








                                                                             







 

 

KUESIONER PENELITIAN  

Pengaruh Store display dan Brand preference 

Terhadap Repurchase Intention di Matahari store 

Surabaya 

 

Memohon kesediaan dan bantuan Bapak/ Ibu/ 

Saudara/i untuk mengisi kuesioner (daftar pertanyaan). 

Daftar pertanyaan ini saya ajukan untuk keperluan 

penelitian sebagai salah satu tugas akhir yaitu skripsi. 

Jurusan Manajemen, Fakultas Ekonomi , Universitas 

PGRI Adi Buana Surabaya. Saya sampaikan terima kasih 

atas kesedian Bapak/ Ibu/ Saudara/i untuk partisipasinya 

dalam penelitian ini. 

Identitas responden 

Isi dan beri tanda (√) pilihan-pilihan dari jawaban yang 

paling sesuai dengan jawaban Bapak/ Ibu/ Saudara/i 

1. Nama    : 

2. Jenis kelamin        Laki-laki               Perempuan 

3. Usia          0 - 15 th                 16 -25 th 

                     26 - 35 th      ˃36 th  



4. Pekerjaan :       Pelajar/Mahasiswa        Karyawan 

                                PNS                               Wirausaha 

5. Jumlah kunjungan dan pembelian 1kali           2 kali 

     3 kali         ˃ 3 kali 

 

Petunjuk pengisian kuesioner 

Isilah jawaban pernyataan berikut sesuai dengan 

pendapat anda dengan memberikan tanda (√) pada 

kolom yang tersedia. 

No Pernyataan Bobot 

1. Sangat Setuju (SS) 5 

2. Setuju (S) 4 

3. Netral (N) 3 

4. Tidak Setuju (TS) 2 

5. Sangat Tidak Setuju 

(STS) 

1 

 
 
 
 
Store display ( tapilan toko) (X1) 



NO                                Pertanyaan                                                         

Keterangan 

 Window display  

SS S N TS STS 

1. Menurut saya store 

Matahari memberikan 

informasi produk yang 

di jual di bagian depan 

toko sehingga 

memudahkan saya 

untuk mencari produk 

yang saya inginkan 

     

2. Menurutu saya kurang 

adanya informasi 

produk yang di jual di 

bagian depan store 

matahari 

     

 

  



 

Interior display 

1. Menurut saya penataan di 

dalam store matahari sangat 

baik sehingga saya merasa 

nyaman dan leluasa saat 

berbelanja 

     

2. Menurut saya penataan di 

dalam store matahari kurang 

teratur sehingga menyulitkan 

saya untuk mencari barang 

yang saya inginkan 

     

 

 

exterior display 

1. Menurut saya penataan di 

bagian luar toko memiliki 

desain yang menarik 

     

2. Menurut saya penataan di 

bagian luar toko memiliki 

desain yang kurang menarik 

     

 



Brand preference (pilihan merek) (X2) 

NO                                 Pertanyaan                                                                

Keterangan 
 Menyukai merek  

SS S N TS STS 

1. Menurut saya, saya 

lebih menyukai merek 

yang sudah saya kenal 

di store matahari 

     

2. Menurut saya, saya 

lebih suka mencoba 

merek baru di store 

matahari 

     

 

  



 

Memilih merek 

1. Menurut saya, saya lebih 

memilih merek tertentu yang 

sesuai dengan kenginan saya 

di store matahari 

     

2. Menurut saya, saya akan 

cenderung memilih merek 

baru yang belum saya kenal 

     

 

Kecenderungan membeli 

1. Menurut saya, saya lebih 

cenderung membeli merek 

yang sudah saya kenal di 

store matahari 

     

2. Menurut saya, saya 

cenderung membeli produk 

baru yang belum saya kenal 

di store matahari 

     

 

 

 

Repuchase intention (niat beli ulang) (Y1) 

NO                                       Pertanyaan                                                    

Keterangan 



 

Minat transaksional 
 

SS S N TS STS 

1. Menurut saya, saya 

lebih cenderung 

membeli ulang di store 

Matahari 

     

2. Menurut saya, saya 

cenderung berbelanja di 

tempat lain 

     

 

Minat referensial 

1. Menurut saya, saya akan 

mereferensikan store 

matahari pada teman saya 

     

2. Menurut saya, saya kurang 

yakin untuk mereferensikan 

pada teman saya 

     

 

 

Minat preferensial   

1. Menurut saya, saya akan 

tetap membeli di store 

matahari meskipun 

reputasinya menurun 

     

2. Menurut saya, saya akan 

beralih ketempat lain jika 

reputasinnya menurun 

     



 

Minat eksploratif 

1. Menurut saya, saya selalu 

mencari informasi produk 

yang di tawarkan di 

matahari store 

     

2. Menurut saya, saya akan 

mencari informasi produk di 

tempat lain  

     

 

 

 

 

 

 

 



Respon
den 

VARIABEL STORE DISLAY X1_TO
TAL X1_1

_1 
X1_1

_2 
X1_2

_1 
X1_2

_2 
X1_3

_1 
X1_3

_2 

Resp_1 5 5 5 5 5 5 30 

Resp_2 5 5 5 5 5 5 30 

Resp_3 5 5 5 4 5 4 28 

Resp_4 4 4 5 5 4 5 27 

Resp_5 5 5 5 5 5 5 30 

Resp_6 3 4 4 3 4 4 22 

Resp_7 4 4 4 4 3 3 22 

Resp_8 3 4 3 4 4 4 22 

Resp_9 4 4 4 5 5 5 27 

Resp_1
0 

4 3 4 4 3 4 22 

Resp_1
1 

4 4 4 4 4 4 24 

Resp_1
2 

4 4 3 4 4 4 23 

Resp_1
3 

5 4 5 5 5 4 28 

Resp_1
4 

4 4 4 4 4 4 24 

Resp_1
5 

4 4 4 4 4 4 24 

Resp_1
6 

3 4 3 4 4 3 21 

Resp_1
7 

5 5 4 3 3 4 24 

Resp_1
8 

4 4 3 4 4 3 22 

Resp_1
9 

5 5 4 5 5 4 28 



Resp_2
0 

4 3 4 3 3 4 21 

Resp_2
1 

3 3 3 4 3 3 19 

Resp_2
2 

3 5 4 3 4 4 23 

Resp_2
3 

4 3 3 4 3 3 20 

Resp_2
4 

3 4 4 3 4 4 22 

Resp_2
5 

4 5 5 3 4 4 25 

Resp_2
6 

3 4 4 3 4 4 22 

Resp_2
7 

4 5 5 4 5 5 28 

Resp_2
8 

4 4 5 4 4 4 25 

Resp_2
9 

3 3 4 3 3 4 20 

Resp_3
0 

3 3 5 3 3 3 20 

Resp_3
1 

4 4 3 3 4 3 21 

Resp_3
2 

4 4 3 4 4 3 22 

Resp_3
3 

4 4 4 4 4 4 24 

Resp_3
4 

3 3 3 3 3 3 18 

Resp_3
5 

4 4 5 4 4 3 24 

Resp_3
6 

3 3 4 4 3 4 21 

Resp_3 4 4 4 4 4 4 24 



7 

Resp_3
8 

4 4 4 4 4 4 24 

Resp_3
9 

2 2 2 2 2 2 12 

Resp_4
0 

4 4 2 4 4 2 20 

Resp_4
1 

4 4 3 4 4 3 22 

Resp_4
2 

3 3 3 3 3 3 18 

Resp_4
3 

3 3 3 3 3 3 18 

Resp_4
4 

4 4 4 4 4 4 24 

Resp_4
5 

4 5 4 5 5 4 27 

Resp_4
6 

5 4 4 5 5 4 27 

Resp_4
7 

4 4 4 4 4 4 24 

Resp_4
8 

4 3 4 4 3 4 22 

Resp_4
9 

4 4 3 4 3 4 22 

Resp_5
0 

5 5 5 5 5 5 30 

Resp_5
1 

2 2 2 2 2 2 12 

Resp_5
2 

3 4 3 4 4 3 21 

Resp_5
3 

2 2 2 2 2 2 12 

Resp_5
4 

4 4 4 4 4 4 24 



Resp_5
5 

3 3 3 3 3 3 18 

Resp_5
6 

3 3 3 3 3 3 18 

Resp_5
7 

4 3 4 3 3 4 21 

Resp_5
8 

3 3 4 3 3 4 20 

Resp_5
9 

4 4 4 4 4 4 24 

Resp_6
0 

3 3 3 3 3 3 18 

Resp_6
1 

4 4 4 3 4 4 23 

Resp_6
2 

4 4 4 4 4 4 24 

Resp_6
3 

4 4 4 4 4 4 24 

Resp_6
4 

4 4 4 4 4 4 24 

Resp_6
5 

3 3 3 4 3 3 19 

Resp_6
6 

4 4 4 4 4 4 24 

Resp_6
7 

4 4 4 4 4 4 24 

Resp_6
8 

4 4 3 3 4 3 21 

Resp_6
9 

4 4 3 3 4 4 22 

Resp_7
0 

5 5 4 5 5 4 28 

Resp_7
1 

4 5 5 4 4 4 26 

Resp_7 4 4 4 4 4 4 24 



2 

Resp_7
3 

4 4 4 4 4 4 24 

Resp_7
4 

3 3 3 3 3 4 19 

Resp_7
5 

3 3 3 4 3 3 19 

Resp_7
6 

5 4 4 5 5 4 27 

Resp_7
7 

4 5 5 4 5 5 28 

Resp_7
8 

3 4 4 3 4 4 22 

Resp_7
9 

3 4 4 3 4 4 22 

Resp_8
0 

5 4 4 5 5 4 27 

Resp_8
1 

4 3 3 4 3 3 20 

Resp_8
2 

4 3 3 4 3 4 21 

Resp_8
3 

4 3 4 4 3 4 22 

Resp_8
4 

4 4 4 4 4 4 24 

Resp_8
5 

4 3 4 3 4 3 21 

Resp_8
6 

5 5 4 4 5 4 27 

Resp_8
7 

5 4 5 5 4 5 28 

Resp_8
8 

4 4 4 4 4 4 24 

Resp_8
9 

4 4 4 4 4 4 24 



Resp_9
0 

4 3 3 4 3 4 21 

Resp_9
1 

4 3 4 4 3 4 22 

Resp_9
2 

4 4 4 4 4 4 24 

Resp_9
3 

3 3 3 3 3 3 18 

Resp_9
4 

4 3 4 4 3 4 22 

Resp_9
5 

3 4 4 3 4 3 21 

Resp_9
6 

5 5 4 4 5 4 27 

Resp_9
7 

4 4 4 4 4 4 24 

Resp_9
8 

4 5 5 5 5 5 29 

Resp_9
9 

5 5 5 5 5 5 30 

Resp_1
00 

5 5 4 4 4 5 27 

 

Respo
nden 

VARIABEL BRAND PREFERENCE X2_TOT
AL X2_1

_1 
X2_1

_2 
X2_2

_1 
X2_2

_2 
X2_3

_1 
X2_3

_2 

Resp_1 2 2 2 2 2 2 12 

Resp_2 5 4 5 5 4 4 27 

Resp_3 5 3 4 4 3 3 22 

Resp_4 4 4 4 4 5 5 26 

Resp_5 3 4 4 3 3 3 20 

Resp_6 4 5 4 4 5 5 27 



Resp_7 5 5 5 4 4 5 28 

Resp_8 4 3 4 4 4 4 23 

Resp_9 3 5 5 4 4 3 24 

Resp_1
0 

4 4 4 4 4 4 24 

Resp_1
1 

4 5 4 3 4 5 25 

Resp_1
2 

4 3 4 4 4 5 24 

Resp_1
3 

5 5 5 4 5 4 28 

Resp_1
4 

4 4 5 4 4 4 25 

Resp_1
5 

4 4 5 4 4 4 25 

Resp_1
6 

4 5 5 5 4 4 27 

Resp_1
7 

3 3 3 3 5 3 20 

Resp_1
8 

4 3 4 3 5 4 23 

Resp_1
9 

5 4 5 4 5 5 28 

Resp_2
0 

3 4 3 4 3 3 20 

Resp_2
1 

4 4 3 4 3 3 21 

Resp_2
2 

4 4 4 4 4 4 24 

Resp_2
3 

3 3 3 3 3 3 18 

Resp_2
4 

5 4 4 4 5 5 27 

Resp_2 4 4 4 4 4 4 24 



5 

Resp_2
6 

4 4 4 4 4 4 24 

Resp_2
7 

3 3 3 3 3 3 18 

Resp_2
8 

4 4 4 4 5 5 26 

Resp_2
9 

3 4 3 4 3 3 20 

Resp_3
0 

3 3 3 3 3 3 18 

Resp_3
1 

4 3 4 3 5 4 23 

Resp_3
2 

4 3 4 3 4 4 22 

Resp_3
3 

4 4 4 4 5 4 25 

Resp_3
4 

3 3 3 3 3 5 20 

Resp_3
5 

4 3 4 3 4 4 22 

Resp_3
6 

3 4 3 4 3 5 22 

Resp_3
7 

4 4 4 4 4 5 25 

Resp_3
8 

4 4 4 4 4 3 23 

Resp_3
9 

2 2 2 2 2 3 13 

Resp_4
0 

4 2 4 2 4 4 20 

Resp_4
1 

4 3 4 3 4 4 22 

Resp_4
2 

3 3 3 3 3 3 18 



Resp_4
3 

3 3 3 3 3 4 19 

Resp_4
4 

4 4 4 4 4 4 24 

Resp_4
5 

5 4 5 4 5 5 28 

Resp_4
6 

3 4 3 4 3 3 20 

Resp_4
7 

4 4 4 4 4 4 24 

Resp_4
8 

3 4 3 4 3 5 22 

Resp_4
9 

3 3 3 3 3 3 18 

Resp_5
0 

5 5 5 5 5 5 30 

Resp_5
1 

4 4 4 4 5 4 25 

Resp_5
2 

2 2 2 2 2 2 12 

Resp_5
3 

4 3 4 3 4 3 21 

Resp_5
4 

4 4 4 4 4 4 24 

Resp_5
5 

3 3 3 3 3 3 18 

Resp_5
6 

5 5 5 5 5 5 30 

Resp_5
7 

3 4 3 4 3 3 20 

Resp_5
8 

4 4 5 4 4 5 26 

Resp_5
9 

4 4 4 4 4 4 24 

Resp_6 4 4 5 4 5 5 27 



0 

Resp_6
1 

4 4 4 4 4 4 24 

Resp_6
2 

4 4 4 4 4 4 24 

Resp_6
3 

4 4 4 4 4 4 24 

Resp_6
4 

4 4 4 4 4 4 24 

Resp_6
5 

3 3 5 3 3 3 20 

Resp_6
6 

4 4 4 4 4 4 24 

Resp_6
7 

4 4 4 4 4 4 24 

Resp_6
8 

3 3 5 3 3 3 20 

Resp_6
9 

3 3 3 3 3 3 18 

Resp_7
0 

4 4 5 4 4 4 25 

Resp_7
1 

4 4 4 4 4 4 24 

Resp_7
2 

4 4 4 4 4 4 24 

Resp_7
3 

4 4 4 4 4 4 24 

Resp_7
4 

3 3 3 3 3 3 18 

Resp_7
5 

3 3 3 3 3 3 18 

Resp_7
6 

4 4 4 4 4 4 24 

Resp_7
7 

4 3 4 4 3 3 21 



Resp_7
8 

4 4 4 4 4 4 24 

Resp_7
9 

4 5 4 5 5 4 27 

Resp_8
0 

5 4 4 4 5 5 27 

Resp_8
1 

4 3 4 3 4 3 21 

Resp_8
2 

3 4 3 4 4 3 21 

Resp_8
3 

3 4 3 4 3 3 20 

Resp_8
4 

4 4 4 4 4 3 23 

Resp_8
5 

3 3 3 3 3 4 19 

Resp_8
6 

4 4 3 4 3 3 21 

Resp_8
7 

4 4 4 4 4 4 24 

Resp_8
8 

4 4 4 4 4 4 24 

Resp_8
9 

4 4 5 4 5 5 27 

Resp_9
0 

4 3 4 4 3 3 21 

Resp_9
1 

3 4 5 4 5 3 24 

Resp_9
2 

4 4 4 4 4 5 25 

Resp_9
3 

3 3 3 4 4 4 21 

Resp_9
4 

5 4 5 4 5 5 28 

Resp_9 4 4 4 4 4 4 24 



5 

Resp_9
6 

4 5 4 5 4 5 27 

Resp_9
7 

5 5 4 4 4 3 25 

Resp_9
8 

2 2 2 3 2 2 13 

Resp_9
9 

4 4 4 3 4 4 23 

Resp_1
00 

5 4 5 4 5 5 28 

 

Resp
onde

n 

VARIABEL REPURCHASE INTENTION Y_T
OTA

L 
Y_1
_1 

Y_1
_2 

Y_2
_1 

Y_2
_2 

Y_3
_1 

Y_3
_2 

Y_4
_1 

Y_4
_2 

Resp
_1 

3 4 4 4 4 4 4 4 31 

Resp
_2 

5 4 5 5 4 4 5 4 36 

Resp
_3 

5 4 4 5 4 4 4 5 35 

Resp
_4 

4 4 4 4 4 4 4 4 32 

Resp
_5 

5 4 5 5 4 4 5 4 36 

Resp
_6 

4 5 5 4 5 5 4 5 37 

Resp
_7 

5 4 4 5 4 5 5 4 36 

Resp
_8 

5 4 5 5 4 4 4 4 35 

Resp
_9 

4 4 5 5 5 4 4 4 35 



Resp
_10 

4 5 4 4 5 5 4 4 35 

Resp
_11 

5 5 4 4 5 5 4 5 37 

Resp
_12 

4 4 4 4 4 4 4 4 32 

Resp
_13 

4 4 5 4 4 5 5 4 35 

Resp
_14 

4 5 4 4 5 5 4 4 35 

Resp
_15 

4 4 4 4 4 4 4 4 32 

Resp
_16 

4 4 5 4 5 4 5 4 35 

Resp
_17 

5 5 4 5 5 5 4 5 38 

Resp
_18 

4 5 4 5 5 5 4 5 37 

Resp
_19 

4 5 4 4 5 5 4 5 36 

Resp
_20 

4 5 4 4 5 5 4 5 36 

Resp
_21 

4 4 4 4 4 4 4 4 32 

Resp
_22 

4 4 5 4 4 4 5 4 34 

Resp
_23 

4 4 3 3 3 4 4 3 28 

Resp
_24 

4 4 5 4 4 4 5 4 34 

Resp
_25 

4 4 4 4 4 4 4 4 32 

Resp
_26 

4 4 4 4 4 4 4 4 32 

Resp 3 4 3 3 4 3 4 3 27 



_27 

Resp
_28 

4 4 5 4 4 4 5 4 34 

Resp
_29 

4 4 4 4 4 4 4 4 32 

Resp
_30 

5 5 5 5 5 4 5 4 38 

Resp
_31 

3 4 3 3 4 4 3 4 28 

Resp
_32 

4 3 4 3 3 3 4 4 28 

Resp
_33 

3 4 4 3 4 4 4 4 30 

Resp
_34 

3 4 3 3 4 3 4 3 27 

Resp
_35 

3 4 4 3 4 4 3 4 29 

Resp
_36 

4 4 4 4 4 3 4 3 30 

Resp
_37 

4 4 4 4 3 3 4 4 30 

Resp
_38 

4 5 4 4 4 4 5 5 35 

Resp
_39 

4 4 4 4 4 4 4 5 33 

Resp
_40 

4 4 3 4 4 4 3 3 29 

Resp
_41 

3 3 3 3 4 4 3 4 27 

Resp
_42 

4 4 3 4 3 4 4 4 30 

Resp
_43 

4 3 3 4 3 4 3 3 27 

Resp
_44 

3 4 3 4 3 4 3 4 28 



Resp
_45 

4 5 4 4 5 5 4 5 36 

Resp
_46 

4 4 4 4 5 5 4 5 35 

Resp
_47 

5 4 4 5 4 5 4 5 36 

Resp
_48 

4 5 4 4 5 5 4 5 36 

Resp
_49 

3 3 3 3 3 3 3 3 24 

Resp
_50 

5 5 5 5 5 5 5 5 40 

Resp
_51 

3 3 3 3 3 2 2 3 22 

Resp
_52 

3 2 2 3 2 2 2 2 18 

Resp
_53 

2 2 2 2 2 2 2 2 16 

Resp
_54 

5 5 5 5 5 5 5 5 40 

Resp
_55 

2 1 1 2 2 1 2 1 12 

Resp
_56 

3 3 3 3 3 3 3 3 24 

Resp
_57 

3 3 4 3 3 3 3 3 25 

Resp
_58 

4 3 4 4 3 3 4 3 28 

Resp
_59 

4 4 4 4 4 4 4 4 32 

Resp
_60 

3 4 3 3 4 4 3 3 27 

Resp
_61 

4 4 3 4 3 4 4 4 30 

Resp 3 4 4 3 4 3 4 4 29 



_62 

Resp
_63 

3 4 3 4 4 3 4 4 29 

Resp
_64 

5 4 4 5 5 4 4 4 35 

Resp
_65 

4 5 5 4 5 5 4 5 37 

Resp
_66 

3 4 3 3 4 4 3 4 28 

Resp
_67 

4 4 4 4 4 4 4 4 32 

Resp
_68 

3 4 3 3 4 3 4 3 27 

Resp
_69 

3 3 3 3 3 3 3 3 24 

Resp
_70 

4 4 3 4 4 4 3 3 29 

Resp
_71 

3 4 4 3 4 4 4 4 30 

Resp
_72 

4 4 4 4 4 4 4 4 32 

Resp
_73 

4 4 4 4 4 4 4 4 32 

Resp
_74 

3 4 3 3 4 4 3 3 27 

Resp
_75 

3 3 4 3 3 3 4 3 26 

Resp
_76 

4 4 4 4 4 4 4 4 32 

Resp
_77 

3 3 3 3 3 3 3 3 24 

Resp
_78 

3 3 3 3 3 3 3 3 24 

Resp
_79 

4 4 4 4 4 4 4 4 32 



Resp
_80 

5 5 5 5 5 5 5 5 40 

Resp
_81 

3 3 3 3 3 3 3 3 24 

Resp
_82 

4 3 4 4 3 3 4 3 28 

Resp
_83 

4 3 4 4 3 3 4 3 28 

Resp
_84 

4 4 4 4 4 4 4 4 32 

Resp
_85 

3 3 3 3 3 3 3 3 24 

Resp
_86 

3 4 3 3 4 4 3 3 27 

Resp
_87 

5 5 5 5 5 5 5 5 40 

Resp
_88 

4 4 4 4 4 4 4 4 32 

Resp
_89 

4 4 4 4 4 4 4 4 32 

Resp
_90 

3 3 3 3 3 3 3 4 25 

Resp
_91 

3 4 3 3 4 4 3 5 29 

Resp
_92 

4 4 4 4 4 4 4 4 32 

Resp
_93 

3 3 3 3 3 3 3 3 24 

Resp
_94 

5 5 4 4 4 4 5 4 35 

Resp
_95 

5 4 4 4 4 5 4 5 35 

Resp
_96 

4 5 4 4 5 5 4 5 36 

Resp 5 4 5 4 5 5 4 5 37 



_97 

Resp
_98 

4 4 3 3 4 3 4 3 28 

Resp
_99 

5 4 4 5 4 4 5 5 36 

Resp
_100 

5 4 5 4 5 5 4 4 36 

 



LAMIRAN HASIL PENGUJIAN DATA PENELITIAN 

1. KARAKTERISTIK RESONDEN 

a. Berdasarkan Jenis Kelamin 

Jenis Kelamin Jumlah Persentase 

Laki-laki 42 42 

Perempuan 58 58 

Total 100 100 

 

b. Berdasarkan Usia 

Usia Jumlah Persentase 

< 25 tahun 27 27.0 

25 s/d 35 Tahun 31 31.0 

36 s/d 45 Tahun 26 26.0 

> 45 Tahun 16 16.0 

Total 100 100.0 

 

2. FREKUENSI JAWABAN RESPONDEN 

a. Variabel Store Display 

 
X1_1_1 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid 2.00 3 3.0 3.0 3.0 

3.00 25 25.0 25.0 28.0 

4.00 55 55.0 55.0 83.0 

5.00 17 17.0 17.0 100.0 

Total 100 100.0 100.0  

 

 

 



X1_1_2 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid 2.00 3 3.0 3.0 3.0 

3.00 27 27.0 27.0 30.0 

4.00 51 51.0 51.0 81.0 

5.00 19 19.0 19.0 100.0 

Total 100 100.0 100.0  

 
X1_2_1 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid 2.00 4 4.0 4.0 4.0 

3.00 26 26.0 26.0 30.0 

4.00 53 53.0 53.0 83.0 

5.00 17 17.0 17.0 100.0 

Total 100 100.0 100.0  

 
X1_2_2 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid 2.00 3 3.0 3.0 3.0 

3.00 27 27.0 27.0 30.0 

4.00 54 54.0 54.0 84.0 

5.00 16 16.0 16.0 100.0 

Total 100 100.0 100.0  

 
X1_3_1 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid 2.00 3 3.0 3.0 3.0 

3.00 29 29.0 29.0 32.0 

4.00 49 49.0 49.0 81.0 

5.00 19 19.0 19.0 100.0 

Total 100 100.0 100.0  



X1_3_2 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid 2.00 4 4.0 4.0 4.0 

3.00 24 24.0 24.0 28.0 

4.00 60 60.0 60.0 88.0 

5.00 12 12.0 12.0 100.0 

Total 100 100.0 100.0  

 
b. Variabel Brand Preference 

X2_1_1 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid 2.00 4 4.0 4.0 4.0 

3.00 27 27.0 27.0 31.0 

4.00 56 56.0 56.0 87.0 

5.00 13 13.0 13.0 100.0 

Total 100 100.0 100.0  

 
X2_1_2 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid 2.00 5 5.0 5.0 5.0 

3.00 28 28.0 28.0 33.0 

4.00 56 56.0 56.0 89.0 

5.00 11 11.0 11.0 100.0 

Total 100 100.0 100.0  

 
X2_2_1 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid 2.00 4 4.0 4.0 4.0 

3.00 24 24.0 24.0 28.0 

4.00 52 52.0 52.0 80.0 

5.00 20 20.0 20.0 100.0 



Total 100 100.0 100.0  

 

 
X2_2_2 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid 2.00 4 4.0 4.0 4.0 

3.00 26 26.0 26.0 30.0 

4.00 64 64.0 64.0 94.0 

5.00 6 6.0 6.0 100.0 

Total 100 100.0 100.0  

 

 
X2_3_1 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid 2.00 4 4.0 4.0 4.0 

3.00 27 27.0 27.0 31.0 

4.00 48 48.0 48.0 79.0 

5.00 21 21.0 21.0 100.0 

Total 100 100.0 100.0  

 

 
X2_3_2 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid 2.00 3 3.0 3.0 3.0 

3.00 32 32.0 32.0 35.0 

4.00 42 42.0 42.0 77.0 

5.00 23 23.0 23.0 100.0 

Total 100 100.0 100.0  

  

 
 



c. Variabel Repurchase intention 

 
Y_1_1 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid 2.00 2 2.0 2.0 2.0 

3.00 30 30.0 30.0 32.0 

4.00 49 49.0 49.0 81.0 

5.00 19 19.0 19.0 100.0 

Total 100 100.0 100.0  

 
Y_1_2 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid 1.00 1 1.0 1.0 1.0 

2.00 2 2.0 2.0 3.0 

3.00 18 18.0 18.0 21.0 

4.00 60 60.0 60.0 81.0 

5.00 19 19.0 19.0 100.0 

Total 100 100.0 100.0  

 

 
Y_2_1 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid 1.00 1 1.0 1.0 1.0 

2.00 2 2.0 2.0 3.0 

3.00 29 29.0 29.0 32.0 

4.00 50 50.0 50.0 82.0 

5.00 18 18.0 18.0 100.0 

Total 100 100.0 100.0  

 

 

 

 



Y_2_2 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid 2.00 2 2.0 2.0 2.0 

3.00 30 30.0 30.0 32.0 

4.00 52 52.0 52.0 84.0 

5.00 16 16.0 16.0 100.0 

Total 100 100.0 100.0  

 

 
Y_3_1 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid 2.00 3 3.0 3.0 3.0 

3.00 22 22.0 22.0 25.0 

4.00 52 52.0 52.0 77.0 

5.00 23 23.0 23.0 100.0 

Total 100 100.0 100.0  

 

 
Y_3_2 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid 1.00 1 1.0 1.0 1.0 

2.00 3 3.0 3.0 4.0 

3.00 23 23.0 23.0 27.0 

4.00 50 50.0 50.0 77.0 

5.00 23 23.0 23.0 100.0 

Total 100 100.0 100.0  

 

 

 

 

 

 



Y_4_1 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid 2.00 4 4.0 4.0 4.0 

3.00 22 22.0 22.0 26.0 

4.00 58 58.0 58.0 84.0 

5.00 16 16.0 16.0 100.0 

Total 100 100.0 100.0  

 

 
Y_4_2 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid 1.00 1 1.0 1.0 1.0 

2.00 2 2.0 2.0 3.0 

3.00 26 26.0 26.0 29.0 

4.00 48 48.0 48.0 77.0 

5.00 23 23.0 23.0 100.0 

Total 100 100.0 100.0  

 
 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 



3. UJI VALIDITAS 

a. Variabel Store Display 

Correlations 

 X1_1_1 X1_1_2 X1_2_1 X1_2_2 X1_3_1 X1_3_2 Store Display 

X1_1
_1 

Pearson 
Correlation 

1 .667** .567** .742** .691** .604** .847** 

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

N 100 100 100 100 100 100 100 

X1_1
_2 

Pearson 
Correlation 

.667** 1 .617** .548** .859** .621** .860** 

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

N 100 100 100 100 100 100 100 

X1_2
_1 

Pearson 
Correlation 

.567** .617** 1 .501** .604** .763** .805** 

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

N 100 100 100 100 100 100 100 



X1_2
_2 

Pearson 
Correlation 

.742** .548** .501** 1 .681** .592** .806** 

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

N 100 100 100 100 100 100 100 

X1_3
_1 

Pearson 
Correlation 

.691** .859** .604** .681** 1 .606** .886** 

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

N 100 100 100 100 100 100 100 

X1_3
_2 

Pearson 
Correlation 

.604** .621** .763** .592** .606** 1 .828** 

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

N 100 100 100 100 100 100 100 

Store 
Disp
lay 

Pearson 
Correlation 

.847** .860** .805** .806** .886** .828** 1 

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

N 100 100 100 100 100 100 100 

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



 

b. Variabel Brand Preference 

Correlations 

 X2_1_1 X2_1_2 X2_2_1 X2_2_2 X2_3_1 X2_3_2 

Brand 

preference 

X2_1_1 Pearson Correlation 1 .565** .737** .592** .726** .620** .865** 

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

N 100 100 100 100 100 100 100 

X2_1_2 Pearson Correlation .565** 1 .559** .800** .551** .500** .799** 

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

N 100 100 100 100 100 100 100 

X2_2_1 Pearson Correlation .737** .559** 1 .529** .702** .539** .833** 

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

N 100 100 100 100 100 100 100 

X2_2_2 Pearson Correlation .592** .800** .529** 1 .502** .467** .775** 

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

N 100 100 100 100 100 100 100 



X2_3_1 Pearson Correlation .726** .551** .702** .502** 1 .661** .853** 

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

N 100 100 100 100 100 100 100 

X2_3_2 Pearson Correlation .620** .500** .539** .467** .661** 1 .783** 

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

N 100 100 100 100 100 100 100 

Brand 

preferen

ce 

Pearson Correlation .865** .799** .833** .775** .853** .783** 1 

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

N 100 100 100 100 100 100 100 

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

 
 

 

 

 

 

 

 



c. Variabel Repurchase intention 

Correlations 

 Y_1_1 Y_1_2 Y_2_1 Y_2_2 Y_3_1 Y_3_2 Y_4_1 Y_4_2 

Repurchase 

Intention 

Y_1_

1 

Pearson Correlation 1 .592** .716** .878** .579** .659** .729** .629** .842** 

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

N 100 100 100 100 100 100 100 100 100 

Y_1_

2 

Pearson Correlation .592** 1 .612** .612** .865** .830** .647** .786** .871** 

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

N 100 100 100 100 100 100 100 100 100 

Y_2_

1 

Pearson Correlation .716** .612** 1 .716** .666** .637** .809** .656** .850** 

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

N 100 100 100 100 100 100 100 100 100 

Y_2_

2 

Pearson Correlation .878** .612** .716** 1 .598** .645** .710** .648** .846** 

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

N 100 100 100 100 100 100 100 100 100 

Y_3_

1 

Pearson Correlation .579** .865** .666** .598** 1 .825** .576** .749** .860** 

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

N 100 100 100 100 100 100 100 100 100 



Y_3_

2 

Pearson Correlation .659** .830** .637** .645** .825** 1 .558** .825** .879** 

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

N 100 100 100 100 100 100 100 100 100 

Y_4_

1 

Pearson Correlation .729** .647** .809** .710** .576** .558** 1 .595** .818** 

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

N 100 100 100 100 100 100 100 100 100 

Y_4_

2 

Pearson Correlation .629** .786** .656** .648** .749** .825** .595** 1 .866** 

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

N 100 100 100 100 100 100 100 100 100 

Repu

rchas

e 

Inten

tion 

Pearson Correlation .842** .871** .850** .846** .860** .879** .818** .866** 1 

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

N 
100 100 100 100 100 100 100 100 100 

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



 

 

4. UJI RELIABILITAS 

a. Variabel Store Display 

 

Case Processing Summary 

 N % 

Cases Valid 100 100.0 

Excluded
a
 0 .0 

Total 100 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.916 6 

 

b. Variabel Brand Preference 

 

Case Processing Summary 

 N % 

Cases Valid 100 100.0 

Excluded
a
 0 .0 

Total 100 100.0 

a. Listwise deletion based on all variables in the 

procedure. 



 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.900 6 

 
 

c. Variabel Repurchase intention 

 

Case Processing Summary 

 N % 

Cases Valid 100 100.0 

Excluded
a
 0 .0 

Total 100 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.947 8 

 

 

 

 

 



5. UJI ASUMSI KLASIK 

a. Uji Normalitas 

 

One-Sample Kolmogorov-Smirnov Test 

 

Unstandardized 

Residual 

N 100 

Normal Parameters
a,b

 Mean .0000000 

Std. Deviation 4.26662928 

Most Extreme Differences Absolute .070 

Positive .070 

Negative -.061 

Test Statistic .070 

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

 

a. Test distribution is Normal. 

b. Calculated from data. 

c. Lilliefors Significance Correction. 

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

 

b. Uji multikolonieritas 

 

Coefficients
a
 

Model 

Collinearity Statistics 

Tolerance VIF 

1 Store Display .933 1.072 

Brand preference .933 1.072 

a. Dependent Variable: Repurchase Intention 

 



c. Uji Autokorelasi 

Model Summary
b
 

Model Durbin-Watson 

1 1.570
a
 

a. Predictors: (Constant), 

Brand preference, Store 

Display 

b. Dependent Variable: 

Repurchase Intention 

 

d. Uji heterokedastisitas 

 
 

 

 
 



 

6. ANALISIS REGRESI LINIER BERGANDA 

 

Model Summary
b
 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .572
a
 .328 .314 4.31039 

a. Predictors: (Constant), Brand preference, Store Display 

b. Dependent Variable: Repurchase Intention 

 

Coefficients
a
 

Model 

Unstandardized 

Coefficients 

Standardize

d 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 7.699 3.434  2.242 .027 

Store Display .556 .121 .396 4.588 .000 

Brand 

preference 
.463 .123 .324 3.756 .000 

a. Dependent Variable: Repurchase Intention 

 
 

 

 

 

 

 



7. UJI HIOTESIS 

Coefficients
a
 

Model 

Unstandardized 

Coefficients 

Standardize

d 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 7.699 3.434  2.242 .027 

Store Display .556 .121 .396 4.588 .000 

Brand 

preference 
.463 .123 .324 3.756 .000 

a. Dependent Variable: Repurchase Intention 

 

 

ANOVA
a
 

Model 

Sum of 

Squares df 

Mean 

Square F Sig. 

1 Regression 878.542 2 439.271 23.643 .000
b
 

Residual 1802.208 97 18.579   

Total 2680.750 99    

a. Dependent Variable: Repurchase Intention 

b. Predictors: (Constant), Brand preference, Store Display 
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