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APPENDIX 1: SPSS RESULT

APPENDIX
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RELIABILITY TEST BY SPSS VERSION 24
Social media reliability testing
Reliability Statistics

Cronbach's
Alpha Based

on
Cronbach's Standardized
Alpha [tems [ of ltems
748 748 4

; Item Statistics

Mean Std. Deviation I
Shi1 T 800 160
SM2 arz 1.128 160
SM3 3..?3 113 . 160
Shid arz 1.138 . 160

User participation reliability testing

Reliability Statistics

Cronbach's
Alpha Based

L 4 an
Cronbach's Standardized
Alpha [tems [ of tems
821 822 4

Item Statistics

Mean Stal. Deviation I
LIEY 371 1.112 160
LE2 3..?8 1.050 160
LIE3 3.81 1.006 160

LIE4 3.93 894 160




Brand trust reliability test

Reliability Statistics
Cronbach's
Alpha Based
an
Cronbach's Standardized
Alpha tems M of tems
813 814 4

ltem Statistics

Mean Stdl. Deviation I
BT 378 1.024 160
BT2 3.88 . Aa70 160
BT3 3.95 . 484 160
BT4 3.90 1.029 160

Brand loyalty reliability test

Reliability Statistics

Cronbach's
Alpha Based
an
Cronhach's Standardized
Alpha [temns [ of tems
Jaa T 4

Item Statistics

Mean Stal. Deviation I
BL1 3.81 1.004 160
BLZ 3.91 1.072 160
BL3 3.80 1.004 160

BL4 3.85 46 160




Consumer purchase intention reliability test

Reliability Statistics

Cronhach's
Alpha Based
on
Cronhach's Standardized
Alpha [terms [ oof ltems
814 814 4

Item Statistics

Mean Std. Deviation I
CPI1 374 1.065 160
GRIZ 384 . 1.067 160
CPRI3 383 . 1.028 160

CPl4 3.86 86 160




% Descriptives

Descriptive Statistics

M Minimum  Maximum Mean Std. Deviation
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5M3 160 1 g 373 113
SM4 160 1 ] 372 1.139
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UE2 160 1 ] 3.78 | 1.080
Ll 160 1 ] 3im [ 1.006
IJE4 160 1 5 3.93 [ 994
BT1 160 1 ] 3.79 1.024
BT2 160 1 ] 3.88 | 870
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BT4 160 1 5 3.90 [ 1.029
BL1 160 1 ] KRN 1.004
BL2 160 1 5 =R 1.072
BL3 160 1 5 390 1.004
BL4 160 1 5 385 946
ERf 160 1 n 374 1.085
CPI2 160 1 5 ER: 1.067
CPi3 160 1 5 ER: 1.029
CPl4 160 1 5 ER: 996

Valid M (listwise) 160




CORRELATION ANALYSIS OF SPSS 24

Correlations
Correlations
CPI SM UE BT BL
CPl  Pearsan Gorrelation 1 738" 7517 756 7507
Sig. (2-tailed) .000 .000 .000 .000
M 160 160 160 160 160
S Pearson Carrelation 738" 1 45" 828" 788"
Sig. (2-tailed) .000 o0 000 .000
M 160 160 160 160 160
UE Pearson Correlation 7517 a4s5" 1] 85" | 7e7"
Sig. (2-tailed) .000 .000 .000 .000
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BT Pearson Carrelation 756 826" 852" 1 798"
Sig. (2-tailed) .000 .000 00 ' .000
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BL Pearson Correlation 7507 788" 787" | 7e8™" | 1
Sig. (2-tailed) .000 .000 .000 .000
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** Caorrelation is significant at the 0.01 level (2-tailed).



MULTIPLE COLLINEARITY AND MULTIPLE LINEAR REGRESSION
OF SPSS 24
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APPENDIX 2: QUESTIONNAIRE

The impact of social media, user
engagement, brand trust, and brand
loyalty on consumers' willingness to
purchase Oppo phones

Hello everyone! My name is Han Zhilong, and | am a 2019 student majoring in
international trade at President University. This is an academic research questionnaire.
With over 4.5 billion people using the internet today, business organizations are
discovering digital marketing as a potential advertising tool that can help them reach
their target audience effectively. Social media provides a platform for businesses to
interact with customers and form a sacred bond, making social media marketing an
essential part of digital marketing. This study aims to study the influence of social media,
digital marketing, brand trust, and brand loyalty on consumers' purchase intention. Please
take three minutes to help me fill out this questionnaire. This survey is anonymous, and
the information you provide will be kept strictly confidential and will only be used for
academic research purposes, and will not adversely affect your life or work. So don't
worry! Your participation is very important to me, thank you for your support and wish
you all the best!



1. You have used an Oppo phone before ¥

() 1yes
() 2MNo

2. Gender *

() 1male

(@) 2female

3. Age

() 1under18
() 2.18-25 years old

(@ 3.=25yearsold

4.0ccupation *

() 1.student

() Zworkers

(@) 3.other

5.Income per month *

(@ 1.<2000

() 2.2000-5000

() 3.=5000

Clear selection



7. How did you know about Oppo phones ?

() 1. Social media
() 2 E-commerce platform
() 3. Advertising

(@) 4 Others

Clear selection

Measurement of Study Variables

The following questions are based on your experience using social media platforms,
please fill in according to your real feelings. The number behind each option represents the
degree of your agreement, 1-strongly disagres; 2-disagree; 3-neutral; 4-agree; 3-strongly
agree

Social Media

1. TikTok is currently one of the hottest social media platforms

Strengly Disagres O O O O O Stronaly Agree

2. TikTok's video content is very attractive to me

Strengly Disagres O O O @ O Strongly Agree

Clear selection

3. | feel that tiktol' is a part of my life and cannot be separated from it anymore

Strengly Disagree O O O O O Strongly Agree



4 TikTok can help me learn a lot of new things

1 Z 3 4 5

Strongly Disagres O O O O O

Strongly Agree
User engagement
1. Using "tiktok” allows me to make some new friends
1 2 3 4 L7
Strongly Disagres O O O O O Stronaly Agree
2. Participating in comments on TikTok made me very happy
1 2 3 4 3
Strongly Disagres O O O O O Strongly Agree
3. Using TikTok allows me to quickly leam about Oppo phones
1 2 3 4 3
Strongly Disagree O O O O O Strongly Agree

4. By using tikTold, | believe that socializing is an easy task

1 z 3 4 5

Strongly Disagres O O O O O

Stronoly Agree



Brand Trust

1. I have great trust in the Oppo phone brand

1 z 3 4 B

Strongly Disagres O O O O O Strongly Agree

2. Oppo mobile phone brand reputation makes me feel at ease

1 2 3 4 L]

Strongly Disagree O O O O O Strongly Agree

3. Compared to other brands of phones, | prefer the appearance of Oppo phones

1 z 3 4 3

Strongly Disagree O O O O O Strongly Agree

4.1 am satisfied with the service guality of the Oppo phone

1 2 3 4 3

Strongly Disagres O O O O O Stronaly Agree



Brand Loyalty

1. Compared to other brands of phones, | prefer Oppo phones

1 2 3 4 5

Strongly Disagres O O O O O Strongly Agree

2. The after-sales service of Oppo phones is better than other phone brands

1 2 3 4 5

Strongly Disagree O O O O O Strongly Agres

3. | am very satisfied with my experience using Oppo phones

1 2 3 4 a2

Strongly Disagres O O O O O Strongly Agree

4. | am very happy to recommend Oppo phones to my family and friends

1 2 3 4 ]

Strongly Disagree O O O O O Strongly Agree



Consumer purchase intention

1. | purchased OFPO branded smartphones because they incorporate the latest
technology

1 2 3 4 3

Strongly Disagree O @ O O O Strongly Agree

Clear selection

2. | purchased OPPO branded smartphones because their promotional strategies
attracted me

1 2 3 4 3

Strongly Disagres O O O O O Strongly Agree

3. | purchased OFPO branded smartphones because of their excellent performance

1 2 3 4 4]

Strongly Disagres O O O O O Strongly Agree

4.1 purchased OPPO branded smartphones because the brand spokesperson is my
favorite celebrity

1 2 3 4 3

Strongly Disagres O O O O O Strongly Agree
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