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Lampiran 4. Matrik Penelitian 

 



Lampiran 4. Daftar Hadir Peserta Seminar Proposal Skripsi 

 

 



Lampiran 4. Daftar Hadir Peserta Seminar Proposal Skripsi 

 



Lampiran 5. Tabulasi Variabel Brand Image (X1) 

 

 
 

 

Resp. X1.1 X1.2 X1.3 X1.4 X1.5 X1.6 TOTAL X1 

Resp.1 4 4 4 4 4 4 25 

Resp.2 4 4 3 3 4 3 26 

Resp.3 4 4 3 3 4 3 21 

Resp.4 4 4 4 4 4 3 23 

Resp.5 4 4 3 3 4 3 21 

Resp.6 4 4 4 4 4 3 23 

Resp.7 4 4 3 3 4 3 21 

Resp.8 4 4 3 3 3 3 20 

Resp.9 3 4 4 4 3 4 22 

Resp.10 3 4 4 4 3 4 22 

Resp.11 3 4 4 4 4 4 23 

Resp.12 4 4 3 3 3 3 20 

Resp.13 3 4 3 3 4 3 20 

Resp.14 4 4 2 2 5 3 20 

Resp.15 3 5 4 4 3 4 23 

Resp.16 3 4 4 4 3 4 22 



 

 

 
 

Resp.17 3 3 3 3 4 3 19 

Resp.18 3 4 3 3 4 3 20 

Resp.19 4 4 3 3 3 3 20 

Resp.20 4 4 3 3 4 3 21 

Resp.21 3 4 4 4 3 4 22 

Resp.22 4 4 2 2 2 3 17 

Resp.23 4 4 3 3 3 3 20 

Resp.24 3 3 3 3 4 3 19 

Resp.25 3 4 2 2 2 3 16 

Resp.26 3 4 3 3 4 3 20 

Resp.27 4 4 4 4 4 4 24 

Resp.28 4 4 4 4 4 3 23 

Resp.29 3 4 4 4 3 4 22 

Resp.30 3 4 4 4 3 4 22 

Resp.31 4 4 3 3 4 3 21 

Resp.32 3 4 4 4 3 4 22 

Resp.33 4 4 3 3 3 3 20 

Resp.34 4 4 4 4 2 4 22 



 
 

 
 

Resp.35 4 5 2 2 4 3 20 

Resp.36 4 5 3 3 4 3 22 

Resp.37 4 4 2 2 5 3 20 

Resp.38 4 4 3 3 3 3 20 

Resp.39 3 4 4 4 3 3 21 

Resp.40 3 3 3 3 4 3 19 

Resp.41 3 4 3 3 4 3 20 

Resp.42 3 4 4 4 4 4 23 

Resp.43 4 4 3 3 4 3 21 

Resp.44 3 4 4 4 3 4 22 

Resp.45 4 4 2 2 2 3 17 

Resp.46 3 5 4 4 3 4 23 

Resp.47 4 4 4 4 5 4 25 

Resp.48 4 4 4 4 5 4 25 

Resp.49 4 5 4 4 5 4 26 

Resp.50 5 5 5 5 5 5 30 

Resp.51 4 4 3 3 4 3 21 

Resp.52 4 4 3 3 4 3 21 



 

 

 
 

Resp.53 3 5 4 4 3 4 23 

Resp.54 3 5 4 4 3 4 23 

Resp.55 5 5 4 4 5 4 27 

Resp.56 5 5 4 4 5 4 27 

Resp.57 4 4 3 3 3 3 20 

Resp.58 5 5 5 5 5 5 30 

Resp.59 4 4 3 3 3 3 20 

Resp.60 4 5 3 3 3 5 23 

Resp.61 4 3 3 3 3 3 19 

Resp.62 4 5 4 4 3 4 24 

Resp.63 4 4 4 4 5 4 25 

Resp.64 4 4 3 3 3 3 20 

Resp.65 4 4 4 4 5 4 25 

Resp.66 2 3 3 3 4 3 18 

Resp.67 3 5 4 4 3 4 23 

Resp.68 4 4 3 3 4 3 21 

Resp.69 4 4 4 4 5 4 25 

Resp.70 4 4 3 3 4 3 21 



 
 

 
 

Resp.71 4 5 4 4 3 4 24 

Resp.72 5 4 4 4 4 4 25 

Resp.73 4 4 4 4 5 4 25 

Resp.74 3 4 4 4 3 4 22 

Resp.75 5 5 5 5 5 5 30 

Resp.76 4 4 4 4 3 4 23 

Resp.77 5 5 5 5 5 5 30 

Resp.78 5 5 4 4 4 4 26 

Resp.79 4 5 4 4 3 4 24 

Resp.80 4 5 4 4 3 4 24 

Resp.81 2 5 3 4 4 4 22 

Resp.82 4 4 4 4 4 4 24 

Resp.83 4 5 4 4 5 4 26 

Resp.84 4 5 5 5 5 5 29 

Resp.85 5 5 4 4 5 4 27 

Resp.86 4 4 4 4 4 4 24 

Resp.87 5 5 4 4 5 4 27 

Resp.88 4 4 4 4 4 4 24 



 

 

 
 

Resp.89 5 5 4 4 5 5 28 

Resp.90 4 4 4 1 3 3 19 

Resp.91 4 3 4 4 2 2 19 

Resp.92 3 5 5 5 4 2 24 

Resp.93 4 3 4 5 2 2 20 

Resp.94 4 4 3 3 3 3 20 

Resp.95 5 5 4 5 5 5 29 

Resp.96 4 3 2 3 3 3 18 

Resp.97 5 5 4 5 5 5 29 

Resp.98 5 4 4 5 3 2 23 

Resp.99 5 5 5 5 5 5 30 

Resp.100 5 4 4 4 4 5 26 

Resp.101 5 5 4 5 5 5 29 

Resp.102 3 3 2 3 2 2 15 

Resp.103 4 4 3 4 3 3 21 

Resp.104 4 3 2 4 4 2 19 

Resp.105 4 4 4 4 5 4 25 

Resp.106 4 5 4 4 3 5 25 



 
 

 
 

Resp.107 4 3 4 4 5 4 24 

Resp.108 2 2 3 1 3 4 15 

Resp.109 3 4 3 4 4 3 21 

Resp.110 3 3 2 4 5 4 21 

Resp.111 3 4 4 5 5 2 23 

Resp.112 4 5 4 5 5 4 27 

Resp.113 3 4 2 4 4 4 21 

Resp.114 2 3 4 4 4 2 19 

Resp.115 4 4 5 4 5 4 26 

Resp.116 5 5 4 4 4 5 27 

Resp.117 4 4 5 4 4 5 26 

Resp.118 5 5 5 4 4 4 27 

Resp.119 5 5 4 4 4 5 27 

Resp.120 5 5 5 5 5 4 29 

Resp.121 4 5 4 5 5 5 28 

Resp.122 4 4 3 4 5 4 24 

Resp.123 3 4 5 4 5 3 24 

Resp.124 5 5 5 4 4 5 28 



 

 

 
 

Resp.125 5 4 4 5 4 5 27 

Resp.126 4 5 5 5 4 4 27 

Resp.127 5 5 4 4 4 5 27 

Resp.128 4 5 3 4 3 4 23 

Resp.129 3 4 4 4 4 3 22 

Resp.130 4 4 4 4 4 4 24 



Lampiran 6. Tabulasi Variabel Brand Trust (X2) 

 

 
 

 

Resp. X2.1 X2.2 X2.3 X2.4 X2.5 X2.6 TOTAL X2 

Resp.1 5 4 4 3 4 3 23 

Resp.2 5 4 4 5 5 3 26 

Resp.3 4 5 5 4 4 4 26 

Resp.4 4 4 4 4 4 4 24 

Resp.5 3 3 3 4 3 2 18 

Resp.6 4 4 2 2 5 4 21 

Resp.7 5 5 4 5 5 3 27 

Resp.8 3 3 3 3 3 3 18 

Resp.9 4 4 4 5 4 3 24 

Resp.10 4 4 3 3 4 4 22 

Resp.11 5 5 4 4 5 3 26 

Resp.12 4 4 4 4 4 4 24 

Resp.13 4 4 4 4 4 4 24 

Resp.14 5 4 4 5 4 4 26 

Resp.15 4 4 4 4 4 4 24 

Resp.16 4 4 4 4 4 4 24 



 

 

 
 

Resp.17 3 3 3 3 3 3 18 

Resp.18 5 5 4 4 4 3 25 

Resp.19 5 5 5 4 5 2 26 

Resp.20 4 4 4 4 4 4 24 

Resp.21 4 4 4 4 4 4 24 

Resp.22 4 4 3 4 4 3 22 

Resp.23 4 4 4 4 4 4 24 

Resp.24 3 3 4 3 3 4 20 

Resp.25 3 4 4 3 3 4 21 

Resp.26 3 4 3 4 4 3 21 

Resp.27 4 4 4 4 4 4 24 

Resp.28 4 4 2 4 3 5 22 

Resp.29 5 5 5 5 5 5 30 

Resp.30 4 4 4 4 4 3 23 

Resp.31 4 4 4 4 4 4 24 

Resp.32 5 4 4 4 5 4 26 

Resp.33 4 4 4 4 4 4 24 

Resp.34 3 3 3 3 3 3 18 



 
 

 
 

Resp.35 3 3 4 4 4 5 23 

Resp.36 4 4 5 4 3 4 24 

Resp.37 4 4 4 3 5 4 24 

Resp.38 4 4 5 5 5 4 27 

Resp.39 5 5 4 3 5 5 27 

Resp.40 4 3 3 4 4 3 21 

Resp.41 5 5 5 5 5 5 30 

Resp.42 4 4 4 4 4 4 24 

Resp.43 4 3 4 4 5 5 25 

Resp.44 2 1 4 1 2 2 12 

Resp.45 4 4 4 4 4 4 24 

Resp.46 3 4 4 4 3 3 21 

Resp.47 5 3 5 2 5 4 24 

Resp.48 4 3 4 3 4 4 22 

Resp.49 4 4 4 4 3 4 23 

Resp.50 4 3 5 4 5 4 25 

Resp.51 4 4 5 5 4 4 26 

Resp.52 4 4 4 4 4 4 24 



 

 

 
 

Resp.53 4 4 5 5 4 4 26 

Resp.54 2 4 4 3 4 3 20 

Resp.55 3 5 5 5 4 4 26 

Resp.56 3 4 5 3 5 4 24 

Resp.57 3 3 4 3 3 4 20 

Resp.58 3 3 4 2 4 3 19 

Resp.59 4 3 5 5 5 5 27 

Resp.60 1 5 4 5 3 2 20 

Resp.61 3 3 5 5 5 3 24 

Resp.62 4 3 4 3 4 3 21 

Resp.63 4 3 3 4 4 3 21 

Resp.64 5 3 4 4 4 3 23 

Resp.65 4 3 4 5 3 3 22 

Resp.66 5 3 5 4 4 4 25 

Resp.67 4 2 1 1 4 3 15 

Resp.68 4 3 4 2 3 5 21 

Resp.69 3 3 4 2 3 3 18 

Resp.70 4 4 4 5 4 4 25 



 
 

 
 

Resp.71 2 4 4 3 3 3 19 

Resp.72 4 2 2 2 3 2 15 

Resp.73 3 3 3 4 4 4 21 

Resp.74 3 3 4 4 4 3 21 

Resp.75 3 3 3 3 3 3 18 

Resp.76 4 3 3 4 4 3 21 

Resp.77 3 3 5 3 4 4 22 

Resp.78 2 2 5 2 2 4 17 

Resp.79 2 2 3 2 2 3 14 

Resp.80 4 4 5 4 4 3 24 

Resp.81 2 2 4 2 2 3 15 

Resp.82 3 3 4 3 4 4 21 

Resp.83 3 3 3 3 3 3 18 

Resp.84 2 2 4 3 3 4 18 

Resp.85 4 5 4 4 5 3 25 

Resp.86 4 4 4 4 4 4 24 

Resp.87 5 5 4 4 5 4 27 

Resp.88 4 4 4 4 4 4 24 



 

 

 
 

Resp.89 5 5 4 4 5 4 27 

Resp.90 5 5 4 4 5 4 27 

Resp.91 5 4 3 3 3 3 21 

Resp.92 4 4 5 5 3 5 26 

Resp.93 4 4 4 4 4 4 24 

Resp.94 4 5 5 4 4 4 26 

Resp.95 5 4 5 5 4 5 28 

Resp.96 5 4 5 4 5 5 28 

Resp.97 5 4 4 3 5 5 26 

Resp.98 4 4 5 4 4 4 25 

Resp.99 4 4 4 4 5 4 25 

Resp.100 4 4 4 4 5 4 25 

Resp.101 4 4 4 4 4 4 24 

Resp.102 4 4 4 4 4 4 24 

Resp.103 4 4 4 4 4 4 24 

Resp.104 5 5 5 5 5 4 29 

Resp.105 4 5 3 3 4 3 22 

Resp.106 5 5 5 4 5 5 29 



 
 

 
 

Resp.107 5 5 5 5 5 5 30 

Resp.108 5 5 5 5 5 5 30 

Resp.109 4 5 5 5 5 5 29 

Resp.110 4 4 4 4 4 4 24 

Resp.111 4 4 4 4 4 4 24 

Resp.112 4 4 4 4 4 3 23 

Resp.113 5 5 5 4 5 5 29 

Resp.114 5 5 4 4 5 5 28 

Resp.115 4 4 4 5 5 5 27 

Resp.116 3 4 4 3 3 4 21 

Resp.117 3 4 5 4 4 4 24 

Resp.118 4 3 3 3 4 4 21 

Resp.119 3 4 4 4 4 4 23 

Resp.120 5 4 4 4 5 5 27 

Resp.121 5 5 5 4 5 4 28 

Resp.122 3 3 5 5 4 3 23 

Resp.123 3 3 3 4 3 3 19 

Resp.124 4 4 4 4 3 3 22 



 

 

 
 

Resp.125 5 5 4 5 5 5 29 

Resp.126 5 5 5 5 5 5 30 

Resp.127 4 4 4 4 4 4 24 

Resp.128 4 4 4 4 4 5 25 

Resp.129 5 5 5 5 5 3 28 

Resp.130 4 4 4 4 4 4 24 



Lampiran 7. Tabulasi Variabel Garansi (X3) 

 

 
 

 

Resp. X3.1 X3.2 X3.3 X3.4 X3.5 X3.6 TOTAL X3 

Resp.1 4 4 4 4 4 4 24 

Resp.2 4 4 4 4 4 4 24 

Resp.3 4 4 4 4 4 3 23 

Resp.4 5 5 5 4 5 5 29 

Resp.5 5 5 4 4 5 5 28 

Resp.6 4 4 4 5 5 5 27 

Resp.7 3 4 4 3 3 4 21 

Resp.8 5 4 5 5 4 3 26 

Resp.9 4 2 5 2 3 2 18 

Resp.10 3 4 3 4 3 4 21 

Resp.11 5 4 5 5 5 5 29 

Resp.12 3 2 2 2 2 2 13 

Resp.13 5 5 4 5 5 5 29 

Resp.14 1 2 2 1 4 2 12 

Resp.15 5 5 5 5 5 5 30 

Resp.16 5 5 5 5 4 5 29 



 

 

 
 

Resp.17 5 4 5 5 5 5 29 

Resp.18 4 4 4 4 4 4 24 

Resp.19 2 2 2 2 2 2 12 

Resp.20 5 4 5 5 5 5 29 

Resp.21 3 3 3 4 3 3 19 

Resp.22 4 4 4 4 4 4 24 

Resp.23 3 3 4 3 3 4 20 

Resp.24 4 4 4 4 4 4 24 

Resp.25 4 4 4 4 4 4 24 

Resp.26 5 5 4 4 4 4 26 

Resp.27 4 4 4 4 4 4 24 

Resp.28 3 3 3 3 3 3 18 

Resp.29 4 4 4 4 3 4 23 

Resp.30 4 4 4 4 4 4 24 

Resp.31 3 3 3 3 3 3 18 

Resp.32 4 4 4 4 4 4 24 

Resp.33 3 3 3 3 3 3 18 

Resp.34 4 4 3 4 3 3 21 



 
 

 
 

Resp.35 4 4 3 3 3 3 20 

Resp.36 3 3 3 4 4 3 20 

Resp.37 4 4 3 4 4 3 22 

Resp.38 4 4 4 4 4 4 24 

Resp.39 4 4 4 4 4 4 24 

Resp.40 2 2 2 3 2 2 13 

Resp.41 4 4 4 4 4 2 22 

Resp.42 3 3 3 3 3 3 18 

Resp.43 5 4 3 3 4 3 22 

Resp.44 5 5 5 5 4 4 28 

Resp.45 5 5 5 5 4 4 28 

Resp.46 4 4 3 4 4 3 22 

Resp.47 3 3 4 4 4 4 22 

Resp.48 4 4 4 5 4 4 25 

Resp.49 3 3 5 5 5 5 26 

Resp.50 4 3 3 3 3 3 19 

Resp.51 4 4 3 5 3 2 21 

Resp.52 3 3 5 5 3 2 21 



 

 

 
 

Resp.53 3 5 4 4 4 4 24 

Resp.54 4 4 5 5 5 5 28 

Resp.55 4 4 3 5 4 2 22 

Resp.56 4 3 4 4 4 4 23 

Resp.57 4 4 4 5 4 4 25 

Resp.58 3 3 4 4 3 3 20 

Resp.59 4 4 4 4 4 4 24 

Resp.60 3 4 4 4 4 4 23 

Resp.61 4 4 4 4 4 4 24 

Resp.62 3 3 4 3 3 4 20 

Resp.63 3 4 4 3 3 4 21 

Resp.64 3 4 3 4 4 3 21 

Resp.65 4 4 4 4 4 4 24 

Resp.66 4 4 2 4 3 5 22 

Resp.67 5 5 5 5 5 5 30 

Resp.68 4 4 4 4 4 3 23 

Resp.69 4 4 4 4 4 4 24 

Resp.70 5 4 4 4 5 4 26 



 
 

 
 

Resp.71 4 4 4 4 4 4 24 

Resp.72 3 3 3 3 3 3 18 

Resp.73 3 3 4 4 4 5 23 

Resp.74 3 4 4 4 4 4 23 

Resp.75 4 5 5 5 4 4 27 

Resp.76 4 4 3 3 3 3 20 

Resp.77 5 4 5 5 3 3 25 

Resp.78 4 3 4 4 4 4 23 

Resp.79 4 4 4 5 4 3 24 

Resp.80 5 4 5 5 4 4 27 

Resp.81 4 5 4 5 5 3 26 

Resp.82 4 5 4 4 4 4 25 

Resp.83 1 3 2 3 3 3 15 

Resp.84 4 4 4 4 3 4 23 

Resp.85 4 4 3 4 3 4 22 

Resp.86 3 3 3 3 3 3 18 

Resp.87 3 3 3 4 3 3 19 

Resp.88 4 4 4 4 4 4 24 



 

 

 
 

Resp.89 5 5 4 4 4 4 26 

Resp.90 3 3 3 4 4 3 20 

Resp.91 4 4 3 4 4 3 22 

Resp.92 4 4 4 4 4 4 24 

Resp.93 4 4 4 4 4 2 22 

Resp.94 3 3 3 3 3 3 18 

Resp.95 3 3 3 4 3 3 19 

Resp.96 4 4 4 4 4 4 24 

Resp.97 5 5 4 4 4 4 26 

Resp.98 3 3 4 3 3 4 20 

Resp.99 4 4 4 4 4 4 24 

Resp.100 4 4 4 4 4 4 24 

Resp.101 3 3 3 4 4 3 20 

Resp.102 4 4 3 4 4 3 22 

Resp.103 4 4 4 4 4 4 24 

Resp.104 4 4 4 4 4 4 24 

Resp.105 2 2 2 3 2 2 13 

Resp.106 4 4 4 4 4 2 22 



 
 

 
 

Resp.107 4 4 5 5 5 5 28 

Resp.108 3 5 5 5 5 5 28 

Resp.109 4 5 5 5 3 3 25 

Resp.110 4 4 4 5 4 4 25 

Resp.111 4 5 4 4 4 4 25 

Resp.112 4 3 4 4 4 3 22 

Resp.113 4 4 4 4 4 4 24 

Resp.114 4 4 3 4 3 3 21 

Resp.115 3 4 2 4 3 2 18 

Resp.116 5 4 3 4 3 4 23 

Resp.117 4 5 4 5 4 4 26 

Resp.118 4 5 3 4 3 4 23 

Resp.119 5 4 4 4 3 3 23 

Resp.120 4 4 4 4 3 4 23 

Resp.121 5 5 4 4 4 4 26 

Resp.122 4 4 4 5 4 3 24 

Resp.123 4 5 4 4 4 3 24 

Resp.124 4 4 3 4 4 3 22 



 

 

 
 

Resp.125 5 4 5 4 4 4 26 

Resp.126 4 5 3 4 3 2 21 

Resp.127 5 4 5 5 4 3 26 

Resp.128 4 5 4 4 4 4 25 

Resp.129 4 4 5 5 3 3 24 

Resp.130 5 4 4 4 4 4 25 

 



Lampiran 8. Tabulasi Variabel Brand Loyalty (Y) 

 

 
 

 

Resp. Y1.1 Y1.2 Y1.3 Y1.4 Y1.5 Y1.6 Y1.7 Y1.8 Y1.9 Y1.10 TOTAL Y1 

Resp.1 4 4 4 4 4 4 4 3 4 3 38 

Resp.2 4 4 3 3 4 3 4 5 5 3 38 

Resp.3 4 4 3 3 4 3 5 4 4 4 38 

Resp.4 4 4 4 4 4 3 4 4 4 4 39 

Resp.5 4 4 3 3 4 3 3 4 3 2 33 

Resp.6 4 4 4 4 4 3 2 2 5 4 36 

Resp.7 4 4 3 3 4 3 4 5 5 3 38 

Resp.8 4 4 3 3 3 3 3 3 3 3 32 

Resp.9 3 4 4 4 3 4 4 5 4 3 38 

Resp.10 3 4 4 4 3 4 3 3 4 4 36 

Resp.11 3 4 4 4 4 4 4 4 5 3 39 

Resp.12 4 4 3 3 3 3 4 4 4 4 36 

Resp.13 3 4 3 3 4 3 4 4 4 4 36 

Resp.14 4 4 2 2 5 3 4 5 4 4 37 

Resp.15 3 5 4 4 3 4 4 4 4 4 39 

Resp.16 3 4 4 4 3 4 4 4 4 4 38 



 

 

 
 

Resp.17 3 3 3 3 4 3 3 3 3 3 31 

Resp.18 3 4 3 3 4 3 4 4 4 3 35 

Resp.19 4 4 3 3 3 3 5 4 5 2 36 

Resp.20 4 4 3 3 4 3 4 4 4 4 37 

Resp.21 3 4 4 4 3 4 4 4 4 4 38 

Resp.22 4 4 2 2 2 3 3 4 4 3 31 

Resp.23 4 4 3 3 3 3 4 4 4 4 36 

Resp.24 3 3 3 3 4 3 4 3 3 4 33 

Resp.25 3 4 2 2 2 3 4 3 3 4 30 

Resp.26 3 4 3 3 4 3 3 4 4 3 34 

Resp.27 4 4 4 4 4 4 4 4 4 4 40 

Resp.28 4 4 4 4 4 3 2 4 3 5 37 

Resp.29 3 4 4 4 3 4 5 5 5 5 42 

Resp.30 3 4 4 4 3 4 4 4 4 3 37 

Resp.31 4 4 3 3 4 3 4 4 4 4 37 

Resp.32 3 4 4 4 3 4 4 4 5 4 39 

Resp.33 4 4 3 3 3 3 4 4 4 4 36 

Resp.34 4 4 4 4 2 4 3 3 3 3 34 



 
 

 
 

Resp.35 4 5 2 2 4 3 4 4 4 5 37 

Resp.36 4 5 3 3 4 3 5 4 3 4 38 

Resp.37 4 4 2 2 5 3 4 3 5 4 36 

Resp.38 4 4 3 3 3 3 5 5 5 4 39 

Resp.39 3 4 4 4 3 3 4 3 5 5 38 

Resp.40 3 3 3 3 4 3 3 4 4 3 33 

Resp.41 3 4 3 3 4 3 4 4 5 3 36 

Resp.42 3 4 4 4 4 4 4 3 3 3 36 

Resp.43 4 4 3 3 4 3 4 4 4 4 37 

Resp.44 3 4 4 4 3 4 3 3 4 3 35 

Resp.45 4 4 2 2 2 3 5 5 5 3 35 

Resp.46 3 5 4 4 3 4 3 4 5 4 39 

Resp.47 4 4 4 4 5 4 4 4 4 4 41 

Resp.48 4 4 4 4 5 4 4 3 3 4 39 

Resp.49 4 5 4 4 5 4 5 5 5 5 46 

Resp.50 5 5 5 5 5 5 4 4 4 4 46 

Resp.51 4 4 3 3 4 3 5 4 5 3 38 

Resp.52 4 4 3 3 4 3 4 4 4 4 37 



 

 

 
 

Resp.53 3 5 4 4 3 4 5 4 5 4 41 

Resp.54 3 5 4 4 3 4 5 5 5 5 43 

Resp.55 5 5 4 4 5 4 2 4 4 2 39 

Resp.56 5 5 4 4 5 4 5 5 5 3 45 

Resp.57 4 4 3 3 3 3 4 3 5 5 37 

Resp.58 5 5 5 5 5 5 5 5 5 5 50 

Resp.59 4 4 3 3 3 3 4 4 3 4 35 

Resp.60 4 5 3 3 3 5 3 2 5 5 38 

Resp.61 4 3 3 3 3 3 3 5 5 4 36 

Resp.62 4 5 4 4 3 4 4 4 4 4 40 

Resp.63 4 4 4 4 5 4 4 5 4 5 43 

Resp.64 4 4 3 3 3 3 5 5 4 5 39 

Resp.65 4 4 4 4 5 4 3 4 3 4 39 

Resp.66 2 3 3 3 4 3 4 5 5 4 36 

Resp.67 3 5 4 4 3 4 3 4 3 3 36 

Resp.68 4 4 3 3 4 3 5 4 3 4 37 

Resp.69 4 4 4 4 5 4 4 4 4 4 41 

Resp.70 4 4 3 3 4 3 3 3 4 2 33 



 
 

 
 

Resp.71 4 5 4 4 3 4 5 5 5 4 43 

Resp.72 5 4 4 4 4 4 4 4 4 4 41 

Resp.73 4 4 4 4 5 4 4 4 4 2 39 

Resp.74 3 4 4 4 3 4 5 5 5 5 42 

Resp.75 5 5 5 5 5 5 4 3 5 5 47 

Resp.76 4 4 4 4 3 4 5 4 5 5 42 

Resp.77 5 5 5 5 5 5 5 5 5 3 48 

Resp.78 5 5 4 4 4 4 4 4 4 4 42 

Resp.79 4 5 4 4 3 4 4 4 4 4 40 

Resp.80 4 5 4 4 3 4 5 5 5 5 44 

Resp.81 2 5 3 4 4 4 5 5 5 5 42 

Resp.82 4 4 4 4 4 4 4 4 4 4 40 

Resp.83 4 5 4 4 5 4 4 3 5 4 42 

Resp.84 4 5 5 5 5 5 2 4 3 4 42 

Resp.85 5 5 4 4 5 4 3 3 3 4 40 

Resp.86 4 4 4 4 4 4 3 3 3 3 36 

Resp.87 5 5 4 4 5 4 4 4 4 5 44 

Resp.88 4 4 4 4 4 4 4 4 4 4 40 



 

 

 
 

Resp.89 5 5 4 4 5 4 5 4 5 4 45 

Resp.90 5 5 4 4 5 4 4 4 4 4 43 

Resp.91 5 4 3 3 3 3 4 5 4 5 39 

Resp.92 4 4 5 5 3 5 4 4 4 5 43 

Resp.93 4 4 4 4 4 4 4 4 4 3 39 

Resp.94 4 5 5 4 4 4 4 3 5 4 42 

Resp.95 5 4 5 5 4 5 4 4 3 5 44 

Resp.96 5 4 5 4 5 5 5 4 5 4 46 

Resp.97 5 4 4 3 5 5 4 4 5 4 43 

Resp.98 4 4 5 4 4 4 5 4 5 5 44 

Resp.99 4 4 4 4 5 4 4 3 5 5 42 

Resp.100 4 4 4 4 5 4 3 3 4 5 40 

Resp.101 4 4 4 4 4 4 4 4 4 3 39 

Resp.102 4 4 4 4 4 4 4 4 4 4 40 

Resp.103 4 4 4 4 4 4 5 4 5 5 43 

Resp.104 5 5 5 5 5 4 3 4 4 3 43 

Resp.105 4 5 3 3 4 3 5 5 5 5 42 

Resp.106 4 4 3 5 5 3 5 4 5 5 43 



 
 

 
 

Resp.107 3 3 4 4 4 3 5 5 5 5 41 

Resp.108 3 3 3 3 3 3 5 5 5 5 38 

Resp.109 4 4 4 4 4 5 5 5 5 5 45 

Resp.110 4 4 3 3 5 4 4 4 4 4 39 

Resp.111 4 3 5 4 5 5 4 4 4 4 42 

Resp.112 4 4 5 5 3 3 4 4 4 3 39 

Resp.113 3 3 3 3 4 5 5 4 5 5 40 

Resp.114 4 4 3 3 5 3 4 4 5 5 40 

Resp.115 3 4 4 4 4 3 4 5 5 5 41 

Resp.116 4 3 5 5 4 4 4 3 3 4 39 

Resp.117 4 4 5 5 5 4 5 4 4 4 44 

Resp.118 3 4 2 3 3 3 3 3 4 4 32 

Resp.119 4 4 5 4 5 5 4 4 4 4 43 

Resp.120 4 3 4 5 3 5 4 4 5 5 42 

Resp.121 4 4 4 4 5 3 5 4 5 4 42 

Resp.122 2 2 4 3 4 4 5 5 4 3 36 

Resp.123 4 4 4 4 4 5 3 4 3 3 38 

Resp.124 4 4 5 5 4 5 4 4 3 3 41 



 

 

 
 

Resp.125 4 4 4 4 4 5 4 5 5 5 44 

Resp.126 4 4 4 4 4 5 5 5 5 5 45 

Resp.127 3 3 4 4 4 4 4 4 4 4 38 

Resp.128 3 4 5 5 4 5 4 4 4 5 43 

Resp.129 4 5 5 5 4 4 5 5 5 3 45 

Resp.130 5 5 4 4 4 5 4 4 4 4 43 

 



Lampiran 9. Uji Reliabilitas 

 

 
 

1. Uji Validitas Variabel Brand Image (X1) 



 

 

 
 

2. Uji Validitas Variabel Brand Trust (X2) 



 
 

 
 

3. Uji Validitas Variabel Garansi (X3)  



 

 

 
 

 

 

4. Uji Validitas Variabel Brand Loyalty (Y) 

Correlations 

 Y.1 Y.2 Y.3 Y.4 Y.5 Y.6 Y.7 Y.8 Y.9 Y.10 TOTAL  

Y.1 Pearson 

Correlation 
1 ,420** ,249** ,210* ,412** ,252** -,017 -,042 -,039 ,019 ,461** 

Sig. (2-tailed)  ,000 ,004 ,017 ,000 ,004 ,852 ,632 ,664 ,826 ,000 

N 130 130 130 130 130 130 130 130 130 130 130 

Y.2 Pearson 

Correlation 
,420** 1 ,198* ,248** ,123 ,222* ,020 ,011 ,107 ,057 ,430** 

Sig. (2-tailed) ,000  ,024 ,004 ,162 ,011 ,817 ,900 ,224 ,521 ,000 

  
N 130 130 130 130 130 130 130 130 130 130 130 



 
 

 
 

Y.3 Pearson 

Correlation 
,249** ,198* 1 ,906** ,307** ,715** ,035 -,003 -,002 ,085 ,684** 

Sig. (2-tailed) ,004 ,024  ,000 ,000 ,000 ,696 ,972 ,980 ,334 ,000 

N 130 130 130 130 130 130 130 130 130 130 130 

Y.4 Pearson 

Correlation 
,210* ,248** ,906** 1 ,268** ,654** ,023 -,003 ,005 ,140 ,676** 

Sig. (2-tailed) ,017 ,004 ,000  ,002 ,000 ,791 ,977 ,959 ,111 ,000 

N 130 130 130 130 130 130 130 130 130 130 130 

Y.5 Pearson 

Correlation 
,412** ,123 ,307** ,268** 1 ,261** ,007 -,024 ,010 ,031 ,480** 

Sig. (2-tailed) ,000 ,162 ,000 ,002  ,003 ,936 ,787 ,907 ,728 ,000 

  
N 130 130 130 130 130 130 130 130 130 130 130 



 

 

 
 

Y.6 Pearson 

Correlation 
,252** ,222* ,715** ,654** ,261** 1 ,049 ,011 ,042 ,176* ,658** 

Sig. (2-tailed) ,004 ,011 ,000 ,000 ,003  ,579 ,904 ,639 ,045 ,000 

N 130 130 130 130 130 130 130 130 130 130 130 

Y.7 Pearson 

Correlation 
-,017 ,020 ,035 ,023 ,007 ,049 1 ,527** ,492** ,321** ,480** 

Sig. (2-tailed) ,852 ,817 ,696 ,791 ,936 ,579  ,000 ,000 ,000 ,000 

N 130 130 130 130 130 130 130 130 130 130 130 

Y.8 Pearson 

Correlation 
-,042 ,011 -,003 -,003 -,024 ,011 ,527** 1 ,354** ,153 ,377** 

Sig. (2-tailed) ,632 ,900 ,972 ,977 ,787 ,904 ,000  ,000 ,082 ,000 

N 130 130 130 130 130 130 130 130 130 130 130 



 
 

 
 

Y.9 Pearson 

Correlation 
-,039 ,107 -,002 ,005 ,010 ,042 ,492** ,354** 1 ,320** ,441** 

Sig. (2-tailed) ,664 ,224 ,980 ,959 ,907 ,639 ,000 ,000  ,000 ,000 

N 130 130 130 130 130 130 130 130 130 130 130 

Y.10 Pearson 

Correlation 
,019 ,057 ,085 ,140 ,031 ,176* ,321** ,153 ,320** 1 ,467** 

Sig. (2-tailed) ,826 ,521 ,334 ,111 ,728 ,045 ,000 ,082 ,000  ,000 

N 130 130 130 130 130 130 130 130 130 130 130 

TOT

AL 

Pearson 

Correlation 
,461** ,430** ,684** ,676** ,480** ,658** ,480** ,377** ,441** ,467** 1 

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

N 130 130 130 130 130 130 130 130 130 130 130 



Lampiran 10.  Uji Reliabilitas 

 
 

1. Variabel Brand Image (X1) 

Case Processing Summary 

 N % 

Cases 

Valid 130 100.0 

Excludeda 0 .0 

Total 130 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 

 

 

 

2. Variabel Brand Trust (X2) 

Case Processing Summary 

 N % 

Cases 

Valid 130 100.0 

Excludeda 0 .0 

Total 130 100.0 

Reliability Statistics 

Cronbach's Alpha N of Items 

.808 6 



 
 

 
 

a. Listwise deletion based on all variables in the 

procedure. 

3. Variabel Garansi (X3) 

Case Processing Summary 

 N % 

Cases 

Valid 130 100.0 

Excludeda 0 .0 

Total 130 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

.874 6 

Reliability Statistics 

Cronbach's Alpha N of Items 

.874 6 



Lampiran 11.  Uji Asumsi Klasik 

 

 
 

1. Uji Normalitas 

 

 

  

One-Sample Kolmogorov-Smirnov Test 

 Unstandardized 

Residual 

N 130 

Normal Parametersa,b 

Mean 0E-7 

Std. Deviation 2,84870373 

Most Extreme Differences 

Absolute ,098 

Positive ,098 

Negative -,042 

Kolmogorov-Smirnov Z 1,115 

Asymp. Sig. (2-tailed) ,167 

a. Test distribution is Normal. 

b. Calculated from data. 



 
 

 
 

Uji Normalitas Histogram & Plot



 

 

 
 

 

2. Uji Multikolineritas 

Coefficientsa 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

T Sig. Correlations Collinearity 

Statistics 

B Std. Error Beta Zero-order Partial Part Tolerance VIF 

1 

(Constant) 13,567 2,981  4,551 ,000      

TOTAL_X1 ,638 ,077 ,570 8,335 ,000 ,571 ,596 ,563 ,974 1,027 

TOTAL_X2 ,289 ,072 ,273 4,029 ,000 ,220 ,338 ,272 ,993 1,007 

TOTAL_X3 ,195 ,079 ,168 2,456 ,015 ,238 ,214 ,166 ,979 1,021 

a. Dependent Variable: TOTAL_Y 

 



 

 
 

3. 3. Uji Autokorelasi 

 

Model Summaryb 

Model R R Square Adjusted R Square Std. Error of the 

Estimate 

Durbin-Watson 

1 ,653a ,426 ,412 2,88242 1,636 

a. Predictors: (Constant), TOTAL_X3, TOTAL_X2, TOTAL_X1 

b. Dependent Variable: TOTAL_Y 

 

 

 

 



 

 
 

4. Uji Heteroskedastisitas 

Uji Heteroskedastisitas Plot 

Coefficientsa 

 Unstandardized 

Coefficients 

Standardized 

Coefficients 

T Sig. 

B Std. Error Beta 

1 (Constant) 13.567 2.981  4.551 .000 

TOTAL_X1 .638 .077 .570 8.335 .000 

TOTAL_X2 .289 .072 .273 4.029 .000 

TOTAL_X3 .195 .079 .168 2.456 .015 

a. Dependent Variable: TOTAL_Y 



 
 

 
 

1. UJI t 

  

 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) 19.298 6.695  2.882 .005   

Perceived 

Organizational Support 

.352 .160 .220 2.193 .031 .998 1.002 

Quality Of Work Life .494 .217 .229 2.278 .025 .998 1.002 

a. Dependent Variable: Organizatinal Citizenship Behavior 



 

 
 

2. UJI F 

 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 776.350 3 258.783 31.147 .000b 

Residual 1046.850 126 8.308   

Total 1823.200 129    

a. Dependent Variable: TOTAL_Y 

b. Predictors: (Constant), TOTAL_X3, TOTAL_X2, TOTAL_X1 

 

 


