Lampiran

Daftar Pertanyaan Responden
Penelitian Mengenai Analisis Perbandingan Brand Equity Honda Scoopy Dengan
Honda Scoopy
(Studi Pada Kota Bandar Lampung)

I. Identitas Responden Honda Scoopy
1. Nama SR U BN N
2. JenisKelamin a Laki-laki b. Perempuan
3. Usia ra <20 Tahun b. 21 - 25 Tahun

C. 26 - 30 Tahun d. 30 - 35 Tahun

e 36 =40 Tahun f. > 40 Tahun

4. Profes ra PNS b. Wiraswasta
b. Karyawan d. Pelgar/Mahasiswa
e. Lainnya

[1.  Petunjuk Pengisian



Bacalah dengan teliti peryataan dibawah ini. Anda dapat memberikan tanda

checklist () nada kolom vane disesuaikan denean iawaban anda.
K eterangan:
1. STS : Sangat Tidak Setuju

2.

3.

4.

5.

TS :Tidak Setuju
N : Netral

S : Setuju

SS : Sangat Setuju

Brand Awareness

No.

Peryataan

TS

STS

Biladitanya mengenai merek skutik retro-modern,
sayalangsung dapat mnegingat Honda Scoopy

Saya langsung bisa mengenali Honda Scoopy
ketika saya melihat motor tersebut

saya bisa menyebutkan varian dariHonda Scoopy

Saya telah mengetahui skutik merek Honda
Scoopy sebelum adanya kuisioner ini

Saya dapat menjel askan spesifikasi dari Honda
Scoopy

Merek motor Honda Scoopy melekat kuat di
benak saya

V.

Brand Association

No.

Peryataan

TS

STS

Honda Scoopy memiliki desing/bentuk yang
menarik

Honda Scoopy memiliki logo yang sangat unik

Kombinas warna dari Honda Scoopy terlihat
serasi

Harga dari Honda Scoopy sesuai dengan pamor
dari merek motor tersebut

Saya lebih percaya diri ketika mengendarai
Honda Scoopy

Skutik merek Honda Scoopy adalah skutik yang
mencerminkan gaya hidup yang trendi

Honda Scoopy sangat mewakili jenis skutik retro-




modern yang sedang tren saat ini

Honda Scoopy dapat mewakili kepribadian saya

Secara keseluruhan bentuk dari Honda Scoopy
lebih baik dibandingkan dengan pesaingnnya

Perceived Quality

No.

Peryataan

TS

STS

Honda Scoopy memiliki performayang baik

Honda Scoopy sangat nyaman dikendarai

Atribut dan spesifikasi motor Honda Scoopy sesuai
dengan dipromosikan oleh produsen motor tersebut

Deder dari Honda Scoopy memberikan pelayanan
yang baik ketika anda service motor

Ketika Anda mengendari Honda Scoopy dalam
waktu yang lama tidak ada masalah panas yan
berlebihan pada mesinnya

Fitur-fitur dari Honda Scoopy sesuai dengan
konsep motor jenis skutik retro-modern

Perusahaan Y amaha mengel uarkan beraneka
macam varian/warna dari Honda Scoopy

VI.  Brand Loyalty

No.

Peryataan

TS

STS

Saya membeli Honda Scoopy karena memang
menyukai merek motor tersebut

Saya akan merekomendasi kan Honda Scoopy kepada
teman/keluarga yang akan membeli motor dengan
jenis skutik retro-modern

Saya akan selalu menggunakan Honda Scoopy sebagai

alat transportasi saya




Daftar Pertanyaan Responden
Penelitian Mengenai Analisis Perbandingan Brand Equity Y amaha Fino Dengan

Honda Scoopy

(Studi Pada Kota Bandar Lampung)

VII.  ldentitas Responden

5. Nama R
6. JenisKdamin ra Laki-laki
7. Usia ra <20 Tahun
C. 26 - 30 Tahun
e 36 - 40 Tahun
8. Profesi :a PNS
b. Karyawan
e. Lainnya

VIII. Petunjuk Pengisian

Y amaha Fino

b. Perempuan

b. 21 - 25 Tahun
d. 30 - 35 Tahun

f.> 40 Tahun

b. Wiraswasta

d. Pelgar/Mahasiswa

Bacalah dengan teliti peryataan dibawah ini. Anda dapat memberikan tanda

checklist { ) pada kolom vane disesuaikan denean iawaban anda.



Keterangan:

6.

7.

8.

9.

STS : Sangat Tidak Setuju
TS :Tidak Setuju
N : Netra

S : Setuju

10.SS : Sangat Setuju

IX.

Brand Awareness

No.

Peryataan

TS

STS

Biladitanya mengenai merek skutik retro-modern,
sayalangsung dapat mnegingat Y amaha Fino

Saya langsung bisa mengenali Y amaha Fino
ketika saya melihat motor tersebut

saya bisa menyebutkan varian dariY amaha Fino

Saya telah mengetahui skutik merek Y amaha Fino
sebelum adanya kuisioner ini

Saya dapat menjelaskan spesifikasi dari Yamaha
Fino

Merek motor Y amaha Fino melekat kuat di benak
saya

Brand Association

No.

Peryataan

TS

STS

Y amaha Fino memiliki desing/bentuk yang
menarik

Y amaha Fino memiliki logo yang sangat unik

Kombinasi warna dari Y amaha Fino terlihat
seras

Harga dari Y amaha Fino sesuai dengan pamor
dari merek motor tersebut

Saya lebih percayadiri ketika mengendarai
Yamaha Fino

Skutik merek Y amaha Fino adalah skutik yang
mencerminkan gaya hidup yang trendi

Y amaha Fino sangat mewakili jenis skutik retro-
modern yang sedang tren saat ini

Y amaha Fino dapat mewakili kepribadian saya

Secara keseluruhan bentuk dari Yamaha Fino
lebih baik dibandingkan dengan pesaingnnya




Xl.  Perceived Quality

No.

Peryataan

TS

STS

Y amaha Fino memiliki performayang baik

Y amaha Fino sangat nyaman dikendarai

Atribut dan spesifikasi motor Y amaha Fino sesuai
dengan dipromosikan oleh produsen motor tersebut

Dealer dari Y amaha Fino memberikan pelayanan
yang baik ketika anda service motor

Ketika Anda mengendari Y amaha Fino dalam
waktu yang lamatidak ada masal ah panas yan
berlebihan pada mesinnya

Fitur-fitur dari Y amaha Fino sesuai dengan konsep
motor jenis skutik retro-modern

Perusahaan Y amaha mengel uarkan beraneka
macam varian/warna dari Y amaha Fino

XIl.  Brand Loyalty

No.

Peryataan

TS

STS

Sayamembeli Y amaha Fino karena memang
menyukai merek motor tersebut

Saya akan merekomendasikan Y amaha Fino kepada
teman/keluarga yang akan membeli motor dengan
jenis skutik retro-modern

Saya akan selalu menggunakan Y amaha Fino sebagai
alat transportasi saya




Lampiran 3. Uji Validitas

Yamaha Fino

Brand Awareness

Correlations

idktr1 | idktr2 idktr3 idktrd idktrs idktré | Total

ERrt i Sara 1| 867" 45681  -.082 89| 4837 738"

Correlation

Sia. (2-tailed) 000 011 B6T 318 010 000

N 30 a0 a0 a0 30 30 30
k2 Faarman 667" 1 427 070 80| 302 721"

Correlation

Sia. (2-tailed) 000 01g g1 341 105 000

N 30 a0 a0 a0 30 30 30
ki aarman 456" 427 1 265 225 2421 731"

Correlation

Sia. (2-tailed) 011 01g 1568 233 189 000

N 30 a0 a0 a0 30 30 30
Elking ¥ Sakaan 082 070 265 1 a7l 057 446

Correlation

Sia. (2-tailed) 667 71 158 009 763 014

N 30 a0 a0 a0 30 30 30
CIRIrS - ESaaa 89| 180 225 470" 1 03 5207

Correlation

Sia. (2-tailed) 318 31 233 009 580 003

N 30 a0 a0 a0 30 30 30
eikirG aarsan 467" 302 242 057 103 1| 584"

Correlation

Sia. (2-tailed) 010 105 199 763 580 001

N 30 a0 a0 a0 30 30 30
Total Pearson 738 T 731 Aag 5207 584" 1

Correlation

Sia. (2-tailed) 000 000 000 14 003 001

N 30 a0 a0 a0 30 30 30

**_ Correlation is sianificant at the 0.01 laval (2-

tailed).

*. Correlation is sianificant at the 0.05 lewvel (2-

tailed.




Correlations

icktrd idkir2 | idkird | idkird | idkirS | idktr§ | |dktr? | idkir8 | idkirS total
idiktrd EEE“E'”'". 1| 413 s20¢| 233 o0se| oso| 213 386 239 815"
orrelation
Sia. (2-tailad) 023 003 216 B3g 640 259 047 203 000
M 3o 30 a0 30 a0 a0 30 a0 a0 a0
idktr2 Pearson i i J
Correlaton A13 1 453 22T 000 - 183 - 131 63 043 Al
Sia. (2-tailed) 023 012 228 1.000 308 481 etz 823 027
M 30 30 a0 30 a0 a0 30 a0 a0 30
idiktr3 EEE"E""'. 522|487 1| 280|134 038| -oee| 217] 282 o s7oY
orrelation
Sia. (2-tailed) 003 012 BT ABZ 851 603 248 AN 001
M 30 30 a0 30 a0 a0 30 a0 a0 30
idkird Pearson o
Sorralation 233 22T 258 1 188 2330 -7 308 222 519
Sia. (2-tailed) 216 228 BT 298 216 829 087 228 003
M 30 30 a0 30 a0 a0 30 a0 a0 a0
idkirs Pearson o ul o
Correlaton 0gg 000 A34 186 1 577 827 242 a7 17
Sia. (2-tailed) B38| 1.000 ABZ 288 001 003 187 B0 002
M 30 30 a0 30 a0 a0 30 a0 a0 30
b i oeo| -193| 03| 233] s72 1| aso| 311 239] 5187
Correlation : - : : : : : : :
Sia. (2-tailed) B4 308 851 216 001 010 084 203 004
M 30 30 a0 30 a0 a0 30 a0 a0 30
Idktr7 Pearson o d 2 o
carrelation 213 - 131 =g -017| 527 AB0 1 502 330 525
Sia. (2-tailed) 258 491 603 829 003 010 005 075 003
M 30 30 a0 30 a0 a0 30 a0 a0 a0
idkirB Pearson i ul 2l o
Corralation JABH 63 217 308 242 311 502 1| 654 T47
Sia. (2-tailed) 047 388 248 087 187 084 005 000 000
M 30 30 a0 30 a0 a0 30 a0 a0 a0
idkird Pearson ul il
Correlation 239 043 282 222 087 239 330 654 1 B27
Sia. (2-tailed) 203 823 AN 238 G110 203 075 000 000
M 30 30 a0 30 a0 a0 30 a0 a0 30
ekl aaman 615" s04| s797| s100| ss2| s15| sos| 7az| 2 1
Correlation




Sia. (2-tailed) 000 027 001 003 002 004 003 000 000
M 30 a0 30 a0 30 30 a0 30 30 300
*. Correlation is sianificant at the 0.05 level (2-tailad).
**. Correlation is sionificant at the 0.01 level {2-tailed.
Brand Associaotion
Perceived Quality
Correlations
idktr1 | idkir2 | idkir3 | idktrd | idkirS | idktrd | IdktrT | total
eiirt Faarman 1| so1| 328 217 108  272] 3o03| s7ad
Correlation
Sia. (2-tailed) oos|  ove| 2s0| sl 148 03z 0
il 30 30 30 30 30 30 30 3
Rl raaman 501" 1| 5339 203  as2| 140 309]  sae
Correlation
Sia. (2-tailed) 005 002 283 056 459 029 000
il 30 30 30 30 30 30 30 3
RIS SR 328 537 1| 248| s22¢| 2s8] 208 B9g
Correlation
Sia. (2-tailed) 076 002 186 003 168 2B8 000
il 30 30 30 30 30 30 30 3
ki i Sara 217 203 248 1|  264] 313 280 s&3
Correlation
Sia. (2-tailed) 280 283 188 A58 002 182 0m
il 30 30 30 30 30 30 30 3
RIS raaman 08| 352 s 2es 1| as3| 338 7017
Correlation
Sia. (2-tailed) 570 056 003 158 012 088 000
il 30 30 30 30 30 30 30 3
e s e 272|140 2m8| 313  as¥ 1| 538 851
Correlation
Sia. (2-tailed) 146 A58 168 .08z 012 002 000
il 30 30 30 30 30 30 30 3
Skirs ¥ aaraa 3og| 2og| 208  2so| 338 538 1| 863"
Correlation
Sia. (2-tailed) 03z 029 2E8 182 088 002 000
il 30 30 30 30 30 30 30 3
tatal  Faasan sr4°| sas”| sog| sex| ror| es1| ey 1
Correlation
Sia. (2-tailed) 001 000 000 001 000 000 000
il 30 30 30 30 30 30 30 3

**_ Correlation is sianificant at the 0.01 lewvel (2-tailed.

*. Cormelation is sianificant at the 0.05 level (2-tailed).




Brand L oyalty

Correlations

idkir idktr2 idkir3 total
icdkctrd Pearson Comelation 1 &7 4857 BO7T”
Sia. (2-tailed) 001 010 000
M 30 3 30 30
idkir2 Pearson Commalation T 1 T25" 800"
Sia. (2-tailed) 0o 000 000
M 30 3 30 30
idkir3 Pearson Commalation AB5" 25" 1 8507
Sia. (2-tailed) 010 000 000
M 30 3 30 30
testal Pearson Commalation BOT 800 850" 1
Sia. (2-tailed) 000 000 000
M 30 30 30 30
**. Correlation is sionificant at the 0.01 lavel (2-tailed).
Honda Scoopy
Brand Awareness
Correlations
idkitr idktr2 idktr3 idktrd idktrs idkirg Total
idktr1 Pearson Correlationl| 1 325 209 BT 2TF8 A8 5837
Sia. (2-tailed) 080 268 324 A37 297 002
M 30 30 3 3 30 30 30
idktr2 Paarson Correlationl] 2325 1 AT 524" 497" J2ET FaZ”
Sia. (2-tailed) 080 023 003 005 153 000
M 30 30 3 3 30 30 30
idktrd Paarson Correlationl] 208 AT 1 AT 2320 028 -B52"
Sia. 2-tailed) 268 023 044 085 884 000
M 30 30 30 30 30 30 30
idktr4 Pearson Correlationl| BT B247 A7 1 505" 085 F13
Sia. 2-tailed) 324 003 044 004 619 000
M 30 30 30 30 30 30 30
idktr5 Pearson Correlationl| 278 497" 320 508 1 215 TF217
Sia. 2-tailed) A37 005 085 004 254 000
M 30 30 30 30 30 30 30
idktrG Pearson Cnrrelatinnh A8 28T 028 085 215 1 A1




Sia. (2-tailed) 297 AE3 8B4 619 254 023

M 30 30 30 30 30 30 30)
Total Pearson Comelation] 5537 792 .esz Fi3 g2 AT 1

Sia. (2-tailed) 0oz 000 000 000 000 023

M 30 30 30 30 30 30 30)

**_ Correlation is sianificant at the 0.01 laveal (2-tailed.

*. Correlation is sianificant at the 0.05 laval { 2-tailed.



Brand Association

Correlations

icdkir idktr2 idktr3 icdkird idkirs idktr idkir? idktrd idkirs total
idktr Pearson 1 /23" 18T 283 -.031 180 AT 181 311 53F7
1 '3 lati
i 003  a7a|  120|  e7i|  420|  344] 424  0os| 002
tailed!
N 30 30 30 30 30 30 30 30 30 30
idktr Peaarson /23" 1 329 3BT 028 -.054 (051 130 189 4987
2 ggr@f‘““” 003 ore| 048]  se2| 20 791 485 31| 005
fied 30 30 30 30 30 30 30 30 30 30
idktr Pearson ABT azg| 1 535" 261 - 061 - 0oa| -0og| -181 ars
3 goregtor] sl o7 oozl el 7so|  soa|  eo2| 311 o4t
trj"‘“’t” 30 30 30 30 30 30 30 30 30 30
idktr Pearson 283 asT B3fx" 1 ARD 319 BT 047 042 BEE"
¢ gl a2e|  oael 002 o13|  ose| a8l  soa|  e2e] 000
trj“"“"d‘ 30 30 30 30 30 30 30 30 30 30
idktr Pearson -3 028 281 A5 1 A9 =117 =106 =116 A3
> gi‘;_”?g‘m” ar1|  se2| 84| 013 oos|  sa0|  s77|  sa1|  ov7
ﬁ"em 30 30 30 30 30 30 30 30 30 30
idktr Pearson 50 =054 =061 a1a A9 1 3847 249 185 5817
© aaa| a4 s2 750 oss| 005 oss|  ss|  3e4| 001
trj'”em 30 30 30 30 30 30 30 30 30 30
idktr Pearson AT 051 =089 BT =117 384" 1 BTE” 485" 58"
7o Comelatont  aasl 71| sos| 648 s40| 038 ooo| 007 001
ﬁ“'em 30 30 30 30 30 30 30 30 30 30
idktr Pearson 151 130 -.089 047 - 106 249 B7E" 1 B85~ BTHT
€ gi‘;r_r?;‘m” 424 405 so2{  soa|  s77] 188|000 oool 001
t:]"em 30 30 30 30 30 30 30 30 30 30
idktr Peaarson A1 189 -.181 042 =116 185 485" B85~ 1 5307
9 Comelaton)  pos|  ae|  a11|  s2e|  s41| 384l 007|000 003
t:]"em 30 30 30 30 30 30 30 30 30 30
total Pearson 53" A9 e Ty BB A3Z 5817 558" BTR" 530- 1
ool ooZ  oos|  o0a1| 000 o017 oor| 001 oot oo3
trj"‘“’t” 30 30 30 30 30 30 30 30 30 30

*=. Correlation is significant at the 0.01 lavel (2-tailed).
*. Correlation is sianificant at the 0.05 level (2-tailed).




Perceived Quality

Correlations

idktr1 | idktr2 | idktr3 | idktrd | idktr5 | idkté | idktr7 | total

e i 1| e107 847 223 114 102|245 708

Correlation

Sia. (2-tailed?) 000 002 236 548 540 182 000

il 30 30 30 30 30 30 30 3
k2 Faamon B0 1| 318|107 -232] 87| o10] 40

Correlation

Sia. (2-tailed?) 000 080 573 Rk i 322 858 005

il 30 30 30 30 30 30 30 3
ki Faamon 547 315 1| 812¢| -oes| ooo| os8l B3z

Correlation

Sia. (2-tailed) 002 080 006 BO5)  1.000 T62 000

il 30 30 30 30 30 30 30 3
dikird  Faamon 223 107 s12” 1| 211 31| os4|  s3w

Correlation

Sia. (2-tailed) 236 573 006 264 480 620 000

il 30 30 30 30 30 30 30 3
kS Paaman 14| -232| -pes| 211 1| 38| 178 4271

Correlation

Sia. (2-tailed) 548 217 605 PB4 034 352 020

il 30 30 30 30 30 30 30 3
ki Faaman 102|187 ooo| 131 3sg 1| 218 5347

Correlation

Sia. (2-tailed) 540 3220 1.000 480 034 246 002

il 30 30 30 30 30 30 30 3
ki Paaman 245] 10|  osa| o oosl 78] 210 1 4467

Correlation

Sia. (2-tailed?) 182 958 762 620 352 248 014

il 30 30 30 30 30 30 30 3
fatal  Faaman qo3°| aoe”| 832 3| a2y sag|  asE 1

Correlation

Sia. (2-tailed) 006 005 006 006 020 002 014

il 30 30 30 30 30 30 30 3

**. Correlation is significant at the 0.01 lavel (2-tailed).
*. Correlation is sianificant at the 0.05 level (2-tailed).




Brand L oyalty

Correlations
idktr1 idktr2 idktr3 total

idkir1 Peaarson Comalation 1 Ralit 015 107

Sia. (2-tailed) 001 836 000

I a0 30 a0 30
idktr2  Pearson Garrelation 564" 1 A3 a0

Sia. (2-tailed) 0o 7 000

I a0 30 a0 30
idktrd  Pearson Garrelation 015 A3 1| 631"

Sia. (2-tailed) 836 Ruaki 000

I a0 a0 a0 30
total Peaarson Comalation 7107 8017 631 1

Sia. (2-tailed) 000 000 000

I a0 a0 a0 30

**_ Correlation is sianificant at the 0.01 leveal (2-tailed).

*. Correlation is sianificant at the 0.05 level ( 2-tailed.

Lampiran 4. Uji Reliabilitas



Yamaha Fino
Brand Awareness

Case Processina Summary

M 0%
Cases “alid 30 100.0
Excludead® a .0
Total 30 100.0

Aa. Listwisa delaetion based on all variables in the orocedure.

Reliabilitw Statistics

Cronbach's
Alpha M of Items

B8 L5

Brand Association

Case Processina Summary

M %
Cases Walid a0 100.0
Excludad= a .0
Total 30 100.0

Aa. Listwisa deletion based on all variables in the orocedure.

Reliabilitw Statistics

Cronbach's
Alpha M of Items

T3 H

Perceived Quality

Case Processina Summarv

M %
Cases Walid a0 100.0
Excludad= a .0
Total 30 100.0

Aa. Listwisa deletion based on all variables in the orocedure.

Reliabilitw Statistics

Cronbach's
Alpha M of Items

768 7l
Brand Loyalty

Case Processina Summary



Cases Walid 30 100.0
Excludad= a .0
Total 30 1000

a. Listwisa delaetion based on all variables in the orocedure.

Reliabilitw Statistics

Cronbach's
Aloha

M of Items
Aa1o0 3

Honda Scoopy
Brand Awareness

Case Processina Summary

M b4
Cases “alid 30 1000
Excludead® a .0
Total 30 100.0

Aa. Listwisa delaetion based on all variables in the orocedure.

Reliabilitw Statistics

Cronbach's

Aloha M of Items

T20 [5

Brand Association

Case Processina Summarv

M %
Cases “alid a0 100.0)
Excludad= a .0
Total 30 100.0
a. Listwize deletion based on all variables in the
orocedurs.
Reliabilitw Statistics
Cronbach's
Aloha M of items
GBTE H

Perceived Quality

Case Processina Summarv

M %




Cases

Walid
Excludad®

Total

30
a
30

100.0
.0
100.0

Aa. Listwise deletion based on all varables in tha

orocedure.

Reliabilitw Statistics

Alpha

Cronbach's

M of Items

Withies

Ei

Brand L oyalty

Case Processina Summary

M 0%
Cases Walid 30 100.0
Excludad a .0
Total 30 1000

Aa. Listwise deletion based on all vanables in tha

orocedure.

Reliabilitw Statistics

Aloha

Cronbach's

M of Items

.B15

e

Honda Scoopy

Brand Awareness

itemd



Freausncy Percent Walid Percent Cumulative Percent
alid 5 ar 3n.5 385 38.5
e 43 44 8 44 8 B3.3
3 B.3 B.3 817
2 B.3 B.3 1000
Total a6 100.0 100.0
item2
Freausncy Percent Walid Percent Cumulative Perceni
Walid 5 44 45.8 458 458
e 38 75 7.5 B3.3
3 B B.3 B.3 817
2 B B.3 B.3 1000
Total a5 100.0 100.0
itam3
Freausncy Percent Walid Percent Cumulative Percent
Valid 5] 35 365 J6.5 J6.5)
e 34 354 5.4 T1.8
3 18 18.7 18.7 B8_5
2 11 11.5 11.5 1000
Total a6 100.0 100.0
item4
Freausncy Percent Walid Percent Cumulative Perceni
Valid 5] 42 43.8 43.8 438
4 40 417 417 B5.4
3 5.2 6.2 817
2 7 7.4 7.3 290
1 1 1.0 1.0 1000
Total a6 100.0 100.0
items
Freausncy Percent Walid Percent Cumulative Percent
Valid 5] 35 6.5 6.5 6.5
41 427 427 8.2
3 10 10.4 10.4 B9_5




2 9 9.4 9.4 29
1 1 1.0 1.0 1000
Total gi 100.0 100.0
itami
Freauency Percent Valid Percent Cumulative Perceni
Walid 5 a2 33.3 33.3 33.3
e 38 29 6 29 6 T2
3 189 19.8 19.8 827
2 7 7.3 7.3 1000
Total S 100.0 100.0
Brand Association
tem
Freausncy Percent Walid Percent Cumulative Perceni
Valid 5] 35 365 J6.5 J6.5)
e 40 41T 417 8.1
3 20 20.8 20.8 29
2 1 1.0 1.0 1000
Total S 100.0 100.0
item2
Freausncy Percent Walid Percent Cumulative Perceni
Walid 5 ag 40.6 40.6 4065
4 i1t 40.6 406 B1.2
3 1T 17.7 17.7 29
2 1 1.0 1.0 1000
Total 96 100.0 100.0
item3
Freausncy Percent Walid Percent Cumulative Perceni
Valid 5] 34 354 354 354
e A4 458 458 B1.2
12 12.5 12.5 83.8




1
2 & 6.2 6.2 100.0f
Total g5 100.0 100.0 |
item4
Freausncy Percent Walid Percent Cumulative Perceni
" alid 5 18 18.8 8.8 18.8
4 50 521 521 705
3 21 218 21.8 827
2 7 7.4 7.3 1000
Total 8B 100.0 100.0
item5
Freausncy Percent Walid Percent Cumulative Percent
Walid 5 20 208 208 208
e 45 489 48.8 877
3 25 28.0 28.0 83.8
2 5 6.2 8.2 1000
Total a6 100.0 100.0
itemB
Freausncy Percent Walid Percent Cumulative Perceni
Valid 5] 23 24.0 24.0 24.0
e 38 29 6 29 6 B63._5
3 32 333 333 Q6.
2 3 3.1 3.1 1000
Total a6 100.0 100.0
item 7T
Freausncy Percent Walid Percent Cumulative Percent
Walid 5 20 208 208 208
4 52 54 2 54 2 T5.0
3 20 20.8 20.8 858
2 B 4.2 4.2 1000




item?

Freausncy Percent Walid Percent Cumulative Perceni
\alid 5 20 208 208 208
e 52 54 2 54 2 T5.
3 20 20.8 20.8 958
2 B 4.2 4.2 1000
Total gi 100.0 100.0
items
Freauency Percent Valid Percent Cumulative Perceni
Walid 5 23 24.0 24.0 24.0)
e 41 427 427 &a.7
3 29 30.2 30.2 Q6.
2 3 3.1 3.1 1000
Total 96 100.0 100.0
itema
Freausncy Percent Walid Percent Cumulative Percent
Walid 5 18 18.8 18.8 18.8
4 51 531 531 719
3 23 240 240 858
2 B 4.2 4.2 1000
Total 8B 100.0 100.0
Perceived Quality
e
Freausncy Percent Walid Percent Cumulative Perceni
"alid 5 iz 302 302 302
e 58 583 583 B8_5
3 11 11.5 11.5 1000
Total a6 100.0 100.0

item2




Freousncy Percent Valid Percant Cumulative Percen
\alid 5 32 333 333 33.3
4 51 53 53 BE.5
3 13 13.5 13.5 10004
Total S 100.0 100.0
item3
Freauency Percent Valid Percent Cumulative Percent
Walid 5 31 323 323 323
4 52 4.2 4.2 BE.5
| 11 11.5 11.5 a7.83
2 2 2.1 2.1 10004
Total 06 100.0 100.0
itemd4
Freouency Fercent Valid Percent Cumulative Percent
\alid 5 20 208 208 208
4 a1 61.5 61.5 B2.3
3 13 13.5 13.5 8958
2 4 4.2 4.2 10004
Total S 100.0 100.0
items
Freauency Percent Valid Percant Cumulative Percen
WValid 5 17 17.7 17.7 17.7)
4 52 4.2 4.2 71.8
3 12 19.8 19.8 a1.7
2 B B.3 B.3 10004
Total g6 100.0 100.0

itemB



Freausncy Percent Walid Percent Cumulative Percent
Walid 5 1 11.5 11.5 11.5
4 61 B63.5 B63.5 T5.0
3 20 20.8 20.8 958
2 B 4.2 4.2 1000
Total gi 100.0 100.0
itemT
Freausncy Percent Walid Percent Cumulative Percent
Walid 5 14 14.6 146 146
4 &8 70.8 70.8 B5.4
3 12 12.5 12.5 87 .9
2 2 2.1 2.1 1000
Total 8B 100.0 100.0
Brand L oyalty
item
Freausncy Percent Walid Percent Cumulative Percent
Walid 5 42 43.8 43.8 43.8
4 45 469 469 a0 _5
3 5.2 5.2 958
2 B 4.2 4.2 1000
Total 96 100.0 100.0
item2
Freausncy Percent Walid Percent Cumulative Perceni
\alid 5 29 30.2 30.2 302
e A4 458 458 T80
3 1T 17.7 17.7 83.8
2 5 8.2 8.2 1000
Total a6 100.0 100.0

item3



Freauency Percent Valid Percent Cumulative Percen
alid 5 45 469 469 46.9
4 34 35.4 354 B2.3
| 10 10.4 10.4 8927
2 7 7.3 7.3 10004
Total 06 100.0 100.0

Lampiran 5. Distribusi Jawaban Responden

Y amaha Fino



X1 (Brand Awar eness)

Indikator 1
Freauency Percent Valid Percent Cumulative Perceni
Walid 5 10 10.4 10.4 10.4
4 27 281 28.1 38.5
3 38 29 6 39.6 78.1
2 21 21.8 218 1000
Total a6 100.0 100.0
item2
Freauency Percent Valid Percent Cumulative Perceni
Walid L] 7 7.4 7.4 7.4
4 A3 344 344 417
3 30 31.2 31.2 T2.9
2 28 27.1 27.1 1000
Total 46 100.0 100.0
item3
Freousncy Percent Valid Percent Cumulative Percent
Walid L] 11 11.5 11.5 11.5
e 30 31.2 31.2 427
3 28 29 2 29 2 719
2 2T 28.1 28.1 1000
Total a6 100.0 100.0
itemd
Freauency Percent Valid Percent Cumulative Perceni
Walid 5 9 9.4 9.4 9.4
4 28 30.2 30.2 396
3 38 75 7.5 771
2 22 22.8 229 1000
Total a6 100.0 100.0
item5
Freausncy Percent Walid Percent Cumulative Perceni
Walid 5 51 8.2 6.2 8.3




e 2T 281 28.1 34 4
3 40 417 41T T80
2 23 240 24 0 1000
Total a6 100.0 100.0
itemb
Freausncy Percent Valid Percent Cumulative Perceni
Walid 5 10 10.4 10.4 10.4
4 28 292 29 2 29 5
3 28 28.2 29.2 &85
2 30 31.2 31.2 1000
Total a6 100.0 100.0
X2 (Brand Asosiation)
item
Freausncy Percent Walid Percent Cumulative Perceni
Walid 5 14 14.6 14.6 14 6
4 45 469 469 615
3 23 240 240 BS54
2 14 i4.6 i4.6 1000
Total 8B 100.0 100.0
item2
Freausncy Percent Walid Percent Cumulative Perceni
Walid 5 24 25.0 25.0 25_0
4 41 427 427 8677
3 22 229 22.8 a0 _5
2 =] 9.4 9.4 1000
Total a6 100.0 100.0
item3
Freauency Percent Valid Percent Cumulative Perceni
Walid 5 28 271 271 271
e 40 417 417 &85




3 18 18.8 18.8 BT .5
2 12 12.5 12.5 1000
Total g6 100.0 100.0
itemd
Freausncy Percent Walid Percent Cumulative Perceni
Walid 5 19 19.8 19.8 19.8
4 44 458 458 556
3 23 24 0 240 B9.6|
2 10 10.4 10.4 100.0
Total a6 100.0 100.0
item5
Freausncy Percent Valid Percent Cumulative Percent
Walid L] 24 250 25.0 250
e A4 458 458 705
3 20 20.8 20.8 817
2 B B.3 B.3 1000
Total a6 100.0 100.0
itemb
Freausncy Percent Valid Percent Cumulative Percent
Walid L] 22 22.8 229 229
e 48 4T 8 4T .9 705
3 20 20.8 20.8 817
2 B B.3 B.3 1000
Total a6 100.0 100.0
item7
Freausncy Percent Walid Percent Cumulative Perceni
Walid 5 18 18.8 18.8 18.8
4 51 53.1 531 71.89
3 18 18.8 18.8 Q0.6
2 =] 9.4 9.4 100.0
Total 8B 100.0 100.0
item8
Freausncy Percent Walid Percent Cumulative Percent
Walid L] 15 15.6 15.6 15.6
40 417 417 L
3 27 281 281 B5.4




1
100.0f

a 14 14.6 14.6
Total a6 100.0 100.0
item3
Freausncy Percent Walid Percent Cumulative Percent
Walid L] 22 229 22.8 229
e 48 50.0 500 T2.9
3 15 15.6 15.6 E8.5
2 11 11.5 11.5 100.0
Total S 100.0 100.0
X3 (Perceived Quality)
item
Freausncy Percent Valid Percent Cumulative Percent
Walid La] 2 2.1 2.1 2.1
e T1 T4.0 T4 0 TE.0
3 21 21.2 219 a7 9
2 2 2.1 2.1 1000
Total 46 100.0 100.0
item2
Freausncy Percent Valid Percent Cumulative Perceni
Walid 5 51 6.2 8.2 6.2
e 63 656 85.6 719
3 22 229 22.8 94.8
2 L 5.2 5.2 1000
Total a6 100.0 100.0
item3
Freausncy Percent Walid Percent Cumulative Perceni
Walid 5 L 5.2 5.2 5.2
e G2 G465 G465 &85
3 24 25.0 25.0 948
2 L 5.2 5.2 1000




item3

Freguencw Fercent Walid Percent Cumulative Perceni
Walid 5 5 5.2 5.2 5.2
4 G2 G456 G456 EE_8|
3 24 25.0 25.0 84 _8|
2 5 5.2 5.2 1000
Total 251 100.0 100.0
item4
Frequency Percent Valid Percent Cumulative Percent
Walid 5 [51 6.2 6.2 6.3
L] falas 583 583 G4 B
3 30 31.2 31.2 858
2 4 4.2 4.2 100,04
Total 23] 100.0 100.0
item3
Freguency Percent Valid Percent Cumulative Perceni
Walid B e 4.2 4.2 4.2
4 58 G4 G4 G 6
3 2T 281 281 a2.7
2 i 7.3 .3 1000
Total 251 100.0 100.0
itemi
Frequency Percent Valid Percent Cumulative Percent
Walid B < 4.2 4.2 4.3
4 65 G67.F 677 1.5
et 21 21.8 21.9 B38|
2 [5] G.2 §.2 100,04
Total 0& 100.0 100.0
item7
Freouency Percent Valid Percent Cumulative Percent
Walid B B B.3 B.3 B.3
4 51 63.5 63.5 1.5
et 23 24.0 24.0 B5_8|
2 ) 4.2 4.2 100,04
Total 0& 100.0 100.0

X4 (Brand Loyalty)



Freguencw Percent Valid Percent Cumulative Perceni
Walid 5 i | 31 31 31
4 51 53 | BE_2
3 36 ars 375 B38|
2 [5] §.2 G.2 100,04
Total 2] 100.0 100.0
item2
Freouency Percent Valid Percent Cumulative Percent
Walid 5 11 11.5 11.5 11.5
L] 42 438 438 552
3 40 417 417 Q8
2 3 31 31 100.0
Total 212 100.0 100.0
item3
Freguencw Fercent Walid Percent Cumulative Percent
Walid 5 258 271 271 271
L 42 43.8 43.8 708
3 258 271 271 879
2 2 2.1 2.1 1000
Total 251 100.0 100.0

Lampiran 6. Diskriminan



Discriminant

Analvsis Case Processing Summary

Unweiahted Cases M Percent
Walid 192 1000
Excluded Missing or out-of-rance

arouo codes a 0

Al least one missing a 0

discriminatina vanahle

Both missing or oukof-

range group codes and a o

at least one missing

discriminatina vanahble

Total a 0
Total 182 100,

Group Statistics
Walid M {listwizse!
BrandEguitv Urweighted | Weiahted
8] BrandAwarenass a5 ag.000
BrandAssociation a8 86 .000
Parcanvadluality a8 86 .000
BrandLovalte a8 86 .000
1 BrandAwarenass a5 ag. 000
BrandAssociation a8 86 .000
Pearcanvaedluality a8 86 .000
BrandLovalte a8 86 .000
Tovtal BrandAwarenass 1432 192 000
BrandAssociation 182 192,000
Pearcanvaedluality 1892 192,000
BrandLovalte 182 192,000

Tests of Eaualitv of Grouo Means

Wilks® Lambda F df1 dfz2 Sia.
BrandAwareness 614 119.679 1 1890 000
BrandAssociation BE3 7380 1 1890 00T
Parcenvedlualite .B3s 37.4148 1 180 (000
BrandLovalty .BES 28 548 1 180 000

Analvsis 1




Box's Test of Eaualitv of Covariance Matrices

Loa Determinants

BrandEauitv Rank Loo Detarminani

0 4| B.317
1 LS 7.820
Poaoled within-arouos ) B.225

The ranks and natural logarithms of determinants orinted are those of
the aroup covariance matrices.

Test Results

Box's M 18.231

F AnDrox. 1.879
dfi 104
df2 1.72BES
Sia. 043

Tests null hvoothesis of eoual nooulation covariance matnoes.

Summarv of Canonical Discriminant Functions

Eioenvalues

Functio Canonical

n Eigenvalue | % of Variance | Cumulative % Correlation

1 1.017% 100.0 100.0 710

Aa. First 1 canonical discriminant functions weare used in the analvsis.

Wilks' Lambda

Test of

Functio

nis! Wilks' Lamhda Chi-souare df Sia.

1 486 131.883 <4 000

Standardized Canonical
Discriminant Function

Coefficients
Function
1
BrandAwarenasss .B15
BrandAssociation 223
ParcanedQuality 537
BrandLaowvalty 208

Structure Matrix



Function

BrandAwarenasss
ParcanedQuality
BrandLaovaltv

BrandAssociation

TBT
4404
J3B4
185

Pooled within-groups comelations between discriminating varables and standardized canonical

discriminant functions

Wanables ordered by absolute size of correlation within function.

Functions at Groun Centroids

Function

BrandEouitv

1

0
1

-1.003
1.003

Unstandardized canonical discriminant functions evaluated at aroun means

Analvsis Case Processina Summarv

Unweiahted Cases el Parcent
Walid 182 100.04
Excluded Missing or outol-ranae a 0
arocuo codes ’
Al least one missing a 0
discriminatina variable :
Both missing or outof-range
group codes and at least one a 0
missing discriminating |
variable
Total a .0
Total 182 1000

Group Statistics

Walid M llistwisa!
BrandEaquitv Mean Std. Deviation | Unweiohted | Weiohted
Ll BrandAwarenass 1833 3.289 896 a96.000
BrandAssociation 33.96 4.B01 pelid a6.000
PearcenvedQuality 2593 2.407 Qg 96000
BrandLovalty 1113 1.706 9§ 96.000
1 BrandAwarenass 2454 3.185 pelid a6.000
BrandAssociation 3559 3426 896 96.000
PearcenvedQuality 2818 2637 Qg 96000
BrandLovalty 12.52 1808 9§ 96.000
Tortal BrandAwarenass 21794 4200 182 182.000|
BrandAssociation 34.78 4.240 182 192.000|
PearcenvedQuality 27.04 2.755 182 182,000
BrandLovalty 11.82 1836 182 182,000

Analvsis 1



Stepwise Statistics

Variables Entered/Removeds b=

Min. O Sauvared
Exact F

Steo Entered Statistic |Between Groups| Statistic df1 df2 Sia.

1 Siarciwar 2493 Oand 1| 119.679 1|  190.000| 6.4586E-22
ENess

< ¥ Bfem 3653 0 and 1 B7.204 2(  189.000| 1.470E-27
Quality

3 e AN 3 662 Oand1|  61.138 3 188.000| 1.242E-27
ciation

4 E:E”“'L”“' 4.025 Oand 1|  47.535 4| 187.000( 1.573E-27

Al each step, the vanable that maximizes the Mahalanobis distance between the two closest

arouns is entered.

a. Maximum number of steps is B.
b. Maximum sianificance of F to enter is .05.
. Minirmum sianificance of F te remove is 10.

d. F level. tolerance. or VIN insufficiant for further comoutation.

Variables in the Analvsis

Sig. of F to
Sten Tolerance Remove Min. O Souared |Between Groups!
1 BrandAwarensss 1.000 000
2 BrandAwaranass BBE 000 .TBO 0 and 1
ParcanedDuality JHBE 000 2.483 0 and 1
3 BrandAwaranass BBE 000 85T 0 and 1
ParcanedDuality BES 000 2,669 0 and 1
BrandAssociation -BEs 024 3.653 0 and 1
<4 BrandAwareness 847 000 1.4586 0 and 1
Percenvedualite BBz 000 2.BB6 0 and 1
BrandAssociation .=aa 030 3.B25 0 and 1
BrandLovalty BhE 050 3.862 0 and 1
Variahles Mot in the Analvsis
Ielirn. Sig. of F to Min. O Batween
Sten Tolerance| Tolerance Enter Sauared Grouos




0 BrandAwareness| 1.000 1.000 000 2483 0 and 1
BrandAssociation 1.000 1.000 .0o7F 154 0 and 1
PercavedQuality 1.000 1.000 000 T80 0 and 1
BrandLovalty 1.000 1.000 000 585 0 and 1

1 BrandAssociation 1.000 1.000 024 2.669 0 and 1
Parcanvedluality HBE SBE 000 3.653 0 and 1
BrandLovalty JBE3 BE3 011 2719 0 and 1

2 BrandAssociatian 899 085 024 3.862 0 and 1
BrandLovalty BE0 B4T 040 3.B25 0 and 1

3 BrandLovaltv 859 047 050 4.025 0 and 1

Wilks' Lambda
MNumber of Exact F

Sten | Variables |Lambdal df1 df2 dfa | statistic] dn drz | sia

1 1 B4 1 1 190 119.679 1| 190.000 000

2 2 520 2 i 190l &7.204 2| 185.000 000

3 3 ale d 1 190| 61.138 3| 188.000 000

u 4 4486 4 1 190| 47.535 4| 187.000 000

Summarv of Canonical Discriminant Functions

Eioenvalues

Functio Canonical

n Eioenvalue | % of Variance | Cumulative % Correlation

1 1.017= 100.0 100.0 710

a. First 1 canonical discriminant functions were used in the analvsis.

Wilks® Lambdia

Test of

Functionis! Wilks' Lambda Chi-souare df Sia.

1 SA8E 131.883 L (000

Standardized Canonical
Discriminant Function Coefficients

Function
1
BrandAwarensss B15
BrandAssociation 223
ParcenedJuality 53T
BrandLovalty 2085

Structure Matrix

Function

1




BrandLaovalty

BrandAwarenasss

ParcanedQuality

BrandAssociation

TBT
A40
3B4
185

Poaoled withingroups correlations between discriminatina variablas and standardized

canonical discriminant functions
Wanables ordered by absolute size of correlation within function.

Canonical Discriminant
Function Coefficients

Function
1
BrandAwarenasss 24T
BrandAssociation 053
Parcaived Quality 213
BrandLovalty 114
(Constant! -14.368

Unstandardized coefficients

Funections at Groun Centroids

BrandEouitv

Function

1

]
1

-1.003
1.003

Unstandardized canonical discriminant functions evaluated at aroun means

Classification Statistics

Classification Processina Summary

Processad 1893

Excluded Missing or outot-ranoe arouo
codes a
Al least one missing o
discriminatina vanabie

Used in Outoul 182

Prior Probabilities for Grouns

BrandEq Cases Used in Analvsis

LIty Prior Urnivaiohted Weainhted

0 500 2 15) 95.000




Total

500
1.000

98 98.000

192

192.000

Classification Function Coefficients

BrandEauitv

0 1
BrandAwarenass 1.986 2 4682
BrandAssociation 2045 2152
ParcenvedQuality 4423 4 BE
BrandLovalty 2414 2641
(Constant! -125.184 -154.009

Fisher's linear discriminant functions

Classification Results®«

Fredicted Grouo Membershio
BrandE
auitv 0 1 Total
Crricinal Count a T 17 Qg
1 12 B4 a8
U a 823 17.7 10004
1 12.5 875 10004
Cross-validated= Court a 78 17 a8
1 13 83 ag
Ua a 823 17.7 10004
1 13.5 BB.5 10004

a. Cross validation is done only for those cases in the analysis. In cross validation,
each case is classified bv the functions derived from all cases other than that casze.

b. B4 9% of original orouped cases correctlv classifiad.

c. B4.4% of cross-validated arouped cases correctlv classified.



