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APPENDICES

1) Questionnaire

14.07
<« WhatsApp
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This study is tailored for individuals who

9)
1

The Role of
Shoppable Video,
Live Shopping
Streaming and
Affiliate Marketing
Towards Customer
Trust and Purchase
Intention on TikTok
(Gen Z Study)

Dear Respondent,

My name is Putri Cantika, a final year
student of Management from President
University. | am currently doing research to
support my final project entitled “The Role
of Shoppable Video, Live Shopping
Streaming and Affiliate Marketing Towe

n Customer Trust and Purchase Intention

TikTok (Gen Z Study)"

& docs.google.com

are active TikTok users. | would greatly
appreciate your willingness to spare a few
moments to contribute to this research.
Your valuable insights through this survey,
which should take approximately 3-5
minutes, would be immensely valuable.

All information and answer will be kept
confidential and used for academic
purposes only.

Kepada Para Responden,

Saya, Putri Cantika, merupakan mahasiswa
tahun akhir Jurusan Manajemen di
Universitas President. Saat ini, saya
sedang melakukan penelitian untuk
mendukung proyek akhir saya yang
berjudul "Peran Video Belanja, Siaran Live
Shopping, dan Pemasaran Afiliasi
Terhadap Kepercayaan Pelanggan dan Niat
Pembelian di TikTok (Studi Generasi Z)".

Penelitian ini ditujukan bagi individu yang
aktif menggunakan TikTok. Saya sangat
menghargai kesediaan Anda untuk
meluangkan waktu sejenak guna
berkontribusi dalam penelitian ini.
Pandangan berharga Anda melalui survei
ini, yang diharapkan hanya akan memakan
waktu sekitar 3-5 menit, akan sangat
berarti. 4

Seluruh informasi dan iawaban akan diiaaa

# docs.google.com
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untuk tujuan akademis.

D))
|

putriicantikaa@gmail.com Switch account

£% Not shared

&

* Indicates required question

Have you ever use TikTok platform?  *
(Apakah Anda pernah menggunakan

TikTok Platform)

(O VYes, | have (Ya, saya pernah)

(O No, I haven't (Tidak Pernah)

Page 1 of 7

Next

Clear form

This content is neither created nor endorsed by Google.
Report Abuse - Terms of Service - Privacy Policy

Google Forms

& docs.google.com

4

14.08
< WhatsApp

Respondent Profile

Gender *
(Jenis kelamin)

O Male (Laki-Laki)

(O Female (Perempuan)

Age Range L
(Rentang Umur)

O 1116
O 1721
O 2226

Educational Background *
(Latar Belakang)

O Junior High School (Sekolah
Menengah Pertama)

Senior High School (Sekolah
Menegah Atas)

Ranhalar (Qtrata.1)

& docs.google.com

c))
1

7

72



14.08 ol S - 14.08 o

< WhatsApp < WhatsApp

(Rentang Umur)
Shoppable Video

O 1116

c!)
1

Measurement:
1 = Strongly Disagree (Sangat Tidak Setuju) O e
2 = Disagree (Tidak Setuju) O 29-26

3 = Neutral (Netral)
4 = Agree (Setuju)
5 = Strongly Agree (Sangat Setuju)

Educational Background *

(Latar Belakang)
The popularity of creator or celebrity ~ *
on TikTok make me trust the product. o Junior High School (Sekolah
(Popularitas kreator atau selebriti Menengah Pertama)

membuat saya percaya pada produk

tersebut) Senior High School (Sekolah

Menegah Atas)

Bachelor (Strata-1)

00 O

Other

G S Page 2 of 7

Back Next Clear form

©00Q0 0O

This content is neither created nor endorsed by Google.
Report Abuse - Terms of Service - Privacy Policy

The popularity of creator or celebrity V4 Google Forms V4
L on TikTok make me purchase the 2
@ docs.google.com & docs.google.com
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The popularity ot creator or celebrity

on TikTok make me purchase the
product. (Popularitas kreator atau
selebriti membuat saya membeli
produk tersebut)

O
O 2
O 3
O 4
© 5

Content element from video of the
creator on TikTok make me trust the
product. (Unsur konten dari video
kreator membuat saya percaya pada
produk tersebut)

O
O 2
O s
llo4
O s

& docs.google.com

i -

*

7

14.08
< WhatsApp

Content element from video of the *
creator on TikTok make me purchase
the product. (Unsur konten dari video
kreator membuat saya membeli produk
tersebut)

O
© 2
O 3
©a
© 5

TikTok's recommendation system %
algorithm make me click and purchase
the product. (Algoritma sistem
rekomendasi TikTok membuat saya
mengklik dan membeli produk

tersebut)

O
O 2
Os Ve
O 4

& docs.google.com
——
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9)

e-commerce platform, influencing my

trust. (Dengan menonton siaran live di
platform TikTok e-commerce,

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

memengaruhi tingkat kepercayaan 3 = Neutral (Netral)

saya)

O
O 2
O s
O 4
O &

By watching live streaming on TikTok *

4 = Agree (Setuju)
5 = Strongly Agree (Sangat Setuju)

The content creation process L
significantly enhances the quality of e-
commerce live streams and creates a
sense of trust in the products on

TikTok.

(Proses pembuatan/kreasi konten

secara signifikan meningkatkan

kualitas siaran live e-commerce dan
menciptakan rasa percaya pada produk

e-commerce platform, influencing my di TikTok)
purchase intentions. (Dengan

menonton siaran live di platform TikTok O 1
e-commerce, memengaruhi niat

pembelian saya) O 2

O
O 2
| NQJE!

O 3
O 4

9 TF

& docs.google.com & docs.google.com

-

Live Shopping Streaming
By watching live streaming on TikTok *
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Affiliate Marketing

Measurement:

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

3 = Neutral (Netral)

4 = Agree (Setuju)

5 = Strongly Agree (Sangat Setuju)

| tend to trust and consider products  *
more when they are promoted by
creator/affiliates of marketing

campaign on TikTok. (Saya cenderung
percaya dan mempertimbangkan

produk lebih ketika dipromosikan oleh
kreator/afiliasi kampanye pemasaran di
TikTok)

O 1
© 2
© 8
O 4
Os
b g

# docs.google.com

14.09
< WhatsApp

When affiliates promote products on
TikTok, it serves as a valuable source
of information for me and influences
my level of trust in those products.
(Ketika afiliasi mempromosikan produk
di TikTok, itu menjadi sumber informasi
yang berharga bagi saya dan
memengaruhi tingkat kepercayaan saya
pada produk tersebut)

0Q0O0O0

When affiliates promote products on
TikTok, it serves as a valuable source
of information for me and influences
my level of purchase in those
products. (Ketika afiliasi
mempromosikan produk di TikTok, itu
menjadi sumber informasi yang
berharga bagi saya dan memengaruh,
ks tingkat pembelian produk tersebut)

& docs.google.com

)

1

*

*
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Customer Trust

Measurement:

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

3 = Neutral (Netral)

4 = Agree (Setuju)

5 = Strongly Agree (Sangat Setuju)

| trust a brand more when it has a *
proven track record of delivering on its
credibility and maintaining a

consistent image on TikTok. (Saya

lebih percaya pada merek yang

memiliki catatan prestasi yang terbukti
dalam mempertahankan kredibilitasnya
dan mempertahankan citra yang
konsisten di TikTok)

O 1

O OO0O

@ docs.google.com

14.09 ol ®
< WhatsApp Sl
| tend to consider and purchase *

products more when they are
promoted by creator/affiliates of
marketing campaign on TikTok. (Saya
cenderung mempertimbangkan dan
membeli produk lebih ketika
dipromosikan oleh kreator/afiliasi
kampanye pemasaran di TikTok)

O
O 2
O 3
O 4
SR

Affiliate marketing campaigns on ®
TikTok have influence my purchasing
decisions. (Kampanye pemasaran
afiliasi di TikTok memengaruhi
keputusan pembelian saya)

O
O 2 V4
O 3

@ docs.google.com
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<« WhatsApp <« WhatsApp
Brands that consistently provide ¥ I'm more likely to trust a brand that ~ *
reliable products and services affect shares my values and beliefs on
my trust as a customer on TikTok. TikTok. (Saya lebih cenderung percaya
(Merek yang secara konsisten pada merek yang memiliki nilai dan
menyediakan produk dan layanan yang keyakinan yang sejalan dengan saya di
dapat diandalkan memengaruhi TikTok)
kepercayaan saya sebagai pelanggan di
TikTok) &%

1 O 2
2 O 3
® 4
4 O s

O O0O®OO0

I tend to trust brands that maintain ®
their independence and authenticity,
rather than solely promoting products
on TikTok. (Saya cenderung percaya
pada merek yang menjaga kemandirian
dan autentisitasnya, bukan hanya
mempromosikan produk di TikTok)

| find myself trusting brands more *
when they establish an intimate
connection and make me feel valued

as a customer in TikTok. (Saya merasa
lebih percaya pada merek yang

menjalin hubungan yang intim dan
membuat saya merasa dihargai O 1

sebagai pelanggan di TikTok)
4 O 2 4

Ilo1 ll03

& docs.google.com # docs.google.com
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N ¥

Os

Brands that consistently communicate *
clearly and provide accurate

information build my trust through

their quality communication on TikTok.
(Merek yang secara konsisten
berkomunikasi dengan jelas dan
memberikan informasi yang akurat
membangun kepercayaan saya melalui
komunikasi berkualitas di TikTok)

O 1
0O 2
© 3
O 4
Os

G Page 6 of 7

Back Next Clear form

7

n This content is neither created nor endorsed by GoOyre-
Report Abuse - Terms of Service - Privacy Policy

# docs.google.com

14.10

a T -
< WhatsApp
Purchase Intention
Measurement:

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

3 = Neutral (Netral)

4 = Agree (Setuju)

5 = Strongly Agree (Sangat Setuju)

My curiosity about a product often ¥
leads me to consider purchasing it on
TikTok. (Rasa ingin tahu saya tentang
suatu produk sering kali membuat saya
mempertimbangkan untuk membelinya
di TikTok)

O
O 2
O &
O 4
O s

JB | actively search for information abou
a product before makina a purchase

& docs.google.com

79



14.10 v

o
< WhatsApp

| actively search for information about *
a product before making a purchase

on TikTok. (Saya secara aktif mencari
informasi tentang suatu produk

sebelum melakukan pembelian di
TikTok)

O
@@L
F:
O 4
Os

| carefully evaluate a product before ~ *
making a purchase on TikTok. (Saya
dengan hati-hati mengevaluasi suatu
produk sebelum melakukan pembelian

di TikTok)

©) 4
O 2
mO 3

~

# docs.google.com
e ———————————

14.10 w D -
< WhatsApp
I'm more inclined to purchase a ®

product on TikTok if | have the
opportunity to try it out first. (Saya
lebih cenderung membeli produk di
TikTok jika saya memiliki kesempatan
untuk mencobanya terlebih dahulu)

© i
O %
O 3
© 4
@F:

I'm motivated to purchase a product  *
on TikTok when | have a strong desire

to own it. (Saya termotivasi untuk
membeli produk di TikTok ketika saya
memiliki keinginan kuat untuk memiliki
produk tersebut)

©
O 2 P

nO3

# docs.google.com
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2) Respondent Data

SV [ SV [SV | SV | SV | LSS | LSS | LSS | LSS |LSS | AM | AM | AM | AM | AM
1 2 3 4 5 1 2 3 4 5 1 2 3 4 5
4 4 5 5 5 4 4 4 4 4 4 4 4 4 4
5 5 5 5 5 5 5 5 5 5 5 5 5 5 5
3 5 3 4 4 3 2 4 2 4 2 3 4 4 5
5 5 5 5 5 5 5 5 5 5 5 5 5 5 5
2 4 4 5 5 5 4 5 5 5 2 2 3 3 5
3 4 4 4 4 5 5 3 4 3 5 4 4 4 4
3 3 3 3 3 3 3 3 3 3 4 2 2 2 2
3 3 4 4 5 5 5 5 5 5 5 5 5 5 5
4 3 5 5 3 4 2 3 3 3 4 4 4 4 4
3 3 3 4 4 5 3 5 5 5 3 3 3 3 4
3 3 3 3 5 3 3 3 3 3 5 5 5 5 5
1 1 5 5 5 3 2 2 3 3 4 4 4 3 4
4 4 3 3 4 4 3 4 4 3 4 5 4 4 3
4 4 4 3 4 4 4 3 5 4 3 3 3 3 4
4 4 5 5 4 5 4 5 5 5 5 4 5 5 5
3 3 3 3 3 3 4 4 4 3 3 2 3 2 2
5 5 5 5 5 5 5 5 5 4 5 5 5 5 5
4 4 4 4 3 4 4 4 4 4 4 3 4 4 5
5 4 5 5 4 5 4 5 5 4 4 4 5 4 5
5 4 5 4 4 5 4 4 4 5 5 5 5 4 4
4 3 3 3 4 4 4 3 4 3 3 3 4 4 3
5 4 4 4 5 5 4 4 4 5 5 5 4 4 5
4 5 4 4 5 5 4 4 5 4 4 4 5 4 4
5 4 4 4 5 5 4 4 5 4 5 4 4 4 5
2 3 2 3 2 2 2 3 2 3 3 2 3 2 3
5 4 4 4 5 5 5 5 4 4 5 5 5 5 4
5 4 4 4 5 5 4 4 5 4 5 5 5 4 5
5 5 5 4 4 4 5 5 4 4 5 5 4 4 5
4 5 5 4 4 5 4 4 5 5 5 5 4 4 4
3 2 2 3 2 2 3 3 2 2 3 2 3 2 3
5 4 4 4 5 5 4 5 4 4 4 5 4 4 5
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5 5 |5 4 4 5 5 |4 4
5 5 |4 5 4 5 5 |4 4
5 5 |4 4 4 5 4 |5 4
4 5 |5 4 5 5 4 |5 4
5 5 |4 4 5 5 4 |5 4
5 4 |4 5 4 4 5 |4 4
5 4 |5 5 4 5 4 |4 5
5 5 |4 4 5 5 5 |5 4
4 3 |4 4 4 3 3 |3 3
4 4 |4 5 4 4 5 |4 4
5 5 |4 4 5 5 5 |4 4
4 5 |4 5 4 4 5 |4 4
4 4 |4 4 5 4 4 |4 4
5 4 |5 5 4 4 5 |4 4
4 4 |4 5 5 4 5 |4 4
3 2 |3 3 2 2 3 |2 3
2 3 |2 2 3 3 3 |3 2
2 1 |2 3 2 3 2 |2 2
3 3 |3 2 3 2 2 |2 3
2 2 |3 2 3 3 3 |3 3
ct1 |ct2 [c3 [cta [crs [cte [P PI2 PI3 P4 PI5
4 4 4 4 4 4 4 4 4 4 4

5 5 5 5 5 5 5 5 5 4 5

2 4 5 5 5 5 4 5 5 5 3

5 5 5 4 5 5 5 5 4 4 5
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3) SmartPLS result
a) Factor Loading

Outer loadings - Matrix

AM Alpha CT LSS Pl
0.723
0.803
0.758
0.746
0.713
0.782
0.769
0.745
0.743
0.778
0.808
0.790
0.748
0.734
0.761
0.787
0.725
0.691
0.723
0.753
0.774
0.731
0.816
0.689
0.712
0.706
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b) Construct Reliability and Validity

Construct reliability and validity - Overview LS(M%) Copy to Excel | | CopytoR

Cronbach's alpha Composite reliability (rho_a) Composite reliability (rho_c) Average variance extracted (AVE)
AM 0.804 0.806 0.865 0.561
CcT 0.864 0.866 0.898 0.595
LSS 0823 | 0.828 0875 | 0.584
Pl 0.762 0.762 0.849 0.584
sv 0.765 0.774 0849 0585

c) Cross loading

Discriminant validity - Cross loadings

0.722| 0.508 0.534| 0533| 0.644
0.802 | 0.557 0.594 | 0649 0.566
0.758 | 0.536 0.527 | 0541 0.559
0.745| 0.600 0630, 0.585| 0548
¢ 0.717 | 0.605 0.578| 0.673| 0.523
0578 0.782 0.703| 0650 0.567
0.507 | 0.768 0.575| 0.600| 0.557
0.631 | 0.747 0.620| 0657 0.603
0531| 0744 0.512| 0549 0.502
0642 0.776 0.615| 0631 0.551
0.585| 0.808 0.663 | 0.710| 0.602
0578 0.680 0.790 | 0616 0.57
0609 | 0.554 0.748| 0.533| 0.545
0.567 | 0.515 0.735| 0.537| 0.548
0.564 | 0.587 0.760 | 0.593| 0.584
0.618 | 0.700 0.788 | 0.649| 0.609
0.602| 0.578 0627 | 0.780| 0.579
0.562 | 0.691 0.554| 0.719| 0495
P14 0671 0.579 0.553| 0.776| 0.573
0.615| 0.666 0619 0.779| 051
0.540| 0.502 0.586| 0.523| 0.760
0611 0.624 0.604 | 0.567| 0.824
0.583| 0.643 0.565| 0.600| 0.755
0.578 | 0.438 0.535| 0447 0717
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d) HTMT1

Discriminant validity - Heterotrait-monc

0.896

0.940 0.936

1.017 1.010 0.967

0.966 0.883 0.941 0915
) HTMT 2

Discriminant validity - Heterotrait-moi

f) Rsquare

R-squa

R-square - Overview

re R-square adjusted

g) Mean, STDEV, T value and P values

Path coefficients - Mean, STDEV, T values, p values

Zoom (90%)

Copy to Excel

Copy to R

Original sample (O) Sample mean (M) Standard deviation (STDEV) T statistics (JO/STDEV|) P values
AM > CT 0.140 0.134 0.130 1.075 0.283
AM > Pl 0.281 0.262 0.116 2419 0.016
CT->Pl 0.350 [ 0.334‘ 0121 2.889 0.004 ‘
LSS >CT 0.539 0.535 0.121 4.449 0.000
LSS > Pl 0.195 0211 0.140 1395 0.163
SV-=>CT 0.226 0.236 0.078 2,896 0.004
SV>Pl 0072 0.090 0.080 0.899 0369
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