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APPENDIX 1
QUESTIONNAIRE - BAHASA & ENGLISH VERSION

Hello, | am Zaidan Dzaky Al-Mugoddam, a final year student of Management

Studies with a concentration in International Business at President University.

I am currently doing research to get a Bachelor's degree in my studies. This
questionnaire was created to facilitate the exploration of Social Media, Product
Quality, After Sales in generating purchase confidence which influences the
decision to buy a used car at OLX Autos in Bekasi. Therefore, | would like to invite
you to participate in this survey. In addition, the information collected in this survey

will be used solely for academic purposes.
I am very grateful and appreciate your participation in filling out this questionnaire.

Best Regards,
Zaidan Dzaky Al-Mugoddam

Halo, saya Zaidan Dzaky Al-Mugoddam, mahasiswa tahun terakhir Studi

Manajemen dengan konsentrasi Bisnis Internasional di President University.

Saat ini saya sedang melakukan penelitian untuk mendapatkan gelar Sarjana dalam
studi saya. Kuesioner ini dibuat untuk memudahkan dalam eksplorasi Social Media,
Kualitas Produk, After Sales dalam memunculkan kepercayaan pembelian
berpengaruh terhadap keputusan membeli mobil bekas di OLX Autos di Bekasi.
Oleh karena itu, saya ingin mengundang Anda untuk berpartisipasi dalam survei
ini. Selain itu, informasi yang dikumpulkan dalam survei ini akan digunakan

semata-mata untuk tujuan akademis.
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Saya sangat berterima kasih serta mengapresiasi partisipasi anda dalam pengisian

kuesioner ini.

Salam Hangat,
Zaidan Dzaky Al-Mugoddam

Respondent Screening

Age (Umur)

Generation Y (27 - 57)

Generation Z (12 - 26)

Do you know OLX Autos? (Apakah kamu mengetahui OLX Autos?)
Yes (Ya)

No (Tidak)

Social Media Skills

SCORING SCALE (SKALA PENILAIAN)

1 = Strongly Disagree (Sangat Tidak Setuju)
2 = Disagree (Tidak Setuju)

3 = Neutral (Netral)

4 = Agree (Setuju)

5 = Strongly Disagree (Sangat Setuju)
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No

Social Media Skills

1 | I consider myself an accomplished social media user
(Saya menganggap diri saya sebagai pengguna media
sosial yang ahli)

2 | 1 know how social media is used (Saya tahu bagaimana
media sosial digunakan)

3 | I rely oninformation from social media (Saya
mengandalkan informasi dari media sosial)

4 | I had no difficulty using the various social media
platforms (Saya tidak kesulitan menggunakan berbagai
platform media sosial)

5 | | base some of my daily decisions on the information you

get on social media (Saya mendasarkan beberapa
keputusan harian saya pada informasi yang saya dapatkan

melalui media sosial)

Product Quality Toughness

SCORING SCALE (SKALA PENILAIAN)
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1 = Strongly Disagree (Sangat Tidak Setuju)

2 = Disagree (Tidak Setuju)

3 = Neutral (Netral)

4 = Agree (Setuju)

5 = Strongly Disagree (Sangat Setuju)

No

Product Quality Toughness

I choose a car that can be used and ready to deliver me
anytime and anywhere without any constraints (Saya
memilih mobil yang bisa dipakai dan siap diandalkan

kapanpun dan dimanapun tanpa kendala apapun)

I chose a car because it has better engine performance
(endurance) (Saya memilih mobil karena memiliki

performa (ketahanan) mesin yang lebih baik)

| bought a car because | wanted to know the model and
technology of the car (Saya membeli mobil karena ingin

mengetahui model dan teknologi mobil tersebut)
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4 | I chose a car with the criteria of a car that is easy to
maintain (Saya memilih mobil dengan kriteria mobil yang

mudah dalam perawatannya)

5 | I choose a car with a working engine running well (Saya

membeli mobil dengan mesin yang bekerja dengan baik)

6 | | believe the products sold are of the best quality and can
be trusted (Saya yakin produk yang dijual memiliki
kualitas terbaik dan dapat dipercaya)

After-Sales Services

SCORING SCALE (SKALA PENILAIAN)

1 = Strongly Disagree (Sangat Tidak Setuju)
2 = Disagree (Tidak Setuju)

3 = Neutral (Netral)

4 = Agree (Setuju)

5 = Strongly Disagree (Sangat Setuju)
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No

After-Sales Services

| choose the car that | bought because it has many the
availability of official and unofficial workshop in each
town and the area around where | live so it is easy to
maintain (Saya memilih mobil karena banyak tersedianya
bengkel resmi maupun tidak resmi di setiap kota dan
daerah sekitar tempat tinggal saya sehingga mudah dalam

perawatannya)

I choose a car with ease in finding spare parts (Saya
memilih mobil dengan kemudahan dalam mencari suku

cadang)

Employees and authorized mechanics at the workshop are
always willing to help with any customer complaints
(Karyawan dan montir resmi di bengkel selalu bersedia

membantu apapun keluhan pelanggan)

Employees and authorized mechanic at the workshop are
always provide fast service to customers (Karyawan dan
montir resmi di bengkel selalu memberikan pelayanan

yang cepat kepada pelanggan)
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I choose the car that | wanted to buy because of the fast
response given by the employees and mechanics about the
car (Saya memilih mobil yang saya ingin beli karena
respon cepat yang diberikan oleh karyawan dan mekanik

tentang mobil tersebut)

Customer Trust

SCORING SCALE (SKALA PENILAIAN)

1 = Strongly Disagree (Sangat Tidak Setuju)

2 = Disagree (Tidak Setuju)

3 = Neutral (Netral)

4 = Agree (Setuju)

5 = Strongly Disagree (Sangat Setuju)

No

Customer Trust

| really believe in the integrity given by OLX Autos, it is
very complete and factual (Saya sangat percaya dengan
integritas yang diberikan oleh OLX Autos, sangat lengkap
dan faktual)
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Overall, I have complete trust in OLX Autos (Secara
keseluruhan, saya memiliki kepercayaan penuh pada OLX
Autos)

| believe all my needs related to buying a car are at OLX
Autos (Saya yakin semua kebutuhan saya terkait membeli
mobil ada di OLX Autos)

I believe that car maintenance, both short and long term,
can be relied upon (Saya yakin perawatan mobil, baik

jangka pendek maupun jangka panjang, bisa diandalkan)

| feel comfortable with the services provided (Saya

merasa nyaman dengan pelayanan yang diberikan)

I have confidence in the qualifications of the employees
and the mechanics (Saya yakin dengan kualifikasi

karyawan dan mekanik)

The treatment procedure is clear and verified (Prosedur

perawatan jelas dan terverifikasi)
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The safety services provided, whether it's a complaint or a
question, make me trust to make purchase a used cars
(Layanan kesejahteraan yang diberikan, baik itu keluhan
atau pertanyaan, membuat saya percaya untuk melakukan

pembelian mobil bekas)

Purchase Decision

SCORING SCALE (SKALA PENILAIAN)

1 = Strongly Disagree (Sangat Tidak Setuju)

2 = Disagree (Tidak Setuju)

3 = Neutral (Netral)

4 = Agree (Setuju)

5 = Strongly Disagree (Sangat Setuju)

No

Purchase Decision

Before buying a car, I am looking for information about
specifications owned by this car (Sebelum membeli
mobil, saya mencari informasi mengenai spesifikasi yang

dimiliki oleh mobil ini)
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Cars which | want buy at this time is a recommendation of
family / relatives / friends who have had this car before
(Mobil yang saya ingin beli saat ini merupakan
rekomendasi dari keluarga/kerabat/teman yang telah

memiliki mobil ini sebelumnya)

| decided to buy a car, after evaluating the product quality
of the car (Saya memutuskan untuk membeli mobil,
setelah melakukan evaluasi terhadap kualitas produk yang

dimiliki oleh mobil tersebut)

| bought a car because the price of the car | bought was
affordable (Saya membeli mobil karena harga mobil yang

saya beli terjangkau)

| bought a car after evaluating my needs (Saya membeli

mobil setelah mengevaluasi kebutuhan saya)

The car that I want to buy right now suits my needs
(Mobil yang saya ingin beli saat ini sesuai dengan

kebutuhan saya)

After trying the car that | wanted to buy, because of the
quality provided, I decided to buy the car (Setelah

mencoba mobil yang saya ingin beli, karena kualitas yang
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diberikan membuat saya memutuskan untuk membeli

mobil tersebut)

YOU ARE AT THE END OF THE QUESTIONNAIRE (ANDA SUDAH
DIPENGHUJUNG KUESIONER)

Fill in the blanks with your thoughts in the comments section below. (Optional)

Masukan komentar anda ke dalam kolom komentar yang ada di bawah ini. (Tidak

wajib)

Your Comment (Komentar Anda) *Optional / Tidak diwajibkan

The role of Social Media, Product Quality, and After-Sales Intervented by

Customer Trust to Purchase Decisions in OLX Autos Bekasi

Thank you for taking the time to complete this survey. Your assistance isimmensely
useful to this research. (Terima kasih telah meluangkan waktu untuk mengisi survei

ini. Bantuan Anda sangat berguna untuk penelitian ini)
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APPENDIX 2

Outer Loadings (Before Removal)

Outer Loadings

After-Sales Customer Trust Product Quality Purchase Decision Social Media
AS1 0.769
AS2 0.747
AS3 0.795
AsS4 0.835
AS5 0.763
cT 0.800
cT2 0.743
CcT3 0.828
CT4 0.803
CT5 0.869
CTé 0.839
cT7 0.772
cT8 0.838
PD1 0.781
PD2 0.526
PD3 0.814
PD4 0.726
PD5 0.851
PD6 0.870
PD7 0.783
PQ1 0.768
PQ2 0.825
PQ3 0.647
PQ4 0.761
PQ5 0.786
PQ6 0.734

sM1 0.766

SM2 0.817

SM3 0.656

sm4 0.801

SM5 0.612
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Outer Loadings (First Removal)

Outer Loadings

AS1
AS2
AS3
AS4
AS5
cm
cm2
cT3
cTa
eTs
cT6
et
cT8
PD1
PD3
PD4
PD5
PD6
PD7
PQ1
PQ2
PQ4
PQ5
PQ6
sm2
sm4
sm

After-Sales
0.769
0.747
0.795
0.835
0.762

Customer Trust

0.800
0.741
0.826
0.802
0.869
0.840
0.774
0.839

Product Quality

0.792
0.838
0.770
0.827

0.723

Purchase Decision

0.817
0.814
0.708
0.868
0.889
0.796

Social Media

0.873
0.817
0.838
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VIF

Collinearity Statistics (VIF)

Outer VIF Values Inner VIF Values
VIF
AS1 2.027
AS2 1.929
AS3 1.882
AsS4 2.060
AS5 1.735
cT 2.267
CT2 2.276
CT3 3.038
CT4 2447
CTS 3.286
CT6 3.519
cT7 2.355
CcT8 2.726
PD1 2297
PD3 2150
PD4 1.516
PD5 3.039
PD6 3.240
PD7 2.285
PQ1 1.944
PQ2 2.503
PQ4 1.766
PQ5 2.426
PQ6 1.349
sM2 2.004
sM4 1.763
sm1 1.545
Fornell-Larcker Criterion
Discriminant Validity
Fornell-Larcker Criterion Cross Loadings Heterotrait-Monotrait Ratio (HTMT)
After-Sales Customer Trust Product Quality Purchase Decision Social Media
After-Sales 0.782
Customer Trust 0.638 0.812
Product Quality 0.738 0.610 0.791
Purchase Decision 0.680 0.623 0.691 0817
Social Media 0.549 0.528 0.652 0.887 0.843
HTMT
Discriminant Validity
Fornell-Larcker Criterion Cross Loadings Heterotrait-Monotrait Ratio (HTMT)
After-Sales Customer Trust Product Quality Purchase Decision Social Media
After-Sales
Customer Trust 0.707
Product Quality 0.878 0.668
Purchase Decision 0.781 0.658 0.793
Social Media 0.680 0.602 0.793 0.700
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Construct Realibility and Validity

Construct Reliability and Validity

Cronbach's Alpha rho_A Composite Reliability Average Variance Extracted (AVE)

After-Sales 0.842 0.855 0.887 0.612

Customer Trust 0.926 0.931 0.939 0.660

Product Quality 0.851 0.856 0.893 0.626

Purchase Decision 0.900 0.904 0.923 0.668

Social Media 0.797 0.806 0.880 0.711
R Square

R Square

R Square R Square Adjusted

Customer Trust 0.468 0.456

Purchase Decision 0.388 0.384

Path Coefficient, T-Statistics, and P-Value

Total Effects

| Mean, STDEV, T-Values, P-Values ||| Confidence Intervals ||| Confidence Intervals Bias Corrected ||| Samples

Original 5a.. Sample Me.. Standard D.. T Statistics (... P Values
éAf‘ter—SaIes -= Customer Trust 0.384 0373 0.129 2.971 0.003
After-Sales -> Purchase Decision 0.239 0.235 0.085 2.804 0.005
Customer Trust -> Purchase Decision 0.623 0.629 0.063 9.967 0.000
Product Quality -> Customer Trust 0.210 0.220 0.106 1.975 0.049
Product Quality - > Purchase Decision 0131 0.139 0.070 1.858 0.064
Social Media -> Customer Trust 0.180 0.190 0.095 1.900 0.058
Social Media - = Purchase Decision 0.112 0.120 0.062 1.807 0.071

Specific Indirect Effects

=] Mean, STDEV, T-Values, P-Values |[Z] Confidence Intervals | =] Confidence Intervals Bias Corrected | 2] Samples

Original 5a.. Sample Me.. Standard D.. T Statistics (... P Values
éAf‘ter—Sales -> Customer Trust -> Purchase Decision 0.239 0.235 0.085 2.804 0.005
Product Quality -> Customer Trust -> Purchase Decision 0.131 0.139 0.070 1.858 0.064
Social Media -> Customer Trust -> Purchase Decision 0.112 0.120 0.062 1.807 0.071
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APPENDIX 3
QUESTIONNAIRE RESPONSES

Social Media, Product Quality and After-Sales

AS5

AS4

AS3

AS2

AS1

PQ6

PQ5

PQ4

PQ3

PQ2

PQl

SM5

SM4

SM3

SM2

SM1
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ISion

Customer Trust and Purchase Dec

PD7

PD6

PD5

PD4

PD3

PD2

PD1

CT8

CT7

CT6

CT5

CT4

CT3

CT2
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