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APPENDIX B: DATA TABULATION (PRE-TEST DATA) 

1. Café Atmosphere (X1) 

Respondents 
Cafe Atmosphere (X1) 

Total 
X1.1 X1.2 X1.3 X1.4 X1.5 X1.6 X1.7 X1.8 

1 3 4 4 4 4 3 3 3 28 

2 3 1 4 5 2 3 2 4 24 

3 2 2 3 4 3 4 2 3 23 

4 3 2 2 4 3 4 2 4 24 

5 3 4 2 3 3 3 4 2 24 

6 4 4 3 3 3 4 4 4 29 

7 3 4 2 3 4 1 2 2 21 

8 2 2 2 3 4 4 4 4 25 

9 2 4 3 4 4 4 2 2 25 

10 3 5 3 4 4 4 5 4 32 

11 3 2 4 2 3 2 4 3 23 

12 3 4 2 4 4 4 4 4 29 

13 2 2 4 4 3 4 1 2 22 

14 4 2 2 4 4 5 5 3 29 

15 4 3 4 2 4 3 3 3 26 

16 2 2 4 4 5 5 5 3 30 

17 2 2 4 4 3 4 2 3 24 

18 4 3 4 4 5 5 4 5 34 

19 2 3 3 3 3 3 3 3 23 

20 3 2 3 3 3 3 4 3 24 

21 2 1 3 3 2 3 3 3 20 

22 4 3 5 4 5 3 3 5 32 

23 4 4 4 4 4 5 5 3 33 

24 3 2 4 2 2 4 4 4 25 

25 3 4 2 2 2 3 4 3 23 

26 3 3 5 4 3 2 5 4 29 

27 2 4 4 4 5 4 4 2 29 

28 2 4 4 4 4 5 2 4 29 

29 3 2 5 4 4 4 2 3 27 

30 2 3 1 1 2 3 2 1 15 
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2. Customer Satisfaction (X2) 

Respondents 
Customer Satisfaction (X2) 

Total 
X2.1 X2.2 X2.3 X2.4 X2.5 X2.6 X2.7 X2.8 X2.9 X2.10 

1 3 3 4 2 3 3 3 3 3 4 31 

2 5 5 5 5 4 4 4 5 5 5 47 

3 4 4 3 2 3 3 4 4 4 4 35 

4 5 5 3 3 4 4 5 5 5 5 44 

5 3 4 4 3 4 4 3 4 4 4 37 

6 3 4 4 2 4 4 5 3 3 5 37 

7 3 2 4 3 4 2 3 4 3 4 32 

8 4 4 2 4 2 2 2 4 4 2 30 

9 4 4 3 3 4 4 3 3 4 5 37 

10 3 3 3 2 2 4 3 3 4 4 31 

11 4 3 2 3 3 2 4 3 2 4 30 

12 4 4 3 3 4 3 3 2 4 3 33 

13 4 4 3 3 4 4 3 4 3 4 36 

14 3 4 2 4 4 3 3 4 3 4 34 

15 4 4 4 4 4 4 4 4 4 4 40 

16 4 4 4 4 4 4 4 2 3 3 36 

17 4 4 4 4 4 4 4 4 4 4 40 

18 5 5 5 5 4 4 4 4 4 4 44 

19 2 2 2 3 2 3 3 3 3 2 25 

20 3 2 2 3 3 2 3 3 3 2 26 

21 2 3 3 2 3 3 3 3 4 3 29 

22 1 2 4 1 2 5 3 5 3 4 30 

23 4 5 3 2 2 2 3 4 4 4 33 

24 2 3 4 4 4 2 2 4 4 3 32 

25 2 3 3 4 2 3 4 4 4 3 32 

26 2 4 3 4 4 3 3 2 3 3 31 

27 3 5 3 4 2 4 4 3 4 4 36 

28 3 5 2 3 3 2 2 2 4 2 28 

29 4 4 4 4 2 4 4 4 4 4 38 

30 2 4 2 5 3 4 2 3 4 2 31 
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3. Social Media Marketing on Instagram (X3) 

Respondents 
Social Media Marketing on Instagram (X3) 

Total 
X3.1 X3.2 X3.3 X3.4 X3.5 X3.6 X3.7 X3.8 

1 2 3 3 3 3 4 4 3 25 

2 1 1 3 4 4 5 5 5 28 

3 3 3 3 3 3 3 4 3 25 

4 4 3 4 2 3 2 3 3 24 

5 2 2 3 2 2 2 2 2 17 

6 5 3 2 2 4 4 5 4 29 

7 3 3 2 4 4 3 4 3 26 

8 2 2 4 4 2 2 2 4 22 

9 4 4 5 3 2 2 2 4 26 

10 4 4 4 3 4 2 2 3 26 

11 3 2 3 2 4 4 3 2 23 

12 3 3 4 4 4 3 4 4 29 

13 3 2 4 3 3 4 2 4 25 

14 2 2 3 4 3 4 4 4 26 

15 4 4 4 4 3 3 3 3 28 

16 2 2 3 2 3 3 2 3 20 

17 3 3 4 4 4 3 1 3 25 

18 4 4 4 4 4 4 4 4 32 

19 3 3 3 3 3 3 2 3 23 

20 2 2 3 2 3 3 2 2 19 

21 2 3 2 3 3 2 2 3 20 

22 1 2 2 3 3 1 1 3 16 

23 3 3 5 5 5 3 4 3 31 

24 4 2 4 3 3 2 4 3 25 

25 2 4 2 5 4 4 3 3 27 

26 4 4 4 4 2 3 2 3 26 

27 3 2 2 3 2 3 2 2 19 

28 2 3 4 4 4 5 2 2 26 

29 4 4 4 4 4 4 4 4 32 

30 2 3 1 3 4 2 3 2 20 
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4. Purchasing Intention (Y) 

Respondents 
Purchasing Intention (Y) 

Total 
Y.1 Y.2 Y.3 Y.4 Y.5 Y.6 

1 3 3 3 2 3 2 16 

2 5 4 5 4 5 5 28 

3 4 4 3 2 4 4 21 

4 4 4 3 3 5 5 24 

5 3 3 3 2 3 3 17 

6 5 1 2 3 4 3 18 

7 3 3 4 4 4 4 22 

8 2 2 2 2 2 2 12 

9 5 5 3 3 3 3 22 

10 2 3 2 3 3 4 17 

11 3 2 4 3 2 4 18 

12 4 4 4 3 3 3 21 

13 3 4 5 3 3 2 20 

14 2 3 2 2 3 3 15 

15 4 3 4 3 3 4 21 

16 3 2 4 4 4 3 20 

17 3 4 4 3 4 4 22 

18 4 4 4 4 4 4 24 

19 3 3 3 2 3 3 17 

20 3 2 2 1 3 3 14 

21 3 3 1 2 2 2 13 

22 2 3 1 3 4 3 16 

23 4 4 3 3 4 4 22 

24 3 4 4 2 2 2 17 

25 4 4 4 3 2 3 20 

26 4 3 3 3 3 4 20 

27 3 3 4 3 4 3 20 

28 3 4 3 4 4 2 20 

29 4 4 4 4 4 4 24 

30 2 2 4 3 4 4 19 
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APPENDIX C: DATA TABULATION (MAIN DATA) 

1. Café Atmosphere (X1) 

Respondents 
Cafe Atmosphere (X1) 

Total 
X1.1 X1.2 X1.3 X1.4 X1.5 X1.6 X1.7 X1.8 

1 2 1 2 5 2 2 2 4 20 

2 2 3 1 3 2 1 3 2 17 

3 4 3 3 4 2 2 3 4 25 

4 2 2 3 4 4 4 2 4 25 

5 5 5 2 4 2 2 2 3 25 

6 3 4 3 3 3 3 2 3 24 

7 4 3 1 2 3 3 2 2 20 

8 4 4 3 4 2 2 3 4 26 

9 3 2 5 5 4 3 1 4 27 

10 5 3 4 5 3 4 5 4 33 

11 4 3 3 2 2 1 2 2 19 

12 4 4 5 3 2 3 4 3 28 

13 3 3 4 3 4 4 3 3 27 

14 3 3 3 2 3 2 1 3 20 

15 3 2 3 5 4 4 3 3 27 

16 2 2 2 3 4 2 3 3 21 

17 3 2 4 3 3 2 2 3 22 

18 3 2 5 5 3 2 1 3 24 

19 3 2 5 4 4 4 2 3 27 

20 4 2 4 4 3 3 4 5 29 

21 4 2 4 4 4 4 2 4 28 

22 4 4 3 4 2 2 4 4 27 

23 5 3 3 5 3 3 4 5 31 

24 2 3 1 2 3 4 5 2 22 

25 3 2 2 3 2 3 4 3 22 

26 3 4 3 3 2 2 3 2 22 

27 4 3 2 2 4 2 2 2 21 

28 4 4 3 3 2 2 4 4 26 

29 3 3 3 4 4 3 3 2 25 

30 2 2 3 3 4 1 5 3 23 

31 1 2 5 5 4 3 2 3 25 

32 3 3 2 3 3 3 2 3 22 

33 4 5 4 5 5 3 4 4 34 

34 4 2 4 4 4 4 3 5 30 

35 1 1 5 5 5 5 1 5 28 

36 2 2 4 2 3 2 2 4 21 

37 3 4 3 4 4 2 1 3 24 

38 5 5 2 3 4 3 2 5 29 

39 2 3 3 2 3 4 2 2 21 

40 3 3 4 4 4 4 3 4 29 

41 5 5 4 4 1 1 5 2 27 

42 3 4 2 4 3 4 2 4 26 

43 2 3 5 5 5 3 2 5 30 

44 3 2 4 4 4 3 2 4 26 

45 3 4 3 2 3 3 3 3 24 

46 3 2 3 4 3 2 4 3 24 
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47 1 2 3 4 4 4 2 3 23 

48 4 4 2 3 2 2 3 3 23 

49 3 2 4 4 3 3 2 4 25 

50 3 3 3 3 3 4 3 3 25 

51 3 3 5 3 5 5 2 5 31 

52 5 4 2 4 3 2 2 3 25 

53 4 4 4 4 2 2 2 3 25 

54 4 4 2 4 2 2 2 4 24 

55 4 4 2 4 2 2 2 2 22 

56 4 4 3 3 2 2 2 3 23 

57 4 4 3 4 2 2 2 2 23 

58 4 3 4 4 4 3 2 4 28 

59 3 3 4 4 2 3 2 3 24 

60 2 3 5 2 2 1 2 3 20 

61 4 5 4 4 3 4 4 2 30 

62 3 3 2 2 3 3 3 3 22 

63 2 3 4 4 2 2 2 4 23 

64 3 4 4 4 3 3 2 4 27 

65 3 2 3 4 4 5 3 4 28 

66 2 3 3 3 1 1 2 4 19 

67 4 4 2 4 2 2 3 4 25 

68 4 4 3 4 2 2 2 4 25 

69 4 3 2 3 1 2 2 3 20 

70 3 1 1 3 2 1 3 3 17 

71 5 3 5 4 3 2 2 4 28 

72 3 2 2 3 2 3 2 1 18 

73 4 4 4 4 5 3 2 4 30 

74 4 3 4 4 2 2 2 4 25 

75 4 4 3 3 2 2 2 2 22 

76 4 4 4 5 2 2 4 4 29 

77 4 4 3 3 2 2 2 3 23 

78 4 3 3 3 2 2 3 3 23 

79 4 4 3 4 2 2 2 4 25 

80 1 3 3 2 2 1 2 4 18 

81 4 5 3 4 3 4 4 4 31 

82 3 4 4 4 4 4 4 5 32 

83 5 4 4 5 4 4 4 5 35 

84 2 3 3 4 1 1 2 2 18 

85 4 3 4 4 3 3 3 5 29 

86 2 3 1 2 2 2 2 4 18 

87 4 3 4 4 2 2 3 4 26 

88 4 3 3 2 2 3 2 4 23 

89 4 4 3 3 2 2 4 3 25 

90 4 3 2 1 3 1 2 4 20 

91 4 3 3 3 2 2 4 3 24 

92 4 4 3 3 2 2 4 2 24 

93 4 3 3 4 2 2 3 4 25 

94 4 3 3 4 3 2 2 4 25 

95 4 4 3 4 2 2 3 4 26 

96 4 3 3 4 2 2 3 4 25 

97 4 4 3 4 3 3 4 4 29 

 



C-3 

 

 

2. Customer Satisfaction (X2) 

Respondents 
Customer Satisfaction (X2) 

Total 
X2.1 X2.2 X2.3 X2.4 X2.5 X2.6 X2.7 X2.8 X2.9 X2.10 

1 5 5 5 5 5 5 5 5 5 5 50 

2 3 3 3 2 3 3 3 3 3 3 29 

3 5 5 5 4 1 5 5 5 4 4 43 

4 3 3 3 3 2 3 3 3 3 2 28 

5 3 3 3 2 3 3 3 3 4 3 30 

6 4 3 2 2 1 3 2 1 3 2 23 

7 3 3 2 3 3 2 3 3 4 4 30 

8 4 4 4 4 2 4 4 4 4 4 38 

9 4 5 4 4 1 4 5 5 5 5 42 

10 1 2 3 3 2 3 2 1 3 2 22 

11 5 4 4 5 5 5 4 4 5 5 46 

12 4 4 4 4 2 4 4 4 4 5 39 

13 4 4 3 3 2 3 3 3 4 4 33 

14 2 1 4 3 2 4 3 5 5 4 33 

15 2 2 3 1 4 5 1 3 5 4 30 

16 3 4 5 5 4 3 5 4 3 3 39 

17 4 3 4 3 3 3 3 3 4 4 34 

18 2 2 2 1 3 2 2 2 3 3 22 

19 4 4 4 4 2 4 4 4 4 4 38 

20 4 5 5 4 1 4 4 4 4 4 39 

21 4 4 3 3 2 3 3 3 3 3 31 

22 3 2 3 2 3 2 1 3 2 3 24 

23 3 4 3 2 4 3 3 4 2 4 32 

24 3 3 2 2 3 3 3 3 3 2 27 

25 3 3 3 4 4 4 4 4 4 3 36 

26 5 5 5 4 4 4 4 5 4 4 44 

27 2 2 2 1 2 2 2 2 2 2 19 

28 4 3 4 3 3 4 4 4 4 4 37 

29 2 2 2 3 1 2 2 2 2 1 19 

30 4 4 4 4 4 4 4 4 4 4 40 

31 4 4 4 4 2 4 4 4 5 5 40 

32 3 3 3 3 3 3 3 3 3 3 30 

33 2 2 2 2 2 2 2 2 2 2 20 

34 5 5 5 5 1 5 5 5 5 5 46 

35 2 4 4 3 2 3 4 4 4 4 34 

36 4 4 4 4 3 4 4 4 4 4 39 

37 2 3 2 2 1 4 5 4 5 5 33 

38 3 4 3 2 2 3 3 3 4 3 30 

39 4 2 1 2 3 4 2 3 3 2 26 

40 3 3 3 3 4 2 4 3 2 4 31 

41 4 5 4 5 2 4 4 5 5 5 43 

42 5 5 5 5 1 4 4 5 5 5 44 

43 5 5 5 4 2 4 4 5 4 3 41 

44 4 4 4 4 2 3 4 4 4 4 37 

45 2 2 3 3 3 2 1 4 4 2 26 

46 4 1 2 3 1 2 3 2 5 3 26 



C-4 

 

 

47 2 3 2 3 3 3 4 2 3 2 27 

48 2 2 2 2 4 2 2 2 2 2 22 

49 2 4 3 2 2 3 4 4 4 4 32 

50 4 4 4 4 3 4 4 4 4 4 39 

51 4 3 4 2 3 2 5 5 5 5 38 

52 4 3 3 2 3 4 4 4 5 5 37 

53 4 4 4 4 2 5 5 4 4 4 40 

54 3 2 2 2 4 2 2 2 4 4 27 

55 2 4 4 2 3 3 3 3 3 3 30 

56 3 3 3 2 3 3 3 4 4 4 32 

57 3 3 3 3 2 3 3 4 4 4 32 

58 3 3 3 3 3 3 3 2 4 2 29 

59 4 4 4 3 2 4 4 4 4 4 37 

60 3 3 3 4 5 4 5 4 3 3 37 

61 3 3 3 2 3 3 3 3 4 4 31 

62 2 3 3 2 3 3 3 3 3 3 28 

63 3 4 3 3 3 3 3 3 3 3 31 

64 4 4 4 4 3 4 4 5 5 5 42 

65 3 3 3 3 2 3 4 3 4 4 32 

66 3 3 3 2 2 3 3 3 3 3 28 

67 3 4 3 4 2 3 4 3 4 4 34 

68 3 4 3 3 2 3 4 4 4 4 34 

69 3 4 3 3 3 3 3 3 4 4 33 

70 4 4 4 4 2 4 4 4 4 4 38 

71 3 3 3 2 2 3 4 3 4 4 31 

72 3 3 4 3 2 4 4 3 4 4 34 

73 3 3 3 3 2 4 4 4 4 4 34 

74 4 4 4 2 2 4 4 3 4 4 35 

75 3 3 3 2 3 3 3 3 3 3 29 

76 3 3 3 2 2 3 4 3 3 3 29 

77 3 3 3 2 2 3 4 4 4 4 32 

78 3 3 3 2 2 3 4 3 4 4 31 

79 3 3 3 2 2 2 3 4 4 4 30 

80 3 3 3 2 2 3 4 3 3 3 29 

81 3 3 3 2 2 3 4 4 4 4 32 

82 2 4 3 2 2 2 4 4 4 4 31 

83 4 4 3 2 2 2 4 4 4 4 33 

84 2 4 2 2 4 2 4 2 4 4 30 

85 2 4 2 2 2 2 4 4 5 5 32 

86 2 4 2 2 2 2 4 4 5 5 32 

87 2 4 2 2 2 2 4 3 3 3 27 

88 2 4 4 3 2 4 3 4 3 3 32 

89 3 4 3 2 2 4 4 4 5 5 36 

90 3 4 4 2 1 3 5 4 5 5 36 

91 3 4 2 2 2 3 4 4 4 4 32 

92 3 4 4 3 3 3 4 4 4 4 36 

93 3 4 2 2 2 3 4 4 5 5 34 

94 3 4 2 2 2 3 4 3 4 4 31 

95 3 4 2 2 2 2 5 4 4 4 32 

96 2 3 3 2 2 3 3 3 4 4 29 

97 5 5 5 3 2 5 5 5 5 5 45 
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3. Social Media Marketing on Instagram (X3) 

Respondents 
Social Media Marketing on Instagram (X3) 

Total 
X3.1 X3.2 X3.3 X3.4 X3.5 X3.6 X3.7 X3.8 

1 5 5 5 5 5 5 5 5 40 

2 3 3 3 3 3 3 3 3 24 

3 4 3 5 5 5 3 5 4 34 

4 2 2 3 3 2 2 2 2 18 

5 2 2 3 2 3 2 1 3 18 

6 2 3 1 2 4 1 2 2 17 

7 2 3 3 2 2 1 1 2 16 

8 3 3 3 3 3 4 5 2 26 

9 5 5 5 5 5 5 4 4 38 

10 2 3 2 1 3 3 2 3 19 

11 5 4 5 5 4 4 5 5 37 

12 4 4 4 4 3 4 3 4 30 

13 3 3 3 4 4 5 4 5 31 

14 5 4 2 4 3 5 5 2 30 

15 2 2 3 5 4 3 3 1 23 

16 4 4 5 5 4 4 3 5 34 

17 3 4 3 4 4 3 4 4 29 

18 3 3 3 3 3 3 3 3 24 

19 3 3 4 4 2 2 3 3 24 

20 4 4 4 4 3 4 3 3 29 

21 2 2 3 3 4 4 1 4 23 

22 2 2 2 3 3 3 1 3 19 

23 2 3 3 2 4 4 4 3 25 

24 3 2 3 3 3 2 2 2 20 

25 4 4 4 4 4 4 3 4 31 

26 5 4 5 4 4 5 4 4 35 

27 2 2 2 2 2 2 1 2 15 

28 4 3 4 4 4 4 3 3 29 

29 2 2 2 2 2 2 2 2 16 

30 4 4 4 4 4 4 4 4 32 

31 4 4 4 4 4 4 4 4 32 

32 3 3 3 3 3 3 3 3 24 

33 2 2 2 2 2 2 2 2 16 

34 5 5 5 5 5 5 5 5 40 

35 2 2 4 1 2 3 4 1 19 

36 4 4 4 4 4 4 4 4 32 

37 1 2 3 2 2 2 3 1 16 

38 2 2 3 2 3 2 1 3 18 

39 3 2 5 2 4 3 4 2 25 

40 3 4 3 3 4 2 1 3 23 

41 4 4 4 4 4 4 4 4 32 

42 2 2 2 2 2 2 2 2 16 

43 3 3 4 3 3 3 1 4 24 

44 4 4 4 4 4 4 2 4 30 

45 3 3 4 3 4 4 2 3 26 

46 2 1 3 2 2 2 1 3 16 

47 2 3 3 2 3 2 4 3 22 
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48 2 2 2 2 2 2 2 2 16 

49 2 2 2 2 4 2 2 2 18 

50 3 3 3 3 3 3 3 3 24 

51 3 4 5 5 3 3 5 5 33 

52 4 4 4 4 4 4 4 4 32 

53 4 3 4 4 4 4 3 3 29 

54 2 2 2 2 2 2 2 2 16 

55 2 2 4 3 3 2 3 2 21 

56 2 2 3 3 3 3 2 2 20 

57 2 2 4 3 3 3 2 2 21 

58 3 3 3 3 3 3 2 3 23 

59 4 4 4 4 4 4 1 3 28 

60 2 2 3 1 3 2 3 2 18 

61 2 2 4 3 3 2 3 2 21 

62 2 2 4 3 3 2 2 2 20 

63 2 2 3 3 3 2 2 2 19 

64 4 4 3 3 3 2 3 4 26 

65 2 2 4 3 3 2 3 2 21 

66 2 2 3 3 2 3 4 2 21 

67 2 2 4 3 3 2 3 2 21 

68 2 2 4 3 3 3 3 2 22 

69 2 2 3 3 3 3 3 3 22 

70 4 4 4 4 3 3 4 4 30 

71 2 2 4 3 3 2 3 2 21 

72 3 3 4 2 4 3 2 3 24 

73 3 3 4 3 3 3 2 2 23 

74 3 3 4 4 3 2 2 2 23 

75 2 2 3 4 4 2 2 2 21 

76 3 3 4 4 3 2 2 2 23 

77 3 3 4 4 3 2 2 2 23 

78 3 3 4 4 3 2 3 2 24 

79 2 2 4 3 2 2 2 2 19 

80 3 3 4 3 3 2 2 2 22 

81 3 3 4 3 3 2 2 2 22 

82 2 2 4 2 2 2 2 2 18 

83 2 2 4 4 2 2 2 2 20 

84 2 2 4 4 2 2 2 2 20 

85 3 3 4 2 2 2 2 2 20 

86 3 3 4 3 2 2 2 2 21 

87 3 3 4 4 2 2 2 2 22 

88 2 2 4 3 4 3 2 3 23 

89 2 2 4 3 3 2 2 3 21 

90 2 2 4 3 3 1 1 1 17 

91 2 2 4 3 3 3 2 2 21 

92 2 2 4 3 3 3 3 3 23 

93 2 2 4 3 3 3 2 2 21 

94 2 2 4 3 3 3 3 2 22 

95 2 2 4 3 3 2 2 3 21 

96 2 2 3 3 3 2 2 2 19 

97 5 5 5 5 5 5 3 3 36 
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4. Purchasing Intention (Y) 

Respondents 
Purchasing Intention (Y) 

Total 
Y.1 Y.2 Y.3 Y.4 Y.5 Y.6 

1 5 5 5 5 5 5 30 

2 2 2 2 2 3 3 14 

3 5 5 5 4 4 5 28 

4 2 2 2 2 3 3 14 

5 3 2 3 3 3 3 17 

6 3 1 2 5 2 4 17 

7 3 2 1 2 3 3 14 

8 4 4 4 4 5 4 25 

9 5 4 4 4 5 5 27 

10 1 2 3 3 2 3 14 

11 4 4 5 5 4 5 27 

12 5 4 5 4 4 4 26 

13 3 4 4 5 3 4 23 

14 1 2 4 1 3 4 15 

15 2 2 3 5 3 4 19 

16 3 4 5 4 4 3 23 

17 4 3 4 4 3 4 22 

18 4 3 2 2 3 3 17 

19 4 4 4 4 4 4 24 

20 4 4 4 4 4 4 24 

21 3 3 3 2 4 4 19 

22 3 2 3 2 2 1 13 

23 3 3 2 4 3 4 19 

24 3 2 2 2 3 3 15 

25 3 4 4 4 4 4 23 

26 4 4 5 5 4 5 27 

27 2 2 2 2 2 2 12 

28 3 5 4 3 3 4 22 

29 2 2 2 2 2 2 12 

30 4 4 4 4 4 4 24 

31 4 4 4 4 4 4 24 

32 3 3 3 3 3 3 18 

33 2 2 2 2 2 2 12 

34 5 5 5 5 5 5 30 

35 4 3 2 3 4 4 20 

36 4 4 4 3 4 4 23 

37 3 3 2 2 3 3 16 

38 2 2 2 2 3 3 14 

39 4 1 4 1 4 3 17 

40 3 3 4 1 3 4 18 

41 4 5 4 4 4 4 25 

42 5 2 3 5 4 5 24 

43 4 4 4 5 5 4 26 

44 4 3 4 4 4 4 23 

45 3 4 2 2 2 3 16 

46 1 3 3 4 2 4 17 

47 2 3 2 3 3 2 15 
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48 2 2 2 2 2 2 12 

49 4 3 4 3 3 4 21 

50 4 4 4 4 4 4 24 

51 4 3 4 4 3 5 23 

52 4 4 3 3 4 4 22 

53 4 4 3 4 4 4 23 

54 2 2 2 2 2 3 13 

55 2 3 2 3 3 3 16 

56 3 4 3 3 3 3 19 

57 3 3 2 3 3 3 17 

58 3 3 3 3 3 3 18 

59 4 3 3 4 5 4 23 

60 3 2 2 3 2 3 15 

61 3 3 2 2 3 3 16 

62 3 3 2 2 3 3 16 

63 2 3 2 2 2 3 14 

64 5 5 5 4 4 5 28 

65 3 3 2 2 4 4 18 

66 3 2 2 2 4 4 17 

67 3 3 2 2 4 4 18 

68 3 3 2 2 4 3 17 

69 3 3 3 3 3 3 18 

70 4 4 4 4 4 4 24 

71 3 3 2 2 4 3 17 

72 4 2 3 3 4 4 20 

73 4 3 3 3 4 4 21 

74 4 2 3 3 4 4 20 

75 4 2 2 2 4 3 17 

76 3 2 2 2 4 3 16 

77 4 2 2 2 4 3 17 

78 3 2 2 3 4 4 18 

79 3 2 2 2 4 3 16 

80 3 2 2 2 4 3 16 

81 3 2 2 3 4 4 18 

82 4 2 2 2 4 4 18 

83 4 2 2 2 4 4 18 

84 4 2 2 2 4 4 18 

85 2 2 2 2 4 3 15 

86 2 2 2 2 4 2 14 

87 2 2 2 2 4 3 15 

88 3 2 3 3 3 4 18 

89 3 2 3 3 4 4 19 

90 3 2 3 3 5 4 20 

91 3 2 3 3 4 4 19 

92 3 3 3 3 4 4 20 

93 3 2 3 2 4 4 18 

94 3 3 2 2 4 3 17 

95 3 2 3 2 4 4 18 

96 3 2 2 2 4 3 16 

97 4 4 4 4 4 4 24 
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APPENDIX D: RESEARCH INSTRUMENT TEST (PRE-TEST 

DATA) 

1. Validity test of Café Atmosphere (X1) 

 

2. Reliability test of Café Atmosphere (X1) 
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3. Validity test of Customer Satisfaction (X2) 

 

4. Reliability test of Customer Satisfaction (X2) 
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5. Validity test of Social Media Marketing on Instagram (X3) 

 

6. Reliability test of Social Media Marketing on Instagram (X3) 

 

  



D-4 

 

 

7. Validity test of Purchasing Intention (Y) 

 

8. Reliability test of Purchasing Intention (Y) 
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APPENDIX E: DESCRIPTIVE STATISTIC ANALYSIS 

1. Café Atmosphere (X1) 
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2. Customer Satisfaction (X2) 
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3. Social Media Marketing on Instagram (X3) 
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4. Purchasing Intention (Y) 
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APPENDIX F: CLASSICAL ASSUMPTION TEST 

1. Normality Test 
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2. Multicollinearity Test 

 

3. Heteroscedasticity Test 
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APPENDIX G: REGRESSION ANALYSIS 

1. Multiple Linear Regression Test 

 

2. Coefficient of Determination Test 
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APPENDIX H: HYPOTHESIS TEST 

1. T-test 

 

2. F-test 
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APPENDIX I: RESEARCH PERMISSION LETTER FROM 

NAKAMA BREW GURU PATIMPUS MEDAN 
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APPENDIX J: BARISTA OF NAKAMA BREW GURU 

PATIMPUS MEDAN 
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APPENDIX K: TURNITIN CHECK 

 


