maintaining loyal valuable 

consumers (Hollebeek, 2010). Likewise, Pansari & Kumar (2016) found that to make consumers 

bound to brands, the relationship between consumers and brands must be good and have emotional 

ties. Sashi (2012) also defines CBE as a state of consumers who can actively maintain relationships 

with brands or companies that are characterized by consumer behaviour that helps creating value in 

the process. 

Consumer Involvement 

Based on Zaichkowsky (1985), consumers engagement can be known from the behaviour which they 

feel, that the product of a brand they own consistently and related with their needs, values, and 

interests. Therefore, researchers associate these consumer participation with CBE. Russell et al. (2007) 

defines the involvement that the targeted object is important from the consumer's perspective and how 

the object relates to the consumer's personal self. While according to Smith & Godbey (1991) 

involvement is a cognitive, affective, or motivational construct that shows thought or personal 

relationships are felt but are not considered as behavioural. Thus, a high level of consumer interest and 

concern shows that it is an antecedent for the user. According to Beatty & Smith (1987) involvement 

results in greater external search and greater cognitive processing. Meanwhile according to Petty & 

Cacioppo (1983) participation has more elaboration and according to Robertson (1976) participation 

increases in product trials. 

Consumer Participation 

The concept of voluntary consumer performance that demonstrated through behaviour can help the 

company's ability to evaluate the services provided in order to provide better service quality 

(Eisingerich et al. 2014). This means that consumer participation is an important form of consumer 

voluntary performance that is shown in the customer behaviour to company. Participation refers to the 

extent to which consumers provide constructive feedback and useful advice to certain companies 

(Eisingerich et al. 2014). In essence, consumer participation includes the extent to which consumers 

are involved in the production and evaluation of services provided by companies (Dabholkar, 1990). 
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Consumer participation is important so that consumers can actively communicate with companies 

related to their production (Chen et al. 2011). According to Chan et al. (2010) and Vargo & Lusch 

(2004) show that the importance of engaging consumers internally through their participation is 

important for changes in companies that produce certain brands. 

Self-Expressive Brand 

Based on the definition by Carroll & Ahuvia (2006), self-expressive brand is an extent to which 

consumers feel the brand they choose can reflect themselves. Belk (1988) asserted that brands can 

reflect consumers' self through the way consumers think about certain brands and can also provide an 

extension of themselves through certain brands. Therefore, as stated by Carroll & Ahuvia (2006), the 

design of brand symbols is usually used by consumers to form and reflect their identity. However, the 

number of studies linking the impact of self-expressive brand to the CBE dimension is still limited 

(Leckie et al. 2016). Although the research is still limited, research from Carroll & Ahuvia (2006) and 

Wallace et al. (2014) have shown the impact of self-expressive brand on emotional behaviour. 

Research from Algesheimer et al. (2005) discusses that brand attachment occurs when consumers' 

motives are supported by themselves can increase the level of brand engagement. Furthermore, 

research from Jahn & Kunz (2012) which suggests that consumers are more likely to be attached to a 

brand when they feel that the brand can cause them to express themselves in accordance with their 

personal values. Thus, the value of the consumer's self-concept has a positive impact on brand 

attachment. In addition, Jahn & Kunz (2012) also discussed the role of self-expressive brand that can 

influence their engagement with those brands. 

Cognitive Processing 

The first dimension of CBE is cognitive processing. Cognitive processing is a dimension of CBE in 

the form of the level of knowledge possessed by consumers about a brand. Hollebeek et al. (2014) 

defines cognitive processing as the consumer level of brand-related thought processes and elaboration 

in an energy, effect, and time spent on certain brands in consumer interactions with certain brands. 

Consumers who have high cognitive knowledge or processing about a particular brand, then have a 

great opportunity to become attached to the brand. The more consumers are bound to certain brands 

means that consumers can create a strong relationships with certain brands after post-purchase. Leckie 

et al. (2016) also defines cognitive processing as an interaction between consumers and certain brands. 

In detail, according to Dessart et al. (2015) cognitive processing can be defined as the attention and 

absorption carried out by consumers towards a brand. In the context of engagement, cognitive 

processing refers to the psychology of consumers who are active towards the consumer experience 

related to the brand that causes them to be bound. Hollebeek et al. (2014) developed a scale for CBE 

which was subsequently adopted by other studies such as Leckie et al. (2016), Hepola et al. (2017), 

Tunca (2019), Brandao et al. (2019), and Algharabat et al. (2019). One of the scales of CBE is 

cognitive processing. According to Hollebeek et al. (2011) cognitive processing associated with CBE 

is an emotional and behavioral activity that is owned by consumers with a focus on interaction with 

certain brands. 

Affection 

The second dimension of CBE is affection. Affection is a CBE dimension in the form of emotional 

level possessed by consumers. According to Hollebeek et al. (2014), affection refers to the level of 

consumers associated with brands that can affect interactions between consumers and certain brands. 

Hollebeek et al. (2014) chose the emotional dimension of affection in order to be complemented by 

the benefits received by consumers. According to Dessart et al. (2015) affection can be defined as an 

enthusiasm and enjoyment which means that affection is a form of emotional levels experienced by 

consumers with brands that make them bound. This emotional level can occur in the long-term and 

repeatedly, not just once. Affective dimensions relate to various things in the form of content and 

interaction. 
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Activation 

The third dimension of CBE is activation. Activation is a dimension of CBE in the form of behaviour 

owned by consumers. Consumer activity or behaviour can be expressed through the level of consumer 

energy given in interacting with certain brands (Patterson et al. 2006). Meanwhile, according to 

Hollebeek et al. (2011) activation is defined as the level of energy, effort, and time of consumers 

spend on an interaction with particular brand, which means that activation is the behaviour of the CBE 

dimension. Liembawati et al. (2014) defines brand activation as an interconnected unity of all 

communications available. Furthermore, activation also has a meaning of stimulating interest, testing, 

loyalty, and new communication tools that introduce something every year and brand activation is one 

form of company promotion that promotes a particular brand so that it can get closer and build a brand 

interaction with its users through an activity. 

METHODS 

This research explains the phenomenon of consumer brand engagement on IPhone smartphone brand 

because these brand products tend to be expensive yet consumers still want them. Based on the level 

of explanation, the type of this research is associative, causal research. According to Sugiyono (2012) 

associative research is research whose purpose is to find out the relationship between two or more 

variables. While the causal relationship according to Sugiyono (2012) is the relationship between the 

independent variable and the dependent variable that has a causal relationship. 

Research data is obtained from the respondents through surveys method using questionnaire items via 

Google Form, which means this research uses primary data. Furthermore, this type of research is 

quantitative. Researchers used a combination of non-probability sampling techniques, namely 

snowball sampling and purposive sampling. According to Nurdiani (2014) snowball sampling is the 

right method used to form a network of continuous relationships. This continuous relationship 

occurred because researchers initially distributed online questionnaires using Google Form to initial 

respondents. Furthermore, the initial respondent distributes the questionnaire link to other people who 

can become the next respondents, thereby increasing the number of questionnaires and data obtained 

(Ardiyanto & Kusumadewi, 2018). Nevertheless the data obtained from these respondents cannot be 

used entirely as samples because the researchers used purposive sampling as well. Purposive sampling 

is the determination of the number of respondents from the population who have certain criteria, 

including (1) once bought IPhone smartphone; (2) IPhone smartphone users; and (3) using an IPhone 

smartphone for 1 month and more. Statement items were measured using five Likert scales of the 

highest score, namely Strongly Agree (SS) as 5 in score and the lowest score Strongly Disagree (STS) 

as the score of 1. While the number of respondents obtained was 295 people from several locations or 

provinces in Indonesia especially in Java Island. 

 

 

Figure 1. Research Hypothesis Model 
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Tabel 1. Instrument of Measurement Variables 
Variables Items 

Consumer 

Involvement  

Based on my attitude towards the IPhone smartphone, I feel that the brand is important.  

Based on my personal values towards the IPhone smartphone, I feel that the brand is 

important. 

The IPhone brand is very important to me. 

The IPhone brand is more important to me compared to other brand. 

Consumer 

Participation  

If I have a useful idea to improve the IPhone brand, I will tell them. 

I give constructive advice to the IPhone brand on how to improve the service. 

I told the IPhone about how to serve consumers well. 

I provide many useful ideas and suggestions to enhance the IPhone brand. 

Self-

Expressive 

Brand 

The IPhone brand reflects my true self. 

The IPhone brand enhance my self-image. 

The IPhone brand contributes to my self-image. 

The IPhone brand adds to the social “role” that I play. 

Cognitive 

Processing  

I think IPhone brand a lot when I use it. 

Time flies so fast when I use the IPhone brand. 

I don’t want to be disturbed when using the IPhone brand. 

I really enjoy using and interacting with the IPhone brand. 

Affection  Using the IPhone brand makes me happy. 

I feel good when using the IPhone brand. 

Smartphone from IPhone brand makes me feel happy 

Smartphone from IPhone brand makes me feel entertained. 

Activation  I often use the IPhone brand compared to other brand 

I use IPhone smartphone brand from time to time. 

I most often use the IPhone brand. 
Source: Malär et al. (2011), Eisingerich et al. (2014), Carroll & Ahuvia (2006), Wallace et al. (2014), Hollebeek et al. 

(2014), Cheung et al. (2011), Kabadayi & Alan (2012) 

FINDING 

The following table depicts the demographic data of respondents presented through the frequency 

table. The function of this demographic data is to determine the background demographic factors 

(population) of respondents based on categories of domicile, gender, age, education, occupation, and 

income. 

(Tabel 2, See Appendix 1) 

Table 2 shows the characteristics of respondents based on domicile are dominated by respondents 

from Yogyakarta Special Region which consist of 241 people or 81.7%. For the characteristics of 

respondents by sex are dominated by women which consist of 194 people or 65.8%. In terms of age, 

respondents who use IPhone smartphone brands are dominated by respondents 21-25 years old or 

percentage of 59.3%. In terms of education, it can be concluded that respondents who own and use 

IPhone smartphone brand are dominated by respondents who have a high school / vocational / 

equivalent education totalling 155 people or 52.6%. In terms of occupation, the characteristics of 

respondents were dominated by students which consist of 146 people or 49.5%. While based on 

monthly income the characteristics of respondents owners and users of IPhone smartphone brand are 

dominated by respondents who earn Rp1,000,500 - Rp2,000,000 which consist of 119 people or 

40.3%. 

Convergent Validity and Composite Reliability Tests 

 

Convergent Validity 

Tabel 3. Items Convergent Validity Test Result 
Variables  Items Factor Loadings 

Consumer Involvement  1 0.925 

2 0.904 

3 0.858 
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Variables  Items Factor Loadings 

4 0.762 

Consumer Participation  1 0.764 

2 0.887 

3 0.889 

4 0.787 

Self-Expressive Brand  1 0.795 

2 0.914 

3 0.917 

4 0.900 

Cognitive Processing  1 0.706 

2 0.801 

3 0.839 

4 0.841 

Affection  1 0.911 

2 0.887 

3 0.881 

4 0.822 

Activation  1 0.905 

2 0.590 

3 0.904 
Source: primary data processed 

Table 3. shows that all items for each research variables have  Factor Loading score  ≥ 0.50 so that it 

can be interpreted that all items are valid. It also can be concluded that, each statement items in the 

questionnaire can be used to measure the research variables. 

Composite Reliability 

Tabel 4. Composite Reliability Test Result 
Variables Items Composite Reliability (CR) 

Consumer Involvement  4 0.922 

Consumer Participation  4 0.901 

Self-Expressive Brand  4 0.934 

Cognitive Processing  4 0.875 

Affection 4 0.929 

Activation 3 0.850 
Source: primary data processed 

Table 4 above shows that all statement items for each research variable obtain Composite Reliability 

(CR) score of more than 0.6 so that all items meet the reliability requirements. Therefore, all items of 

the statement are consistent. Composite Reliability is consistent which means each item of the 

statement can be used for further studies. 

Model Fit Test 

Tabel 5. Model Fit 
Model fit indices Recommended Score Result Score Model Evaluation 

Absolute Fit Measures 

Chi-square (χ2) Expected to be low 608.50 Bad fit 

χ2/d.f. ˂ 2 fit, 2 – 5 reasonable 2.791 Reasonable 

GFI ≥ 0.90 0.846 Marginal fit 

RMSEA ≤ 0.08 0.078 Good fit 

Incremental Fit Measures 

AGFI ≥ 0.80 0.805 Good fit 

TLI ≥ 0.90 0.923 Good fit 

NFI ≥ 0.90 0.900 Good fit 
Recommended score is adapted from Ghozali (2016) and Wang et al. (2006) 

Source: Primary Data Processed (2019) 
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Based on absolute fit measurements in table 5 above, it can be concluded that the score of CMIN or 

Chi-square (χ2) is 608.50. CMIN score itself is expected to be low so based on the results of these 

calculations, the model fit is included in bad fit category. The CMINDF score or χ2 / d.f is 2.791. The 

score for the CMINDF mentioned < 2 is fit, 2 – 5 is reasonable. Because it gets score of 2.791, so this 

is included in the reasonable category, in other words it can be accepted for certain reasons. The score 

of GFI (Goodness of Fit Index) that close to 1.0 is categorized as perfect fit. While the results of GFI 

in this research is 0.846, so it is included in the marginal fit category. It means that the fit model is 

quite good and acceptable. While the score of RMSEA (Root Mean Square Error of Approximation) 

obtained in this fit model is 0.078 while the recommended score is less than 0.08 so that the results of 

the RMSEA fit model are good fit. 

Based on the incremental fit measurement table 5 above, it can be concluded that the score of the 

AGFI (Adjusted Goodness of Fit) in this model fit is 0.805 or exceeds the recommended score of 0.80 

so that it can be categorized as good fit. While the TLI (Tucker Lewis Index) score obtained in this fit 

model is 0.923 while the recommended score is 0.90, so this means that the TLI index is categorized 

as good fit. Furthermore, the score of NFI obtained is 0.900 while the recommended score should be 

0.90 so that it can be concluded that the NFI in this fit model is categorized as good fit. 

Hypothesis Test 

Tabel 6. Hypothesis Test Result 

Hypothesis 

Standardized 

Regression 

Weights (ß) 

p-value Results 

(H1) Consumer involvement significantly and positively 

influences cognitive processing.  
-0.029 0.651 Not Supported 

(H2) Consumer involvement significantly and positively 

influences affection. 
0.028 0.666 Not Supported 

(H3) Consumer involvement significantly and positively 

influences activation 
0.314 ˂ 0.001 Supported  

(H4) Consumer participation significantly and positively 

influences cognitive processing. 
0.335 ˂ 0.001 Supported 

(H5) Consumer participation significantly and positively 

influences affection. 
0.145 0.002 Supported 

(H6) Consumer participation significantly and positively 

influences activation. 
0.003 0.957 Not Supported 

(H7) Self-expressive brand significantly and positively 

influences cognitive processing. 
0.665 ˂ 0.001 Supported 

(H8) Self-expressive brand significantly and positively 

influences affection. 
0.704 ˂ 0.001 Supported 

(H9) Self-expressive brand significantly and positively 

influences activation. 
0.406 ˂ 0.001 Supported 

Source: Primary Data Processed (2019) 

Based on tabel 6 above, it can be concluded that hypothesis H3, H4, H5, H7, H8, and H9 are proved to 

be supported because based on SEM-AMOS testing, the p-value is less than 0.05. As for hypothesis 

H1, H2, and H6 are proved not supported because they have p-value more than 0.05. 

DISCUSSION  

Based on the results of hypothesis testing in table 6, it can be seen that H1 is proved not supported 

because the p-value obtained is 0.651 and a ß value of -0.029. Therefore, it can be concluded that the 

consumer involvement variable does not affect cognitive processing variable significantly. H2 also 

proved not supported because the p-value obtained is 0.666 and ß was 0.028. Therefore, it can also be 

concluded that the consumer involvement variable does not affect the affection variable significantly. 

Whereas in the third hypothesis, H3 is proved to be supported because the p-value obtained is less than 

0.001 and ß at 0.314 so that the consumer involvement variable significantly and positively influences 

activation variable, the higher the consumer involvement in the IPhone smartphone brand, the 
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activation or behaviour of the consumer towards the IPhone smartphone brand also increased. For H4 

proved to be supported because the p-value obtained is less than 0.001 and ß of 0.335 so that the 

consumer participation variable has a significant and positive effect on cognitive processing variables, 

the greater the participation of IPhone smartphone brand consumers, the cognitive processing or the 

level of consumer knowledge about iPhone smartphone brands also increased.  

H5 is proved to be supported because p-value obtained is 0.002 and ß of 0.145 so that the consumer 

participation variable has significant and positive effect on the affection variable, which means that 

more consumers participate in IPhone smartphone brand, the affection or consumer’s emotion will 

also increasingly high. H6 is proved to be not supported because p-value of 0.957 and a ß value of 

0.03. Thus it can be concluded that the consumer participation variable has no significant effect on the 

activation variable. 

H7 is supported with a p-value obtained less than 0.001 and ß of 0.665 so that the self-expressive 

brand has significant and positive effect on cognitive processing variables, the higher the consumer’s 

self-expressive brand of Iphone smartphone, the cognitive processing or the level of knowledge 

towards the iPhone smartphone brand also increased. Furthermore, H8 is proved supported because p-

values obtained is less than 0.001 and ß of 0.704 so that the self-expressive brand has  significant and 

positive effect on the affection variable, the greater the brand that can express itself as consumers of 

Iphone smartphone brands, the consumer’s affection or emotional level have also increased. The last 

hypothesis is that H9 is proven to be supported with p-value obtained is less than 0.001 and ß of 0.406 

so that the self-expressive brand has significant and positive effect on the activation variable, which 

means the higher the brand that expresses itself to the IPhone consumers, the activation or consumer 

action towards the iPhone smartphone brand also higher. 

CONCLUSION  

This research on consumers/users of IPhone smartphone brand using SEM-AMOS analysis regarding 

consumer involvement, consumer participation, and self-expressive brand to the dimensions of CBE 

namely cognitive processing, affection, and activation, can be drawn following conclusions (1) 

consumer involvement has no significant and positive effect on cognitive processing; (2) consumer 

involvement has no significant and positive effect on affection; (3) consumer involvement has  

significant and positive effect on the activation; (4) consumer participation has significant and positive 

effect on cognitive processing; (5) consumer participation has significant and positive effect on the 

affection; (6) consumer participation has no significant and positive effect on the activation; (7) self-

expressive brand has significant and positive effect on affection; (8) self-expressive brand has  

significant and positive effect on cognitive processing; (9) self-expressive brand has  significant and 

positive effect on cognitive processing. 

The results of this research can provide recommendation to IPhone about consumer involvement 

which only affects the one dimension of CBE, which is activation. Related to cognitive processing, 

IPhone must provide more knowledge and feelings to consumers so they can engage with the IPhone 

brand and ultimately can continue the relationship towards the brand. Furthermore, consumer 

involvement has no effect on affection, which means companies must get consumers involved by 

creating emotional ties to consumers so that they want to continue using iPhone smartphone brand in a 

long time. Lastly, consumer participation has no effect on activation, which means companies must 

encourage consumers to take action to provide ideas, criticisms, and suggestions on IPhone 

smartphone brand services so that consumers can participate on any IPhone smartphone brand events 

if needed. Therefore, IPhone must build an IPhone brand services in consideration with consumer’s 

needs and wants in order to continue in getting a place in the hearts of consumers. 
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Appendix 

 
Appendix 1 

Demographic Respondents In Percentage 

Domicile  

Java Island   

Banten  5 1.7 

DKI Jakarta 9 3.0 

Jawa Barat 4 1.4 

Jawa Tengah 22 7.4 

Jawa Timur 4 1.4 
Daerah Istimewa Yogyakarta (DIY) 241 81.7 

Other location 10 3.4 

Total  295 100 

   
Sex 

Male 101 34.2 

Female 194 65.8 

Total 295 100 
   

Age 

˂ 15 years old 4 1.4 

15 – 20 years old 67 22.7 
21 – 25 years old 175 59.3 

26 – 30 years old 29 9.8 

30 – 35 years old 14 4.8 

35 – 40 years old 6 2.0 
Total 295 100 

   

Education 

Junior High School/Equal 16 5.4 
High School/Equal 155 52.6 

D1 1 0.3 

D3 31 10.5 

Bachelor Degree 89 30.2 
Master Degree 2 0.7 

Doctoral Degree 1 0.3 

Total  295 100 

   

Job 

Unemployed 3 1.0 

Photographer 2 0.7 

Freelancer 4 1.4 
Teacher  2 0.7 

Housewife 5 1.7 

College Students  146 49.5 

Private Employees 81 27.4 
Students  23 7.8 

Businessman 19 6.4 

Civil Servant 10 3.4 

Total  295 100 
   

Income (in Rupiahs)    

˂ 1.000.500  87 29.5 

1.000.500 – 2.000.000 119 40.3 
2.000.500 – 3.000.000 42 14.2 

3.000.500 – 4.000.000 20 6.8 

4.000.500 – 5.000.000 15 5.1 
˃ 5.000.500 12 4.1 

Total  295 100 

 

 


