TABLE OF CONTENTS

page
COVER PAGE
TITLE PAGE
DECLARATION OF AUTHENTICITY OF FINAL PAPER AND
UPLOAD AGREEMENT ...ttt I
APPROVAL PAGE BY FINAL PAPER ADVISOR ......c.cccoceiiiiniineneiiennns iii
APPROVAL PAGE BY FINAL PAPER DEFENSE COMMITTEE ............ iv
PANRRSRWRTANC L T .- SR v
ABSTRAK R .............ooeeeeeneneeneeeenneen sglRNOTRNRRCHRTRN AR oo oMo Vi
PREFACE. LS, ............................ i (S OORSNON A ...... % ......... vii
TABLE OF CONTENTS......ootiiieiieseisie ettt X
LIST OF EFGULIESERNNEN................ S s reee ey . W0 s .. Xiv
LISTROF TABLESHRENEL ................ RS ;e ey ... Bl .. XV
INSTOF APPENDICESES. . -............ I Sy ............ Sl Xvii
CHAPTER | INTRODUCTION
1.1 Background of the StUAY .........ccoeeiiiiiiicie e 1
1.2 RroblemIEimitati QR rrrrrrrrrrrgtt oo o R s coe P 0 VTS aitaal e 11
1.3 PigblemiFopmulaion o= a8 B N Mol ol ULl 12
1.4 Objective of The RESEAICN.......cccccieiiieiec e, 13
1.5 Benefit of The ReSEaArCh ..cciiviiiiinr it ssessee e se e 13
1.5.1 Theoretical BENefit ........ccccovviiiiiiii e 13
1.5.2 Practical BeNefit.........ccooviieiiee e 14
CHAPTER Il LITERATURE REVIEW AND HYPOTHESIS
DEVELOPMENT
2.1 Patronage INtENTION ......ccoiiiiiiiiiieie e 15
2.1.1 Definition of Patronage INtention ...........ccceeeeiiiiie s 15
2.1.2 Indicators of Patronage INtention............ccccevveiiiiiie s 16



2.2 Visual MerchandiSiNg .........ccooveieiieiiiiiesisese e 17

2.2.1 Definition of Visual Merchandising ..........cccccocevviiiininiininiccen 17
2.2.2 Indicators of Visual MerchandiSing .........cccccevveveiiienicie e 18
2.3 Self-CONGIUILY ..ocveeiieeiece e 20
2.3.1 Definition of Self-Congruity .........c.ccooeiieieiiiiiineeeee 20
2.3.2 Indicators of Self-Congruity .......cccoooerierieiiiniieie e 21
2.4 Brand FamMiliarity .......cccocoeiiiiiiie e 22
2.4.1 Definition of Brand Familiarity ..........cccocovieiiiiiiiiiiicie e 22
2.4.2 Indicators of Brand Familiarity ..........cccccooeviiineniniiicce 23
2.5 ShoppiNg ValUe ........cooiiiiiiii e 24
2.5.1 Definition of Shopping Value ..........ccceccviviiieiiiie e 24
2.5.2 Indicators of Shopping Value .........cccocoviveiieiiiiciiese e 25
2.6 The Influence of Visual Merchandising on Patronage Intention ................. 26
2.7 The Influence of Self-Congruity on Patronage Intention ..............ccccecvenen. 28
2.8 The Influence of Visual Merchandising on Patronage Intention ................. 30
2.9 The Influence of Visual Merchandising on Patronage Intention ................. 32
2.10 Previous ReSearch.....cccui i i sesite s re e et re s s s 34
2.11 Hypothesis DeVelOpMENL..........cooiiiiiiiiiiiiecieeeee e 35
2.12 ReSEAICH MO ... 36
2.13 Framework of ThInKING ... i i s iiiee e reeie e se s sse e seeas 37

CHAPTER Il RESEARCH METHODOLOGY

3.1 ReESCartT DS, e st aaalP . ......c.eveeeeeeeeenaeeeaes 39
3.2 Population and SamPIe ..........ccceeiiiiiiiieece e 40
3.2, 1 POPUIBLION .ot 40
322 SAMPIE oo 40
3.3 Data Collection Method..........ccooiiiiiiii s 41
3.4 Operational Variable Definition and Variable Measurement....................... 42
3.5 Data Analysis Method ..........ccooiiiiiiiiiiee s 45
3.5.1 Test of Research INStrUMENt..........ccoooveiieiriie e 54
3.5.2  DesCriptive STatiStiCS .....cecvvvieiiiiiiieiie e 55

Xi



3.5.3

HYPOLNESIS TESE ... 56

CHAPTER IV RESEARCH RESULT AND DISCUSSION

4.1 Overview of Matahari Department Store Medan Thamrin............c.cccoce..... 57
4.2 RESEAICN RESUIT ..o 57
4.2.1 DeSCriptive STAtISTIC .....covivieieieieeiieie e 58
4.2.1.1 Characteristics of Respondents.............cccoevevvevviieerearinnnnn 58
4.2.1.2 Overview of Respondents by Age .....ccccevvveveeieiiececiennnn, 58
4.2.1.3 Overview of Respondents by Gender ...........c.ccoovvvvivenennn. 69
4.2.1.4 Overview of Respondents by Last Education .................... 60
4.2.1.5 Respondent’s RESPONSE ......ccccvvvvieiiiieiiiiieiiiieesiiieesiee e 61
4.2.2 Descriptive Variable Analysis ..., 69
4.2.2.1 Respondent’s Response towards Visual Merchandising ...69
4.2.2.2 Respondent’s Response towards Self-Congruity ............... 71
4.2.2.3 Respondent’s Response towards Brand Familiarity .......... 73
4.2.2.4 Respondent’s Response towards Shopping Value ............. 75
4.2.2.5 Respondent’s Response towards Patronage Intention ....... 76
4.2.3 Results of Data Quality TeStiNG........ccccerireriieieeiene e, 78
4.2.3.1 Evaluation of Data Normality ...........cccceeviviiiiiiieiicenen, 80
4.2.3.2 Evaluation of OULHErS ........cocvriiiiiiiiiii e, 81
4.2.3.2.1 Univariate OUtliers.......ccccccoccevvvevvnienienneennn, 81
4.2.3.2.2 Multivariate Outliers...........cccooevvnieiienneinnnn, 82
4.2.3.3 Evaluation of Multicollinearity and Singularity ................ 85
4.2.3.4 Confirmatory Factor Analysis (CFA) .......cccorvniininnnnnn. 86
4.2.3.4.1 Confirmatory Analysis of Exogenous Variables
............................................................................... 86
4.2.3.4.2 Confirmatory Analysis of Endogenous Variables
................................................................................ 88
4.2.3.5 Analysis of Full Structural Modeling ...........cccceeevveiiennnnne, 89

Xii



4.3

4.2.3.6 Reliability TeSt.......ccooieiiiiiiiiiieeee e 92

4.2.4 Result of Hypothesis TeStiNG.........ccceveveeiviieiieie e 93
4.2.4.1 Hypothesis Testing 1 (H1)......ccccvoveieieiiiciinineeieeee 94
4.2.4.2 Hypothesis Testing 2 (H2) .......cccooveiieiiiiiiiieieeee 95
4.2.4.3 Hypothesis Testing 3 (H3)......cceovvveiieieiieiecc e 96
4.2.4.4 Hypothesis Testing 4 (H4) ....cccoovevviieieeieee e, 97

Discussi GHil . ..ot it . B, A .. W . ....................... 98

4.3.1 Analysis of The Overall Model .............cccooviiiiiiiiiiiieceee e, 113

CHAPTERY CONCLUSION

5.1 FCONCIUSIONMEENNNN. ........................... A S CCCSSCOR ... ... 116
5.20 Implicaivaii . ............. ... e ..o LW 117
5.2.1 Theoretical IMpliCatioN..........cccccvveiieiiiiese e 117
5.2.2 Managerial ImMplcation...........coooiiiriiiniinieee e 118
5.2 ReCOMMENTAIION ....cuviiiieiiiieiieieeie ettt 122
REEERENEES............. S . v e ................. ol =i 124

Xiii



Figure 1.1
Figure 1.2
Figure 1.3
Figure 1.4
Figure 1.5
Figure 2.1
Figure 2.2

Figure 3.1
Figure 4.1
Figure 4.2
Figure 4.3
Figure 4.4
Figure 4.5
Figure 4.6
Figure 4.7
Figure 4.8

LIST OF FIGURES

page
Monthly Retail Sales Index in INAONESIA..........cccerereiiriiiiieieeen, 1
Retail Sales Index in Indonesia in 2023...........ccccooiiieninienienesie e, 2
Product arrangement are not placed with proper spacing.................. 6

Product category placement are not placed with proper hierarchy ....6

Product placement are not placed in a proper manner .............cc.c...... 7
ReEsCaiCiiViocclin oo . BV N B ... 36
Framework of ThinKing .........cccoeiiiie i, 37
Flow of Diagram Theoretical Framework ............cccccovevviiicieennenn, 48
Diagram of Respondents DY AQE .......ccooviirieieiene s 59
Diagram of Respondents by Gender ..........cccceveveiieieeinciieieecene, 60
Diagram of Respondents by Last EdUCAtioN..............ccccovrviininnnnnn 61
Confirmatory Analysis of Exogenous Variable ............c.c.ccocoeienn. 87
Confirmatory Analysis of Endogenous Variable ..............ccccceeeene. 88
Full Structural Equation Model ..........ccccooviiiiiiiiniiieeee, 89
Full Structural Equation Model (After Modification) ...................... 91
Full Structural Equation Model ... 113

Xiv



LIST OF TABLES

page
Table 2.1  Summary of Previous ReSearch ..........ccccoccvvveveeieiieene e 34
Table 3.1  Five-Level LIKert SCale ... 43
Table 3.2  Indicator of Operational Variable Visual Merchandising ................ 43
Table 3.3  Indicator of Operational Variable Self-Congruity .............ccccvenniee. 43
Table 3.4 Indicator of Operational Variable Brand Familiarity ...................... 44
Table 3.5  Indicator of Operational Shopping Value ..., 44
Table 3.6 Indicator of Operational Patronage Intention .............cc.ccccevevvennne. 45
Table 3.7  Description of Construct INAICAtOr ..........cccoceviviieiiienieniriie e 47
Table 3.8 Relationship of CONSLIUCE ...........ccceeiieiiiiiiieece e 49
Table 3.9  The Conversion Results into the Equations of the Construct
Measurement MO .......c.coviiiiiiiieeie it et e st e b ea e e 49
Table 3.10  G00dness OF Fit INAEX ......covvieiieiiiiieieiicesie e 53
Table 4.1  ResSpPoNdentS DY AQE ....oooiiiiiiiiiieienie st 58
Table 4.2  Respondents by GENAEr ........cccooviieiieiiiie e 59
Table 4.3  Respondents by Last EAUCALION .........cccovvvirieiieniiieienenicseseeeee 60
Table 4.4  Degree of Assessment of Each Variable .............ccccoeeveiiiiiinen 62
Table 45  Respondent’s Response towards Visual Merchandising ................. 62
Table 4.6  Respondent’s Response towards Self-Congruity .............ccccceeveevennnn 63
Table 4.7  Respondent’s Response towards Brand Familiarity ....................... 65
Table 4.8  Respondent’s Response towards Shopping Value ..............ccoceeene. 66
Table 4.9  Respondent’s Response towards Patronage Intention ..................... 68
Table 4.10 Respondent’s distribution answer towards Visual Merchandising ..69
Table 4.11 Respondent’s distribution answer towards Self-Congruity ............. 71
Table 4.12 Respondent’s distribution answer towards Brand Familiarity ......... 73
Table 4.13 Respondent’s distribution answer towards Shopping Value ........... 75
Table 4.14 Respondent’s distribution answer towards Patronage Intention ...... 76

XV



Table 4.15
Table 4.16
Table 4.17
Table 4.18

Table 4.19
Variables

Table 4.20
Variables

Table 4.21
Table 4.22
Table 4.23
Table 4.24
Table 4.25
Table 4.26
Table 4.27
Table 4.28
Table 4.29
Table 4.30
Table 5.1

G00dNeSS Of Fit INUEX .....c.veveiiiieiiiiieesiee e 80
Test Result of Data Normality .........ccccceeeviiiiiiieiece e 80
Descriptive StatistiCs 0f Z-SCOre ........c.covvviviieieicieiee e 82
Mahalanobis DIStANCE ........cccoverieriiiiieierie e 83

Test of Weight Factor and Factor Loading Value of Exogenous

............................................................................................................. 87
Test of Weight Factor and Factor Loading Value of Endogenous

............................................................................................................. 88
Feasibility Testing INAEX .......ccccoveieiiieiieiecc e 90
Regression Weights Full Structural Equation Model ...................... 90
Feasibility Testing Index (After Modification) ..........c.ccococvvvinennen. 91
Reliability TESt .....ceeciieiie et 93
HypOthesis TeSt RESUIL ........ccoiiiiiiiiiiiieeeee e 93
Visual Merchandising INdIiCators ..........cccccevvvieiierciiie e, 101
Self-Congruity INdiCatOrs ........cccccveveiieriiie e 103
Brand Familiarity INdiCators .........c.ccocvvvviiiiiiiiiiccsicscseceeee 106
Shopping Value INdiCators .........ccccoeieeiiiieiiececcceee e 109
Patronage Intention INICALOrS ...........cccoviviiieneninine e 110
Theohiicalmphica i ane. /. e i e sl oo 117

XVi



LIST OF APPENDICES

APPENDIX A: QUESTIONNAIRE ..o, A-1
APPENDIX B: MAIN DATA TABULATION .....ccooiiiiiiiiiiiici s B-1
APPENDIX C: VALIDITY AND RELIABILITY RESULT .....ccccviiiiiiiiens C-1
APPENDIX D: DESCRIPTIVE STATISTICS RESULT ....ccoiiiiiiiiicee, D-1
APPENDIX E: SPSS 26.0 DATA PROCESS RESULT ..o E-1
APPENDIX F: AMOS 22.0 DATA PROCESS RESULT .....ccoooiviiiiiiiiicns F-1
APPENDIX G: TURNITIN TEST RESULT ...coviiiiiiiiieeeee e G-1

xvii



