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APPENDIX

APPENDIX 1: SPSS RESULT

VALIDITY TEST BY SPSS VERSION 24



RELIABILITY TEST BY SPSS VERSION 24

Social media reliability testing

User participation reliability testing



Brand trust reliability test

Brand loyalty reliability test



Consumer purchase intention reliability test





CORRELATION ANALYSIS OF SPSS 24



MULTIPLE COLLINEARITY ANDMULTIPLE LINEAR REGRESSION

OF SPSS 24





APPENDIX 2: QUESTIONNAIRE
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