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APPENDIX 

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

Questionnaires Distribution Through Instagram DM (Direct Message) 
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Questionnaires Distribution Through Instagram Story 
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Questionnaires Distribution Through WhatsApp 
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Appendix 3. Respondent Raw Data and Answers 
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Appendix 4. Raw Data of SmartPLS 

Results Of Descriptive Analysis of Influencer Credibility Variables 

Code Minimum Maximum Standard 

Deviation 

(STDEV) 

Mean Result 

IC1 1 5 0.999 3.722 High 

IC2 1 5 0.902 4.199 High 

IC3 1 5 0.969 4.171 High 

IC4 1 5 0.951 3.769 High 

IC5 1 5 0.890 4.153 High 

IC6 1 5 0.965 3.829 High 

IC7 1 5 0.975 3.854 High 

IC8 1 5 1.025 3.730 High 

IC9 1 5 0.998 3.840 High 

IC10 1 5 0.969 3.897 High 

IC11 1 5 0.969 4.014 High 

IC12 1 5 0.929 4.078 High 

IC13 1 5 0.939 4.060 High 

IC14 1 5 0.915 4.050 High 

IC15 1 5 0.950 4.036 High 

Total IC Mean 3.960 High 
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Results of Descriptive Analysis of Brand Trust Variables 

Code Minimum Maximum Standard 

Deviation 

(STDEV) 

Mean Result 

BT1 1 5 0.994 3.808 High 

BT2 1 5 0.984 3.922 High 

BT3 1 5 0.988 3.886 High 

BT4 1 5 1.023 3.840 High 

Total BT Mean 3.864 High 

 

Results of Descriptive Analysis of Purchase Intention Variables 

Code Minimum Maximum Standard 

Deviation 

(STDEV) 

Mean Result 

BT1 1 5 1.090 3.769 High 

BT2 1 5 1.142 3.612 High 

BT3 1 5 1.046 3.851 High 

BT4 1 5 1.101 3.616 High 

Total BT Mean 3.712 High 
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Outer Loading 

Code Brand Trust Influencer 

Credibility 

Purchase 

Intention 

BT1 0.863   

BT2 0.847   

BT3 0.868   

BT4 0.856   

IC1  0.733  

IC2  0.754  

IC3  0.725  

IC4  0.769  

IC5  0.741  

IC6  0.815  

IC7  0.793  

IC8  0.743  

IC9  0.768  

IC10  0.765  

IC11  0.734  

IC12  0.762  

IC13  0.800  

IC14  0.793  

IC15  0.822  

PI1   0.885 

PI2   0.876 

PI3   0.871 

PI4   0.888 
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Construct Reliability and Validity 

  Cronbach's alpha 

Composite reliability 

(rho_a) Composite reliability (rho_c) Average variance extracted (AVE) 

BRAND TRUST 0,881 0,883 0,918 0,737 

INFLUENCER 

CREDIBILITY 0,950 0,953 0,956 0,590 

PURCHASE INTENTION 0,903 0,904 0,932 0,775 

 

Fornell-Larcker Criteria 

  BRAND TRUST 

INFLUENCER 

CREDIBILITY PURCHASE INTENTION 

BRAND TRUST 0,858     

INFLUENCER 

CREDIBILITY 0,619 0,768   

PURCHASE INTENTION 0,552 0,606 0,880 

 

Cross Loading 

Code Brand Trust Influencer 

Credibility 

Purchase 

Intention 

BT1 0.863 0.564 0.515 

BT2 0.847 0.510 0.425 

BT3 0.868 0.515 0.467 

BT4 0.856 0.533 0.480 

IC1 0.415 0.733 0.421 

IC2 0.410 0.754 0.401 
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IC3 0.369 0.725 0.284 

IC4 0.440 0.769 0.451 

IC5 0.477 0.741 0.407 

IC6 0.537 0.815 0.529 

IC7 0.572 0.793 0.508 

IC8 0.497 0.743 0.512 

IC9 0.529 0.768 0.577 

IC10 0.488 0.765 0.470 

IC11 0.390 0.734 0.420 

IC12 0.438 0.762 0.441 

IC13 0.505 0.800 0.530 

IC14 0.482 0.793 0.459 

IC15 0.503 0.822 0.469 

PI1 0.493 0.560 0.885 

PI2 0.461 0.509 0.876 

PI3 0.460 0.529 0.871 

PI4 0.526 0.535 0.888 
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Reliability Test 

  Cronbach's alpha 

Composite reliability 

(rho_a) Composite reliability (rho_c) Average variance extracted (AVE) 

BRAND TRUST 0,881 0,883 0,918 0,737 

INFLUENCER 

CREDIBILITY 0,950 0,953 0,956 0,590 

PURCHASE INTENTION 0,903 0,904 0,932 0,775 

 

R-Square 

  R-square R-square adjusted 

BRAND TRUST 0,383 0,381 

PURCHASE INTENTION 0,418 0,414 

 

Interpretation of Hypothesis Testing for Directs Effects 

  Original sample (O) Sample mean (M) 

Standard deviation 

(STDEV) 

T statistics 

(|O/STDEV|) P values 

BRAND TRUST -> PURCHASE INTENTION 0,286 0,287 0,079 3,639 0,000 

INFLUENCER CREDIBILITY -> BRAND 

TRUST 0,619 0,623 0,059 10,535 0,000 

INFLUENCER CREDIBILITY -> PURCHASE 

INTENTION 0,429 0,431 0,075 5,756 0,000 
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Interpretation of Hypothesis Testing for Indirect Effect 

  Original sample (O) Sample mean (M) 

Standard deviation 

(STDEV) 

T statistics 

(|O/STDEV|) P values 

INFLUENCER CREDIBILITY -> PURCHASE 

INTENTION 0,177 0,180 0,055 3,191 0,001 

 

Mediation Type 

Path Coefficients Coefficients 

Direct effect Indirect effect 

Influencer Credibility -> 

Brand Trust (a) 

0.619  

Brand Trust -> Purchase 

Intention (b) 

0.286  

Influencer Credibility -> 

Purchase Intention (c) 

0.429  

Influencer Credibility -> 

Brand Trust -> Purchase 

Intention (a x b) 

 0.177 

Mediation Type Complementary Mediation 
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Structural Model 
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Appendix 5. Main Reference Journal 
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