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Lampiran 1. Kuesioner Penelitian 

 

KUESIONER PENELITIAN 

Pengaruh Persepsi Konsumen dan Citra Merek Terhadap Loyalitas 

Konsumen Melalui Kepercayaan Merek Pada Eiger Adventure 

Flagship Store Makassar 

A. Identitas Responden 

Nama   : 

Jenis Kelamin : 

No. Telepon  : 

Usia   : 

Pekerjaan  : 

B. Petunjuk 

1. Lembar kuesioner ini semata-semata bertujuan untuk memperoleh data 

sebagai bahan tesis tentang Pengaruh Persepsi Konsumen Dan 

Citra Merek terhadap Loyalitas Konsumen melalui Kepercayaan 

Merek Pada Eiger Adventure Flagship Store Makassar 

2. Pengisian dengan memberikan jawaban yang dianggap sesuai dengan 

pilihan Anda. 

Keterangan: 

5 = Sangat Setuju (SS) 

4 = Setuju (S) 

3 = Cukup Setuju (CS) 

2 = Tidak Setuju (TS) 

1 = Sangat Tidak Setuju (STS) 
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Persepsi Konsumen 

No. Pernyataan 
Jawaban 

SS S KS TS STS 

1. 
Saya terlebih dahulu mencari informasi mengenai 
produk Eiger sebelum melakukan pembelian. 

     

2. 
Sosial media membantu saya dalam memperoleh 
informasi mengenai produk Eiger. 

     

3. 
Eiger selalu berusaha untuk memberikan kualitas 
terbaik untuk konsumen. 

     

4. 
Produk Eiger dapat bermanfaat untuk 
penggunanya. 

     

5. 
Saya merasa senang dengan desain dari produk 
Eiger. 

     

6. 
Produk Eiger dapat digunakan untuk berbagai 
aktifitas. 

     

7. 
Produk Eiger memiliki bahan dengan kualitas yang 
baik. 

     

8. 
Produk Eiger memiliki daya tahan yang baik 
sehingga dapat digunakan dalam jangka panjang.  

     

 

Citra Merek 

No. Pernyataan 
Jawaban 

SS S KS TS STS 

1. 
Eiger memberikan harga yang sebanding 
dengan kualitas produknya. 

     

2. 
Produk Eiger memiliki desain yang menarik 
sehingga mudah dikenali. 

     

3. 
Eiger memiliki reputasi yang baik untuk semua 
produknya. 

     

4. Eiger memberikan kesan positif kepada saya.      

5. 
Produk Eiger memiliki ketahanan produk yang 
baik diantar brand lokal yang lainnya. 

     

6. 
Eiger memiliki logo yang simple namun dapat 
menarik perhatian saya. 

     

7. 
Saya menyukai produk Eiger karena dapat 
memenuhi gaya hidup sehari-hari. 

     

8. 
Saya merasa percaya diri ketika menggunakan 
produk Eiger.  
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Kepercayaan Merek 

No. Pernyataan 
Jawaban 

SS S KS TS STS 

1. 
Saya tidak pernah merasa kecewa dengan merek 
Eiger. 

     

2. Saya merasa yakin dengan produk merek Eiger.      

3. 
Saya percaya bahwa merek Eiger dapat menjamin 
kepuasan saya. 

     

4. 
Merek Eiger dapat diandalkan oleh konsumen yang 
menggunakannya. 

     

5. 
Produk Eiger sesuai dengan informasi yang 
disampaikan secara langsung maupun melalui 
sosial media. 

     

6. 
Eiger memberikan informasi detail produk yang 
jelas kepada konsumen. 

     

7. 
Saya merasa aman dalam menggunakan merek 
Eiger. 

     

8. 
Merek Eiger terlebih dahulu diuji keamanan untuk 
menghasilkan produk terbaik. 

     

 

Loyalitas Konsumen 

No. Pernyataan 
Jawaban 

SS S KS TS STS 

1. 
Saya telah menggunakan produk Eiger dalam 
waktu jangka panjang. 

     

2. 
Saya akan kembali mengunjungi Store Eiger atau 
melakukan pembelian online terhadap produk 
Eiger. 

     

3. 
Saya akan merekomendasikan kepada orang lain 
untuk membeli produk Eiger. 

     

4. 
Saya akan mengajak orang lain untuk 
menggunakan produk Eiger. 

     

5. 
Banyak merek lain yang menawarkan produk 
serupa, tetapi saya tetap percaya terhadap Eiger. 

     

6. 
Saya tidak akan beralih ke produk lain selain 
produk Eiger. 

     

7. 
Saya akan menyampaikan informasi Eiger yang 
bersifat positif kepada orang lain. 

     

8. 
Saya akan menyampaikan informasi sesuai 
dengan pengalaman setelah menggunakan produk 
Eiger. 
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Lampiran 2. Tabulasi Data Penelitian 

No 
Persepsi Konsumen (X1) Tot

al 
X1 

Citra Merek (X2) Tot
al 
X2 

Kepercayaan Merek (Z) Tot
al 
Z1 

Loyalitas Konsumen (Y) Tot
al 
Y1 

X1
.1 

X1
.2 

X1
.3 

X1
.4 

X1
.5 

X1
.6 

X1
.7 

X1
.8 

X2
.1 

X2
.2 

X2
.3 

X2
.4 

X2
.5 

X2
.6 

X2
.7 

X2
.8 

Z1
.1 

Z1
.2 

Z1
.3 

Z1
.4 

Z1
.5 

Z1
.6 

Z1
.7 

Z1
.8 

Y1
.1 

Y1
.2 

Y1
.3 

Y1
.4 

Y1
.5 

Y1
.6 

Y1
.7 

Y1
.8 

1 5 5 4 3 5 4 4 5 35 4 4 5 3 3 4 4 5 32 3 5 4 4 5 4 3 4 32 5 4 4 5 4 3 5 5 35 

2 5 5 5 4 4 5 5 4 37 4 3 5 5 5 5 5 5 37 4 5 5 5 5 3 5 5 37 4 5 4 3 3 2 4 4 29 

3 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 

4 5 5 5 4 5 5 5 5 39 5 4 5 5 5 5 5 5 39 5 5 5 5 5 5 5 4 39 2 5 5 4 4 2 4 4 30 

5 4 3 4 3 3 4 5 5 31 4 3 5 5 5 4 4 3 33 4 4 4 4 4 3 4 4 31 4 4 4 4 3 3 4 4 30 

6 5 5 4 5 5 5 5 5 39 5 5 5 5 5 5 5 5 40 5 5 4 5 4 4 5 4 36 5 5 3 3 4 3 4 4 31 

7 5 5 5 4 4 4 4 5 36 4 4 4 5 4 5 4 4 34 3 4 4 4 4 4 4 5 32 5 5 5 4 4 3 4 4 34 

8 5 3 4 5 5 4 5 5 36 3 4 5 5 4 4 4 5 34 5 5 4 4 5 5 4 5 37 3 4 4 3 5 4 5 5 33 

9 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 5 5 3 4 5 4 5 5 36 5 5 5 5 5 4 5 4 38 

10 5 5 5 3 5 5 5 5 38 5 4 5 5 5 5 4 5 38 5 5 5 5 5 5 5 3 38 2 5 5 5 4 2 4 5 32 

11 4 4 5 5 4 4 5 5 36 4 3 5 5 5 4 5 5 36 5 5 4 5 5 5 5 5 39 4 5 4 5 5 3 4 4 34 

12 3 4 5 5 5 5 5 5 37 5 5 5 4 5 5 5 5 39 5 5 5 5 5 5 5 5 40 5 4 5 5 5 5 5 5 39 

13 5 5 4 4 4 4 5 5 36 5 5 4 4 5 5 4 5 37 4 4 5 5 5 5 5 5 38 4 5 4 5 5 4 5 5 37 

14 5 5 4 5 5 5 5 5 39 5 5 5 5 4 5 5 5 39 5 5 5 5 5 5 5 4 39 5 5 5 3 3 1 5 5 32 

15 4 4 4 4 4 4 5 5 34 5 4 4 4 5 4 4 5 35 4 5 4 5 4 5 4 5 36 4 5 4 5 4 5 4 5 36 

16 4 3 4 3 3 4 4 4 29 4 3 4 4 3 4 3 3 28 3 4 3 3 4 4 4 4 29 3 4 3 3 2 2 2 3 22 

17 5 5 4 3 4 5 5 4 35 5 5 3 4 5 5 5 5 37 3 4 4 5 4 3 5 5 33 5 5 5 4 5 3 3 5 35 

18 4 4 5 5 5 4 5 5 37 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 

19 5 5 3 3 3 3 3 3 28 3 3 3 3 3 4 3 3 25 4 4 3 4 4 3 3 3 28 5 3 3 3 3 3 5 5 30 

20 4 5 4 3 4 4 5 5 34 5 3 5 5 5 5 3 3 34 4 5 4 5 5 5 4 5 37 4 4 4 5 3 3 4 5 32 

21 3 3 3 3 3 3 3 3 24 3 3 3 3 3 3 3 3 24 3 3 3 3 3 3 3 3 24 3 3 3 3 3 3 3 3 24 

22 4 4 5 5 5 4 5 5 37 5 5 5 5 5 5 5 5 40 5 5 5 5 5 4 5 4 38 5 4 5 4 4 4 4 5 35 
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No 
Persepsi Konsumen (X1) Tot

al 
X1 

Citra Merek (X2) Tot
al 
X2 

Kepercayaan Merek (Z) Tot
al 
Z1 

Loyalitas Konsumen (Y) Tot
al 
Y1 

X1
.1 

X1
.2 

X1
.3 

X1
.4 

X1
.5 

X1
.6 

X1
.7 

X1
.8 

X2
.1 

X2
.2 

X2
.3 

X2
.4 

X2
.5 

X2
.6 

X2
.7 

X2
.8 

Z1
.1 

Z1
.2 

Z1
.3 

Z1
.4 

Z1
.5 

Z1
.6 

Z1
.7 

Z1
.8 

Y1
.1 

Y1
.2 

Y1
.3 

Y1
.4 

Y1
.5 

Y1
.6 

Y1
.7 

Y1
.8 

23 5 5 5 5 5 5 5 5 40 4 5 5 5 4 5 3 3 34 5 5 5 5 5 4 5 4 38 2 3 4 4 4 3 5 5 30 

24 4 4 3 3 3 4 4 4 29 4 3 4 4 3 3 3 3 27 4 4 3 4 4 3 3 3 28 3 4 4 4 3 2 3 4 27 

25 5 4 5 5 5 5 5 5 39 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 5 5 5 5 4 3 5 5 37 

26 4 5 5 5 4 2 5 5 35 4 4 4 4 5 5 3 4 33 4 4 4 4 4 4 5 5 34 5 3 4 4 2 2 4 5 29 

27 5 3 2 1 3 3 3 4 24 4 4 5 5 4 5 5 5 37 4 4 5 4 4 3 3 3 30 4 5 5 5 5 2 3 5 34 

28 5 5 5 4 5 5 5 5 39 4 5 5 5 5 5 5 5 39 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 

29 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 

30 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 3 38 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 

31 4 5 5 4 5 5 5 5 38 5 4 4 5 4 4 4 5 35 5 5 5 5 5 5 5 5 40 5 5 5 5 5 3 5 5 38 

32 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 

33 5 5 5 5 5 5 5 5 40 4 4 4 5 5 4 4 5 35 4 4 4 4 4 4 4 4 32 4 4 4 2 4 2 4 4 28 

34 5 5 5 4 5 5 5 5 39 4 5 5 5 5 5 5 5 39 5 5 4 4 5 5 5 5 38 5 3 5 5 5 3 4 5 35 

35 5 5 5 4 5 5 5 5 39 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 5 5 5 4 5 4 5 5 38 

36 4 5 4 4 3 3 4 4 31 4 4 4 5 4 3 5 5 34 4 4 5 5 4 5 4 4 35 4 4 5 4 5 4 4 4 34 

37 4 4 4 5 5 5 3 4 34 4 4 4 4 4 4 4 4 32 4 4 5 4 4 4 4 5 34 3 4 4 4 4 3 4 4 30 

38 5 5 3 3 4 4 3 4 31 4 3 5 5 5 5 3 4 34 5 4 4 4 4 3 4 5 33 4 3 4 3 4 3 3 3 27 

39 5 5 5 5 4 5 5 5 39 5 5 5 5 5 5 3 5 38 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 

40 5 5 4 5 5 5 4 5 38 4 5 5 4 5 5 4 4 36 5 5 5 5 5 5 5 4 39 5 4 5 5 4 4 5 5 37 

41 3 5 4 4 4 3 2 2 27 1 4 3 2 4 3 2 1 20 2 3 2 2 4 4 3 3 23 5 3 2 2 2 1 4 5 24 

42 4 5 4 4 5 4 5 5 36 5 4 4 5 4 3 3 5 33 5 5 5 5 4 5 4 4 37 5 4 4 5 5 5 5 4 37 

43 3 5 4 4 4 4 5 5 34 3 3 3 3 4 3 3 3 25 3 3 3 3 3 3 3 3 24 4 3 3 3 4 3 4 3 27 

44 4 5 3 4 5 2 4 4 31 4 3 2 4 4 5 2 3 27 2 3 4 3 4 4 3 3 26 4 5 4 3 4 2 3 4 29 

45 4 5 3 4 5 5 4 5 35 4 4 5 4 3 3 4 4 31 4 5 4 4 4 5 3 4 33 4 4 3 3 4 3 4 5 30 
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No 
Persepsi Konsumen (X1) Tot

al 
X1 

Citra Merek (X2) Tot
al 
X2 

Kepercayaan Merek (Z) Tot
al 
Z1 

Loyalitas Konsumen (Y) Tot
al 
Y1 

X1
.1 

X1
.2 

X1
.3 

X1
.4 

X1
.5 

X1
.6 

X1
.7 

X1
.8 

X2
.1 

X2
.2 

X2
.3 

X2
.4 

X2
.5 

X2
.6 

X2
.7 

X2
.8 

Z1
.1 

Z1
.2 

Z1
.3 

Z1
.4 

Z1
.5 

Z1
.6 

Z1
.7 

Z1
.8 

Y1
.1 

Y1
.2 

Y1
.3 

Y1
.4 

Y1
.5 

Y1
.6 

Y1
.7 

Y1
.8 

46 4 4 4 4 5 4 4 4 33 4 4 4 5 3 4 4 4 32 4 4 4 4 4 4 4 4 32 3 3 4 4 4 3 4 5 30 

47 5 5 5 4 5 5 5 5 39 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 

48 5 5 4 4 4 4 4 4 34 4 3 5 4 4 3 3 3 29 4 4 4 4 4 4 4 3 31 4 4 4 3 4 3 3 4 29 

49 3 5 4 5 5 4 4 5 35 5 4 4 5 5 5 4 5 37 3 4 4 5 4 5 4 4 33 4 4 3 2 3 4 5 5 30 

50 2 4 5 4 3 5 4 4 31 4 3 4 4 5 2 4 4 30 4 4 3 5 4 4 4 5 33 3 4 4 4 3 3 4 5 30 

51 5 5 4 5 4 5 4 5 37 4 4 4 4 5 4 4 4 33 4 5 4 4 4 5 4 5 35 4 4 4 4 4 3 5 5 33 

52 5 5 5 4 4 4 5 5 37 5 4 4 5 4 4 4 5 35 5 5 4 4 4 4 5 5 36 5 5 5 5 5 4 5 5 39 

53 4 5 5 5 5 5 5 5 39 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 

54 5 5 4 4 5 5 5 5 38 3 4 5 5 5 3 4 5 34 5 5 4 4 4 3 4 5 34 5 4 3 3 3 2 4 5 29 

55 5 5 4 4 4 5 4 5 36 4 3 4 4 5 4 3 3 30 4 4 3 4 4 3 3 3 28 3 4 4 3 3 3 4 4 28 

56 5 3 5 5 5 4 5 5 37 4 4 5 4 3 2 3 3 28 4 4 4 4 4 3 4 3 30 3 3 3 3 3 2 3 5 25 

57 4 5 5 4 3 4 4 4 33 3 3 3 3 4 3 2 3 24 3 4 3 3 4 4 3 4 28 3 3 4 3 4 3 3 3 26 

58 5 5 4 5 5 4 4 4 36 4 5 5 5 5 5 4 4 37 4 4 4 4 4 5 5 5 35 5 4 4 4 3 4 4 5 33 

59 1 1 5 5 5 5 5 5 32 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 

60 4 4 5 4 4 4 5 5 35 5 4 4 4 4 4 4 4 33 4 4 4 4 4 4 4 4 32 5 5 5 5 5 5 5 5 40 

61 5 5 5 4 4 5 5 5 38 4 4 5 5 4 4 4 5 35 5 5 5 5 4 4 4 4 36 4 4 4 5 3 3 4 5 32 

62 3 4 4 3 4 4 5 5 32 4 4 5 4 4 4 4 3 32 3 4 4 4 4 3 4 3 29 4 4 4 4 4 3 4 4 31 

63 5 5 5 5 4 5 5 5 39 5 4 5 5 5 4 4 4 36 4 5 4 4 5 5 5 5 37 5 5 5 4 4 3 5 5 36 

64 4 4 5 5 5 3 5 4 35 5 3 5 5 5 4 4 3 34 4 4 3 4 4 4 4 5 32 4 3 3 3 4 3 3 3 26 

65 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 3 5 5 5 5 3 5 5 36 

66 5 5 5 5 4 5 5 5 39 5 5 4 5 5 5 3 4 36 4 4 4 5 5 5 5 5 37 4 5 4 4 3 2 3 5 30 

67 4 5 5 5 4 5 4 5 37 4 4 4 4 5 5 5 5 36 5 5 5 5 4 4 4 4 36 5 5 5 5 5 4 4 4 37 

68 4 5 5 5 5 5 5 5 39 4 5 5 4 4 5 5 4 36 5 5 5 5 5 4 5 5 39 5 5 5 5 4 4 5 5 38 
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No 
Persepsi Konsumen (X1) Tot

al 
X1 

Citra Merek (X2) Tot
al 
X2 

Kepercayaan Merek (Z) Tot
al 
Z1 

Loyalitas Konsumen (Y) Tot
al 
Y1 

X1
.1 

X1
.2 

X1
.3 

X1
.4 

X1
.5 

X1
.6 

X1
.7 

X1
.8 

X2
.1 

X2
.2 

X2
.3 

X2
.4 

X2
.5 

X2
.6 

X2
.7 

X2
.8 

Z1
.1 

Z1
.2 

Z1
.3 

Z1
.4 

Z1
.5 

Z1
.6 

Z1
.7 

Z1
.8 

Y1
.1 

Y1
.2 

Y1
.3 

Y1
.4 

Y1
.5 

Y1
.6 

Y1
.7 

Y1
.8 

69 5 4 4 5 4 5 4 4 35 4 4 5 5 5 5 3 3 34 4 4 4 4 4 3 3 4 30 4 4 4 4 4 3 4 4 31 

70 4 5 5 5 5 5 5 4 38 5 3 4 5 5 5 3 3 33 4 4 4 5 4 3 3 3 30 4 4 4 3 4 3 4 4 30 

71 3 4 4 4 4 3 4 4 30 3 4 4 4 4 3 4 4 30 4 4 4 4 3 4 4 4 31 4 4 4 4 4 4 5 4 33 

72 5 5 5 5 5 5 5 5 40 4 4 4 5 5 5 5 5 37 4 5 5 5 5 5 4 5 38 5 5 5 5 5 4 5 5 39 

73 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 

74 5 3 3 4 3 5 3 4 30 3 4 4 3 3 3 5 4 29 1 3 2 2 4 4 3 4 23 5 4 5 5 5 4 3 5 36 

75 5 5 5 5 5 4 5 5 39 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 

76 2 4 4 5 3 5 4 5 32 4 3 4 4 4 5 3 4 31 4 5 5 5 5 5 5 5 39 5 5 3 3 3 3 3 5 30 

77 5 5 5 5 5 5 5 5 40 5 4 4 4 4 5 4 5 35 4 4 4 4 4 5 5 5 35 5 5 5 5 5 5 5 5 40 

78 5 5 4 4 5 4 4 5 36 5 4 3 4 3 4 4 4 31 4 4 4 4 4 4 4 4 32 5 5 4 4 3 2 5 5 33 

79 5 4 5 5 5 5 5 5 39 5 3 4 5 5 5 5 5 37 5 5 4 4 4 5 4 5 36 5 5 5 5 5 5 5 5 40 

80 5 3 5 4 5 3 5 5 35 4 4 4 5 5 5 4 4 35 3 4 5 4 5 4 4 4 33 5 5 5 4 3 3 4 4 33 

81 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 

82 5 5 5 5 5 5 5 5 40 5 4 5 5 5 4 4 4 36 5 5 4 5 5 5 4 5 38 5 5 4 4 4 4 5 5 36 

83 3 4 4 4 5 5 5 5 35 5 4 5 3 5 5 4 3 34 5 5 4 4 5 5 4 4 36 4 4 5 5 5 3 5 5 36 

84 3 3 3 2 2 3 2 2 20 3 2 3 4 2 3 3 3 23 2 3 3 2 3 3 2 3 21 2 3 2 2 3 2 2 3 19 

85 4 4 4 4 4 4 4 4 32 3 3 4 4 3 3 4 4 28 4 4 3 4 5 4 4 3 31 3 3 3 3 3 2 3 4 24 

86 5 5 5 5 5 5 5 5 40 5 5 4 5 5 5 4 4 37 5 5 5 5 4 4 5 5 38 5 5 5 5 5 4 4 5 38 

87 4 5 4 4 4 4 4 4 33 4 4 3 4 3 4 3 4 29 4 4 3 4 4 4 4 3 30 4 4 4 4 3 2 4 5 30 

88 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 

89 5 5 5 5 5 5 5 5 40 4 5 5 5 5 5 3 5 37 4 5 5 5 5 5 5 5 39 5 5 5 5 5 4 5 5 39 

90 5 5 5 5 5 5 5 5 40 5 5 4 5 5 5 5 5 39 5 5 5 5 5 5 5 5 40 5 5 5 5 5 4 5 5 39 

91 4 5 5 5 5 4 4 5 37 5 5 4 5 4 5 3 2 33 5 5 4 5 5 4 4 4 36 4 4 5 5 4 4 4 5 35 
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No 
Persepsi Konsumen (X1) Tot

al 
X1 

Citra Merek (X2) Tot
al 
X2 

Kepercayaan Merek (Z) Tot
al 
Z1 

Loyalitas Konsumen (Y) Tot
al 
Y1 

X1
.1 

X1
.2 

X1
.3 

X1
.4 

X1
.5 

X1
.6 

X1
.7 

X1
.8 

X2
.1 

X2
.2 

X2
.3 

X2
.4 

X2
.5 

X2
.6 

X2
.7 

X2
.8 

Z1
.1 

Z1
.2 

Z1
.3 

Z1
.4 

Z1
.5 

Z1
.6 

Z1
.7 

Z1
.8 

Y1
.1 

Y1
.2 

Y1
.3 

Y1
.4 

Y1
.5 

Y1
.6 

Y1
.7 

Y1
.8 

92 4 5 5 5 4 4 5 5 37 5 5 5 4 4 5 4 4 36 4 5 4 4 4 4 3 4 32 3 4 4 4 5 4 5 4 33 

93 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 

94 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 

95 4 4 4 4 4 4 4 4 32 4 4 3 4 4 4 3 4 30 4 4 4 4 4 3 4 4 31 3 3 4 3 3 3 3 4 26 

96 5 5 3 5 5 5 5 5 38 3 5 5 3 4 5 3 3 31 5 5 3 5 5 5 5 5 38 5 5 5 5 3 2 3 5 33 

97 4 5 4 5 3 3 4 4 32 4 3 4 4 3 4 3 3 28 3 4 4 4 4 4 4 4 31 5 3 4 4 3 3 4 4 30 

98 4 4 4 4 3 4 3 3 29 3 4 4 4 3 5 4 4 31 2 3 4 3 3 4 3 4 26 5 5 4 4 4 4 4 4 34 

99 3 5 4 4 5 5 4 4 34 3 4 4 4 5 5 4 4 33 4 5 4 4 3 3 4 3 30 4 5 4 3 5 3 3 4 31 

100 5 4 5 5 4 4 5 5 37 5 4 5 4 5 4 4 4 35 5 5 5 5 5 4 5 4 38 5 4 4 4 5 4 4 5 35 

101 5 4 5 4 4 4 5 5 36 5 4 4 4 5 5 4 4 35 4 4 4 4 4 4 4 4 32 4 4 4 4 4 3 4 4 31 

102 3 3 3 4 4 3 4 4 28 4 4 4 3 4 3 4 3 29 4 3 4 3 4 4 4 4 30 4 4 4 4 4 3 4 3 30 

103 4 4 4 4 3 3 4 5 31 4 5 4 4 2 4 4 3 30 4 4 4 4 4 4 4 4 32 2 4 4 4 3 3 4 4 28 

104 5 4 4 4 4 4 5 5 35 5 4 4 4 4 4 4 4 33 4 4 4 4 4 4 4 4 32 4 4 4 5 4 4 4 4 33 

105 3 3 4 4 5 5 4 4 32 3 4 4 5 3 4 3 5 31 4 4 3 3 4 4 3 3 28 4 4 4 4 3 3 4 4 30 

106 5 5 5 4 4 4 5 5 37 3 5 5 3 5 5 2 3 31 5 5 5 5 3 3 4 4 34 5 5 4 5 5 3 3 5 35 

107 5 5 5 5 4 5 5 5 39 4 5 4 4 3 4 3 3 30 3 4 4 4 4 4 4 4 31 5 3 4 4 4 3 4 5 32 

108 5 5 5 5 3 2 3 4 32 5 4 5 5 5 5 5 3 37 3 3 3 3 4 4 4 5 29 3 4 4 4 4 3 5 5 32 

109 5 5 4 4 4 5 5 5 37 4 4 4 4 5 3 4 3 31 5 5 4 4 5 4 3 3 33 5 3 3 3 3 1 4 5 27 

110 4 4 5 4 4 4 4 4 33 4 4 4 4 4 4 4 4 32 4 4 4 4 4 4 4 4 32 4 4 4 4 4 3 4 4 31 

111 1 1 4 3 5 4 1 1 20 2 3 3 3 2 2 4 4 23 4 3 4 4 4 4 4 3 30 3 3 3 3 3 3 3 3 24 

112 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 

113 5 5 4 4 5 5 5 5 38 4 5 5 4 5 5 5 4 37 5 5 5 4 4 4 5 4 36 5 4 4 3 3 3 4 5 31 

114 5 4 5 5 5 5 4 5 38 4 5 5 5 5 5 5 5 39 4 5 4 5 5 4 5 3 35 5 4 4 4 5 4 4 4 34 
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No 
Persepsi Konsumen (X1) Tot

al 
X1 

Citra Merek (X2) Tot
al 
X2 

Kepercayaan Merek (Z) Tot
al 
Z1 

Loyalitas Konsumen (Y) Tot
al 
Y1 

X1.
1 

X1.
2 

X1.
3 

X1.
4 

X1.
5 

X1.
6 

X1.
7 

X1.
8 

X2.
1 

X2.
2 

X2.
3 

X2.
4 

X2.
5 

X2.
6 

X2.
7 

X2.
8 

Z1.
1 

Z1.
2 

Z1.
3 

Z1.
4 

Z1.
5 

Z1.
6 

Z1.
7 

Z1.
8 

Y1.
1 

Y1.
2 

Y1.
3 

Y1.
4 

Y1.
5 

Y1.
6 

Y1.
7 

Y1.
8 

115 2 2 2 2 2 2 2 2 16 2 2 2 2 3 3 3 2 19 3 2 2 2 2 2 2 2 17 3 2 2 2 2 2 2 2 17 

116 3 3 4 5 3 4 5 5 32 4 3 3 4 4 4 4 4 30 3 3 3 4 3 4 4 4 28 3 4 4 4 4 4 3 4 30 

117 1 5 5 4 4 4 4 5 32 4 3 3 3 4 3 3 3 26 3 3 4 3 4 3 3 3 26 3 4 4 4 3 3 4 4 29 

118 4 4 4 4 4 5 4 4 33 4 4 4 4 4 5 5 4 34 4 4 4 4 4 4 4 4 32 5 5 5 5 4 3 3 5 35 

119 4 4 5 5 4 4 5 5 36 4 4 5 5 5 4 4 4 35 4 4 4 4 4 4 4 3 31 5 5 4 4 5 4 5 5 37 

120 4 5 5 5 4 4 5 5 37 5 3 5 5 5 5 4 5 37 4 4 4 5 4 4 4 5 34 5 5 5 4 3 3 5 5 35 

121 2 2 4 5 4 5 4 5 31 4 4 4 4 4 4 4 4 32 4 4 4 4 4 4 4 4 32 3 4 4 4 4 1 4 4 28 

122 5 5 5 5 5 5 5 5 40 5 5 5 4 5 5 5 4 38 5 5 5 5 5 5 4 5 39 4 4 4 4 5 3 5 5 34 

123 4 5 5 5 5 5 4 5 38 5 5 5 5 5 5 5 5 40 5 5 4 4 5 5 4 5 37 4 5 5 5 5 5 5 5 39 

124 5 5 4 5 5 5 5 5 39 5 5 5 5 5 5 5 4 39 5 5 5 5 4 5 5 4 38 5 5 5 4 4 3 4 5 35 

125 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 5 5 5 5 5 1 5 5 36 

126 5 5 5 5 5 5 5 5 40 5 5 4 5 5 5 4 3 36 5 5 5 5 5 4 5 5 39 5 5 3 4 5 3 4 4 33 

127 5 5 5 5 5 5 4 4 38 4 4 5 4 3 4 4 5 33 4 4 5 5 4 4 4 3 33 3 4 4 4 3 3 4 4 29 

128 4 4 5 4 4 4 5 5 35 4 4 5 4 4 4 4 4 33 4 4 4 4 4 5 4 4 33 3 4 4 3 4 4 4 4 30 

129 5 5 5 4 5 5 5 5 39 5 4 5 4 4 5 5 5 37 5 5 5 5 5 5 5 4 39 5 4 5 5 5 5 5 5 39 

130 4 4 5 5 4 4 5 5 36 5 4 5 4 5 4 3 5 35 5 5 4 5 5 4 4 5 37 5 5 4 4 5 4 4 5 36 

131 5 5 4 4 4 4 4 4 34 3 4 4 4 4 5 5 5 34 4 3 4 4 4 3 4 4 30 4 5 4 4 4 3 3 4 31 

132 3 2 4 5 4 5 5 5 33 5 5 5 3 4 4 3 3 32 4 4 4 4 5 5 4 4 34 4 3 4 4 3 2 3 4 27 

133 4 5 5 5 4 4 4 5 36 4 4 5 4 4 4 4 5 34 4 4 4 4 5 4 4 4 33 5 5 5 5 4 4 4 4 36 

134 2 3 5 5 5 5 5 5 35 5 4 5 4 5 5 5 5 38 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 

135 5 5 4 4 4 5 4 5 36 4 5 5 4 4 5 5 4 36 4 5 4 4 4 4 5 5 35 5 4 5 4 4 4 5 4 35 

136 4 3 4 4 3 3 3 3 27 3 3 3 4 3 3 2 3 24 2 4 3 3 2 3 3 4 24 3 4 3 3 3 1 3 3 23 

137 4 4 5 5 5 5 5 5 38 4 5 5 5 5 5 5 5 39 4 5 5 5 5 5 5 5 39 5 5 5 5 5 4 5 5 39 
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No 
Persepsi Konsumen (X1) Tot

al 
X1 

Citra Merek (X2) Tot
al 
X2 

Kepercayaan Merek (Z) Tot
al 
Z1 

Loyalitas Konsumen (Y) Tot
al 
Y1 

X1
.1 

X1
.2 

X1
.3 

X1.
4 

X1.
5 

X1.
6 

X1.
7 

X1.
8 

X2.
1 

X2.
2 

X2.
3 

X2.
4 

X2.
5 

X2.
6 

X2.
7 

X2.
8 

Z1.
1 

Z1.
2 

Z1.
3 

Z1.
4 

Z1.
5 

Z1.
6 

Z1.
7 

Z1.
8 

Y1.
1 

Y1.
2 

Y1.
3 

Y1.
4 

Y1.
5 

Y1.
6 

Y1.
7 

Y1.
8 

138 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 5 5 5 5 5 2 5 5 37 

139 5 4 5 5 4 4 5 5 37 5 4 5 5 4 4 4 5 36 5 5 5 4 4 4 4 5 36 4 5 5 4 4 4 4 5 35 

140 1 1 2 2 1 2 1 1 11 1 1 2 1 1 2 2 1 11 1 1 1 2 1 1 1 2 10 1 1 2 2 1 1 1 1 10 

141 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 

142 4 5 4 4 4 4 3 3 31 4 4 3 3 3 2 3 3 25 3 3 3 2 2 3 2 3 21 4 4 4 3 3 2 3 4 27 

143 5 5 4 4 4 3 5 5 35 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 5 4 5 5 5 5 5 5 39 

144 5 4 4 4 3 3 4 4 31 3 4 4 4 4 4 3 3 29 3 3 3 3 2 3 4 2 23 4 2 4 3 3 3 3 3 25 

145 5 4 4 4 4 5 4 5 35 5 5 4 5 5 5 4 5 38 4 4 5 5 4 5 4 4 35 4 5 5 5 5 4 5 5 38 

146 4 5 5 4 5 4 5 5 37 4 5 5 3 4 5 3 5 34 5 4 5 4 5 5 4 5 37 3 4 5 5 5 3 5 4 34 

147 4 4 4 4 4 4 4 4 32 4 4 4 4 4 4 4 5 33 4 4 4 4 4 4 4 4 32 4 4 4 4 4 3 3 4 30 

148 1 1 1 2 2 2 2 2 13 1 1 2 3 2 1 2 1 13 1 1 2 2 2 2 2 2 14 1 1 2 3 2 1 3 2 15 

149 5 5 3 5 5 5 5 5 38 5 5 4 5 5 5 5 5 39 3 5 5 5 5 5 5 5 38 5 5 3 3 5 4 3 5 33 

150 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 5 5 5 5 5 5 5 5 40 
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Lampiran 3. Analisis Deskriptif 

A. Deskriptif Responden 

JenisKelamin 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Laki-laki 78 52.0 52.0 52.0 

Perempuan 72 48.0 48.0 100.0 

Total 150 100.0 100.0  

 

Usia 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 17 - 25 Tahun 102 68.0 68.0 68.0 

26 - 33 Tahun 39 26.0 26.0 94.0 

34 - 41 Tahun 6 4.0 4.0 98.0 

42 - 50 Tahun 2 1.3 1.3 99.3 

> 50 Tahun 1 0.7 0.7 100.0 

Total 150 100.0 100.0  

 

Pekerjaan 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Pelajar/Mahasiswa 79 52.7 52.7 52.7 

Pegawai Negeri 13 8.7 8.7 61.3 

Karyawan Swasta 26 17.3 17.3 78.7 

Wirausaha 12 8.0 8.0 86.7 

Lainnya 20 13.3 13.3 100.0 

Total 150 100.0 100.0  
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B. Deskriptif Pernyataan 

1. Persepsi Konsumen (X1) 

X1.1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid STS 5 3.3 3.3 3.3 

TS 5 3.3 3.3 6.7 

CS 14 9.3 9.3 16.0 

S 44 29.3 29.3 45.3 

SS 82 54.7 54.7 100.0 

Total 150 100.0 100.0  

 

X1.2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid STS 4 2.7 2.7 2.7 

TS 3 2.0 2.0 4.7 

CS 14 9.3 9.3 14.0 

S 36 24.0 24.0 38.0 

SS 93 62.0 62.0 100.0 

Total 150 100.0 100.0  

 

X1.3 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid STS 1 0.7 0.7 0.7 

TS 3 2.0 2.0 2.7 

CS 11 7.3 7.3 10.0 

S 54 36.0 36.0 46.0 

SS 81 54.0 54.0 100.0 

Total 150 100.0 100.0  
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X1.4 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid STS 1 0.7 0.7 0.7 

TS 4 2.7 2.7 3.3 

CS 12 8.0 8.0 11.3 

S 57 38.0 38.0 49.3 

SS 76 50.7 50.7 100.0 

Total 150 100.0 100.0  

 

X1.5 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid STS 1 0.7 0.7 0.7 

TS 3 2.0 2.0 2.7 

CS 18 12.0 12.0 14.7 

S 52 34.7 34.7 49.3 

SS 76 50.7 50.7 100.0 

Total 150 100.0 100.0  

 

X1.6 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid TS 6 4.0 4.0 4.0 

CS 15 10.0 10.0 14.0 

S 50 33.3 33.3 47.3 

SS 79 52.7 52.7 100.0 

Total 150 100.0 100.0  

 

X1.7 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid STS 2 1.3 1.3 1.3 

TS 4 2.7 2.7 4.0 

CS 10 6.7 6.7 10.7 

S 43 28.7 28.7 39.3 

SS 91 60.7 60.7 100.0 

Total 150 100.0 100.0  



162 

 

 

X1.8 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid STS 2 1.3 1.3 1.3 

TS 4 2.7 2.7 4.0 

CS 5 3.3 3.3 7.3 

S 33 22.0 22.0 29.3 

SS 106 70.7 70.7 100.0 

Total 150 100.0 100.0  
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2. Citra Merek (X2) 

X2.1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid STS 3 2.0 2.0 2.0 

TS 2 1.3 1.3 3.3 

CS 18 12.0 12.0 15.3 

S 58 38.7 38.7 54.0 

SS 69 46.0 46.0 100.0 

Total 150 100.0 100.0  

 

X2.2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid STS 2 1.3 1.3 1.3 

TS 2 1.3 1.3 2.7 

CS 26 17.3 17.3 20.0 

S 61 40.7 40.7 60.7 

SS 59 39.3 39.3 100.0 

Total 150 100.0 100.0  

 

X2.3 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid TS 4 2.7 2.7 2.7 

CS 15 10.0 10.0 12.7 

S 51 34.0 34.0 46.7 

SS 80 53.3 53.3 100.0 

Total 150 100.0 100.0  
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X2.4 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid STS 1 0.7 0.7 0.7 

TS 2 1.3 1.3 2.0 

CS 16 10.7 10.7 12.7 

S 55 36.7 36.7 49.3 

SS 76 50.7 50.7 100.0 

Total 150 100.0 100.0  

 

X2.5 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid STS 1 0.7 0.7 0.7 

TS 4 2.7 2.7 3.3 

CS 20 13.3 13.3 16.7 

S 43 28.7 28.7 45.3 

SS 82 54.7 54.7 100.0 

Total 150 100.0 100.0  

 

X2.6 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid STS 1 0.7 0.7 0.7 

TS 5 3.3 3.3 4.0 

CS 19 12.7 12.7 16.7 

S 41 27.3 27.3 44.0 

SS 84 56.0 56.0 100.0 

Total 150 100.0 100.0  

 

X2.7 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid TS 7 4.7 4.7 4.7 

CS 34 22.7 22.7 27.3 

S 54 36.0 36.0 63.3 

SS 55 36.7 36.7 100.0 

Total 150 100.0 100.0  
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X2.8 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid STS 3 2.0 2.0 2.0 

TS 2 1.3 1.3 3.3 

CS 34 22.7 22.7 26.0 

S 41 27.3 27.3 53.3 

SS 70 46.7 46.7 100.0 

Total 150 100.0 100.0  
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3. Kepercayaan Merek (Z) 

Z1.1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid STS 3 2.0 2.0 2.0 

TS 5 3.3 3.3 5.3 

CS 19 12.7 12.7 18.0 

S 58 38.7 38.7 56.7 

SS 65 43.3 43.3 100.0 

Total 150 100.0 100.0  

 

Z1.2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid STS 2 1.3 1.3 1.3 

TS 1 0.7 0.7 2.0 

CS 15 10.0 10.0 12.0 

S 53 35.3 35.3 47.3 

SS 79 52.7 52.7 100.0 

Total 150 100.0 100.0  

 

Z1.3 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid STS 1 0.7 0.7 0.7 

TS 4 2.7 2.7 3.3 

CS 20 13.3 13.3 16.7 

S 63 42.0 42.0 58.7 

SS 62 41.3 41.3 100.0 

Total 150 100.0 100.0  

 

Z1.4 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid TS 7 4.7 4.7 4.7 

CS 12 8.0 8.0 12.7 

S 60 40.0 40.0 52.7 

SS 71 47.3 47.3 100.0 

Total 150 100.0 100.0  
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Z1.5 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid STS 1 0.7 0.7 0.7 

TS 5 3.3 3.3 4.0 

CS 8 5.3 5.3 9.3 

S 68 45.3 45.3 54.7 

SS 68 45.3 45.3 100.0 

Total 150 100.0 100.0  

 

Z1.6 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid STS 1 0.7 0.7 0.7 

TS 2 1.3 1.3 2.0 

CS 24 16.0 16.0 18.0 

S 58 38.7 38.7 56.7 

SS 65 43.3 43.3 100.0 

Total 150 100.0 100.0  

 

Z1.7 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid STS 1 0.7 0.7 0.7 

TS 4 2.7 2.7 3.3 

CS 20 13.3 13.3 16.7 

S 63 42.0 42.0 58.7 

SS 62 41.3 41.3 100.0 

Total 150 100.0 100.0  

 

Z1.8 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid TS 4 2.7 2.7 2.7 

CS 25 16.7 16.7 19.3 

S 51 34.0 34.0 53.3 

SS 70 46.7 46.7 100.0 

Total 150 100.0 100.0  
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4. Loyalitas Konsumen (Y) 

Y1.1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid STS 2 1.3 1.3 1.3 

TS 5 3.3 3.3 4.7 

CS 24 16.0 16.0 20.7 

S 41 27.3 27.3 48.0 

SS 78 52.0 52.0 100.0 

Total 150 100.0 100.0  

 

Y1.2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid STS 2 1.3 1.3 1.3 

TS 2 1.3 1.3 2.7 

CS 20 13.3 13.3 16.0 

S 54 36.0 36.0 52.0 

SS 72 48.0 48.0 100.0 

Total 150 100.0 100.0  

 

Y1.3 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid TS 5 3.3 3.3 3.3 

CS 17 11.3 11.3 14.7 

S 62 41.3 41.3 56.0 

SS 66 44.0 44.0 100.0 

Total 150 100.0 100.0  

 

Y1.4 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid TS 6 4.0 4.0 4.0 

CS 31 20.7 20.7 24.7 

S 51 34.0 34.0 58.7 

SS 62 41.3 41.3 100.0 

Total 150 100.0 100.0  
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Y1.5 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid STS 1 0.7 0.7 0.7 

TS 5 3.3 3.3 4.0 

CS 36 24.0 24.0 28.0 

S 46 30.7 30.7 58.7 

SS 62 41.3 41.3 100.0 

Total 150 100.0 100.0  

 

Y1.6 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid STS 8 5.3 5.3 5.3 

TS 21 14.0 14.0 19.3 

CS 57 38.0 38.0 57.3 

S 35 23.3 23.3 80.7 

SS 29 19.3 19.3 100.0 

Total 150 100.0 100.0  

 

Y1.7 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid STS 1 0.7 0.7 0.7 

TS 3 2.0 2.0 2.7 

CS 29 19.3 19.3 22.0 

S 54 36.0 36.0 58.0 

SS 63 42.0 42.0 100.0 

Total 150 100.0 100.0  

Y1.8 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid STS 1 0.7 0.7 0.7 

TS 2 1.3 1.3 2.0 

CS 11 7.3 7.3 9.3 

S 46 30.7 30.7 40.0 

SS 90 60.0 60.0 100.0 

Total 150 100.0 100.0  
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Lampiran 4. Hasil Analisis PLS 

Model Struktur Awal 
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Model Struktur Seteleh Eliminasi 
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Path Coefficients 

 

 

 

 

 

 

Total Indirect Effects 

 

 

 

 

 

 

Spesific Indirect Effects 

 

 

 

 

 

Total Effect 
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Cross Loadings 

  CM KM LK PK 

X1.3 0,644 0,655 0,620 0,803 

X1.4 0,589 0,612 0,545 0,784 

X1.5 0,689 0,721 0,623 0,799 

X1.6 0,615 0,648 0,563 0,743 

X1.7 0,739 0,751 0,658 0,874 

X1.8 0,758 0,756 0,708 0,870 

X2.1 0,810 0,746 0,709 0,736 

X2.2 0,777 0,734 0,726 0,712 

X2.3 0,775 0,734 0,614 0,679 

X2.4 0,785 0,673 0,584 0,620 

X2.5 0,787 0,701 0,639 0,703 

X2.6 0,800 0,688 0,672 0,620 

X2.7 0,767 0,630 0,660 0,518 

X2.8 0,776 0,704 0,705 0,608 

Y1.1 0,578 0,557 0,706 0,537 

Y1.2 0,736 0,686 0,798 0,642 

Y1.3 0,739 0,680 0,851 0,637 

Y1.4 0,627 0,648 0,831 0,549 

Y1.5 0,701 0,645 0,812 0,600 

Y1.6 0,574 0,541 0,734 0,485 

Y1.7 0,675 0,684 0,790 0,665 

Y1.8 0,688 0,725 0,776 0,679 

Z1.1 0,740 0,843 0,653 0,729 

Z1.2 0,802 0,898 0,735 0,811 

Z1.3 0,783 0,844 0,719 0,695 

Z1.4 0,789 0,889 0,693 0,749 

Z1.5 0,743 0,860 0,686 0,733 

Z1.6 0,707 0,813 0,722 0,686 

Z1.7 0,814 0,882 0,706 0,753 

Z1.8 0,715 0,776 0,696 0,640 
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Outer Loadings 

  
Original 

Sample (O) 
Sample 

Mean (M) 

Standard 
Deviation 
(STDEV) 

T Statistics 
(|O/STDEV|) 

P Values 

X1.3 <- PK 0,803 0,799 0,049 16,553 0,000 

X1.4 <- PK 0,784 0,781 0,047 16,808 0,000 

X1.5 <- PK 0,799 0,794 0,048 16,516 0,000 

X1.6 <- PK 0,743 0,741 0,048 15,432 0,000 

X1.7 <- PK 0,874 0,872 0,024 36,651 0,000 

X1.8 <- PK 0,870 0,870 0,028 31,544 0,000 

X2.1 <- CM 0,810 0,806 0,038 21,366 0,000 

X2.2 <- CM 0,777 0,772 0,049 15,738 0,000 

X2.3 <- CM 0,775 0,773 0,044 17,593 0,000 

X2.4 <- CM 0,785 0,781 0,044 17,753 0,000 

X2.5 <- CM 0,787 0,785 0,039 20,015 0,000 

X2.6 <- CM 0,800 0,800 0,035 22,877 0,000 

X2.7 <- CM 0,767 0,765 0,038 20,038 0,000 

X2.8 <- CM 0,776 0,774 0,046 17,011 0,000 

Y1.1 <- LK 0,706 0,703 0,060 11,860 0,000 

Y1.2 <- LK 0,798 0,796 0,040 19,981 0,000 

Y1.3 <- LK 0,851 0,853 0,025 33,760 0,000 

Y1.4 <- LK 0,831 0,830 0,027 30,306 0,000 

Y1.5 <- LK 0,812 0,809 0,031 26,203 0,000 

Y1.6 <- LK 0,734 0,734 0,047 15,729 0,000 

Y1.7 <- LK 0,790 0,787 0,042 18,626 0,000 

Y1.8 <- LK 0,776 0,770 0,050 15,504 0,000 

Z1.1 <- KM 0,843 0,842 0,029 29,481 0,000 

Z1.2 <- KM 0,898 0,897 0,021 41,822 0,000 

Z1.3 <- KM 0,844 0,840 0,035 23,853 0,000 

Z1.4 <- KM 0,889 0,888 0,020 44,895 0,000 

Z1.5 <- KM 0,860 0,858 0,030 29,104 0,000 

Z1.6 <- KM 0,813 0,810 0,036 22,548 0,000 

Z1.7 <- KM 0,882 0,881 0,024 37,173 0,000 

Z1.8 <- KM 0,776 0,775 0,040 19,259 0,000 
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Outer Weights 

  
Original 

Sample (O) 
Sample 

Mean (M) 

Standard 
Deviation 
(STDEV) 

T Statistics 
(|O/STDEV|) 

P Values 

X1.3 <- PK 0,199 0,199 0,011 17,533 0,000 

X1.4 <- PK 0,181 0,181 0,011 15,759 0,000 

X1.5 <- PK 0,210 0,210 0,012 17,337 0,000 

X1.6 <- PK 0,189 0,190 0,012 15,386 0,000 

X1.7 <- PK 0,220 0,221 0,014 16,009 0,000 

X1.8 <- PK 0,228 0,229 0,014 15,935 0,000 

X2.1 <- CM 0,170 0,170 0,010 17,109 0,000 

X2.2 <- CM 0,170 0,171 0,010 16,468 0,000 

X2.3 <- CM 0,158 0,158 0,009 17,835 0,000 

X2.4 <- CM 0,147 0,147 0,010 15,142 0,000 

X2.5 <- CM 0,156 0,157 0,009 17,938 0,000 

X2.6 <- CM 0,159 0,160 0,010 16,338 0,000 

X2.7 <- CM 0,150 0,151 0,011 13,546 0,000 

X2.8 <- CM 0,164 0,165 0,010 16,940 0,000 

Y1.1 <- LK 0,138 0,137 0,014 10,074 0,000 

Y1.2 <- LK 0,172 0,173 0,012 13,801 0,000 

Y1.3 <- LK 0,172 0,174 0,012 14,149 0,000 

Y1.4 <- LK 0,152 0,153 0,013 11,995 0,000 

Y1.5 <- LK 0,163 0,164 0,011 15,424 0,000 

Y1.6 <- LK 0,135 0,135 0,013 10,596 0,000 

Y1.7 <- LK 0,164 0,164 0,011 14,335 0,000 

Y1.8 <- LK 0,170 0,169 0,011 16,009 0,000 

Z1.1 <- KM 0,141 0,141 0,007 20,282 0,000 

Z1.2 <- KM 0,156 0,157 0,006 25,495 0,000 

Z1.3 <- KM 0,149 0,149 0,006 25,601 0,000 

Z1.4 <- KM 0,149 0,150 0,007 22,112 0,000 

Z1.5 <- KM 0,144 0,144 0,005 26,806 0,000 

Z1.6 <- KM 0,143 0,143 0,005 29,782 0,000 

Z1.7 <- KM 0,152 0,152 0,006 25,318 0,000 

Z1.8 <- KM 0,140 0,141 0,007 19,415 0,000 
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Correlations 

 

 

 

 

 

 

Indirect Effect 

 

 

 

 

 

 

Spesific Indirect Effects 

 

 

 

 

Total Effects 
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R Square 

 

 

 

 

F Square 

 

 

 

 

 

Construct Reliability and Validity 

 

 

 

 

 

 

Discriminant Validity Fornell-Larcker Criterion 
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Heterotrait-Monotrait Ratio 

  CM KM LK PK 

CM         

KM 0,963       

LK 0,923 0,883     

PK 0,912 0,922 0,838   

 

Model Fit 

Fit Summary 

  
Saturated 

Model 
Estimated Model 

SRMR 0,060 0,060 

d_ULS 1,684 1,684 

d_G 1,208 1,208 

Chi-Square 913,386 913,386 

NFI 0,784 0,784 

 

Rms Theta 

rms Theta 0,139 

 

Model Selection Criteria 

 

AIC  
(Akaike's 

Information 
Criterion) 

AICu 
(Unbiased 
Akaikes 

Information 
Criterion 

AICc 
(Corrected 

Akaikes 
Information 
Criterion) 

BIC  
(Bayesian 

Information 
Criteria) 

HQ  
(Hannan 
Quinn 

Criterion) 

HQc 
(Corrected 
Hannan-

Quinn 
Criterion) 

KM -269,782 -266,752 -117,506 -260,750 -266,113 -265,780 

LK -196,691 -192,637 -44,274 -184,648 -191,798 -191,261 
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Lampiran 5. Media Penyebaran Kuesioner 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

A. Google Form B. Facebook 

C. Instagram D. Flyer 
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E. Whatsapp 
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Lampiran 6. Tanggapan Responden (Google Form) 
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