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APPENDIX 

Appendix 1. Google Forms Questionnaire 
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Appendix 2. Distribution of Questionnaires 

Questionnaire Distribution Through Outlook 
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Questionnaire Distribution Through Line 
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Questionnaire Distribution Through Instagram 
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Questionnaire Distribution through Whatsapp 
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Appendix 3. Respondent Data and Answers 
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Appendix 4. PLS Output 

Results of Descriptive Analysis of E-WOM Variables Table 

 

 

 

 

 

 

 

 

 

 

 

 

Code Minimum Maximum Standard 

Deviation 

(STDEV) 

Mean Result 

E-WOM1 1 5 0.827 3.512 High 

E-WOM2 1 5 0.947 3.594 High 

E-WOM3 1 5 0.998 3.631 High 

E-WOM4 1 5 0.981 3.705 High 

E-WOM5 1 5 1.028 3.820 High 

Total E-WOM Mean 3.652 High 
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Results of Descriptive Analysis of Brand Image Variables Table 

 

 

 

 

 

 

 

Results of Descriptive Analysis of Purchase Intention Variables Table 

 

Code Minimum Maximum Standard 

Deviation 

(STDEV) 

Mean Result 

PI1 1 5 0.909 3.578 High 

PI2 1 5 1.054 3.520 High 

PI3 1 5 0.973 3.586 High 

Total PI Mean 3.561 High 

 

Code Minimum Maximum Standard 

Deviation 

(STDEV) 

Mean Result 

BI1 1 5 0.871 3.480 High 

BI2 1 5 0.960 3.475 High 

BI3 1 5 1.010 3.525 High 

BI4 1 5 1.003 3.582 High 

Total BI Mean 3.515 High 

 

 



 

 

152 

 

Structural Model Figure 
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Outer Loading Table 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Code Brand Image E-WOM Purchase 

Intention 

BI1 0.854   

BI2 0.809   

BI3 0.855   

BI4 0.881   

E-WOM1  0.815  

E-WOM2  0.764  

E-WOM3  0.823  

E-WOM4  0.776  

E-WOM5  0.815  

PI1   0.840 

PI2   0.873 

PI3   0.876 
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Construct Reliability and Validity Table 

Variables Cronbach’s 

Alpha 

Composite 

Reliability 

(rho..a) 

Composite 

Reliability 

(Rho..c) 

Average 

Variance 

Extracted 

(AVE) 

Brand Image 0.872 0.874 0.912 0.723 

E-WOM 0.858 0.859 0.898 0.638 

Purchase 

Intention 

0.829 0.833 0.897 0.745 

 

Heterotrait-Monotrait Ratio of Correlations (HTMT) Table 

Variables Brand Image E-WOM Purchase 

Intention 

Brand Image    

E-WOM 0.814   

Purchase 

Intention 

0.937 0.884  
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Fornell-Larcker Criteria Table 

Variables Brand Image E-WOM Purchase 

Intention 

Brand Image 0.850   

E-WOM 0.704 0.799  

Purchase 

Intention 

0.800 0.748 0.863 

 

Cross Loading Table 

 

 

 

 

 

 

 

 

 

 Code Brand Image E-WOM Purchase 

Intention 

BI1 0.854 0.584 0.653 

BI2 0.809 0.581 0.632 

BI3 0.855 0.605 0.698 

BI4 0.881 0.622 0.731 

E-WOM1 0.569 0.815 0.581 

E-WOM2 0.532 0.764 0.608 

E-WOM3 0.585 0.823 0.638 

E-WOM4 0.573 0.776 0.551 

E-WOM5 0.553 0.815 0.607 

PI1 0.650 0.577 0.840 

PI2 0.746 0.664 0.873 

PI3 0.670 0.690 0.876 
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Reliability Test Table 

Variables Cronbach’s 

Alpha 

Composite 

Reliability 

(Rho…a) 

Composite 

Reliability 

(Rho…c) 

Brand Image 0.872 0.874 0.912 

E-WOM 0.858 0.859 0.898 

Purchase 

Intention 

0.829 0.833 0.897 

 

Model Fit Table 

 

 

 

 

 

 

 

Model Fit Indices Saturated Model Estimated Model 

SRMR 0.058 0.058 

d_ULS 0.263 0.263 

d_G 0.156 0.156 

Chi-square 216.351 216.351 

NFI 0.879 0.879 
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R-Square Table 

Variables R-square R-square Adjusted 

Brand Image 0.496 0.493 

Purchase Intention 0.707 0.705 

 

Interpretation of Hypothesis Testing Table for Direct Effect 

No Hypothesis Original 

Sample 

(O) 

T-

Statistics 

P-Values Result 

1 E-WOM→ 

Purchase 

Intention 

 

0.367 5.232 0.000 Accepted 

2 E-WOM 

→ Brand 

Image 

0,704 15.346 0.000 Accepted 

3 Brand 

Image → 

Purchase 

Intention 

 

0.542 7.792 0.000 Accepted 
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Interpretation of Hypothesis Testing Table for Indirect Effect 

 

 

 

 

 

 

 

Mediation Test Type 

  

 

 

 

 

 

 

 

No Hypothesis Original 

Sample 

(O) 

T-

Statistics 

Standard 

Deviation 

(STDEV) 

P-

Values 

Result 

1 E-WOM 

→ Brand 

Image → 

Purchase 

Intention 

0.381 7.585 0.050 0.000 Accepted 

Variable Path Original 

Sample 

P-Value Conclusion 

E-WOM → 

Brand Image 

a 0.704 0.000 Accepted 

Brand Image 

→ Purchase 

Intention 

b 0.542 0.000 Accepted 

E-WOM→ 

Purchase 

Intention 

c 0.367 0.000 Accepted 

Indirect Effect Result (a x b) 0.381 

0.140 Mediation Result (a x b x c) 

Mediation Type Complementary Mediation  
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Appendix 5. Main Reference Journal 
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Appendix 6 Turnitin Result 

 

 

 

 


