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Lampiran 4. Kuesioner 
 

 
KUESIONER PENELITIAN 

 
Pengaruh Consumer Xenocentrism, Perceived Value dan Country of Origin 
Perception Terhadap Purchase Intention Produk Reebok (Running Shoes) 
Melalui Brand Image Sebagai Variabel Intervening Pada Komunitas 
Indorunners di Sidoarjo 

 
 

A. Pengantar 
 

Memohon kesediaan Saudara/i untuk mengisi kuesioner ini. 
Kuesioner ini peneliti ajukan semata – mata untuk keperluan penelitian 
sebagai salah satu tugas akhir yaitu skripsi, jurusan Manajemen, Fakultas 
Ekonomi, Universitas PGRI Adi Buana Surabaya. Atas partisipasinya 
Saudara/i dalam meluangkan waktunya untuk mengisi kuesioner ini, 
peneliti ucapkan terima kasih. 

 
Isilah data pribadi berikut secara lengkap, berilah tanda cheklist (√) 

pada kotak kecil yang tersedia pada pilihan jawaban yang sesuai kriteria. 
 
B. Identitas Responden 

 
1. Nama   :  (boleh tidak diisi) 
 
2. Alamat  :       Sidoarjo          Surabaya 
                                         Gresik             Lainnya 
  
3. Pendidikan  :       SD/SMP 

         SMA 
           D3 

         S1 
           S2 
     
4. Jenis Kelamin   :       Laki-laki            Perempuan 
 
5. Usia    :       16 Tahun – 25 Tahun 

         26 Tahun – 45 Tahun 
           >46 Tahun 
   



6. Pekerjaan   :       Pelajar/Mahasiswa 
         Karyawan Swasta 
         PNS 
         Wirausaha 
         Pegawai BUMN 
         Pencari Kerja 

 
7. Gaji   :       0 – 500.000 
           1.000.000 – 2.500.000 
           3.000.000 – 4.500.000 
           > 5.000.000 
 
8. Sepatu Lari :        Adidas                  Nike    
                                         Diadora                New Balance   
           Reebok                  Kasogi 
                                         Ardiles                  dll 
             
C. Petunjuk Pengisian Kuesioner : 

Isilah jawaban pernyataan berikut sesuai dengan pendapat anda 
dengan memberikan tanda centang (√) pada kolom yang tersedia. 
 
Keterangan: 

(SS)    Sangat Setuju  = 5 
( S )    Setuju    = 4 
(CS)   Cukup Setuju           = 3 
(TS)   Tidak Setuju   = 2 
(STS) Sangat Tidak Setuju  = 1 

 
1. KUESIONER CONSUMER XENOCENTRISM  
NO PERTANYAAN KETERANGAN 

Perceived Inferiority (Persepsi Rendah Diri) 
SS S  CS TS STS 
5 4 3 2 1 

1 

Sepatu Reebok (Running Shoes) buatan 
luar negeri terjamin akan keaslian 
produknya dibandingkan produk sepatu 
lokal. 

     

2 

Saya merasa kurang nyaman ketika 
memakai sepatu Reebok (Running 
Shoes) yang buatan luar negeri dari pada 
buatan dalam negeri. 

     



3 
Sepatu Reebok (Running Shoes) buatan 
luar negeri memiliki nilai tinggi 
dibanding buatan dalam negeri. 

     

4 
Sepatu Reebok (Running Shoes) buatan 
luar negeri memiliki kualitas rendah 
dibanding produk sepatu lokal. 

     

5 
Saya hanya memikirkan sepatu Reebok 
(Running Shoes) asing yang saya beli 
dari pada sepatu domestik.  

     

Social Aggrandizement (Peningkatan Sosial) 
SS S CS TS STS 
5 4 3 2 1 

6 
Reebok (Running Shoes) buatan asing 
membuat saya terlihat tampil keren saat 
mengikut event lari. 

     

7 

Dengan membeli produk Reebok 
(Running Shoes) buatan asing membuat 
saya jadi tidak percaya diri saat kumpul 
dengan komunitas. 

     

8 
Sepatu Reebok (Running Shoes) buatan 
asing selau menarik perhatian orang lain 
saat memakainya. 

     

9 

Saya tidak membeli sepatu Reebok 
(Running Shoes) buatan luar negeri 
karena sebagian besar kenalan saya 
membeli merek domestik. 

     

10 
Saya membeli sepatu Reebok (Running 
Shoes) merek asing untuk membedakan 
diri dari orang lain. 

     

 
 

2. KUESIONER PERCEIVED VALUE 
NO PERTANYAAN KETERANGAN 

Emotional Value (Nilai Emosional) 
SS S CS TS STS 

5 4 3 2 1 

1 
Usaha yang saya keluarkan menunjukkan 
bahwa sepatu Reebok (Running Shoes)  
layak untuk dibeli. 

     

2 
Sepatu Reebok (Running Shoes) kurang 
memenuhi kebutuhan saya. 

     



3 
Reebok (Running Shoes) merupakan pilihan 
utama ketika hendak membeli sepatu lari 
yang bermerek. 

     

Social Value (Nilai Sosial) 
SS S CS TS STS 
5 4 3 2 1 

4 
Sepatu Reebok (Running Shoes) 
mencerminkan status sosial yang tinggi saat 
memakainya. 

     

5 
Sepatu Reebok (Running Shoes) tidak sesuai 
dengan lifestyle  jaman sekarang yang 
modern. 

     

6 
Saya memperoleh pengakuan sosial yang 
lebih saat menggunakan sepatu Reebok 
(Running Shoes). 

     

Quality/Performance (Kualitas/Kinerja) 
SS S CS TS STS 
5 4 3 2 1 

 
7 

Produk Reebok (Running Shoes)  memiliki 
kualitas yang dapat dipercaya 

     

 
8 

Kualitas Reebok (Running Shoes)  tidak 
dapat diandalkan dalam segala aktivitas. 

     

 
9 

Memiliki penampilan yang elegan sepatu 
Reebok (Running Shoes)  menjadi 
primadona bagi kalangan menengah keatas. 

     

Price/Value for money (Harga/Nilai Untuk 
Uang) 

SS S CS TS STS 

5 4 3 2 1 

10 

Dibandingkan dengan merek lain, sepatu 
Reebok (Running Shoes)  memiliki nilai yang 
baik dan sepadan dengan uang yang saya 
keluarkan. 

     

11 
Harga sepatu Reebok (Running Shoes) 
mahal tidak sepadan dengan kualitasnya. 

     

12 
Saya rela mengeluarkan uang untuk 
membeli sepatu Reebok (Running Shoes). 

     

 
 
 
 
 
 



3. KUESIONER COUNTRY OF ORIGIN PERCEPTION 

NO PERTANYAAN KETERANGAN 

Production Innovation (Inovasi Produksi) 
SS S CS TS STS 
5 4 3 2 1 

1 
Sepatu Reebok (Running Shoes) “Made in 
Amerika Serikat”, memproduksi jenis model 
baru tiap tahun terakhir. 

     

2 

Saya tidak memilih sepatu Reebok (Running 
Shoes) “Made in Amerika Serikat”, karena 
negara ini dapat mematikan produk dalam 
negeri. 

     

Technology Advances (Kemajuan Teknologi) 
SS S CS TS STS 
5 4 3 2 1 

3 

Saya memilih sepatu Reebok (Running 
Shoes) “Made in Amerika Serikat”, karena 
memiliki tingkat teknologi yang tinggi dari 
negara lain. 

     

4 

Saya tidak memilih sepatu Reebok (Running 
Shoes) “Made in Amerika Serikat”, karena 
diproduksi dengan alat teknologi yang tidak 
modern. 

     

Production Design (Desain Produksi) 
SS S CS TS STS 

5 4 3 2 1 

5 

Saya memilih sepatu Reebok (Running 
Shoes) “Made in Amerika Serikat”, karena 
negara ini mendesain dengan unik dan 
artistik beda dari sepatu lainnya. 

     

6 
Sepatu Reebok (Running Shoes) “Made in 
Amerika Serikat” diproduksi dengan tidak 
detail dan jahitan desain yang biasa saja. 

     

Production Creativity (Kreativitas Produksi) 
SS S CS TS STS 

5 4 3 2 1 

7 

Sepatu Reebok (Running Shoes) “Made in 
Amerika Serikat” kreatif dalam 
memproduksi sepatu yang konvensional. 

     

8 

Sepatu Reebok (Running Shoes) “Made in 
Amerika Serikat” kurang inovasi dalam 
memadukan warna sehingga terlihat biasa 
saja. 

     



Quality of Production (Kualitas Produksi) 
SS S CS TS STS 

5 4 3 2 1 

9 

Saya memilih sepatu Reebok (Running 
Shoes) “Made in Amerika Serikat”, karena 
memiliki standar karakteristik operasional 
yang tinggi dan sudah spesifikasi. 

     

10 
Saya tidak memilih sepatu Reebok (Running 
Shoes) “Made in Amerika Serikat”, karena 
tidak tahan lama. 

 

     

Prestige (Prestise) 
SS S CS TS STS 
5 4 3 2 1 

11 
Saya memilih sepatu Reebok (Running 
Shoes) “Made in Amerika Serikat”, karena 
negara ini prestise di bidang manufaktur. 

     

12 

Saya tidak memilih sepatu Reebok (Running 
Shoes) “Made in Amerika Serikat”, karena 
tidak memiliki reputasi perusahaan yang 
baik dalam memproduksi. 

     

 
 

4. KUESIONER BRAND IMAGE 

NO PERTANYAAN KETERANGAN 

Brand Identity (Identitas Merek) 
SS S CS TS STS 
5 4 3 2 1 

1 
Saya memilih sepatu merek Reebok 
(Running Shoes)  karena memiliki karakter 
yang kuat. 

     

2 
Saya tidak dapat mengingat dengan mudah 
logo dan merek sepatu Reebok (Running 
Shoes). 

     

Brand Personality (Kepribadian Merek) 
SS S CS TS STS 

5 4 3 2 1 

3 
Sepatu merek Reebok (Running Shoes) 
mampu memenuhi kebutuhan, harapan dan 
keinginan saya. 

     

4 
Sepatu merek Reebok (Running Shoes) tidak 
dapat bertahan di tengah persaingan brand 
dengan produk sejenis lainnya.  

     



Brand Association (Asosiasi Merek) 
SS S CS TS STS 

5 4 3 2 1 

5 

Sepatu merek Reebok (Running Shoes) 
memiliki kekuatan dalam channel distribusi 
yang banyak disetiap shopping mall baik 
offline maupun online. 

     

6 
Sepatu merek Reebok (Running Shoes) tidak 
memiliki celebrity endorsment dalam 
mengenalkan produknya. 

     

Brand Attitude and Behavior (Sikap dan 
Perilaku Merek) 

SS S CS TS STS 
5 4 3 2 1 

7 

Saya memiliki sikap yang positif terhadap 
merek Reebok (Running Shoes) karena 
mencerminkan barang yang konsisten dan 
realitas. 

     

8 
Sepatu merek Reebok (Running Shoes) 
kurang diminati karena tidak interaksi 
merek dengan konsumen. 

 

     

Brand Benefit and Competence (Manfaat dan 
Kompetensi Merek) 

SS S CS TS STS 
5 4 3 2 1 

9 
Sepatu Reebok (Running Shoes) memiliki 
nilai dan keunggulan dalam ciri khas 
tersendiri dalam model  sepatunya.  

     

10 
Sepatu Reebok (Running Shoes) tidak 
memiliki fungsi sesuai jenis sol sepatunya. 

     

 
 

5. KUESIONER PURCHASE INTENTION 
NO PERTANYAAN KETERANGAN 

Minat Transaksional  
SS S CS TS STS 
5 4 3 2 1 

1 
Saya akan membeli sepatu Reebok (Running 
Shoes) karena nyaman dipakai 
dibandingkan sepatu merek lain. 

     

2 
Saya tidak yakin untuk membeli sepatu 
Reebok (Running Shoes) lagi saat memiliki 
uang lebih. 

     

3 
Saya memilih sepatu Reebok (Running 
Shoes)  karena dengan memakai sepatu 

     



tersebut lebih kelihatan berkelas. 

Minat Referensial 
SS S CS TS STS 
5 4 3 2 1 

4 

Saya akan merekomendasikan ke komunitas 
lari agar membeli sepatu Reebok (Running 
Shoes), karena nyaman dan ringan 
digunakan untuk lari. 

     

5 
Saya tidak akan memberikan informasi 
kepada teman saya, agar tidak membeli 
sepatu Reebok (Running Shoes). 

     

6 
Sepatu Reebok (Running Shoes) akan saya 
informasikan kepada keluarga saya saat mau 
membeli sepatu bermerek. 

     

Minat Preferensial 
SS S CS TS STS 
5 4 3 2 1 

7 
Saya sadar akan keberadaan sepatu Reebok 
(Running Shoes), saya hanya akan membeli 
sepatu merek itu saja. 

     

8 
Jika saya akan membeli sepatu lagi, saya 
tidak membeli sepatu Reebok (Running 
Shoes). 

     

9 
Sepatu Reebok (Running Shoes) sudah 
melekat pada diri saya. 

     

Minat Eksploratif 
SS S CS TS STS 
5 4 3 2 1 

10 
Saya akan mencari produk limited edition 
dari Reebok (Running Shoes) karena 
memiliki nilai pakai tersendiri. 

     

11 
Saya tidak menggali lebih dalam kelebihan 
dari produk bermerek sepatu Reebok 
(Running Shoes). 

     

12 
Saya tidak mencari informasi tentang 
karakter dari sepatu Reebok (Running 
Shoes). 

     

“TERIMA KASIH” 
 



Lampiran 5. Tabulasi 
 

Responden 
CONSUMER XENOCENTRISM (X1) 

TOTAL 
X1.1_1 X1.1_2 X1.1_3 X1.1_4 X1.1_5 X1.2_1 X1.2_2 X1.2_3 X1.2_4 X1.2_5 

Resp_1 3 3 4 5 2 5 5 5 5 5 42 
Resp_2 4 4 4 4 4 5 4 4 4 4 41 
Resp_3 4 1 3 3 2 2 2 2 2 5 26 
Resp_4 3 3 5 3 3 3 3 3 3 3 32 
Resp_5 3 3 3 3 3 3 3 4 3 3 31 
Resp_6 4 4 4 4 4 4 4 4 4 4 40 
Resp_7 3 3 4 4 4 4 4 5 4 5 40 
Resp_8 3 3 5 3 3 3 3 3 3 3 32 
Resp_9 5 3 4 5 4 4 4 4 4 4 41 

Resp_10 3 3 3 3 3 3 3 3 3 3 30 

Resp_11 3 3 3 3 3 5 3 3 4 3 33 
Resp_12 4 4 4 4 4 4 4 4 4 5 41 
Resp_13 5 4 4 4 4 4 4 4 4 5 42 

Resp_14 5 5 5 5 5 5 5 5 5 5 50 
Resp_15 3 3 3 3 3 3 3 5 3 3 32 
Resp_16 5 4 5 5 5 5 5 5 5 5 49 
Resp_17 2 2 5 2 2 2 2 2 2 2 23 
Resp_18 5 3 5 5 5 5 5 5 5 5 48 
Resp_19 3 3 3 3 3 3 3 3 3 3 30 



Resp_20 4 4 4 3 4 5 4 4 4 5 41 
Resp_21 5 5 5 5 5 5 5 5 5 5 50 
Resp_22 5 5 2 3 3 1 2 4 2 5 32 
Resp_23 3 3 3 3 3 3 3 5 3 3 32 
Resp_24 3 5 3 5 3 5 3 3 3 5 38 

Resp_25 3 3 4 3 3 3 3 3 3 3 31 
Resp_26 3 3 3 3 3 3 3 3 3 3 30 
Resp_27 5 4 4 4 4 4 4 4 4 4 41 

Resp_28 2 4 2 2 2 2 5 4 2 2 27 
Resp_29 3 3 5 3 3 3 3 3 3 3 32 
Resp_30 3 3 3 3 3 3 3 3 3 5 32 
Resp_31 5 2 2 2 2 2 5 2 4 2 28 
Resp_32 3 3 3 5 3 3 3 3 3 3 32 
Resp_33 4 4 5 4 4 4 4 4 4 4 41 
Resp_34 5 4 4 4 4 4 3 4 4 4 40 
Resp_35 3 3 3 3 3 3 3 3 3 3 30 
Resp_36 4 4 5 4 4 4 4 4 5 5 43 
Resp_37 4 5 4 4 4 4 4 4 4 4 41 
Resp_38 4 3 5 2 1 5 4 3 2 5 34 
Resp_39 4 2 3 2 1 2 4 2 5 5 30 
Resp_40 5 5 5 5 5 5 5 5 5 5 50 
Resp_41 2 2 2 2 2 2 2 5 2 4 25 
Resp_42 4 4 4 4 4 4 4 4 4 4 40 



Resp_43 4 2 4 2 4 2 3 2 2 5 30 
Resp_44 4 2 2 2 2 5 2 4 3 3 29 
Resp_45 4 4 4 4 4 4 4 4 2 5 39 
Resp_46 3 3 5 5 3 4 3 3 3 3 35 
Resp_47 4 3 3 3 3 3 3 3 3 3 31 

Resp_48 4 4 4 4 4 4 4 4 4 4 40 
Resp_49 4 4 3 4 4 4 4 4 4 4 39 
Resp_50 2 2 2 2 2 2 5 2 2 2 23 

Resp_51 4 3 3 3 3 3 3 5 3 3 33 
Resp_52 3 3 3 3 3 3 4 3 3 3 31 
Resp_53 5 5 5 5 5 5 5 5 5 5 50 
Resp_54 5 2 2 2 2 2 2 2 2 2 23 
Resp_55 5 5 5 5 5 5 5 5 5 5 50 
Resp_56 3 3 3 3 3 3 3 3 3 3 30 
Resp_57 3 3 2 3 3 3 3 3 3 3 29 
Resp_58 5 4 5 5 5 5 4 5 5 5 48 
Resp_59 4 4 4 4 4 5 4 5 4 5 43 
Resp_60 4 5 4 4 4 4 4 5 5 4 43 
Resp_61 5 4 5 5 4 4 4 4 4 4 43 
Resp_62 4 4 4 4 4 4 4 4 4 4 40 
Resp_63 3 3 3 3 3 3 3 3 3 3 30 
Resp_64 4 4 4 4 4 4 5 4 4 4 41 
Resp_65 3 3 3 3 3 3 3 3 3 3 30 



Resp_66 5 3 5 3 3 3 3 3 3 5 36 
Resp_67 4 4 4 4 4 4 4 4 4 4 40 
Resp_68 5 5 5 5 5 5 5 5 3 5 48 
Resp_69 5 5 5 5 5 5 5 5 5 5 50 
Resp_70 5 5 5 5 5 5 5 5 5 4 49 

Resp_71 4 4 4 5 4 4 4 4 4 4 41 
Resp_72 5 5 5 5 5 5 5 5 5 5 50 
Resp_73 4 4 4 4 4 4 4 4 5 5 42 

Resp_74 5 5 5 5 5 5 5 5 5 3 48 
Resp_75 4 4 5 4 4 3 4 4 4 4 40 
Resp_76 4 5 5 4 4 5 4 4 4 4 43 
Resp_77 5 5 5 5 5 5 5 5 5 5 50 
Resp_78 5 5 5 5 5 3 5 5 5 5 48 
Resp_79 4 4 4 4 4 4 4 4 2 5 39 
Resp_80 5 4 4 5 4 4 4 4 3 4 41 
Resp_81 4 4 4 4 4 4 4 4 4 4 40 
Resp_82 5 4 5 5 5 3 5 2 5 3 42 
Resp_83 5 5 5 5 5 5 5 3 5 5 48 
Resp_84 5 5 5 4 4 4 4 4 4 4 43 
Resp_85 4 4 4 4 4 4 4 3 4 5 40 
Resp_86 3 3 3 3 3 5 3 3 2 3 31 
Resp_87 4 4 4 4 4 4 4 4 5 4 41 
Resp_88 3 3 4 3 3 3 3 3 3 3 31 



Resp_89 4 5 4 4 4 4 4 4 4 4 41 
Resp_90 4 4 4 5 4 4 4 4 5 5 43 
Resp_91 4 4 4 4 4 4 4 4 4 4 40 
Resp_92 5 5 5 5 5 5 5 5 5 5 50 
Resp_93 4 4 4 4 4 4 4 4 4 4 40 

Resp_94 4 4 4 4 4 4 4 4 4 4 40 
Resp_95 5 4 5 5 5 5 5 5 5 5 49 
Resp_96 4 4 4 4 4 4 4 4 4 4 40 

Resp_97 5 5 5 5 5 5 5 5 5 5 50 
Resp_98 4 4 4 4 4 4 4 4 4 4 40 
Resp_99 4 5 4 4 4 4 4 4 4 4 41 
Resp_100 3 3 3 3 3 3 3 3 3 3 30 
Resp_101 4 4 4 4 4 4 4 4 4 4 40 
Resp_102 3 3 3 5 3 3 3 3 5 3 34 
Resp_103 5 5 5 5 5 5 5 5 5 5 50 
Resp_104 5 5 5 5 5 5 5 5 5 5 50 
Resp_105 5 5 5 5 5 5 5 5 5 5 50 
Resp_106 4 4 3 4 4 4 4 4 4 5 40 
Resp_107 4 5 4 4 4 4 4 4 4 4 41 
Resp_108 3 3 3 3 3 3 3 3 3 3 30 
Resp_109 4 4 4 4 4 4 4 4 4 4 40 
Resp_110 5 5 4 4 4 4 4 4 4 4 42 
Resp_111 5 5 5 5 5 5 5 5 5 5 50 



Resp_112 5 5 5 5 5 5 5 5 5 5 50 
Resp_113 3 5 3 3 3 3 3 3 3 3 32 
Resp_114 4 4 4 4 4 4 4 4 5 4 41 
Resp_115 4 4 4 4 4 4 4 4 4 4 40 
Resp_116 5 4 4 4 4 4 4 4 4 4 41 

Resp_117 3 5 3 3 3 3 3 3 3 3 32 
Resp_118 4 4 4 5 4 4 4 4 4 4 41 
Resp_119 4 4 3 4 4 4 4 4 4 5 40 

Resp_120 5 5 4 3 3 3 3 3 3 3 35 

 

Responden 
PERCEIVED VALUE (X2) 

TOTAL 
X2.1_1 X2.1_2 X2.1_3 X2.2_1 X2.2_2 X2.2_3 X2.3_1 X2.3_2 X2.3_3 X2.4_1 X2.4_2 X2.4_3 

Resp_1 4 4 4 4 5 4 4 5 3 3 5 5 50 
Resp_2 5 4 5 5 5 5 5 4 5 5 5 3 56 
Resp_3 2 3 4 5 2 2 2 5 3 4 4 5 41 
Resp_4 3 5 3 3 3 3 3 3 3 3 3 3 38 
Resp_5 3 3 3 3 4 3 3 3 3 3 3 3 37 

Resp_6 4 4 4 4 4 4 4 4 2 4 5 5 48 
Resp_7 4 4 4 4 4 4 4 4 4 4 4 4 48 
Resp_8 3 3 4 3 3 3 3 3 3 3 3 3 37 

Resp_9 4 4 4 5 4 4 4 4 4 4 4 4 49 
Resp_10 4 3 3 3 3 3 3 3 3 3 3 3 37 
Resp_11 5 4 5 5 5 5 5 5 5 1 5 5 55 



Resp_12 4 4 4 4 4 4 4 4 4 4 4 4 48 
Resp_13 4 4 4 4 4 4 4 4 4 5 4 4 49 
Resp_14 5 5 5 1 5 5 4 5 5 5 5 5 55 
Resp_15 3 3 3 3 3 3 3 3 5 3 3 3 38 
Resp_16 5 4 5 5 5 5 5 5 5 5 5 5 59 

Resp_17 4 2 2 2 2 2 2 2 2 2 2 2 26 
Resp_18 5 4 5 5 4 5 5 5 5 5 5 5 58 
Resp_19 3 3 4 3 3 3 3 3 3 3 3 5 39 

Resp_20 5 5 5 5 5 5 5 5 5 5 5 5 60 
Resp_21 5 4 5 5 5 5 5 5 5 5 5 5 59 
Resp_22 2 4 3 1 3 5 1 5 1 5 5 1 36 
Resp_23 4 3 3 5 4 3 3 3 3 3 3 3 40 
Resp_24 5 5 5 5 5 5 5 5 5 5 5 5 60 
Resp_25 3 3 3 3 4 3 3 3 5 3 3 3 39 
Resp_26 3 4 4 3 3 3 4 5 3 3 3 5 43 
Resp_27 4 4 4 5 4 4 4 5 4 4 4 5 51 
Resp_28 2 4 2 3 2 4 2 2 2 4 3 5 35 
Resp_29 4 3 3 3 3 3 3 3 3 3 3 3 37 
Resp_30 3 3 3 3 4 3 3 3 3 3 3 3 37 
Resp_31 2 3 2 5 2 2 2 2 2 5 2 2 31 
Resp_32 3 3 3 3 3 3 3 3 4 3 3 3 37 
Resp_33 4 4 4 5 4 4 4 4 4 4 4 4 49 
Resp_34 5 5 4 4 4 4 4 4 4 4 4 4 50 



Resp_35 3 3 3 5 3 3 3 3 3 3 3 5 40 
Resp_36 4 4 4 4 4 4 4 4 4 4 4 4 48 
Resp_37 4 4 4 4 4 4 4 4 4 4 5 4 49 
Resp_38 5 5 5 5 4 5 5 5 5 5 5 5 59 
Resp_39 5 5 2 2 2 2 2 2 2 2 2 2 30 

Resp_40 5 5 5 5 5 5 5 5 5 5 5 5 60 
Resp_41 2 3 4 3 2 2 2 2 2 2 2 5 31 
Resp_42 4 4 4 4 4 4 4 4 4 5 4 4 49 

Resp_43 2 2 5 5 2 2 2 2 2 2 2 2 30 
Resp_44 2 2 2 2 2 2 4 2 2 2 2 5 29 
Resp_45 5 5 4 4 4 4 4 4 4 4 4 4 50 
Resp_46 5 5 5 5 4 5 5 5 5 5 5 5 59 
Resp_47 3 3 3 3 3 3 3 5 4 5 3 3 41 
Resp_48 4 4 4 4 4 4 4 4 4 4 4 4 48 
Resp_49 4 4 4 4 4 4 4 4 4 4 4 5 49 
Resp_50 2 2 2 5 2 2 2 2 2 2 2 2 27 
Resp_51 3 5 3 3 3 3 3 3 3 3 4 3 39 
Resp_52 3 3 3 3 4 3 3 3 3 3 3 3 37 
Resp_53 5 5 5 5 5 5 5 5 5 5 5 5 60 
Resp_54 2 2 5 2 2 2 2 2 2 2 2 5 30 
Resp_55 5 5 5 5 5 5 5 5 5 5 5 5 60 
Resp_56 3 3 3 5 5 3 4 5 3 3 3 3 43 
Resp_57 3 3 3 3 3 2 3 3 3 3 3 5 37 



Resp_58 5 5 5 5 5 5 5 5 5 5 5 5 60 
Resp_59 5 5 5 5 5 5 5 5 5 5 5 5 60 
Resp_60 4 4 4 4 4 4 4 4 4 4 4 4 48 
Resp_61 4 4 4 4 4 4 4 4 4 4 4 4 48 
Resp_62 4 4 5 4 4 2 4 5 4 4 4 5 49 

Resp_63 3 3 3 3 3 3 3 3 3 3 4 3 37 
Resp_64 4 4 4 4 5 5 3 4 4 5 4 4 50 
Resp_65 5 5 3 3 3 3 3 3 3 3 3 3 40 

Resp_66 3 3 3 5 3 3 3 3 3 3 3 3 38 
Resp_67 4 4 4 4 4 4 4 4 4 4 5 5 50 
Resp_68 5 5 5 5 5 5 5 5 5 5 5 5 60 
Resp_69 5 5 5 5 5 5 5 5 5 5 5 5 60 
Resp_70 5 5 5 5 5 3 5 5 5 5 5 5 58 
Resp_71 4 4 4 4 4 4 4 4 4 5 4 4 49 
Resp_72 5 5 5 5 5 5 5 5 5 5 5 5 60 
Resp_73 4 5 4 5 4 4 4 4 4 4 4 4 50 
Resp_74 5 5 5 5 5 5 5 5 5 5 5 5 60 
Resp_75 4 4 4 4 4 4 4 4 4 4 4 4 48 
Resp_76 5 5 5 5 5 5 5 5 5 5 4 5 59 
Resp_77 5 5 5 5 5 5 5 5 5 5 5 5 60 
Resp_78 5 5 5 5 5 5 5 5 5 5 5 5 60 
Resp_79 4 4 4 5 4 5 4 4 4 4 4 4 50 
Resp_80 4 4 4 4 4 4 4 4 4 4 4 4 48 



Resp_81 4 5 4 4 4 4 4 4 4 4 4 4 49 
Resp_82 5 5 5 5 5 5 5 5 5 5 5 5 60 
Resp_83 5 5 5 5 5 5 5 5 5 5 5 5 60 
Resp_84 4 4 5 4 4 4 4 4 4 4 4 4 49 
Resp_85 4 4 4 4 4 4 4 5 4 4 4 5 50 

Resp_86 5 5 5 5 5 5 5 5 5 5 5 5 60 
Resp_87 4 4 4 4 5 5 4 4 4 5 4 4 51 
Resp_88 5 3 3 3 3 3 3 3 3 3 5 3 40 

Resp_89 4 4 4 4 4 4 4 4 4 4 4 4 48 
Resp_90 4 4 4 4 4 5 4 4 4 4 4 4 49 
Resp_91 4 4 4 4 4 5 4 4 4 4 4 4 49 
Resp_92 5 5 5 5 5 5 5 5 5 5 5 5 60 
Resp_93 4 4 4 4 4 4 4 4 4 4 4 4 48 
Resp_94 5 4 5 4 4 2 4 4 5 5 4 4 50 
Resp_95 5 5 5 5 5 5 5 5 5 5 5 5 60 
Resp_96 4 4 4 4 4 5 4 4 4 4 4 4 49 
Resp_97 5 5 5 5 5 5 5 5 5 5 5 5 60 
Resp_98 4 4 4 4 4 4 4 4 4 4 4 4 48 
Resp_99 4 4 4 4 4 4 4 4 5 4 4 4 49 
Resp_100 3 3 3 3 3 3 3 3 3 3 5 3 38 
Resp_101 5 4 4 4 4 2 4 4 4 4 4 4 47 
Resp_102 3 3 3 3 5 3 3 4 3 3 3 3 39 
Resp_103 5 5 5 5 5 5 5 5 5 5 5 5 60 



Resp_104 5 5 5 5 5 5 5 5 5 5 5 5 60 
Resp_105 5 5 5 5 5 5 5 5 5 5 5 5 60 
Resp_106 4 5 5 4 4 4 4 4 4 4 4 4 50 
Resp_107 4 4 4 4 5 5 4 4 4 4 4 4 50 
Resp_108 5 3 3 3 3 3 3 3 3 3 3 3 38 

Resp_109 4 4 4 5 4 3 4 4 4 4 4 4 48 
Resp_110 4 4 4 4 4 4 4 4 4 4 4 4 48 
Resp_111 5 5 5 5 5 5 5 5 5 5 5 5 60 

Resp_112 5 5 5 5 4 5 5 5 5 5 5 5 59 
Resp_113 3 3 3 3 3 5 5 3 3 3 3 3 40 
Resp_114 4 4 4 4 4 4 4 4 4 5 4 4 49 
Resp_115 4 4 4 4 4 4 4 4 4 4 5 4 49 
Resp_116 4 4 5 5 4 4 4 4 4 4 4 4 50 
Resp_117 3 3 3 3 3 5 3 3 5 3 3 3 40 
Resp_118 4 4 4 4 4 4 4 4 4 4 4 5 49 
Resp_119 4 4 4 4 4 4 4 4 5 4 4 4 49 
Resp_120 5 4 3 5 3 5 3 4 3 4 5 3 47 

 
 

Responden 
COUNTRY OF ORIGIN PERCEPTION (X3) 

TOTAL 
X3.1_1 X3.1_2 X3.2_1 X3.2_2 X3.3_1 X3.3_2 X3.4_1 X3.4_2 X3.5_1 X3.5_2 X3.6_1 X3.6_2 

Resp_1 3 3 3 5 2 5 5 5 5 5 5 5 51 
Resp_2 4 4 4 4 4 5 4 4 4 4 5 5 51 



Resp_3 4 1 3 3 2 2 2 2 2 5 4 4 34 
Resp_4 3 3 5 3 3 3 3 3 3 4 4 3 40 
Resp_5 3 3 3 3 3 3 3 4 3 3 3 3 37 
Resp_6 4 4 4 4 4 4 4 4 4 4 4 4 48 
Resp_7 3 3 4 4 4 4 4 5 4 5 4 4 48 

Resp_8 3 3 5 3 3 3 3 3 3 3 4 3 39 
Resp_9 3 3 4 5 4 4 4 4 4 4 4 4 47 
Resp_10 3 3 3 3 3 3 3 3 3 3 3 3 36 

Resp_11 3 3 3 3 3 5 3 3 4 3 5 4 42 
Resp_12 4 4 4 4 4 4 4 4 4 5 4 3 48 
Resp_13 5 4 3 4 4 4 4 4 4 5 4 4 49 
Resp_14 4 5 5 5 5 5 5 5 5 5 5 5 59 
Resp_15 3 3 3 3 3 3 5 5 5 3 4 3 43 
Resp_16 5 4 5 5 5 5 5 5 5 5 5 5 59 
Resp_17 2 2 5 2 2 2 2 2 2 2 4 2 29 
Resp_18 5 3 5 5 5 5 5 5 5 5 5 5 58 
Resp_19 3 3 3 3 3 3 3 3 3 3 4 4 38 
Resp_20 4 4 4 3 4 5 4 4 4 5 5 5 51 
Resp_21 4 5 5 5 5 5 5 5 5 5 3 5 57 
Resp_22 5 2 3 3 3 1 2 4 2 5 3 3 36 
Resp_23 3 3 3 3 3 3 3 5 3 3 3 3 38 
Resp_24 3 5 3 5 3 5 3 3 3 5 5 5 48 
Resp_25 3 3 4 4 3 3 3 3 3 3 3 3 38 



Resp_26 3 3 3 3 3 3 3 3 3 3 4 4 38 
Resp_27 5 4 4 4 4 4 4 4 4 3 4 3 47 
Resp_28 2 4 2 2 2 2 5 4 2 2 2 2 31 
Resp_29 3 3 3 3 3 3 3 3 3 3 3 3 36 
Resp_30 4 3 2 3 3 3 3 3 3 5 3 3 38 

Resp_31 5 2 2 2 2 2 5 2 4 2 3 2 33 
Resp_32 3 3 3 5 3 3 3 3 3 3 3 3 38 
Resp_33 4 4 5 4 4 4 4 4 4 4 4 4 49 

Resp_34 5 4 4 4 4 4 3 4 4 4 4 4 48 
Resp_35 3 3 3 3 3 3 3 3 3 3 3 3 36 
Resp_36 4 4 5 4 4 4 4 4 5 5 4 4 51 
Resp_37 4 5 4 4 4 4 4 4 4 4 4 4 49 
Resp_38 4 3 5 2 1 5 4 3 2 5 3 5 42 
Resp_39 4 2 3 2 1 2 4 2 5 5 2 2 34 
Resp_40 4 5 5 5 5 5 5 5 5 5 4 5 58 
Resp_41 2 2 2 2 2 2 2 5 2 4 4 4 33 
Resp_42 4 4 4 4 4 3 4 4 4 4 4 4 47 
Resp_43 4 2 4 2 4 2 3 2 2 5 5 5 40 
Resp_44 4 2 3 2 2 5 2 4 3 3 2 4 36 
Resp_45 4 4 4 4 4 4 4 4 3 5 4 4 48 
Resp_46 3 3 5 5 3 4 5 3 3 3 5 5 47 
Resp_47 4 3 3 3 3 3 3 3 3 2 3 3 36 
Resp_48 4 4 4 4 4 4 4 4 4 4 4 4 48 



Resp_49 4 4 3 4 4 4 4 4 4 4 3 4 46 
Resp_50 4 2 2 2 2 2 5 2 2 2 2 2 29 
Resp_51 4 3 3 3 3 3 3 5 3 3 3 3 39 
Resp_52 3 3 3 3 3 3 4 3 3 3 3 3 37 
Resp_53 5 5 5 5 5 5 5 5 5 5 5 5 60 

Resp_54 5 2 4 2 2 3 4 2 2 2 5 5 38 
Resp_55 5 5 5 5 5 5 5 5 5 5 4 5 59 
Resp_56 3 3 3 3 3 3 3 3 3 3 3 3 36 

Resp_57 3 2 2 3 3 3 3 3 3 3 3 5 36 
Resp_58 5 4 5 5 5 3 4 5 5 5 4 3 53 
Resp_59 4 4 4 4 4 5 4 5 4 5 5 5 53 
Resp_60 4 5 4 4 4 4 4 3 5 4 4 4 49 
Resp_61 5 4 5 5 4 4 4 4 4 4 4 4 51 
Resp_62 4 4 4 4 4 4 4 4 4 4 5 5 50 
Resp_63 5 3 3 3 3 3 3 3 2 2 3 3 36 
Resp_64 4 4 4 4 4 4 5 4 4 4 4 4 49 
Resp_65 3 3 3 3 3 3 5 3 3 3 3 3 38 
Resp_66 5 3 4 3 3 3 3 3 3 5 3 4 42 
Resp_67 4 4 4 4 4 4 4 4 4 4 4 4 48 
Resp_68 5 5 5 5 5 5 5 5 3 5 4 5 57 
Resp_69 5 5 5 5 5 5 5 5 5 5 5 5 60 
Resp_70 5 5 5 5 5 5 5 4 5 4 5 5 58 
Resp_71 4 4 4 4 4 4 4 4 4 4 4 4 48 



Resp_72 5 5 5 5 5 5 5 5 5 5 5 5 60 
Resp_73 4 4 4 3 4 4 4 4 5 5 4 5 50 
Resp_74 4 5 5 5 5 5 5 5 5 3 5 5 57 
Resp_75 4 4 5 4 4 3 4 4 4 4 4 4 48 
Resp_76 4 2 5 4 3 5 4 4 4 4 5 5 49 

Resp_77 5 5 5 5 5 5 5 5 5 5 4 5 59 
Resp_78 5 5 5 5 5 3 5 5 5 5 5 5 58 
Resp_79 4 4 4 4 4 4 4 4 2 5 4 4 47 

Resp_80 5 4 4 5 4 4 4 4 3 4 4 4 49 
Resp_81 4 4 4 4 4 4 4 4 4 4 4 4 48 
Resp_82 5 4 5 5 5 3 5 2 5 3 5 5 52 
Resp_83 5 5 5 5 5 5 5 5 5 5 5 5 60 
Resp_84 4 5 5 4 4 4 4 4 4 4 5 4 51 
Resp_85 4 4 4 4 4 4 4 3 4 5 4 4 48 
Resp_86 3 3 3 3 3 5 3 3 2 3 5 5 41 
Resp_87 4 2 4 4 3 4 4 4 5 4 4 3 45 
Resp_88 3 3 4 3 3 3 3 3 3 3 3 3 37 
Resp_89 4 5 4 4 4 4 4 4 4 4 5 4 50 
Resp_90 4 4 4 5 4 4 4 4 5 5 4 4 51 
Resp_91 4 4 4 4 4 4 4 4 4 4 4 4 48 
Resp_92 5 5 5 5 5 5 5 5 5 5 5 5 60 
Resp_93 4 4 4 4 4 4 4 4 4 4 4 4 48 
Resp_94 2 4 4 3 4 4 4 4 4 4 5 5 47 



Resp_95 5 4 3 5 5 5 5 5 5 5 5 5 57 
Resp_96 4 4 4 4 4 4 4 4 4 4 4 5 49 
Resp_97 5 5 5 5 5 5 5 5 5 5 5 4 59 
Resp_98 4 4 4 4 3 4 4 4 4 4 4 4 47 
Resp_99 4 5 4 4 4 4 4 4 4 4 5 4 50 

Resp_100 3 3 3 3 3 3 3 3 3 3 3 3 36 
Resp_101 2 2 4 4 4 4 4 4 4 4 4 4 44 
Resp_102 3 3 3 5 3 3 3 3 5 3 3 3 40 

Resp_103 5 5 5 5 5 5 5 5 5 5 5 5 60 
Resp_104 5 5 5 5 5 5 5 5 5 5 5 2 57 
Resp_105 5 5 5 5 5 5 5 5 5 5 4 4 58 
Resp_106 4 4 3 3 4 4 4 4 4 5 5 5 49 
Resp_107 4 5 4 4 4 4 4 4 4 4 5 4 50 
Resp_108 3 3 3 3 3 3 3 3 3 3 3 3 36 
Resp_109 4 4 4 4 3 4 4 4 4 4 4 4 47 
Resp_110 5 5 4 4 4 4 4 4 4 4 4 5 51 
Resp_111 5 5 5 5 5 5 5 5 5 5 5 5 60 
Resp_112 5 5 5 5 5 5 5 5 5 5 5 5 60 
Resp_113 2 5 3 3 3 3 3 3 3 3 3 3 37 
Resp_114 4 4 4 4 4 4 4 4 5 4 4 4 49 
Resp_115 4 4 4 4 4 4 4 4 4 4 4 4 48 
Resp_116 5 4 4 4 4 4 4 4 4 4 5 5 51 
Resp_117 3 2 3 3 3 3 3 3 3 3 3 3 35 



Resp_118 4 4 4 5 4 4 4 4 4 4 4 4 49 
Resp_119 4 4 3 4 3 4 4 4 4 5 4 5 48 
Resp_120 5 5 4 4 4 3 3 3 3 3 3 3 43 

 

Responden 
BRAND IMAGE (Y1) 

TOTAL 
Y1.1_1 Y1.1_2 Y1.2_1 Y1.2_2 Y1.3_1 Y1.3_2 Y1.4_1 Y1.4_2 Y1.5_1 Y1.5_2 

Resp_1 3 3 5 4 4 4 4 4 5 3 39 
Resp_2 5 4 3 4 4 5 4 5 4 4 42 
Resp_3 4 2 3 5 1 4 5 4 2 3 33 
Resp_4 3 3 3 3 3 5 3 3 3 5 34 
Resp_5 3 3 3 3 3 3 3 3 4 3 31 
Resp_6 4 4 4 4 4 3 4 4 4 4 39 

Resp_7 4 4 4 5 3 4 5 4 5 4 42 
Resp_8 3 3 3 3 3 3 3 3 3 5 32 
Resp_9 4 4 4 4 3 4 4 4 4 4 39 

Resp_10 3 3 3 3 3 3 3 3 3 3 30 
Resp_11 5 3 5 3 3 5 3 5 3 3 38 
Resp_12 4 4 3 5 4 4 5 4 4 4 41 
Resp_13 4 4 3 4 4 4 4 4 4 3 38 
Resp_14 5 5 3 5 5 5 5 5 5 5 48 
Resp_15 3 3 3 3 3 4 3 3 5 3 33 
Resp_16 4 5 5 5 4 5 5 5 5 5 48 



Resp_17 4 2 2 2 2 3 2 4 2 5 28 
Resp_18 5 5 5 5 3 5 5 5 5 5 48 
Resp_19 3 4 3 3 3 4 3 3 3 3 32 
Resp_20 4 4 3 5 4 5 5 4 4 4 42 
Resp_21 5 5 5 5 5 5 5 5 5 5 50 

Resp_22 5 2 1 5 2 5 5 5 4 3 37 
Resp_23 4 3 3 3 3 3 3 4 5 3 34 
Resp_24 5 3 3 5 5 5 5 5 3 3 42 

Resp_25 3 3 3 4 3 3 4 3 3 4 33 
Resp_26 3 3 3 3 3 4 3 3 3 3 31 
Resp_27 4 5 1 4 4 4 4 4 4 4 38 
Resp_28 3 5 2 2 4 5 2 3 4 2 32 
Resp_29 3 3 3 5 3 5 5 3 3 3 36 
Resp_30 3 5 3 5 3 3 5 3 3 2 35 
Resp_31 4 5 2 2 2 3 2 2 2 2 26 
Resp_32 4 3 3 3 3 4 3 4 3 3 33 
Resp_33 4 4 4 4 4 4 4 4 4 5 41 
Resp_34 4 3 4 4 4 4 4 4 4 4 39 
Resp_35 3 3 3 3 3 3 3 3 3 3 30 
Resp_36 4 4 4 5 4 4 5 4 4 5 43 
Resp_37 5 4 4 4 5 4 4 5 4 4 43 
Resp_38 4 3 5 5 3 5 5 4 3 5 42 
Resp_39 2 4 2 5 2 5 5 2 5 3 35 



Resp_40 5 5 3 5 5 5 5 5 5 3 46 
Resp_41 2 2 2 4 4 4 4 2 5 2 31 
Resp_42 4 4 3 4 4 4 4 4 4 4 39 
Resp_43 4 3 3 5 2 5 5 2 2 4 35 
Resp_44 2 2 5 3 2 4 3 2 4 3 30 

Resp_45 4 4 4 5 4 5 5 4 4 4 43 
Resp_46 5 2 4 3 3 4 3 5 3 5 37 
Resp_47 3 3 3 3 3 3 3 3 3 3 30 

Resp_48 4 4 4 4 4 4 4 4 4 4 40 
Resp_49 4 4 4 4 4 4 4 4 4 3 39 
Resp_50 4 5 5 4 2 3 4 2 2 2 33 
Resp_51 4 3 4 3 5 3 3 4 5 3 37 
Resp_52 3 4 3 4 3 3 4 3 3 3 33 
Resp_53 4 5 5 4 5 5 5 5 5 5 48 
Resp_54 2 2 4 2 2 5 2 2 2 4 27 
Resp_55 5 5 4 5 5 5 5 5 5 5 49 
Resp_56 3 2 3 3 3 3 3 3 3 3 29 
Resp_57 4 3 3 4 2 3 4 3 3 2 31 
Resp_58 5 4 4 3 4 5 3 5 5 5 43 
Resp_59 4 4 5 5 4 4 5 5 5 4 45 
Resp_60 4 3 3 4 5 4 4 4 5 4 40 
Resp_61 4 4 4 4 4 4 4 4 4 5 41 
Resp_62 4 4 4 4 4 4 4 4 4 4 40 



Resp_63 4 3 3 3 3 4 3 4 3 3 33 
Resp_64 4 5 4 4 4 4 4 4 4 4 41 
Resp_65 4 3 4 3 3 3 3 4 3 5 35 
Resp_66 4 3 3 5 3 3 5 3 3 4 36 
Resp_67 5 4 3 4 4 4 4 5 4 4 41 

Resp_68 5 4 4 5 5 4 5 5 5 5 47 
Resp_69 4 4 5 5 5 5 5 5 5 5 48 
Resp_70 5 5 4 4 5 3 4 5 5 5 45 

Resp_71 3 4 4 4 4 4 4 4 4 4 39 
Resp_72 5 5 5 5 5 3 5 5 5 5 48 
Resp_73 4 4 4 5 4 4 5 4 4 4 42 
Resp_74 5 5 5 3 5 5 3 5 5 5 46 
Resp_75 4 4 4 5 4 4 4 4 4 5 42 
Resp_76 4 4 4 4 2 4 4 4 4 5 39 
Resp_77 4 5 5 5 5 5 5 5 5 5 49 
Resp_78 5 5 3 5 5 5 5 5 5 5 48 
Resp_79 4 4 4 4 4 3 5 4 4 4 40 
Resp_80 4 4 2 4 4 5 4 4 4 4 39 
Resp_81 5 4 4 4 5 4 4 5 4 4 43 
Resp_82 5 5 3 3 4 5 3 5 2 5 40 
Resp_83 3 5 5 5 5 5 5 5 3 5 46 
Resp_84 4 4 2 3 5 5 3 4 4 5 39 
Resp_85 4 4 4 5 4 4 5 4 3 4 41 



Resp_86 5 3 5 3 3 5 3 5 3 3 38 
Resp_87 3 4 4 3 2 4 3 4 4 4 35 
Resp_88 5 3 3 3 3 3 3 5 3 4 35 
Resp_89 4 4 4 4 5 5 4 4 4 4 42 
Resp_90 2 4 3 4 4 5 4 5 4 4 39 

Resp_91 4 4 4 3 4 5 4 4 4 5 41 
Resp_92 5 5 5 5 5 4 5 5 5 5 49 
Resp_93 4 3 4 4 4 4 4 4 3 4 38 

Resp_94 5 4 4 4 4 4 4 5 4 4 42 
Resp_95 5 5 5 5 4 5 5 5 5 3 47 
Resp_96 4 4 4 3 4 4 4 4 4 4 39 
Resp_97 5 5 5 5 3 5 5 5 5 5 48 
Resp_98 4 4 4 4 4 4 4 4 4 4 40 
Resp_99 4 4 4 5 5 4 5 4 4 3 42 
Resp_100 5 3 3 3 3 5 3 5 3 3 36 
Resp_101 4 4 4 4 2 4 4 4 4 4 38 
Resp_102 3 3 4 3 3 3 3 3 3 3 31 
Resp_103 5 5 5 2 3 5 2 5 5 5 42 
Resp_104 5 3 5 5 5 5 5 5 5 5 48 
Resp_105 3 5 5 5 5 4 5 5 5 5 47 
Resp_106 4 4 4 5 4 5 5 4 4 3 42 
Resp_107 5 4 4 3 5 4 4 5 3 4 41 
Resp_108 3 3 2 3 3 3 3 3 3 3 29 



Resp_109 4 4 4 4 4 5 4 4 4 4 41 
Resp_110 4 4 4 5 5 4 5 4 4 4 43 
Resp_111 3 5 5 4 5 4 4 5 5 5 45 
Resp_112 5 3 5 5 5 5 5 5 5 3 46 
Resp_113 3 3 3 3 5 3 3 3 3 4 33 

Resp_114 4 4 3 4 3 4 4 4 3 4 37 
Resp_115 5 4 4 4 4 4 4 5 3 4 41 
Resp_116 4 4 4 4 4 5 4 4 4 4 41 

Resp_117 3 5 3 3 2 3 3 3 3 3 31 
Resp_118 3 4 4 4 4 4 4 4 3 5 39 
Resp_119 4 4 4 5 4 3 5 4 4 3 40 
Resp_120 5 3 4 4 5 5 4 5 3 4 42 

 

Responden 
PURCHASE INTENTION (Y2) 

TOTAL 
Y2.1_1 Y2.1_2 Y2.1_3 Y2.2_1 Y2.2_2 Y2.2_3 Y2.3_1 Y2.3_2 Y2.3_3 Y2.4_1 Y2.4_2 Y2.4_3 

Resp_1 4 5 5 4 3 5 5 4 5 4 4 5 53 
Resp_2 5 5 5 5 5 5 5 3 5 5 5 5 58 

Resp_3 3 2 4 4 3 2 4 2 2 4 3 4 37 
Resp_4 3 3 3 3 3 3 3 3 3 4 3 3 37 
Resp_5 3 3 3 3 3 3 3 3 3 3 3 3 36 

Resp_6 2 4 4 5 2 4 5 4 4 3 4 4 45 
Resp_7 4 4 5 4 3 4 4 4 4 4 4 5 49 



Resp_8 4 3 3 3 4 3 3 3 3 4 3 3 39 
Resp_9 4 5 4 4 4 5 4 5 5 4 4 4 52 

Resp_10 3 3 3 3 3 3 4 4 3 3 3 3 38 
Resp_11 5 5 5 5 5 5 5 5 5 5 5 5 60 
Resp_12 4 4 4 3 4 4 3 4 4 4 4 4 46 

Resp_13 4 4 5 4 4 4 4 4 4 4 3 5 49 
Resp_14 5 5 5 5 5 5 5 5 5 5 4 5 59 
Resp_15 4 3 5 3 4 3 3 3 3 4 3 5 43 

Resp_16 5 5 5 5 2 5 5 5 5 5 4 5 56 
Resp_17 4 2 4 5 4 2 5 2 2 3 3 4 40 
Resp_18 5 5 5 5 5 5 5 4 5 5 5 5 59 
Resp_19 3 3 3 4 3 3 4 3 3 4 3 3 39 
Resp_20 4 5 4 5 4 5 5 5 5 5 5 4 56 
Resp_21 5 5 5 5 5 5 5 5 5 5 5 5 60 
Resp_22 5 4 5 3 5 4 3 4 4 5 1 5 48 
Resp_23 3 3 4 3 3 3 3 3 3 3 3 3 37 
Resp_24 4 3 5 5 4 5 5 5 5 5 4 5 55 
Resp_25 5 3 5 3 5 3 3 3 3 3 3 5 44 
Resp_26 5 3 3 4 5 3 4 3 3 4 4 3 44 
Resp_27 4 4 4 3 4 4 3 4 4 4 4 4 46 
Resp_28 3 2 3 2 4 2 4 2 2 5 2 3 34 
Resp_29 3 3 3 5 3 3 4 3 3 5 3 3 41 
Resp_30 3 3 3 3 3 3 3 3 3 3 3 3 36 



Resp_31 3 2 4 2 3 2 2 2 2 3 4 4 33 
Resp_32 4 3 4 3 4 3 3 3 3 4 3 4 41 
Resp_33 4 4 4 4 4 4 4 4 4 4 4 4 48 
Resp_34 4 4 4 4 4 4 4 4 4 4 4 4 48 
Resp_35 3 3 3 3 3 3 4 3 3 3 3 3 37 

Resp_36 4 4 4 4 4 4 4 4 4 4 4 4 48 
Resp_37 4 3 5 4 4 4 4 4 4 4 4 5 49 
Resp_38 5 2 4 5 5 2 5 2 2 5 5 4 46 

Resp_39 2 2 4 5 2 2 5 2 2 5 4 4 39 
Resp_40 3 5 5 5 3 5 5 5 5 5 5 5 56 
Resp_41 2 2 4 4 2 2 4 2 2 4 5 4 37 
Resp_42 4 3 4 4 4 3 4 3 3 3 4 3 42 
Resp_43 2 2 4 5 4 2 5 4 4 3 2 4 41 
Resp_44 3 5 2 4 3 5 4 5 5 5 4 2 47 
Resp_45 4 4 4 5 4 4 5 4 4 5 4 4 51 
Resp_46 5 4 5 5 5 4 5 4 4 4 5 5 55 
Resp_47 4 3 3 3 4 3 3 3 3 3 3 3 38 
Resp_48 4 4 4 4 4 4 4 4 4 3 4 3 46 
Resp_49 4 4 4 4 4 4 4 4 4 4 4 4 48 
Resp_50 2 4 2 2 2 2 2 2 2 2 2 2 26 
Resp_51 3 2 4 3 5 2 3 2 2 3 3 4 36 
Resp_52 3 3 3 3 3 3 3 3 3 3 3 3 36 
Resp_53 5 5 5 5 5 5 5 5 4 3 5 5 57 



Resp_54 4 3 4 5 4 3 4 3 3 5 2 4 44 
Resp_55 5 5 5 5 5 5 5 5 5 3 5 3 56 
Resp_56 3 3 4 3 3 3 3 3 3 3 4 4 39 
Resp_57 3 3 3 5 3 3 5 3 3 3 3 3 40 
Resp_58 5 3 5 3 5 3 3 3 3 2 5 5 45 

Resp_59 5 5 5 5 5 5 5 5 5 4 5 5 59 
Resp_60 4 4 4 4 4 4 4 4 4 4 4 4 48 
Resp_61 4 4 4 4 5 4 4 4 4 4 4 4 49 

Resp_62 3 4 4 5 3 4 5 4 4 5 4 3 48 
Resp_63 3 3 4 3 3 3 3 3 3 4 3 4 39 
Resp_64 4 4 4 4 4 4 4 4 4 4 3 4 47 
Resp_65 3 3 4 3 3 3 3 3 3 4 3 4 39 
Resp_66 3 3 3 4 3 3 4 3 3 3 3 3 38 
Resp_67 4 4 5 4 4 4 4 4 4 3 4 5 49 
Resp_68 5 5 5 5 5 5 5 5 5 4 5 5 59 
Resp_69 5 5 5 5 5 5 5 5 5 4 5 5 59 
Resp_70 5 2 5 5 5 2 4 2 2 5 5 5 47 
Resp_71 4 4 4 4 4 4 4 4 4 4 4 4 48 
Resp_72 5 5 5 5 5 5 5 5 5 3 5 5 58 
Resp_73 4 4 4 5 4 4 5 4 4 4 4 4 50 
Resp_74 5 5 5 5 5 5 5 5 5 4 5 5 59 
Resp_75 4 3 4 4 4 3 4 4 5 4 4 4 47 
Resp_76 3 5 4 5 3 5 5 5 5 4 5 4 53 



Resp_77 5 5 5 5 5 5 5 5 5 5 5 5 60 
Resp_78 5 3 5 5 5 3 5 3 3 5 5 5 52 
Resp_79 4 4 4 4 4 4 4 4 4 3 4 4 47 
Resp_80 4 3 4 4 4 4 4 4 4 4 4 4 47 
Resp_81 4 3 5 4 4 3 4 3 3 4 4 5 46 

Resp_82 5 3 5 5 5 3 5 3 3 5 5 3 50 
Resp_83 5 4 3 5 5 5 5 5 5 3 5 3 53 
Resp_84 4 4 4 4 4 4 4 4 4 5 4 4 49 

Resp_85 4 3 4 4 5 3 4 3 3 4 4 4 45 
Resp_86 5 5 5 5 5 5 5 5 5 5 5 5 60 
Resp_87 4 4 4 3 4 4 3 4 4 4 4 4 46 
Resp_88 3 3 4 3 3 3 3 3 3 3 3 4 38 
Resp_89 4 4 4 4 4 4 4 4 4 5 4 4 49 
Resp_90 4 4 4 4 4 4 4 4 4 3 4 4 47 
Resp_91 4 4 4 4 4 4 4 4 4 5 4 4 49 
Resp_92 3 5 3 5 3 5 5 5 5 4 5 4 52 
Resp_93 4 4 4 5 4 4 5 4 4 3 4 3 48 
Resp_94 5 4 5 5 5 4 5 4 4 5 4 5 55 
Resp_95 5 5 3 5 5 5 5 5 5 5 5 3 56 
Resp_96 4 4 4 5 4 4 4 4 4 4 4 4 49 
Resp_97 5 4 5 4 5 4 4 4 3 5 5 5 53 
Resp_98 5 3 4 4 5 4 4 4 4 4 4 4 49 
Resp_99 5 4 4 4 5 4 4 4 4 3 4 4 49 



Resp_100 3 3 5 3 3 3 3 3 3 5 3 4 41 
Resp_101 4 4 3 4 4 4 4 4 4 4 4 3 46 
Resp_102 3 3 3 3 3 3 3 3 3 3 3 4 37 
Resp_103 5 5 5 5 5 5 5 4 5 5 5 3 57 
Resp_104 5 5 5 2 5 5 3 5 5 3 5 5 53 

Resp_105 5 5 3 4 5 5 4 5 5 4 5 3 53 
Resp_106 4 5 4 5 4 4 5 4 4 5 4 4 52 
Resp_107 4 5 4 4 4 5 4 5 5 4 4 4 52 

Resp_108 3 3 3 3 3 3 3 3 3 5 3 4 39 
Resp_109 4 4 4 4 5 4 4 4 3 5 4 4 49 
Resp_110 4 4 4 5 4 4 5 4 4 3 4 4 49 
Resp_111 5 5 5 5 5 5 5 5 5 4 5 5 59 
Resp_112 5 5 3 5 5 5 5 5 5 5 5 3 56 
Resp_113 3 3 3 3 3 3 3 3 3 3 5 3 38 
Resp_114 4 4 4 4 4 4 4 4 4 3 4 4 47 
Resp_115 4 4 5 5 5 4 3 4 4 4 4 4 50 
Resp_116 4 5 4 5 4 4 5 4 5 5 4 4 53 
Resp_117 5 3 3 3 5 3 3 5 3 3 3 3 42 
Resp_118 4 4 4 4 4 4 4 4 4 4 4 4 48 
Resp_119 5 4 4 5 5 4 3 4 4 3 4 4 49 
Resp_120 3 5 4 4 5 5 4 5 5 5 3 4 52 

 
 



Lampiran 6. Hasil Olah Data SPSS 

Uji Validitas Consumer Xenocentrism 
Correlations 

 X1.1_1 X1.1_2 X1.1_3 X1.1_4 X1.1_5 X1.2_1 X1.2_2 X1.2_3 X1.2_4 X1.2_5 

CONSUMER 

XENOCENTRISM 

X1.1_1 Pearson Correlation 1 ,565** ,560** ,594** ,685** ,507** ,570** ,466** ,595** ,576** ,756** 

Sig. (2-tailed)  ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 

N 120 120 120 120 120 120 120 120 120 120 120 

X1.1_2 Pearson Correlation ,565** 1 ,536** ,675** ,751** ,600** ,605** ,608** ,577** ,474** ,795** 

Sig. (2-tailed) ,000  ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 

N 120 120 120 120 120 120 120 120 120 120 120 

X1.1_3 Pearson Correlation ,560** ,536** 1 ,654** ,690** ,610** ,577** ,456** ,581** ,517** ,768** 

Sig. (2-tailed) ,000 ,000  ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 

N 120 120 120 120 120 120 120 120 120 120 120 

X1.1_4 Pearson Correlation ,594** ,675** ,654** 1 ,825** ,707** ,660** ,631** ,741** ,570** ,879** 

Sig. (2-tailed) ,000 ,000 ,000  ,000 ,000 ,000 ,000 ,000 ,000 ,000 

N 120 120 120 120 120 120 120 120 120 120 120 

X1.1_5 Pearson Correlation ,685** ,751** ,690** ,825** 1 ,677** ,695** ,674** ,716** ,577** ,907** 

Sig. (2-tailed) ,000 ,000 ,000 ,000  ,000 ,000 ,000 ,000 ,000 ,000 

N 120 120 120 120 120 120 120 120 120 120 120 

X1.2_1 Pearson Correlation ,507** ,600** ,610** ,707** ,677** 1 ,620** ,653** ,637** ,568** ,820** 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000  ,000 ,000 ,000 ,000 ,000 

N 120 120 120 120 120 120 120 120 120 120 120 

X1.2_2 Pearson Correlation ,570** ,605** ,577** ,660** ,695** ,620** 1 ,568** ,722** ,493** ,806** 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000  ,000 ,000 ,000 ,000 



N 120 120 120 120 120 120 120 120 120 120 120 

X1.2_3 Pearson Correlation ,466** ,608** ,456** ,631** ,674** ,653** ,568** 1 ,580** ,546** ,767** 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000  ,000 ,000 ,000 

N 120 120 120 120 120 120 120 120 120 120 120 

X1.2_4 Pearson Correlation ,595** ,577** ,581** ,741** ,716** ,637** ,722** ,580** 1 ,513** ,829** 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000  ,000 ,000 

N 120 120 120 120 120 120 120 120 120 120 120 

X1.2_5 Pearson Correlation ,576** ,474** ,517** ,570** ,577** ,568** ,493** ,546** ,513** 1 ,723** 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000  ,000 

N 120 120 120 120 120 120 120 120 120 120 120 

CONSUMER 
XENOCENTRISM 

Pearson Correlation ,756** ,795** ,768** ,879** ,907** ,820** ,806** ,767** ,829** ,723** 1 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000  

N 120 120 120 120 120 120 120 120 120 120 120 

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

 
Uji Validitas Perceived Value 

Correlations 

 X2.1_1 X2.1_2 X2.1_3 X2.2_1 X2.2_2 X2.2_3 X2.3_1 X2.3_2 X2.3_3 X2.4_1 X2.4_2 X2.4_3 
PERCEIVED 

VALUE 

X2.1_1 Pearson Correlation 1 ,753** ,639** ,490** ,721** ,620** ,771** ,657** ,735** ,590** ,727** ,460** ,819** 

Sig. (2-tailed)  ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 

X2.1_2 Pearson Correlation ,753** 1 ,640** ,452** ,675** ,675** ,699** ,706** ,657** ,697** ,727** ,525** ,822** 

Sig. (2-tailed) ,000  ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 



X2.1_3 Pearson Correlation ,639** ,640** 1 ,585** ,712** ,601** ,766** ,751** ,740** ,629** ,709** ,700** ,850** 

Sig. (2-tailed) ,000 ,000  ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 

X2.2_1 Pearson Correlation ,490** ,452** ,585** 1 ,552** ,462** ,637** ,557** ,568** ,514** ,516** ,457** ,684** 

Sig. (2-tailed) ,000 ,000 ,000  ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 

X2.2_2 Pearson Correlation ,721** ,675** ,712** ,552** 1 ,731** ,829** ,806** ,785** ,665** ,757** ,535** ,882** 

Sig. (2-tailed) ,000 ,000 ,000 ,000  ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 

X2.2_3 Pearson Correlation ,620** ,675** ,601** ,462** ,731** 1 ,723** ,696** ,677** ,675** ,762** ,455** ,815** 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000  ,000 ,000 ,000 ,000 ,000 ,000 ,000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 

X2.3_1 Pearson Correlation ,771** ,699** ,766** ,637** ,829** ,723** 1 ,773** ,841** ,645** ,747** ,691** ,918** 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000  ,000 ,000 ,000 ,000 ,000 ,000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 

X2.3_2 Pearson Correlation ,657** ,706** ,751** ,557** ,806** ,696** ,773** 1 ,729** ,741** ,824** ,617** ,890** 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000  ,000 ,000 ,000 ,000 ,000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 

X2.3_3 Pearson Correlation ,735** ,657** ,740** ,568** ,785** ,677** ,841** ,729** 1 ,671** ,694** ,572** ,873** 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000  ,000 ,000 ,000 ,000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 

X2.4_1 Pearson Correlation ,590** ,697** ,629** ,514** ,665** ,675** ,645** ,741** ,671** 1 ,723** ,468** ,807** 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000  ,000 ,000 ,000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 

X2.4_2 Pearson Correlation ,727** ,727** ,709** ,516** ,757** ,762** ,747** ,824** ,694** ,723** 1 ,556** ,879** 



Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000  ,000 ,000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 

X2.4_3 Pearson Correlation ,460** ,525** ,700** ,457** ,535** ,455** ,691** ,617** ,572** ,468** ,556** 1 ,707** 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000  ,000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 

PERCEIVED 

VALUE 

Pearson Correlation ,819** ,822** ,850** ,684** ,882** ,815** ,918** ,890** ,873** ,807** ,879** ,707** 1 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000  

N 120 120 120 120 120 120 120 120 120 120 120 120 120 

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

 
Uji Validitas Country of Origin Perception 

Correlations 

 X3.1_1 X3.1_2 X3.2_1 X3.2_2 X3.3_1 X3.3_2 X3.4_1 X3.4_2 X3.5_1 X3.5_2 X3.6_1 X3.6_2 

COUNTRY 
OF ORIGIN 

PERCEPTIO
N 

X3.1_1 Pearson Correlation 1 ,451** ,470** ,477** ,560** ,382** ,474** ,354** ,444** ,460** ,337** ,357** ,629** 

Sig. (2-tailed)  ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 

X3.1_2 Pearson Correlation ,451** 1 ,552** ,678** ,764** ,618** ,580** ,584** ,583** ,447** ,463** ,427** ,790** 

Sig. (2-tailed) ,000  ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 

X3.2_1 Pearson Correlation ,470** ,552** 1 ,620** ,664** ,559** ,503** ,447** ,523** ,467** ,571** ,465** ,749** 

Sig. (2-tailed) ,000 ,000  ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 



N 120 120 120 120 120 120 120 120 120 120 120 120 120 

X3.2_2 Pearson Correlation ,477** ,678** ,620** 1 ,790** ,654** ,594** ,622** ,702** ,523** ,534** ,484** ,846** 

Sig. (2-tailed) ,000 ,000 ,000  ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 

X3.3_1 Pearson Correlation ,560** ,764** ,664** ,790** 1 ,611** ,601** ,665** ,678** ,541** ,588** ,523** ,879** 

Sig. (2-tailed) ,000 ,000 ,000 ,000  ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 

X3.3_2 Pearson Correlation ,382** ,618** ,559** ,654** ,611** 1 ,562** ,631** ,596** ,526** ,603** ,680** ,815** 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000  ,000 ,000 ,000 ,000 ,000 ,000 ,000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 

X3.4_1 Pearson Correlation ,474** ,580** ,503** ,594** ,601** ,562** 1 ,534** ,674** ,384** ,444** ,411** ,739** 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000  ,000 ,000 ,000 ,000 ,000 ,000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 

X3.4_2 Pearson Correlation ,354** ,584** ,447** ,622** ,665** ,631** ,534** 1 ,603** ,562** ,422** ,433** ,754** 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000  ,000 ,000 ,000 ,000 ,000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 

X3.5_1 Pearson Correlation ,444** ,583** ,523** ,702** ,678** ,596** ,674** ,603** 1 ,511** ,469** ,385** ,789** 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000  ,000 ,000 ,000 ,000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 

X3.5_2 Pearson Correlation ,460** ,447** ,467** ,523** ,541** ,526** ,384** ,562** ,511** 1 ,462** ,541** ,706** 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000  ,000 ,000 ,000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 

X3.6_1 Pearson Correlation ,337** ,463** ,571** ,534** ,588** ,603** ,444** ,422** ,469** ,462** 1 ,699** ,718** 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000  ,000 ,000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 



X3.6_2 Pearson Correlation ,357** ,427** ,465** ,484** ,523** ,680** ,411** ,433** ,385** ,541** ,699** 1 ,699** 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000  ,000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 

COUNTRY OF 
ORIGIN 

PERCEPTION 

Pearson Correlation ,629** ,790** ,749** ,846** ,879** ,815** ,739** ,754** ,789** ,706** ,718** ,699** 1 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000  

N 120 120 120 120 120 120 120 120 120 120 120 120 120 

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

 
 
Uji Validitas Brand Image 

Correlations 

 Y1.1_1 Y1.1_2 Y1.2_1 Y1.2_2 Y1.3_1 Y1.3_2 Y1.4_1 Y1.4_2 Y1.5_1 Y1.5_2 
BRAND 
IMAGE 

Y1.1_1 Pearson Correlation 1 ,280** ,258** ,244** ,358** ,292** ,260** ,747** ,228* ,324** ,604** 

Sig. (2-tailed)  ,002 ,004 ,007 ,000 ,001 ,004 ,000 ,012 ,000 ,000 

N 120 120 120 120 120 120 120 120 120 120 120 

Y1.1_2 Pearson Correlation ,280** 1 ,294** ,313** ,424** ,220* ,336** ,372** ,424** ,320** ,613** 

Sig. (2-tailed) ,002  ,001 ,000 ,000 ,016 ,000 ,000 ,000 ,000 ,000 

N 120 120 120 120 120 120 120 120 120 120 120 

Y1.2_1 Pearson Correlation ,258** ,294** 1 ,268** ,315** ,204* ,294** ,429** ,354** ,390** ,592** 

Sig. (2-tailed) ,004 ,001  ,003 ,000 ,025 ,001 ,000 ,000 ,000 ,000 

N 120 120 120 120 120 120 120 120 120 120 120 

Y1.2_2 Pearson Correlation ,244** ,313** ,268** 1 ,349** ,282** ,968** ,318** ,393** ,202* ,667** 

Sig. (2-tailed) ,007 ,000 ,003  ,000 ,002 ,000 ,000 ,000 ,027 ,000 

N 120 120 120 120 120 120 120 120 120 120 120 



Y1.3_1 Pearson Correlation ,358** ,424** ,315** ,349** 1 ,274** ,383** ,576** ,541** ,389** ,720** 

Sig. (2-tailed) ,000 ,000 ,000 ,000  ,002 ,000 ,000 ,000 ,000 ,000 

N 120 120 120 120 120 120 120 120 120 120 120 

Y1.3_2 Pearson Correlation ,292** ,220* ,204* ,282** ,274** 1 ,291** ,422** ,294** ,293** ,531** 

Sig. (2-tailed) ,001 ,016 ,025 ,002 ,002  ,001 ,000 ,001 ,001 ,000 

N 120 120 120 120 120 120 120 120 120 120 120 

Y1.4_1 Pearson Correlation ,260** ,336** ,294** ,968** ,383** ,291** 1 ,341** ,403** ,218* ,692** 

Sig. (2-tailed) ,004 ,000 ,001 ,000 ,000 ,001  ,000 ,000 ,017 ,000 

N 120 120 120 120 120 120 120 120 120 120 120 

Y1.4_2 Pearson Correlation ,747** ,372** ,429** ,318** ,576** ,422** ,341** 1 ,457** ,529** ,794** 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000  ,000 ,000 ,000 

N 120 120 120 120 120 120 120 120 120 120 120 

Y1.5_1 Pearson Correlation ,228* ,424** ,354** ,393** ,541** ,294** ,403** ,457** 1 ,306** ,681** 

Sig. (2-tailed) ,012 ,000 ,000 ,000 ,000 ,001 ,000 ,000  ,001 ,000 

N 120 120 120 120 120 120 120 120 120 120 120 

Y1.5_2 Pearson Correlation ,324** ,320** ,390** ,202* ,389** ,293** ,218* ,529** ,306** 1 ,611** 

Sig. (2-tailed) ,000 ,000 ,000 ,027 ,000 ,001 ,017 ,000 ,001  ,000 

N 120 120 120 120 120 120 120 120 120 120 120 

BRAND 
IMAGE 

Pearson Correlation ,604** ,613** ,592** ,667** ,720** ,531** ,692** ,794** ,681** ,611** 1 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000  

N 120 120 120 120 120 120 120 120 120 120 120 

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

 



Uji Validitas Purchase Intention 
Correlations 

 Y2.1_1 Y2.1_2 Y2.1_3 Y2.2_1 Y2.2_2 Y2.2_3 Y2.3_1 Y2.3_2 Y2.3_3 Y2.4_1 Y2.4_2 Y2.4_3 

PURCHASE 

INTENTION 

Y2.1_1 Pearson Correlation 1 ,460** ,521** ,378** ,843** ,522** ,344** ,468** ,462** ,229* ,532** ,438** ,728** 

Sig. (2-tailed)  ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,012 ,000 ,000 ,000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 

Y2.1_2 Pearson Correlation ,460** 1 ,284** ,432** ,329** ,933** ,459** ,847** ,885** ,258** ,521** ,257** ,805** 

Sig. (2-tailed) ,000  ,002 ,000 ,000 ,000 ,000 ,000 ,000 ,004 ,000 ,005 ,000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 

Y2.1_3 Pearson Correlation ,521** ,284** 1 ,367** ,440** ,352** ,342** ,268** ,328** ,258** ,408** ,848** ,619** 

Sig. (2-tailed) ,000 ,002  ,000 ,000 ,000 ,000 ,003 ,000 ,004 ,000 ,000 ,000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 

Y2.2_1 Pearson Correlation ,378** ,432** ,367** 1 ,318** ,480** ,883** ,446** ,501** ,404** ,542** ,278** ,709** 

Sig. (2-tailed) ,000 ,000 ,000  ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,002 ,000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 

Y2.2_2 Pearson Correlation ,843** ,329** ,440** ,318** 1 ,389** ,270** ,384** ,359** ,190* ,411** ,353** ,621** 

Sig. (2-tailed) ,000 ,000 ,000 ,000  ,000 ,003 ,000 ,000 ,038 ,000 ,000 ,000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 

Y2.2_3 Pearson Correlation ,522** ,933** ,352** ,480** ,389** 1 ,510** ,917** ,943** ,290** ,572** ,326** ,870** 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000  ,000 ,000 ,000 ,001 ,000 ,000 ,000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 

Y2.3_1 Pearson Correlation ,344** ,459** ,342** ,883** ,270** ,510** 1 ,474** ,533** ,408** ,543** ,271** ,710** 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,003 ,000  ,000 ,000 ,000 ,000 ,003 ,000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 



Y2.3_2 Pearson Correlation ,468** ,847** ,268** ,446** ,384** ,917** ,474** 1 ,916** ,200* ,477** ,268** ,804** 

Sig. (2-tailed) ,000 ,000 ,003 ,000 ,000 ,000 ,000  ,000 ,028 ,000 ,003 ,000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 

Y2.3_3 Pearson Correlation ,462** ,885** ,328** ,501** ,359** ,943** ,533** ,916** 1 ,270** ,513** ,305** ,845** 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000  ,003 ,000 ,001 ,000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 

Y2.4_1 Pearson Correlation ,229* ,258** ,258** ,404** ,190* ,290** ,408** ,200* ,270** 1 ,215* ,254** ,461** 

Sig. (2-tailed) ,012 ,004 ,004 ,000 ,038 ,001 ,000 ,028 ,003  ,018 ,005 ,000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 

Y2.4_2 Pearson Correlation ,532** ,521** ,408** ,542** ,411** ,572** ,543** ,477** ,513** ,215* 1 ,334** ,717** 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,018  ,000 ,000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 

Y2.4_3 Pearson Correlation ,438** ,257** ,848** ,278** ,353** ,326** ,271** ,268** ,305** ,254** ,334** 1 ,562** 

Sig. (2-tailed) ,000 ,005 ,000 ,002 ,000 ,000 ,003 ,003 ,001 ,005 ,000  ,000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 

PURCHASE 
INTENTION 

Pearson Correlation ,728** ,805** ,619** ,709** ,621** ,870** ,710** ,804** ,845** ,461** ,717** ,562** 1 

Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000  

N 120 120 120 120 120 120 120 120 120 120 120 120 120 

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

 
 
 
 
 



Uji Reliability Consumer Xenocentrism 
Reliability Statistics 

Cronbach's Alpha N of Items 

,940 120 

 

Item-Total Statistics 

 

Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected 
Item-Total 

Correlation 

Cronbach's 
Alpha if Item 

Deleted 

X1.1_1 34,8000 44,884 ,699 ,936 

X1.1_2 34,9667 43,511 ,740 ,934 

X1.1_3 34,8583 44,156 ,709 ,936 

X1.1_4 34,9333 42,315 ,844 ,929 

X1.1_5 35,0750 42,020 ,879 ,927 

X1.2_1 34,9667 43,091 ,770 ,933 

X1.2_2 34,9417 44,324 ,759 ,934 

X1.2_3 34,9417 44,425 ,710 ,936 

X1.2_4 35,0000 42,840 ,781 ,932 

X1.2_5 34,7917 44,822 ,656 ,938 

 

Uji Reliability Perceived Value 
Reliability Statistics 

Cronbach's Alpha N of Items 

,958 12 

 

Item-Total Statistics 

 

Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected 
Item-Total 

Correlation 

Cronbach's 
Alpha if Item 

Deleted 

X2.1_1 43,9500 71,729 ,782 ,955 

X2.1_2 43,9667 72,705 ,789 ,955 

X2.1_3 43,9583 71,788 ,820 ,954 

X2.2_1 43,9000 73,654 ,623 ,959 

X2.2_2 44,0333 70,822 ,856 ,953 

X2.2_3 44,0500 70,569 ,773 ,955 

X2.3_1 44,0917 69,815 ,899 ,951 

X2.3_2 43,9750 70,462 ,866 ,952 

X2.3_3 44,0500 69,964 ,844 ,953 

X2.4_1 43,9917 71,521 ,766 ,955 

X2.4_2 43,9667 70,856 ,853 ,953 

X2.4_3 43,8833 73,482 ,650 ,959 



Uji Reliability Country of Origin Perception 
Reliability Statistics 

Cronbach's Alpha N of Items 

,934 12 

 

Item-Total Statistics 

 

Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected 
Item-Total 

Correlation 

Cronbach's 
Alpha if Item 

Deleted 

X3.1_1 42,6500 59,927 ,560 ,933 

X3.1_2 42,8750 56,026 ,737 ,927 

X3.2_1 42,6833 57,966 ,696 ,929 

X3.2_2 42,7417 55,807 ,808 ,924 

X3.3_1 42,9000 55,267 ,848 ,923 

X3.3_2 42,7750 56,344 ,772 ,926 

X3.4_1 42,6667 58,611 ,688 ,929 

X3.4_2 42,7417 57,924 ,702 ,928 

X3.5_1 42,7750 56,445 ,739 ,927 

X3.5_2 42,6000 58,091 ,642 ,931 

X3.6_1 42,5917 58,916 ,664 ,930 

X3.6_2 42,6000 58,545 ,638 ,931 

 

Uji Reliability Brand Image 
Reliability Statistics 

Cronbach's Alpha N of Items 

,849 10 

 
Item-Total Statistics 

 
Scale Mean if 
Item Deleted 

Scale Variance 
if Item Deleted 

Corrected 

Item-Total 
Correlation 

Cronbach's 

Alpha if Item 
Deleted 

Y1.1_1 35,1750 27,641 ,502 ,840 

Y1.1_2 35,3417 27,302 ,505 ,839 

Y1.2_1 35,4583 27,208 ,471 ,843 

Y1.2_2 35,1750 26,650 ,566 ,834 

Y1.3_1 35,4167 25,472 ,619 ,829 

Y1.3_2 35,0167 28,588 ,426 ,845 

Y1.4_1 35,1417 26,459 ,598 ,831 

Y1.4_2 35,0917 25,445 ,726 ,819 

Y1.5_1 35,3000 26,497 ,583 ,832 

Y1.5_2 35,2333 27,206 ,500 ,840 



Uji Reliability Purchase Intention 
Reliability Statistics 

Cronbach's Alpha N of Items 

,910 12 

 

Item-Total Statistics 

 

Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected 
Item-Total 

Correlation 

Cronbach's 
Alpha if Item 

Deleted 

Y2.1_1 43,4500 45,342 ,666 ,902 

Y2.1_2 43,6500 43,524 ,752 ,897 

Y2.1_3 43,3500 47,355 ,549 ,907 

Y2.2_1 43,3250 45,431 ,642 ,903 

Y2.2_2 43,4000 46,545 ,539 ,907 

Y2.2_3 43,6333 42,587 ,833 ,893 

Y2.3_1 43,3417 45,924 ,648 ,902 

Y2.3_2 43,6250 43,883 ,754 ,897 

Y2.3_3 43,6167 42,995 ,802 ,895 

Y2.4_1 43,4500 48,821 ,367 ,915 

Y2.4_2 43,4917 45,462 ,652 ,902 

Y2.4_3 43,4333 47,962 ,484 ,909 

 

Uji Normalitas  
One-Sample Kolmogorov-Smirnov Test 

 
Unstandardized 

Residual I 
Unstandardized 

Residual II 

N 120 120 

Normal Parametersa,b Mean ,0000000 ,0000000 

Std. 
Deviation 

2,13007263 3,38548964 

Most Extreme 
Differences 

Absolute ,054 ,072 

Positive ,047 ,072 

Negative -,054 -,061 

Test Statistic ,054 ,072 

Asymp. Sig. (2-tailed) ,200c,d ,188c 

a. Test distribution is Normal. 
b. Calculated from data. 

c. Lilliefors Significance Correction. 
d. This is a lower bound of the true significance. 

 

 
 



Explore 
Case Processing Summary 

 

Cases 

Valid Missing Total 
N Percent N Percent N Percent 

Unstandardized 
Residual I 

120 99,2% 1 0,8% 121 100,0% 

Unstandardized 
Residual II 

120 99,2% 1 0,8% 121 100,0% 

 
Tests of Normality 

 

Kolmogorov-Smirnova Shapiro-Wilk 

Statistic df Sig. Statistic df Sig. 

Unstandardized 

Residual I 

,054 120 ,200* ,993 120 ,777 

Unstandardized 

Residual II 

,072 120 ,188 ,980 120 ,070 

*. This is a lower bound of the true significance. 

a. Lilliefors Significance Correction 
 

 

Grafik Normalitas Unstandardized Residual I 
 

 
 



Grafik Normalitas Unstandardized Residual II 
 

 
 

Uji Analisis Jalur (Path Analysis) Dengan Regresi Model I 

Model Summaryb 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,928a ,861 ,857 2,15744 

a. Predictors: (Constant), COUNTRY OF ORIGIN PERCEPTION, 
PERCEIVED VALUE, CONSUMER XENOCENTRISM 

b. Dependent Variable: BRAND IMAGE 
 

ANOVAa 

Model 
Sum of 
Squares df 

Mean 
Square F Sig. 

1 Regression 3339,372 3 1113,124 239,147 ,000b 

Residual 539,928 116 4,655   

Total 3879,300 119    

a. Dependent Variable: BRAND IMAGE 

b. Predictors: (Constant), COUNTRY OF ORIGIN PERCEPTION, 
PERCEIVED VALUE, CONSUMER XENOCENTRISM 

 



 
Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B 

Std. 

Error Beta 

1 (Constant) 9,688 1,156  8,384 ,000 

CONSUMER 
XENOCENTRISM 

,268 ,127 ,343 2,104 ,038 

PERCEIVED VALUE ,118 ,048 ,191 2,482 ,015 

COUNTRY OF 

ORIGIN 
PERCEPTION 

,287 ,120 ,415 2,385 ,019 

a. Dependent Variable: BRAND IMAGE 
 

Residuals Statisticsa 

 Minimum Maximum Mean 
Std. 

Deviation N 

Predicted Value 27,2571 47,4195 39,1500 5,29735 120 

Residual -5,41947 5,62440 ,00000 2,13007 120 

Std. Predicted Value -2,245 1,561 ,000 1,000 120 

Std. Residual -2,512 2,607 ,000 ,987 120 

a. Dependent Variable: BRAND IMAGE 

 

Uji Analisis Jalur (Path Analysis) Dengan Regresi Model II 

Model Summaryb 

Model R R Square 
Adjusted R 

Square 
Std. Error of the 

Estimate 

1 ,887a ,787 ,779 3,44386 

a. Predictors: (Constant), BRAND IMAGE, PERCEIVED VALUE, 

CONSUMER XENOCENTRISM, COUNTRY OF ORIGIN PERCEPTION 
b. Dependent Variable: PURCHASE INTENTION 

 

ANOVAa 

Model 

Sum of 

Squares df 

Mean 

Square F Sig. 

1 Regressio

n 

5025,543 4 1256,386 105,933 ,000b 

Residual 1363,923 115 11,860   

Total 6389,467 119    

a. Dependent Variable: PURCHASE INTENTION 

b. Predictors: (Constant), BRAND IMAGE, PERCEIVED VALUE, 
CONSUMER XENOCENTRISM, COUNTRY OF ORIGIN PERCEPTION 



 
Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B 

Std. 

Error Beta 

1 (Constant) 8,133 2,338  3,479 ,001 

CONSUMER 
XENOCENTRISM 

-,757 ,207 -,756 -3,659 ,000 

PERCEIVED VALUE ,411 ,078 ,516 5,249 ,000 

COUNTRY OF ORIGIN 

PERCEPTION 

,795 ,197 ,895 4,036 ,000 

BRAND IMAGE ,305 ,148 ,238 2,057 ,042 

a. Dependent Variable: PURCHASE INTENTION 
 

Residuals Statisticsa 

 Minimum Maximum Mean 
Std. 

Deviation N 

Predicted Value 32,9853 58,1491 47,4333 6,49857 120 

Residual -8,92032 11,15090 ,00000 3,38549 120 

Std. Predicted Value -2,223 1,649 ,000 1,000 120 

Std. Residual -2,590 3,238 ,000 ,983 120 

a. Dependent Variable: PURCHASE INTENTION 

 
 
 



Uji Koefisien Korelasi 
Correlations 

 
CONSUMER 

XENOCENTRISM 
PERCEIVED 

VALUE 

COUNTRY OF 

ORIGIN 
PERCEPTION 

CONSUMER 
XENOCENTRISM 

Pearson Correlation 1 ,877** ,977** 

Sig. (2-tailed)  ,000 ,000 

N 120 120 120 

PERCEIVED VALUE Pearson Correlation ,877** 1 ,893** 

Sig. (2-tailed) ,000  ,000 

N 120 120 120 

COUNTRY OF ORIGIN 

PERCEPTION 

Pearson Correlation ,977** ,893** 1 

Sig. (2-tailed) ,000 ,000  

N 120 120 120 

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

 
Uji Frequencies Consumer Xenocentrism 

Statistics 

 X1.1_1 X1.1_2 X1.1_3 X1.1_4 X1.1_5 X1.2_1 X1.2_2 X1.2_3 X1.2_4 X1.2_5 

CONSUMER 

XENOCENTRISM 

N Valid 120 120 120 120 120 120 120 120 120 120 120 

Missing 0 0 0 0 0 0 0 0 0 0 0 

Mean 4,0083 3,8417 3,9500 3,8750 3,7333 3,8417 3,8667 3,8667 3,8083 4,0167 38,8083 

Median 4,0000 4,0000 4,0000 4,0000 4,0000 4,0000 4,0000 4,0000 4,0000 4,0000 40,0000 

Mode 4,00 4,00 4,00 4,00 4,00 4,00 4,00 4,00 4,00 5,00 40,00 



Std. 

Deviation 

,84511 ,93482 ,90610 ,93990 ,93245 ,94376 ,83950 ,87863 ,95527 ,89802 7,31557 

Minimum 2,00 1,00 2,00 2,00 1,00 1,00 2,00 2,00 2,00 2,00 23,00 

Maximum 5,00 5,00 5,00 5,00 5,00 5,00 5,00 5,00 5,00 5,00 50,00 

Sum 481,00 461,00 474,00 465,00 448,00 461,00 464,00 464,00 457,00 482,00 4657,00 

 
 
Frequency Table 

X1.1_1 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 4 3,3 3,3 3,3 

3,00 30 25,0 25,0 28,3 

4,00 47 39,2 39,2 67,5 

5,00 39 32,5 32,5 100,0 

Total 120 100,0 100,0  
 

X1.1_2 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

1,00 1 ,8 ,8 ,8 

2,00 8 6,7 6,7 7,5 

3,00 33 27,5 27,5 35,0 

4,00 45 37,5 37,5 72,5 

5,00 33 27,5 27,5 100,0 

Total 120 100,0 100,0  



 
 
 
 

X1.1_3 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 8 6,7 6,7 6,7 

3,00 28 23,3 23,3 30,0 

4,00 46 38,3 38,3 68,3 

5,00 38 31,7 31,7 100,0 

Total 120 100,0 100,0  
 

X1.1_4 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 10 8,3 8,3 8,3 

3,00 31 25,8 25,8 34,2 

4,00 43 35,8 35,8 70,0 

5,00 36 30,0 30,0 100,0 

Total 120 100,0 100,0  
 

X1.1_5 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

1,00 2 1,7 1,7 1,7 

2,00 9 7,5 7,5 9,2 

3,00 33 27,5 27,5 36,7 

4,00 51 42,5 42,5 79,2 

5,00 25 20,8 20,8 100,0 

Total 120 100,0 100,0  



 
X1.2_1 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

1,00 1 ,8 ,8 ,8 

2,00 9 7,5 7,5 8,3 

3,00 31 25,8 25,8 34,2 

4,00 46 38,3 38,3 72,5 

5,00 33 27,5 27,5 100,0 

Total 120 100,0 100,0  
 

X1.2_2 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 6 5,0 5,0 5,0 

3,00 33 27,5 27,5 32,5 

4,00 52 43,3 43,3 75,8 

5,00 29 24,2 24,2 100,0 

Total 120 100,0 100,0  
 

X1.2_3 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 8 6,7 6,7 6,7 

3,00 31 25,8 25,8 32,5 

4,00 50 41,7 41,7 74,2 

5,00 31 25,8 25,8 100,0 

Total 120 100,0 100,0  



 
 
 
 

X1.2_4 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 12 10,0 10,0 10,0 

3,00 32 26,7 26,7 36,7 

4,00 43 35,8 35,8 72,5 

5,00 33 27,5 27,5 100,0 

Total 120 100,0 100,0  
 

X1.2_5 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 5 4,2 4,2 4,2 

3,00 32 26,7 26,7 30,8 

4,00 39 32,5 32,5 63,3 

5,00 44 36,7 36,7 100,0 

Total 120 100,0 100,0  

 
 

Uji Frequencies Perceived Value 
Statistics 

 X2.1.1 X2.1.2 X2.1.3 X2.2.1 X2.2.2 X2.2.3 X2.3.1 X2.3.2 X2.3.3 X2.4.1 X2.4.2 X2.4.3 

PERCEIVED 

VALUE 

N Valid 120 120 120 120 120 120 120 120 120 120 120 120 120 

Missing 0 0 0 0 0 0 0 0 0 0 0 0 0 

Mean 4,0333 4,0167 4,0250 4,0833 3,9500 3,9333 3,8917 4,0083 3,9333 3,9917 4,0167 4,1000 47,9833 



Median 4,0000 4,0000 4,0000 4,0000 4,0000 4,0000 4,0000 4,0000 4,0000 4,0000 4,0000 4,0000 49,0000 

Mode 4,00 4,00 4,00 5,00 4,00 5,00 4,00 4,00 4,00 5,00 4,00 5,00 60,00 

Std. 

Deviation 

,91609 ,84000 ,87411 ,94898 ,90610 1,01031 ,93302 ,92123 ,97647 ,94820 ,90733 ,92944 9,20356 

Minimum 2,00 2,00 2,00 1,00 2,00 2,00 1,00 2,00 1,00 1,00 2,00 1,00 26,00 

Maximum 5,00 5,00 5,00 5,00 5,00 5,00 5,00 5,00 5,00 5,00 5,00 5,00 60,00 

Sum 484,00 482,00 483,00 490,00 474,00 472,00 467,00 481,00 472,00 479,00 482,00 492,00 5758,00 

 
Frequency Table 

X2.1_1 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 9 7,5 7,5 7,5 

3,00 21 17,5 17,5 25,0 

4,00 47 39,2 39,2 64,2 

5,00 43 35,8 35,8 100,0 

Total 120 100,0 100,0  
 

X2.1_2 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 5 4,2 4,2 4,2 

3,00 26 21,7 21,7 25,8 

4,00 51 42,5 42,5 68,3 

5,00 38 31,7 31,7 100,0 

Total 120 100,0 100,0  



 
 
 
 

X2.1_3 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 6 5,0 5,0 5,0 

3,00 26 21,7 21,7 26,7 

4,00 47 39,2 39,2 65,8 

5,00 41 34,2 34,2 100,0 

Total 120 100,0 100,0  
 

X2.2_1 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

1,00 2 1,7 1,7 1,7 

2,00 4 3,3 3,3 5,0 

3,00 25 20,8 20,8 25,8 

4,00 40 33,3 33,3 59,2 

5,00 49 40,8 40,8 100,0 

Total 120 100,0 100,0  
 

X2.2_2 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 10 8,3 8,3 8,3 

3,00 22 18,3 18,3 26,7 

4,00 52 43,3 43,3 70,0 

5,00 36 30,0 30,0 100,0 

Total 120 100,0 100,0  



 
X2.2_3 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 13 10,8 10,8 10,8 

3,00 26 21,7 21,7 32,5 

4,00 37 30,8 30,8 63,3 

5,00 44 36,7 36,7 100,0 

Total 120 100,0 100,0  
 

X2.3_1 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

1,00 1 ,8 ,8 ,8 

2,00 9 7,5 7,5 8,3 

3,00 26 21,7 21,7 30,0 

4,00 50 41,7 41,7 71,7 

5,00 34 28,3 28,3 100,0 

Total 120 100,0 100,0  

X2.3_2 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 9 7,5 7,5 7,5 

3,00 23 19,2 19,2 26,7 

4,00 46 38,3 38,3 65,0 

5,00 42 35,0 35,0 100,0 

Total 120 100,0 100,0  



 
 
 
 
 

X2.3_3 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

1,00 1 ,8 ,8 ,8 

2,00 10 8,3 8,3 9,2 

3,00 25 20,8 20,8 30,0 

4,00 44 36,7 36,7 66,7 

5,00 40 33,3 33,3 100,0 

Total 120 100,0 100,0  
 

X2.4_1 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

1,00 1 ,8 ,8 ,8 

2,00 7 5,8 5,8 6,7 

3,00 27 22,5 22,5 29,2 

4,00 42 35,0 35,0 64,2 

5,00 43 35,8 35,8 100,0 

Total 120 100,0 100,0  
 

X2.4_2 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 8 6,7 6,7 6,7 

3,00 24 20,0 20,0 26,7 

4,00 46 38,3 38,3 65,0 

5,00 42 35,0 35,0 100,0 



Total 120 100,0 100,0  
 

X2.4_3 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

1,00 1 ,8 ,8 ,8 

2,00 5 4,2 4,2 5,0 

3,00 25 20,8 20,8 25,8 

4,00 39 32,5 32,5 58,3 

5,00 50 41,7 41,7 100,0 

Total 120 100,0 100,0  

 

 

Uji Frequencies Country of Origin Perception 
Statistics 

 X3.1.1 X3.1.2 X3.2.1 X3.2.2 X3.3.1 X3.3.2 X3.4.1 X3.4.2 X3.5.1 X3.5.2 X3.6.1 X3.6.2 

COUNTRY 

OF ORIGIN 
PERCEPTION 

N Valid 120 120 120 120 120 120 120 120 120 120 120 120 120 

Missing 0 0 0 0 0 0 0 0 0 0 0 0 0 

Mean 3,9500 3,7250 3,9167 3,8583 3,7000 3,8250 3,9333 3,8583 3,8250 4,0000 4,0083 4,0000 46,6000 

Median 4,0000 4,0000 4,0000 4,0000 4,0000 4,0000 4,0000 4,0000 4,0000 4,0000 4,0000 4,0000 48,0000 

Mode 4,00 4,00 4,00 4,00 4,00 4,00 4,00 4,00 4,00 5,00 4,00 4,00 48,00 

Std. Deviation ,84863 ,99547 ,87528 ,93751 ,94023 ,93181 ,82740 ,87251 ,95849 ,92582 ,82499 ,88877 8,24662 

Minimum 2,00 1,00 2,00 2,00 1,00 1,00 2,00 2,00 2,00 2,00 2,00 2,00 29,00 

Maximum 5,00 5,00 5,00 5,00 5,00 5,00 5,00 5,00 5,00 5,00 5,00 5,00 60,00 

Sum 474,00 447,00 470,00 463,00 444,00 459,00 472,00 463,00 459,00 480,00 481,00 480,00 5592,00 



Frequency Table 
X3.1_1 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 6 5,0 5,0 5,0 

3,00 28 23,3 23,3 28,3 

4,00 52 43,3 43,3 71,7 

5,00 34 28,3 28,3 100,0 

Total 120 100,0 100,0  
 

X3.1_2 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

1,00 1 ,8 ,8 ,8 

2,00 14 11,7 11,7 12,5 

3,00 32 26,7 26,7 39,2 

4,00 43 35,8 35,8 75,0 

5,00 30 25,0 25,0 100,0 

Total 120 100,0 100,0  
 

X3.2_1 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 6 5,0 5,0 5,0 

3,00 33 27,5 27,5 32,5 

4,00 46 38,3 38,3 70,8 

5,00 35 29,2 29,2 100,0 

Total 120 100,0 100,0  



 
 
 

X3.2_2 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 10 8,3 8,3 8,3 

3,00 32 26,7 26,7 35,0 

4,00 43 35,8 35,8 70,8 

5,00 35 29,2 29,2 100,0 

Total 120 100,0 100,0  
 

X3.3_1 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

1,00 2 1,7 1,7 1,7 

2,00 9 7,5 7,5 9,2 

3,00 37 30,8 30,8 40,0 

4,00 47 39,2 39,2 79,2 

5,00 25 20,8 20,8 100,0 

Total 120 100,0 100,0  
 

X3.3_2 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

1,00 1 ,8 ,8 ,8 

2,00 8 6,7 6,7 7,5 

3,00 34 28,3 28,3 35,8 

4,00 45 37,5 37,5 73,3 

5,00 32 26,7 26,7 100,0 

Total 120 100,0 100,0  



 
 

X3.4_1 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 5 4,2 4,2 4,2 

3,00 30 25,0 25,0 29,2 

4,00 53 44,2 44,2 73,3 

5,00 32 26,7 26,7 100,0 

Total 120 100,0 100,0  
 

X3.4_2 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 8 6,7 6,7 6,7 

3,00 31 25,8 25,8 32,5 

4,00 51 42,5 42,5 75,0 

5,00 30 25,0 25,0 100,0 

Total 120 100,0 100,0  
 

X3.5_1 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 12 10,0 10,0 10,0 

3,00 31 25,8 25,8 35,8 

4,00 43 35,8 35,8 71,7 

5,00 34 28,3 28,3 100,0 

Total 120 100,0 100,0  



 
 
 
 
 

X3.5_2 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 7 5,8 5,8 5,8 

3,00 30 25,0 25,0 30,8 

4,00 39 32,5 32,5 63,3 

5,00 44 36,7 36,7 100,0 

Total 120 100,0 100,0  
 

X3.6_1 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 4 3,3 3,3 3,3 

3,00 28 23,3 23,3 26,7 

4,00 51 42,5 42,5 69,2 

5,00 37 30,8 30,8 100,0 

Total 120 100,0 100,0  
 

X3.6_2 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 6 5,0 5,0 5,0 

3,00 29 24,2 24,2 29,2 

4,00 44 36,7 36,7 65,8 

5,00 41 34,2 34,2 100,0 

Total 120 100,0 100,0  

 



Uji Frequencies Brand Image 
Statistics 

 Y1.1.1 Y1.1.2 Y1.2.1 Y1.2.2 Y1.3.1 Y1.3.2 Y1.4.1 Y1.4.2 Y1.5.1 Y1.5.2 

BRAND 

IMAGE 

N Valid 120 120 120 120 120 120 120 120 120 120 120 

Missing 0 0 0 0 0 0 0 0 0 0 0 

Mean 3,9750 3,8083 3,6917 3,9750 3,7333 4,1333 4,0083 4,0583 3,8500 3,9167 39,1500 

Median 4,0000 4,0000 4,0000 4,0000 4,0000 4,0000 4,0000 4,0000 4,0000 4,0000 39,5000 

Mode 4,00 4,00 4,00 4,00 4,00 4,00 4,00 4,00 4,00 4,00 39,00a 

Std. Deviation ,81439 ,86283 ,92397 ,88368 ,98504 ,75519 ,87443 ,87251 ,88546 ,88482 5,70957 

Minimum 2,00 2,00 1,00 2,00 1,00 3,00 2,00 2,00 2,00 2,00 26,00 

Maximum 5,00 5,00 5,00 5,00 5,00 5,00 5,00 5,00 5,00 5,00 50,00 

Sum 477,00 457,00 443,00 477,00 448,00 496,00 481,00 487,00 462,00 470,00 4698,00 

a. Multiple modes exist. The smallest value is shown 
 
Frequency Table 

Y1.1_1 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 5 4,2 4,2 4,2 

3,00 26 21,7 21,7 25,8 

4,00 56 46,7 46,7 72,5 

5,00 33 27,5 27,5 100,0 

Total 120 100,0 100,0  



 
 
 
 
 

Y1.1_2 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 8 6,7 6,7 6,7 

3,00 34 28,3 28,3 35,0 

4,00 51 42,5 42,5 77,5 

5,00 27 22,5 22,5 100,0 

Total 120 100,0 100,0  
 

Y1.2_1 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

1,00 2 1,7 1,7 1,7 

2,00 8 6,7 6,7 8,3 

3,00 39 32,5 32,5 40,8 

4,00 47 39,2 39,2 80,0 

5,00 24 20,0 20,0 100,0 

Total 120 100,0 100,0  
 

Y1.2_2 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 5 4,2 4,2 4,2 

3,00 33 27,5 27,5 31,7 

4,00 42 35,0 35,0 66,7 

5,00 40 33,3 33,3 100,0 

Total 120 100,0 100,0  



 
 

Y1.3_1 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

1,00 1 ,8 ,8 ,8 

2,00 13 10,8 10,8 11,7 

3,00 33 27,5 27,5 39,2 

4,00 43 35,8 35,8 75,0 

5,00 30 25,0 25,0 100,0 

Total 120 100,0 100,0  
 

Y1.3_2 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

3,00 27 22,5 22,5 22,5 

4,00 50 41,7 41,7 64,2 

5,00 43 35,8 35,8 100,0 

Total 120 100,0 100,0  
 

Y1.4_1 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 5 4,2 4,2 4,2 

3,00 30 25,0 25,0 29,2 

4,00 44 36,7 36,7 65,8 

5,00 41 34,2 34,2 100,0 

Total 120 100,0 100,0  



 
 
 
 
 

Y1.4_2 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 7 5,8 5,8 5,8 

3,00 21 17,5 17,5 23,3 

4,00 50 41,7 41,7 65,0 

5,00 42 35,0 35,0 100,0 

Total 120 100,0 100,0  
 

Y1.5_1 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 7 5,8 5,8 5,8 

3,00 36 30,0 30,0 35,8 

4,00 45 37,5 37,5 73,3 

5,00 32 26,7 26,7 100,0 

Total 120 100,0 100,0  
 

Y1.5_2 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 6 5,0 5,0 5,0 

3,00 34 28,3 28,3 33,3 

4,00 44 36,7 36,7 70,0 

5,00 36 30,0 30,0 100,0 

Total 120 100,0 100,0  

 



Uji Frequencies Purchase Intention 
Statistics 

 Y2.1.1 Y2.1.2 Y2.1.3 Y2.2.1 Y2.2.2 Y2.2.3 Y2.3.1 Y2.3.2 Y2.3.3 Y2.4.1 Y2.4.2 Y2.4.3 

PURCHASE 

INTENTION 

N Valid 120 120 120 120 120 120 120 120 120 120 120 120 120 

Missing 0 0 0 0 0 0 0 0 0 0 0 0 0 

Mean 3,9833 3,7833 4,0833 4,1083 4,0333 3,8000 4,0917 3,8083 3,8167 3,9833 3,9417 4,0000 47,4333 

Median 4,0000 4,0000 4,0000 4,0000 4,0000 4,0000 4,0000 4,0000 4,0000 4,0000 4,0000 4,0000 48,0000 

Mode 4,00 4,00 4,00 5,00 4,00 4,00 4,00 4,00 4,00 4,00 4,00 4,00 49,00 

Std. 

Deviation 

,84995 ,93650 ,76239 ,86768 ,86901 ,94023 ,80956 ,90094 ,93470 ,81975 ,85303 ,76696 7,32755 

Minimum 2,00 2,00 2,00 2,00 2,00 2,00 2,00 2,00 2,00 2,00 1,00 2,00 26,00 

Maximum 5,00 5,00 5,00 5,00 5,00 5,00 5,00 5,00 5,00 5,00 5,00 5,00 60,00 

Sum 478,00 454,00 490,00 493,00 484,00 456,00 491,00 457,00 458,00 478,00 473,00 480,00 5692,00 

 
 

Frequency Table 
Y2.1_1 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 5 4,2 4,2 4,2 

3,00 29 24,2 24,2 28,3 

4,00 49 40,8 40,8 69,2 

5,00 37 30,8 30,8 100,0 

Total 120 100,0 100,0  



 
 
 
 

Y2.1_2 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 10 8,3 8,3 8,3 

3,00 38 31,7 31,7 40,0 

4,00 40 33,3 33,3 73,3 

5,00 32 26,7 26,7 100,0 

Total 120 100,0 100,0  
 

Y2.1_3 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 2 1,7 1,7 1,7 

3,00 24 20,0 20,0 21,7 

4,00 56 46,7 46,7 68,3 

5,00 38 31,7 31,7 100,0 

Total 120 100,0 100,0  
 

Y2.2_1 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 4 3,3 3,3 3,3 

3,00 27 22,5 22,5 25,8 

4,00 41 34,2 34,2 60,0 

5,00 48 40,0 40,0 100,0 

Total 120 100,0 100,0  



 
 
 

Y2.2_2 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 5 4,2 4,2 4,2 

3,00 28 23,3 23,3 27,5 

4,00 45 37,5 37,5 65,0 

5,00 42 35,0 35,0 100,0 

Total 120 100,0 100,0  
 

Y2.2_3 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 11 9,2 9,2 9,2 

3,00 34 28,3 28,3 37,5 

4,00 43 35,8 35,8 73,3 

5,00 32 26,7 26,7 100,0 

Total 120 100,0 100,0  
 

Y2.3_1 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 2 1,7 1,7 1,7 

3,00 28 23,3 23,3 25,0 

4,00 47 39,2 39,2 64,2 

5,00 43 35,8 35,8 100,0 

Total 120 100,0 100,0  



 
 
 
 

Y2.3_2 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 10 8,3 8,3 8,3 

3,00 32 26,7 26,7 35,0 

4,00 49 40,8 40,8 75,8 

5,00 29 24,2 24,2 100,0 

Total 120 100,0 100,0  
 

Y2.3_3 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 10 8,3 8,3 8,3 

3,00 35 29,2 29,2 37,5 

4,00 42 35,0 35,0 72,5 

5,00 33 27,5 27,5 100,0 

Total 120 100,0 100,0  
 

Y2.4_1 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 2 1,7 1,7 1,7 

3,00 35 29,2 29,2 30,8 

4,00 46 38,3 38,3 69,2 

5,00 37 30,8 30,8 100,0 

Total 120 100,0 100,0  



 
 
 

Y2.4_2 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

1,00 1 ,8 ,8 ,8 

2,00 4 3,3 3,3 4,2 

3,00 29 24,2 24,2 28,3 

4,00 53 44,2 44,2 72,5 

5,00 33 27,5 27,5 100,0 

Total 120 100,0 100,0  
 

Y2.4_3 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

2,00 2 1,7 1,7 1,7 

3,00 29 24,2 24,2 25,8 

4,00 56 46,7 46,7 72,5 

5,00 33 27,5 27,5 100,0 

Total 120 100,0 100,0  

 
 
 
 
 
 
 
 


