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GLOSSARY 

User-Generated Content Content created by people based on their own 

experiences and shared with other users or businesses 

using a variety of various mediums such as texts, 

photographs, video recordings, sound recordings, blogs, 

testimonials, podcasts, and forums. 

Information Quality The extent of how convincing an informative 

communication content is to a particular audience for 

them to evaluate aspects of goods or services that are 

available online, such as clarity, understandability, and 

sufficiency. 

Perceived Credibility The extent to which information from a specific source 

of user-generated content is seen as credible, 

dependable, and convincing, and it serves as a major 

factor in promoting knowledge transfer across entities. 

Perceived Benefit The utility to which a customer feels that a specific 

usage would improve his or her performance in which 

usually understood through delivery of the user-

generated content. 

TikTok  A social platform that allows its users to publish videos 

with duration of maximum 10 minutes with various 

features such as video editing, filters, sounds, stitch, 

duet, live, etc. which makes the users to easily 

collaborate. 

TikTok Shop An e-commerce directly inside TikTok, that allows 

sellers to showcase their products in the social platform 

and promote those products with various TikTok 

features. 
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TikTok Affiliates TikTok users as creators that help TikTok sellers in 

promoting products through the creators’ content, where 

in turn the creators can earn commission from every 

purchase through their personalized link or “yellow 

cart”. 

SmartPLS A software application for conducting variance-based 

structural equation modeling (SEM). It employs the 

partial least squares (PLS) path modeling technique and 

has the capability to estimate models using various 

algorithms, including basic PLS-SEM, weighted PLS-

SEM (WPLS), consistent PLS-SEM (PLSc-SEM), and 

sum scores regression. This software allows users to 

analyze data and derive meaningful insights from their 

models. 

Attitude  A person's generally constant assessments, emotions, 

and dispositions toward a thing or a concept, whether 

they like it or dislike it. 

Purchase Decision How people, groups, and organizations select, acquire, 

utilize, and tailor products, services, concepts, or 

experiences to meet their own wants and preferences. 
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APPENDIX 

Appendix A – Questionnaire Result 

No 

Respondent 

Information Quality Perceived Credibility Perceived Benefit 

IQ 1 IQ 2 IQ 3 PC 1 PC 2 PC 3 PC 4 PB 1 PB 2 PB 3 

1 3 4 2 4 2 5 2 4 2 5 

2 4 4 5 4 5 4 4 4 5 4 

3 4 4 5 4 5 3 4 5 4 3 

4 4 4 4 5 5 4 5 4 4 5 

5 3 4 2 1 3 5 3 5 4 1 

6 4 3 4 4 4 4 3 2 2 3 

7 5 5 5 3 3 5 2 4 3 4 

8 4 4 4 4 3 3 4 4 4 4 

9 5 5 3 5 4 5 5 3 4 5 

10 5 5 5 5 5 5 5 5 5 5 

11 4 4 4 4 4 4 4 4 4 4 

12 4 5 4 4 3 5 4 4 4 5 

13 3 4 3 4 3 5 3 5 4 3 

14 4 3 4 4 4 4 4 3 3 4 

15 5 4 4 5 5 5 4 5 5 4 

16 1 1 1 1 1 1 1 1 1 1 

17 5 5 5 5 5 5 5 5 5 5 

18 4 5 5 5 4 5 5 4 4 5 

19 4 3 3 4 3 4 4 2 4 3 

20 5 5 5 4 4 4 4 4 4 4 

21 5 5 5 5 5 5 5 5 5 5 

22 5 5 4 2 4 4 3 4 3 3 

23 4 3 4 4 4 4 4 4 5 4 

24 4 3 3 3 4 3 3 4 3 4 

25 5 5 5 5 5 5 5 5 4 5 

26 5 5 5 5 5 5 5 5 5 5 

27 5 4 5 5 5 4 5 5 4 4 

28 5 5 5 5 5 5 5 5 5 5 

29 3 3 3 3 3 3 3 3 4 4 

30 4 4 4 3 4 5 4 4 4 4 

31 5 5 5 5 4 5 5 4 4 5 

32 5 5 4 4 4 4 5 4 4 4 

33 4 4 4 5 5 5 4 4 4 4 

34 5 4 5 5 5 4 5 4 5 5 

35 5 5 5 5 5 4 5 5 4 4 

36 5 5 5 5 5 5 5 5 5 5 

37 5 4 5 5 5 5 5 5 5 5 

38 4 5 4 4 4 5 5 4 4 5 

39 4 5 5 5 4 5 5 4 4 5 

40 4 5 4 4 4 5 5 4 4 5 
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No 

Respondent 

Information Quality Perceived Credibility Perceived Benefit 

IQ 1 IQ 2 IQ 3 PC 1 PC 2 PC 3 PC 4 PB 1 PB 2 PB 3 

41 5 4 5 5 5 4 5 5 5 4 

42 5 5 4 4 4 5 4 5 4 4 

43 5 4 5 5 4 5 5 4 5 4 

44 4 4 5 4 3 5 4 4 4 4 

45 5 4 4 5 4 5 4 4 4 4 

46 5 5 4 4 4 5 5 4 4 5 

47 5 4 5 4 4 5 5 5 4 5 

48 4 4 5 5 4 4 5 1 4 4 

49 5 4 4 4 4 4 5 4 5 4 

50 4 5 4 5 4 5 5 5 4 5 

51 4 5 4 4 5 5 4 4 5 4 

52 5 5 4 4 4 5 4 5 4 4 

53 1 1 3 4 3 3 4 4 3 4 

54 5 5 5 3 5 5 4 2 4 4 

55 5 4 5 4 5 5 5 5 4 5 

56 2 2 2 4 2 4 2 2 2 2 

57 3 3 4 4 3 3 4 3 3 4 

58 4 4 4 4 4 4 5 3 4 5 

59 5 5 5 4 5 5 5 4 5 5 

60 5 5 5 5 5 5 5 5 5 5 

61 4 4 4 5 4 4 2 4 5 3 

62 5 5 5 5 5 5 5 5 5 5 

63 5 5 4 2 4 4 4 5 5 5 

64 4 4 4 2 4 4 4 4 3 4 

65 4 4 3 3 3 3 3 3 3 3 

66 5 5 5 4 5 5 5 4 4 5 

67 5 5 5 4 4 4 3 3 3 4 

68 5 5 5 5 5 5 5 4 3 5 

69 4 5 4 5 3 5 4 4 4 4 

70 4 4 5 4 5 5 5 4 4 5 

71 5 5 5 3 5 5 5 5 5 5 

72 5 5 5 5 5 5 5 5 5 5 

73 5 5 5 5 5 5 5 5 5 5 

74 5 5 4 4 4 5 4 4 4 3 

75 5 5 5 5 5 5 5 5 5 5 

76 2 4 4 4 4 4 3 4 4 4 

77 4 5 5 5 5 5 4 4 5 4 

78 4 4 4 4 4 4 4 4 4 4 

79 5 5 5 5 5 5 5 4 3 5 

80 5 5 4 3 4 5 4 3 2 3 

81 4 4 4 4 4 4 4 4 4 4 

82 5 5 5 5 5 4 5 5 5 5 

83 4 4 4 4 3 4 5 4 4 4 

84 5 5 5 5 5 5 5 5 5 5 

85 5 5 5 5 5 5 5 5 5 5 
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No 

Respondent 

Information Quality Perceived Credibility Perceived Benefit 

IQ 1 IQ 2 IQ 3 PC 1 PC 2 PC 3 PC 4 PB 1 PB 2 PB 3 

86 5 5 5 4 5 5 5 4 4 5 

87 5 5 5 5 5 5 5 5 5 5 

88 4 4 4 4 5 5 4 5 4 4 

89 5 5 4 5 5 5 5 4 5 5 

90 5 5 4 5 5 5 5 4 3 4 

91 5 5 4 5 5 5 5 5 5 5 

92 5 5 5 5 3 4 4 3 3 3 

93 4 5 4 4 4 4 4 5 5 5 

94 5 5 5 5 4 5 3 4 3 4 

95 4 4 4 4 4 5 4 4 4 5 

96 5 5 5 5 5 5 5 5 5 5 

97 4 4 4 5 5 4 3 5 4 5 

98 4 4 4 5 4 5 3 3 4 4 

99 5 5 5 5 5 5 3 5 3 4 

100 5 5 5 5 5 5 5 5 5 5 

101 4 5 4 4 5 4 4 3 5 5 

102 5 5 5 5 5 5 5 5 3 5 

103 4 4 4 4 4 5 5 5 5 5 

104 5 5 5 5 5 5 5 5 5 5 

105 4 3 3 2 3 4 3 3 4 5 

106 5 5 4 3 5 5 5 4 4 5 

107 4 5 4 5 5 5 5 5 4 5 

108 3 4 4 3 4 4 4 4 4 4 

109 5 5 5 5 5 5 3 3 3 5 

110 4 5 4 5 3 4 3 3 3 4 

111 4 5 4 5 5 5 4 5 4 4 

112 3 4 4 4 4 4 4 5 5 5 

113 4 4 3 3 4 5 5 4 4 4 

114 4 5 5 5 5 5 4 5 4 4 

115 4 3 3 4 4 5 5 5 4 4 

116 4 4 5 4 4 4 5 4 4 4 

117 5 4 5 5 5 5 4 4 4 4 

118 5 3 4 5 4 5 4 4 4 4 

119 4 5 4 4 4 5 5 4 5 5 

120 4 4 5 4 5 4 5 5 4 5 

121 4 5 4 5 5 4 4 4 5 4 

122 4 4 5 5 4 5 5 4 4 5 

123 4 4 5 4 4 4 5 5 4 5 

124 5 5 4 5 5 4 4 5 5 5 

125 4 4 5 5 4 4 5 4 5 5 

126 5 3 4 4 4 4 3 5 4 5 

127 5 5 4 4 5 5 4 4 5 4 

128 4 5 4 4 4 5 5 5 4 5 

129 4 4 5 5 5 4 4 4 4 4 

130 4 5 4 4 4 5 5 5 4 5 



ANALYSIS OF USER-GENERATED CONTENT TOWARDS PURCHASE    Page 80 of 95 

DECISION ON APPAREL PRODUCTS: THE CASE OF TIKTOK AFFILIATION 

 Reynata Somantri 
 

 

No 

Respondent 

Information Quality Perceived Credibility Perceived Benefit 

IQ 1 IQ 2 IQ 3 PC 1 PC 2 PC 3 PC 4 PB 1 PB 2 PB 3 

131 4 4 5 4 4 5 5 5 4 5 

132 5 5 4 4 4 4 5 5 4 4 

133 4 4 5 5 5 4 5 5 4 5 

134 4 5 5 5 4 5 5 4 4 5 

135 4 5 5 4 4 4 5 4 5 5 

136 5 4 4 4 4 5 4 4 5 4 

137 4 4 4 5 5 4 4 4 4 4 

138 4 4 5 4 5 5 4 4 5 4 

139 4 4 5 4 5 4 5 4 4 4 

140 4 5 4 5 4 5 4 4 4 5 

141 4 4 5 2 5 5 4 4 4 4 

142 4 4 4 4 4 4 4 5 5 4 

143 4 5 5 5 4 5 5 4 4 4 

144 4 4 5 4 4 5 5 4 4 4 

145 4 5 4 4 5 5 5 4 4 4 

146 4 4 5 5 4 4 5 4 5 4 

147 4 5 5 4 5 4 5 4 5 4 

148 4 4 4 4 4 4 5 4 4 5 

149 4 5 5 5 4 5 4 4 5 5 

150 5 5 5 5 5 5 5 3 5 4 

151 4 4 4 4 4 4 4 4 2 4 

152 5 5 4 5 5 5 4 5 5 5 

153 4 5 5 4 4 5 4 4 5 4 

154 5 5 5 5 5 5 5 5 5 5 

155 5 5 5 5 5 5 4 4 5 4 

156 4 4 4 5 5 5 5 5 5 5 

157 4 4 5 5 5 5 4 5 4 5 

158 4 4 4 3 4 4 3 3 3 4 

159 4 4 5 4 4 5 5 5 5 4 

160 5 4 5 5 5 5 5 5 4 5 

161 5 3 5 5 4 5 5 5 4 5 

162 2 4 2 2 4 4 2 2 1 2 

163 4 4 4 5 5 5 3 4 3 4 

164 4 4 5 5 4 5 3 4 4 4 

165 5 5 5 5 5 5 5 4 4 4 

166 3 4 3 4 4 4 4 4 4 4 

167 4 4 4 4 4 4 4 5 4 5 

168 4 5 5 3 5 5 4 3 4 4 

169 5 5 5 3 5 5 4 3 4 5 

170 5 5 5 5 5 5 5 5 5 5 
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No 

Respondent 

Attitude Purchase Decision 

AT 1 AT 2  AT 3 AT 4 PD 1 PD 2 PD 3 

1 2 3 4 1 4 3 3 

2 4 4 4 3 4 5 4 

3 5 4 3 3 4 4 4 

4 4 5 4 5 4 4 4 

5 4 2 5 2 5 4 4 

6 4 4 2 4 4 4 4 

7 4 3 3 5 4 4 4 

8 4 4 4 4 4 4 4 

9 5 5 5 5 4 4 5 

10 5 4 4 5 5 5 5 

11 4 4 4 4 4 4 4 

12 3 3 4 4 4 4 4 

13 4 3 5 3 4 4 4 

14 4 4 3 4 4 5 5 

15 5 5 4 4 5 4 5 

16 5 5 5 5 5 5 5 

17 5 5 5 5 5 5 5 

18 5 4 5 4 4 5 4 

19 4 4 4 4 4 4 4 

20 4 4 4 4 4 4 4 

21 5 5 5 5 5 5 5 

22 4 4 3 4 3 4 3 

23 4 4 4 4 4 3 4 

24 3 4 4 3 4 3 4 

25 5 4 5 5 5 3 3 

26 5 5 5 5 5 5 5 

27 5 4 5 5 4 5 4 

28 5 5 5 5 5 5 5 

29 4 2 3 4 2 3 4 

30 4 4 4 4 3 4 4 

31 4 5 4 5 3 3 3 

32 5 5 4 4 2 2 3 

33 3 4 3 5 3 2 3 

34 4 5 4 4 5 3 3 

35 5 4 5 4 5 4 4 

36 5 5 5 5 3 3 3 

37 5 5 4 5 3 4 1 

38 4 4 5 5 5 5 3 

39 4 4 4 5 4 5 3 

40 4 5 5 5 5 4 3 

41 5 4 5 5 4 4 3 

42 5 5 4 5 4 5 3 

43 4 5 4 5 5 4 3 

44 4 5 4 4 4 4 3 

45 4 4 5 5 4 4 2 

46 5 4 4 5 4 5 3 
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No 

Respondent 

Attitude Purchase Decision 

AT 1 AT 2  AT 3 AT 4 PD 1 PD 2 PD 3 

47 4 4 5 5 4 5 3 

48 4 4 5 5 4 4 2 

49 4 4 5 5 4 4 1 

50 4 4 5 5 5 4 3 

51 4 4 5 5 5 4 3 

52 4 4 5 5 4 5 3 

53 1 4 4 4 3 5 4 

54 4 4 4 5 2 2 1 

55 5 4 5 4 4 5 4 

56 5 2 2 2 5 1 1 

57 4 4 4 3 4 5 5 

58 4 4 5 4 4 3 4 

59 5 5 5 5 5 5 5 

60 5 5 5 5 5 5 4 

61 3 5 5 5 5 4 4 

62 5 5 5 5 5 5 5 

63 5 5 5 5 4 5 5 

64 4 4 4 4 4 4 4 

65 4 4 4 4 4 4 4 

66 5 5 5 5 5 5 5 

67 4 4 3 5 4 4 4 

68 5 5 3 4 5 4 4 

69 4 5 5 3 4 4 4 

70 5 4 5 5 5 5 5 

71 5 5 5 5 5 5 5 

72 5 5 5 5 5 5 5 

73 4 4 5 4 5 4 4 

74 4 4 4 4 5 4 5 

75 5 5 5 5 5 5 5 

76 4 5 5 5 5 5 5 

77 4 5 4 4 5 4 4 

78 4 4 4 4 4 4 4 

79 4 4 3 3 4 3 4 

80 4 4 4 4 4 4 4 

81 4 4 4 4 4 4 4 

82 5 5 5 5 5 4 4 

83 4 4 4 4 4 4 4 

84 5 5 5 5 5 5 5 

85 5 5 5 5 4 4 4 

86 5 5 5 5 5 4 5 

87 5 5 5 5 5 5 5 

88 4 4 4 5 4 4 4 

89 5 4 5 5 4 5 4 

90 4 5 5 5 4 5 5 
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No 

Respondent 

Attitude Purchase Decision 

AT 1 AT 2  AT 3 AT 4 PD 1 PD 2 PD 3 

91 5 5 5 5 4 4 5 

92 5 4 4 4 4 4 4 

93 4 4 4 4 5 4 4 

94 4 4 4 5 5 5 4 

95 4 5 4 4 4 4 4 

96 5 5 5 5 5 4 5 

97 4 5 5 4 4 4 4 

98 4 4 3 4 4 4 4 

99 3 5 3 5 5 3 3 

100 5 4 5 5 5 5 5 

101 5 4 4 4 5 5 4 

102 5 5 5 5 2 2 2 

103 5 5 5 5 4 4 4 

104 5 5 5 5 5 5 5 

105 2 4 4 4 4 4 3 

106 3 5 4 4 5 5 4 

107 4 4 4 4 5 3 5 

108 3 4 3 3 3 3 3 

109 5 5 5 5 5 5 5 

110 4 4 4 4 3 3 4 

111 4 4 5 5 4 3 3 

112 3 4 4 5 3 3 3 

113 5 5 5 5 3 3 3 

114 5 3 5 5 5 4 3 

115 5 4 5 5 3 3 3 

116 4 4 2 4 2 4 3 

117 4 4 4 5 4 3 2 

118 4 4 4 4 3 5 1 

119 4 4 4 5 4 4 3 

120 4 5 4 4 5 5 3 

121 4 5 4 5 4 5 3 

122 4 4 5 4 4 4 3 

123 5 4 5 5 5 4 3 

124 5 5 4 4 4 4 3 

125 4 3 4 5 4 4 2 

126 4 4 5 5 4 5 1 

127 4 5 5 4 5 5 3 

128 4 5 4 5 5 4 3 

129 4 4 4 4 4 4 1 

130 4 4 4 5 5 4 3 

131 5 4 5 5 4 5 3 

132 4 4 5 5 4 5 1 

133 4 5 5 5 4 5 3 

134 4 4 5 5 4 5 3 

135 4 4 4 5 4 5 2 

136 4 4 5 4 4 5 1 
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No 

Respondent 

Attitude Purchase Decision 

AT 1 AT 2  AT 3 AT 4 PD 1 PD 2 PD 3 

137 5 5 5 4 4 5 3 

138 5 4 4 4 4 4 1 

139 5 4 5 4 4 4 1 

140 4 4 4 5 5 4 2 

141 4 5 5 4 4 4 1 

142 4 4 5 5 5 4 1 

143 5 5 5 4 4 4 1 

144 4 4 5 4 5 4 1 

145 5 4 5 5 4 4 1 

146 4 5 5 4 4 4 1 

147 4 4 4 5 5 4 1 

148 5 4 5 4 5 4 2 

149 4 5 5 5 4 4 1 

150 4 4 4 4 5 5 5 

151 4 4 4 4 4 4 4 

152 5 5 5 4 5 5 3 

153 4 5 5 4 4 5 3 

154 4 4 4 5 5 4 4 

155 5 5 5 5 3 3 4 

156 4 4 4 4 5 5 4 

157 5 5 5 5 4 5 3 

158 4 4 4 4 4 4 4 

159 4 4 4 5 5 4 3 

160 5 5 5 5 5 4 5 

161 5 4 5 5 5 5 5 

162 4 2 2 2 4 2 2 

163 4 4 4 4 5 3 4 

164 4 4 4 4 4 4 4 

165 4 4 4 5 4 4 5 

166 4 4 4 4 3 3 4 

167 5 4 3 4 4 4 4 

168 5 4 4 4 4 4 4 

169 4 5 4 5 5 4 4 

170 5 5 5 5 5 5 5 
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Appendix B – TikTok Home Page   Appendix C – TikTok Seller Page 

 

Appendix D – TikTok Shop 
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Appendix E – TikTok Affiliates’ Content 

 

Appendix F – TikTok Shop Academy 
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Appendix G – TikTok Creative Center 
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