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APPENDIX A: QUESTIONNAIRE

Pengaruh Suasana Kafe, Kepuasan Pelanggan,
dan Pemasaran Media Sosial di Instagram
Terhadap Minat Membeli di Nakama Brew Guru

Patimpus Medan

dan Pemasaran Me

Terhadap Minat Membel

Patimpus Medan

Pengaruh Suasana Kafe,
Kepuasan Pelanggan, dan
Pemasaran Media Sosial di
Instagram Terhadap Minat
Membeli di Nakama Brew Guru
Patimpus Medan

Halo semuanya!

Saya Taffia Efenlie, mahasiswa manajemen
perhotelan dari Universitas Pelita Harapan
Medan.

Saat ini saya sedang melakukan penelitian
tentang Pengaruh Suasana Kafe, Kepuasan
Pelanggan, dan Pemasaran Media Sosial di
Instagram Terhadap Minat Membeli di
Nakama Brew Guru Patimpus Medan.

Survei ini akan memakan waktu sekitar 5-7
menit untuk diselesaikan. Data yang
dikumpulkan hanya akan digunakan untuk
tujuan penelitian dan TIDAK akan digunakan
untuk tujuan lain. Data akan dijaga
kerahasiaannya semaksimal mungkin. Saya
akan sangat berterima kasih atas kerja sama
dan bantuan Anda dalam menyelesaikan dan
memberikan umpan balik pada penelitian ini.

Terima kasih atas Kerja sama Anda. J,

taffia.efenlie@gmail.com &

53 Not shar

* Indicates required question

Apakah Anda pernah berkunjung ke Nakama Brew Guru Patimpu

QO
Q Tidak

Next Clear form

Never submit passwords through Google Forms

This content is neither created nor endorsed by Google. Report
Abuse - Terms of Service - Privacy Policy.

Pengaruh Suasana Kafe,
Kepuasan Pelanggan, dan
Pemasaran Media Sosial di
Instagram Terhadap Minat
Membeli di Nakama Brew Guru
Patimpus Medan

taffia.efenlie@gmail.com int &

£3 Not shared

* Indicates required question

Pertanyaan Demografi

Harap isi formulir ini dengan data yang valid.

Jenis kelamin *

O Laki-Laki

(O Perempuan

Usia *
(O <20Tahun

(O 21-25Tahun

(O 26-30Tahun

O >31Tahun

Pekerjaan *
(O Mahasiswa / Pelajar

(O Pegawai Swasta

Back Next Clear form

Never submit passwords through Google Forms

This content is neither created nor endorsed by Google. Report
Abuse - Terms of Service - Privacy Policy.
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Pengaruh Suasana Kafe Terhadap Minat Membeli di Nakama Brew Guru Pengaruh Kepuasan Pelanggan Terhadap Minat Membeli di Nakama

Patimpus Medan Brew Guru Patimpus Medan

Mohon isi data di bawah ini berdasarkan
pengalaman Anda dengan jujur.

Mohon isi data di bawah ini berdasarkan
pengalaman Anda dengan jujur.

Saya merasa ‘welcome’ setiap kali mengunjungi kafe ini.
Pencahayaan di kafe ini terlalu gelap dan menyulitkan untuk berinteraksi *
atau bekerja. 1 2 3 a 5
1 2 3 4 5 sagatTidaksewju = O O O O O sangatsetuju

sangatTidaksetsu O O O O O sangatsetuju

Staf di Nakama Brew Guru Patimpus memberikan informasi yang jelas dan *

bermanfaat tentang menu.
Warna yang digunakan di kafe ini terlalu polos dan tidak terlalu menarik. * i " 3 4 '
p W smgartidakseju O O O O O sangatsewiu
sangatTidaksewsiu O O O O O  sangatservju
Saya selalu senang mengunjungi Nakama Brew Guru Patimpus karena o

‘pengalaman sebelumnya yang konsisten dan baik.
Eksterior kafe ini menarik dan membuat saya ingin masuk ke dalamnya *
1 2 3 a 5
1 2 3 4 5
sangatTidakBergu. ©F OO O ©  sangarsemju

Sangat Tidak Setuju O O O O O Sangat Setuju

Nakama Brew Guru Patimpus adalah tempat favorit saya untuk bersantai  *
dan menikmati kopi
Desain eksterior kafe ini mencerminkan suasana di dalam kafe *
1 2 3 4 5

Sangat Tidak Setuju (105 O @) O Sangat Setuju

1 2 3 4 5

Sangat Tidak Setuju O O O o O Sangat Setuju

Saya merasa kualitas produk yang disajikan di kafe ini tidak konsisten. *

Penataan meja dan kursi di kafe ini memudahkan saya untuk bergerak. *

1 2 3 4 5
! B . 4 5 Sangat Tidak Setuju (@] O @] (@] @] Sangat Setuju
Sangat Tidak Setuju O O O O O Sangat Setuju
Saya sangat puas dengan kel dan kerapian di kafe ini. *
Saya merasa ruangan di kafe ini cukup luas dan tidak pengap * 1 2 3 4 5
1 2 3 4 5 sangatTidakseu O O O O O sangatSeruju

Sangat Tidak Setuju O O O O O Sangat Setuju

Nakama Brew Guru Patimpus dikenal sebagai kafe dengan kualitas yang ~ *
dapat diandalkan

Dekorasi di dalam kafe terlalu polos dan tidak menarik. * 1 2 3 4 5
1 2 3 4 5 sangat Tidaksejn = © O O O O sangatSeruju
Sangat Tidak Setuju (@] O O O O Sangat Setuju

Nakama Brew Guru Patimpus memiliki citra positif di mata saya sebagai  *
pelanggan

Meja dan kursi yang disediakan kafe ini memiliki desain yang unik dan *

nyaman.

1 2 3 4 5

smgatTidaksewu O O O O O sangatSetuju

1 2 3 4 5

Sangat Tidak Setuju o @] O o (@] Sangat Setuju

Saya yakin kafe ini akan terus berkembang dan menjadi lebih baik *

Back Next Clear form 1 2 g 4 5

sangatTidak sty O O O O O sangatsetuju

Saya optimis Nakama Brew Guru akan selalu memenuhi harapan saya *
sebagai pelanggan

1 2 3 a 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Back Next Clear form

Never submit passwords through Google Forms.

This content is neither created nor endorsed by Google. Report
Abuse - Terms of Service - Privacy, Policy




Pengaruh Pemasaran Media Sosial di Instagram Terhadap Minat

Membeli di Nakama Brew Guru Patimpus Medan
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Minat Membel ama Brew Guru P; Medan

Mohon isi data di bawah ini berdasarkan
pengalaman Anda dengan jujur.

Campaign atau konten yang disajikan oleh Nakama Brew menarik "

perhatian saya dan meningkatkan minat saya untuk mengunjungi halaman
Instagram mereka.

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Campaign atau konten yang ditampilkan di Instagram Nakama Brew sering *
kali membuat saya tertarik untuk segera melakukan pembelian.

1 2 3 4 5

sangatTidaksewu = O O O O O sangatsewju

Informasi yang tersedia di Instagram sangat relevan dan selalu sesuai ¢
dengan offline store Nakama Brew Guru Patimpus.

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Instagram Nakama Brew menyediakan konten yang bermanfaat dan berisi *
informasi yang saya butuhkan sebagai pelanggan.

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya selalu dapat menemukan informasi terbaru tentang promosi atau .
acara di Instagram Nakama Brew.

1 2 3 4 S

Sangat Tidak Setuju O O Q O Sangat Setuju

Saya selalu mengetahui informasi atau produk terbaru dari Nakama Brew
Guru Patimpus melalui Instagram.

1 2 3 4 s

Sangat Tidak Setuju @ '© O—C=——L) Sangat Setuju

Postingan yang berhubungan dengan Nakama Brew Guru Patimpus sering
dibagikan oleh teman-teman saya di Instagram.

1 2 3 4 5

Sangat Tidak Setuju Q O (@] ®) O Sangat Setuju

Nakama Brew Guru Patimpus sering mengunggah konten yang menarik ¢
perhatian publik.

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Back Next Clear form

Never submit passwords through Google Forms.

Mohon isi data di bawah ini berdasarkan
pengalaman Anda dengan jujur.

Saya tertarik mengunjungi Nakama Brew Guru Patimpus karena desain ¥
interiornya yang menarik.

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Testimoni dari teman dan keluarga membuat saya tertarik untuk datang ke *
Nakama Brew Guru Patimpus.

1 2 3 “ 5

Sangat Tidak Setuju Ol ® O O Sangat Setuju

Saya iliki keinginan kuat untuk habiskan waktu bersama teman *
atau keluarga di Nakama Brew Guru Patimpus.

1 2 3 4 5

sangatTidaksewu O O O O O sangatsewju

Saya ingin menjadi pelanggan tetap di Nakama Brew Guru Patimpus. *
1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya percaya bahwa Nakama Brew Guru Patimpus memberikan =
pengalaman minum kopi yang memuaskan

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya akan merekomendasikan Nakama Brew Guru Patimpus kepada *
teman-teman saya.

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Back

Clear form

Never submit passwords through Google Forms.
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APPENDIX B: DATA TABULATION (PRE-TEST DATA)

1. Café Atmosphere (X1)

Respondents

S |lo|lg|o|g|st|odwv|lv]|alo|olalolov|lold|d|lo|tlojalov o olo|o|~]|w
_m222222222322222323222332222221
@©
vm_343424242434233335333534342431
™~
vm_322244242544153524343354454222
©
\Uvm_oo34434144424453545333354324543
X
(B}
e T
mvm._423333444434344535332542235442
o
3
e
Mvm_454433334424442444333442244441
2
© ™M
Cvm_443223223342424444333544254451
N
vm_412244424524223223321342434423
—
vm_332334322333244224232443332232
OldlNmt | L|Oo~lo|lo|lold|lNMmt LO|~NlO|lo|O
AN ITIN OI~00 0| g o ddld|ld|ld|d| 9| | dlaN|lN|N|d|N| NN NSO
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2. Customer Satisfaction (X2)

Total

31

47

35

44

37

37

32

30

37

31

30

33

36

34

40

36

40

44

25

26

29

30

33

32

32

31

36

28

38

31

Customer Satisfaction (X2)

X2.10

X2.9

X2.8

Xa.7

X2.6

X2.5

X2.4

X2.3

X2.2

Xa.1

Respondents

10

11

12

13

14

{15

16

17

18

19

20

21

22

23

24

25

26

27

28

29

30
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3. Social Media Marketing on Instagram (Xs)

m585479626639568052390615769620
_m.222212222222222223212132221232
@
vNaoo53324344324443334323333332242
—~
™
X
~ |~
mvmw454325422234243214222144322243
o
o
@ | ©
ﬂvNa453224322243443334332132433542
c
S
vawoo43324422444333344333353422444
=
T |
mvmuoo43222443324344244323353543443
]
M3.
.mvmuoo33432245434434344332254242441
°
[«B}
NN
,.lavmw313323324423224234323232442343
‘©
o
n |
vmu213425324433324234322134243242
O|ld|N| MmO~ |lo|lo|ld|NMd|L]| |~ |O
AN IO~ 0 I d|ldld|ld|ld|d|d9 | 9| dlNlN|lN|lAN|N|N|N| NN »

Respondents
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4. Purchasing Intention ()

Total

16
28
21

24
17
18
22
12
22
17
18
21

20
15
21

20
22
24
17
14
13
16
22

17
20
20
20
20
24
19

Purchasing Intention (YY)

Y1|Y2|Y3|Y4d|Y5|Y6

Respondents

10
Ll
12
13
14
15
16
17
18
19
20
21

22
23
24
25
26
27

28
29
30
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APPENDIX C: DATA TABULATION (MAIN DATA)

1. Café Atmosphere (X1)

Total

20
17
25
25
25
24
20
26
27
33
19
28
27
20
27
21

22
24
27
29
28
27
31

22
22
22
21

26
25
23
25
22
34
30
28
21

24
29
21

29
27
26
30
26
24
24

X1.8

X1.7

X1.6

X1.5

X1.4

Cafe Atmosphere (X1)

X1.3

X1.2

X1l

Respondents

10
L4l
12
13
14
15
16
17
18
19
20
21

22
23
24
25
26
ol
28
29
30
31

32
33
34
35
36
37
38
39
40

41

42

43

44
45

46




C-2

23
23
25
25
31

25
25
24
22
23
23
28
24
20
30
22
23
27

28
19
25
25
20
17
28
18
30
25
22
29
23
23
25
18
31

32

35

18
29
18
26
23
25
20
24
24
25
25
26
25
29

47

48

49

50
51

52

53
54
55
56
57

58
59
60
61

62

63
64

65

66
67

68
69
70
71

12
73
74
75
76
77
78
79
80
81

82

83
84

85

86
87

88
89
90
91

92

93
94

95

96
97
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2. Customer Satisfaction (X2)

Respondents

8 lolo|oml ol olun oo alaloloalvlmlolo|tclolo|al | al~| ol g|o| x| ool olo|o| o | ol m| o o o m| < o ~| o] ©
_m D NI NDND DT NTF| DA PO DN DO N N[O A0 AT O N F| D@ @O N o S| S| || NN
S
AT Y I VT I RN RS S 70 I oNT T T IS IS B o IS I T S B oY e B B N SN IS I NT IS I I Yo o I NI T IS I T Y Y RN IS TN Yo oY I N o)
X
S}
vm_5343434453544553434432234424245325445432554445
@
vm_535331345l443534324433434524244325444333555442
S|~
X|ls|wlomlw|o|m|cn|o| t|w| | | <t oo | oo o | || A o ;o | | o || | st o | o] | | o] o o | | | | | | o
(X
c
1]
2l
...nlavm._5353332443543453324432334424244325344342444322
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=
©
Do
Nvm._5312313212522244332123434423142321231234212231
e
o
2
S|
Cvm._5243223443543315314432224413344325342223554433
@
vm_5353322443443435424533323524244325442313455432
N
vm_5353333452444124324542433523244325443423555421
—
vm_5353343441544223424443333524244325242343455424
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27

22
32

39
38

37

40

27
30
32

32

29
37

37

31

28
31

42

32

28
34
34
33
38
31

34
34
35
29
29
32

31

30
29

32

31

33
30
32

32

27
32

36

36

32

36

34

31

32

29
45

47

48

49

50
51

52

53
54
55
56
57
58
59
60
61

62

63
64
65
66
67

68

69
70

71

72
73
74
75
76
77

78
79
80
81

82

83
84

85

86

87

88
89

90
91

92

93
94
95
96
97
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3. Social Media Marketing on Instagram (Xs)

Respondents
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4. Purchasing Intention ()
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APPENDIX D: RESEARCH INSTRUMENT TEST (PRE-TEST

DATA)

1. Validity test of Café Atmosphere (X1)

Correlations

®1.1 ¥1.2 X1.3 %14 ®1.5 W16 ®1.7 ¥1.8 TOTAL
®1.1 Pearson Correlation 1 196 153 009 214 000 4117 449 527
Sig. (2-tailed) 300 419 064 257 1.000 024 013 003
M 30 30 30 30 30 30 30 30 30
X1.2 Pearson Correlation 196 1 -157 -025 360 -.007 245 -.084 370
Sig. (2-tailed) 300 408 594 050 a72 192 658 044
M an 30 30 30 30 30 30 30 30
¥1.3 Pearson Correlation 153 -157 1 404 307 088 008 1360 4937
Sig. (2-tailed) 419 408 027 099 645 965 050 006
M 30 30 30 30 30 30 30 30 30
¥1.4 Pearson Correlation 009 -025 404 1 448 405 -.062 349 560
Sig. (2-tailed) oG4 B94 027 013 027 745 059 o001
M 30 30 30 30 30 30 30 30 30
X1.5 Pearson Correlation 214 360 307 448" 1 365 243 207 719"
Sig. (2-tailed) 257 050 099 013 047 195 273 000
M 30 30 30 30 30 30 30 30 30
X1.6 Pearson Correlation 000 -.007 088 405 365 1 169 246 A8
Sig. (2-tailed) 1.000 872 645 027 047 372 189 003
N 30 30 30 30 30 30 30 30 30
X7 Pearson Correlation 4117 245 008 -062 243 169 1 291 5597
Sig. (2-tailed) 024 192 065 745 195 372 119 001
M 30 30 30 30 30 30 30 30 30
X1 .8 Pearson Correlation 449 -084 360 349 207 246 291 1 625
Sig. (2-tailed) 013 658 050 059 273 189 119 000
M Eli] 3o a0 30 30 30 30 30 30
TOTAL  Pearson Carrelation 527" 370 4937 5607 719" 5187 5597 625 1
Sig. (2-tailed) 003 044 006 00 000 003 00 .000
M 30 30 30 30 30 30 30 30 30

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

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

2. Reliability test of Café Atmosphere (X1)

Reliability Statistics

Cronbach's
Alpha [ of ltems

651 =




3. Validity test of Customer Satisfaction (X2)

Correlations

%21 ¥2.2 %23 %24 ¥25 ¥26 %27 %2 %29 %210 TOTAL

X2.1 Pearson Correlation 1 6227 259 286 350 088 463 215 357 456 710"

Sig. (2-tailed) 000 166 126 058 642 010 253 053 011 000

N 30 30 30 30 30 30 30 30 30 30 30

X2.2 Pearson Correlation 622" 1 157 4017 250 225 258 042 5717 306 656

Sig. (2-tailed) 000 407 028 184 232 169 824 001 101 000

N 30 30 30 30 30 30 30 30 30 30 30

%2.3 Pearson Correlation 259 57 1 118 3 478" 415 379 252 568" 8727

Sig. (2-tailed) 166 407 532 041 008 023 038 179 001 000

N 30 30 30 30 30 30 30 30 30 30 30

¥2.4 Paarson Correlation 286 4017 119 1 Egg 062 014 039 201 -175 417

Sig. (2-tailed) 126 028 532 131 745 941 836 18 355 024

N 30 30 30 30 30 30 30 30 30 30 30

X2.5 Pearsan Correlation 350 250 374 282 1 133 184 -023 020 336 5037

Sig. (2-tailed) 058 184 041 131 484 33 903 915 069 005

N 10 30 0 10 30 0 30 30 30 10 30

X2.6 Pearson Carrelation [iLE] 225 478" 062 133 1 4417 251 238 488" 565"

Sig. (2-tailed) 642 232 008 745 484 015 181 205 006 001

N 10 30 0 10 30 30 10 30 30 10 30

X2.7 Pearson Correlation 463" 258 415 014 184 441" 1 250 087 645" 633"

Sig. (2-tailed) 010 169 023 541 331 015 183 649 000 000

N 0 30 30 30 30 30 30 30 30 30 30

X2.8 Pearson Correlation 215 042 379’ 039 -023 251 250 1 364" 473" 492"

Sig. (2-tailed) 253 824 039 836 903 81 183 048 008 006

N 30 30 30 30 30 30 0 30 30 30 30

X2.9 Pearson Correlation 357 5717 252 291 020 238 087 364 1 168 5437

Sig. (2-tailed) 053 001 79 118 915 205 649 048 375 002

N 0 30 30 30 30 0 30 30 Ell 30 30

%210  Pearson Correlation 456 306 568 175 336 489" 645" 4737 168 1 718"

Sig. (2-tailed) 011 101 001 355 069 006 000 008 375 000

N 30 30 Ell 30 30 Ell 30 30 30 30 30

TOTAL  Pearson Correlation 710" 656 672" 412 5037 565 633" 4927 5437 718" 1
Sig. (2-tailed) 000 000 000 024 005 001 000 006 002 000

N 30 30 30 30 30 30 30 30 30 30 30

** Correlation is sianificant atthe 0.01 lsvel (2-tailsd).
*. Correlation is significant at the 0.05 level (2-tailed)

4. Reliability test of Customer Satisfaction (X>)

Reliability Statistics

Cronbach's
Alpha M of tems

7490 10




5. Validity test of Social Media Marketing on Instagram (X3)

Correlations

D-3

%31 ¥3.2 ¥3.3 %34 ¥3.5 3.6 ¥3.7 ¥3.8 TOTAL
X3 Pearson Correlation 1 588" 421 -070 052 -026 k] 156 5417
Sig. (2-tailed) 00 020 712 786 893 219 411 002
M 30 30 30 30 30 30 30 30 30
¥3.2 Pearson Correlation 588" 1 267 354 182 -028 018 036 17
Sig. (2-tailed) 0o 154 055 335 883 923 852 003
M 30 30 30 30 30 30 30 30 30
¥3.3 Pearson Correlation 4217 267 1 265 -018 053 -038 314 505
Sig. (2-tailed) 020 154 A57 826 782 844 091 004
M 30 30 30 30 30 30 30 30 30
¥3.4 Pearson Correlation -070 354 265 i 361" 297 206 345 587
Sig. (2-tailed) 712 055 157 050 A1 274 062 o001
M 30 30 30 30 30 30 30 30 30
¥3.5 Pearson Correlation 052 182 018 361 1 416 459" 101 5547
Sig. (2-tailed) 786 335 626 050 022 01 597 002
M 30 30 30 30 30 30 30 30 30
¥3.6 Pearson Correlation 026 028 053 297 416 1 475" 260 556
Sig. (2-tailed) 893 883 782 gk 022 008 165 001
M 30 30 30 30 30 30 30 30 30
X3 Pearson Correlation k]| 018 -038 206 459 475 1 450 6497
Sig. (2-tailed) 219 623 B44 274 o1 008 013 000
N 30 30 30 30 30 30 30 30 30
¥3.8 Pearson Correlation 156 036 314 345 10 260 450 1 &8
Sig. (2-tailed) A1 852 091 062 597 165 013 001
M 30 30 30 30 30 30 30 30 30
TOTAL  Pearson Correlation 5417 5217 505" 587 5547 556 6497 5817 1
Sig. (2-tailed) 002 003 004 001 002 0 000 001
M 30 30 30 30 30 30 30 30 30

** Caorrelation is significant atthe 0.01 level (2-tailed).

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

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

Reliability Statistics

Cronbach's

Alpha

M of tems

686

8




7. Validity test of Purchasing Intention ()
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Correlations
¥.1 ¥Y.2 Y3 Y4 Y.5 Y.6 TOTAL
¥.1 Pearson Correlation 1 a7 325 318 291 356 6647
Sig. (2-tailed) 040 .080 086 1189 054 .000
M 30 30 30 30 30 30 30
¥.2 Pearson Correlation 377 1 346 244 155 127 567
Sig. (2-tailed) 040 061 193 413 504 001
M 30 30 30 30 30 30 30
Y3 Pearson Correlation 325 346 1 A0 212 299 B94”
Sig. (2-tailed) .080 061 .004 261 109 .000
M 30 30 30 30 a0 30 30
Y.4 Pearson Corelation 318 244 A0 1 5477 A5 739
Sig. (2-tailed) 086 183 .004 002 022 .000
M 30 30 30 30 30 30 30
Y5 Pearson Correlation 291 155 212 5477 1 587 B75
Sig. (2-tailed) 119 413 261 002 001 .000
M 30 30 0 30 30 30 30
Y6 Pearson Correlation 356 127 299 415 587 1 1T
Sig. (2-tailed) 054 504 109 022 001 .000
M 30 30 30 30 30 30 30
TOTAL ~ Pearson Correlation 64 5T 64" 739" 675 Gad” 1
Sig. (2-tailed) .000 .001 .000 .000 .000 .000
M 30 30 0 30 a0 0 30

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

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

8. Reliability test of Purchasing Intention (YY)

Reliability Statistics

Cronbach's

Alpha

[ of tems

780




APPENDIX E: DESCRIPTIVE STATISTIC ANALYSIS

1. Café Atmosphere (X1)

E-1

Statistics
%11 1.2 x1.3 x1.4 x1.5 X116 K17 €1.8
M Walid 97 97 97 g7 g7 g7 g7 g7
Missing 0 0 0 0 0 0 0 0
Mean 338 316 3149 3.56 2.82 2.60 2.66 343
Median 4.00 3.00 3.00 4.00 3.00 2.00 2.00 4.00
Mode 4 3 3 4 2 2 2 4
Std. Deviation 873 832 1.014 813 980 9896 967 912
X11
Cumulative
Frequency FPercent Walid Percent Percent
Valid ~ Strongly Disagree 4 4.1 41 41
Disagree 14 14.4 14.4 18.6
Meutral 28 2849 289 474
Agree 43 44.3 443 91.8
Stronaly Agree a8 2 8.2 100.0
Total a7 100.0 100.0
X12
Cumulative
Frequency FPercent  Walid Percent Fercent
Walid Strongly Disagree 3 31 31 31
Disagree 20 206 206 23,
Meutral 38 39.2 392 62.9
Agree 30 30.9 30.9 93.8
Strongly Agree i} 2 6.2 100.0
Total 97 100.0 100.0
X13
Cumulative
Frequency Percent  Walid Percent Percent
Walic Strongly Disagree a 5.2 5.2 5.2
Disagree 17 17.8 17.8 227
Meutral 40 41.2 41.2 63.9
Adree 25 258 258 B9.7
Strongly Agree 10 103 103 100.0
Total a7 100.0 100.0




X1.4

Cumulative
Fregquency Fercent Yalid Percent FPercent
Yalid Strongly Disagree 1 1.0 1.0 1.0
Disagree 13 134 13.4 14.4
Meutral 26 26.8 26.8 412
Agree 45 46.4 46.4 B7.8
Strongly Agree 12 12.4 124 100.0
Total a7 100.0 100.0
X1.5
Cumulative
Frequency Percent  “Walid Percent Percent
Walid Strongly Disagree 4 41 41 41
Disagree 40 41.2 41.2 454
Meutral 7 7.8 7.8 732
Agres 21 216 216 948
Strongly Agree & 5.2 L) 100.0
Total 97 100.0 100.0
X186
Cumulative
Frequency Percent Walid Percent Fercent
Walid Strongly Disagree 10 10.3 103 103
Disagree 42 433 433 A36
Meutral 25 258 258 794
Agree 17 17.5 175 9649
Stronaly Agree 3 3.1 kR 100.0
Taotal g7 100.0 100.0
X7
Cumulative
Frequency Fercent  Valid Percent FPercent
Walid Strongly Disagree g 52 52 5.2
Disagree 48 4495 4495 546
Meutral 23 237 237 T84
Agree 17 17.5 17.48 95.9
Strongly Agree 4 41 41 100.0
Total 97 100.0 100.0
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X1.8
Cumulative
Frequency Fercent  Walid Percent Fercent
Walid Strongly Disagree 1 1.0 1.0 1.0
Disagree 158 155 165 16.5
Meutral 32 33.0 330 455
Agree 39 40.2 402 B9.7
Strongly Agree 10 10.3 103 100.0
Total ar 100.0 100.0
2. Customer Satisfaction (X»)
Statistics
%21 2.2 %2.3 2.4 X256 X2.6 X2.7 %2.8 29 X2.10
1 Valid a7 a7 a7 a7 a7 a7 97 a7 a7 a7
Missing 0 0 i 0 0 0 0 0 0 0
lean 320 346 323 282 2.46 323 358 353 385 a7
Wedian 3.00 4.00 3.00 3.00 2.00 3.00 4.00 4.00 4.00 4.00
lode 3 4 3 2 2 3 4 4 4 4
Std. Deviation 909 802 a1 890 925 860 434 914 833 835
X241
Cumulative
Frequency Fercent  Valid Percent Percent
Walid Strongly Disagree 1 1.0 1.0 1.0
Disaqgree 21 21.6 21.6 227
Meutral 4 423 423 64.9
Agree 26 26.8 268 91.8
Strongly Agree 2 .2 2 100.0
Total 97 100.0 100.0
X2.2
Cumulative
Frequency Percent  Walid Percent Percent
Walid Strongly Disagree 2 21 21 21
Disagree 11 11.3 113 134
Meutral 34 351 3581 48.5
Agree 40 41.2 41.2 897
Strongly Agree 10 10.3 103 100.0
Total 97 100.0 100.0




X23
Cumulative
Frequency — Percent  Valid Percent Percent
Walid Strongly Disagree 1 1.0 1.0 1.0
Disagree 20 20.6 20.6 21.6
Meutral 41 42.3 42.3 63.9
Agree 26 26.8 26.8 90.7
Strongly Agree g 9.3 9.3 100.0
Total g7 100.0 100.0
X2.4
Cumulative
Frequency Percent  Valid Percent Percent
Walid Strongly Disagree 3 31 31 KR
Disagree 42 43.3 43.3 46.4
Meutral 7 27.8 27.8 74.2
Agree 19 19.6 19.6 938
Strongly Agree i} 6.2 6.2 100.0
Total g7 100.0 100.0
X2.5
Curmnulative
Frequency Percent = Valid Percent Percent
Walid Strongly Disagree 10 10.3 103 10.3
Disagree 48 495 445 59.8
Meutral 26 26.8 26.8 86.6
Agree 10 10.3 10.3 96.9
Strongly Agree 3 31 3l 100.0
Total a7 100.0 100.0
X286
Cumulative
Frequency Percent  Valid Percent Percent
Walid Disagree 20 206 206 206
Meutral 42 433 43.3 63.9
Agree 28 289 28.9 92.8
Strongly Agree T 7.2 7.2 100.0
Total g7 100.0 100.0

E-4
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xX27
Cumulative
Frequency — Percent  Valid Percent Percent
Walicl Strongly Disagree 3 31 31 31
Disagree 9 9.3 893 124
Meutral 26 26.8 26.8 39.2
Agree 47 48.5 48.5 87.6
Strongly Agree 12 12.4 12.4 100.0
Total g7 100.0 100.0
X238
Cumulative
Frequency Percent  Walid Percent Percent
Walicl Strongly Disagree 2 21 21 21
Disagree 10 103 103 12.4
Meutral 32 330 330 454
Agree 4 423 423 87.6
Strongly Agree 12 12.4 12.4 100.0
Total 97 100.0 100.0
X2.9
Cumulative
Frequency Fercent  Valid Percent Percent
Walid Disagree 7 72 7.2 T2
Meutral 21 216 21.6 289
Agree 49 50.5 50.5 79.4
Strongly Agree 20 206 20.6 100.0
Total a7 100.0 100.0
X2.10
Cumulative
Frequency Percent  Walid Percent Percent
Valid Strongly Disagree 1 1.0 1.0 1.0
Disagree 11 11.3 11.3 12.4
Mevtral 21 216 218 34.0
Agree 45 47.4 47 .4 81.4
Strongly Agree 18 18.6 18.6 100.0
Total 97 100.0 100.0




3. Social Media Marketing on Instagram (X3)
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Statistics
3.1 X3.2 X3.3 X34 X35 M3 6 X37 X38
i Walid a7 97 a7 g7 a7 97 g7 g7
Missing 0 0 0 0 0 0 0 0
Mean 280 280 348 3.20 316 2.84 2.68 2.74
Median 3.00 3.00 4.00 3.00 3.00 3.00 2.00 2.00
Mode 2 2 ! 3 N 2 2 2
Std. Deviation 475 808 .B52 OE4 812 1.007 1.085 ag2
X3.1
Cumulative
Frequency Percent Yalid Percent Percent
Valid Strongly Disagree 1 1.0 1.0 1.0
Disagree 47 48.5 48.5 49.5
Meutral 26 26.8 26.8 76.3
Agree 16 16.5 (] 928
Strongly Agree 7 7.2 7.2 100.0
Total 97 100.0 100.0
X3.2
Cumulative
Frequency Percent  Walid Percent Fercent
Walid Strongly Disagree 1 1.0 1.0 1.0
Disagree 44 454 454 46.4
Meutral 29 299 299 76.3
Adree 19 19.6 19.6 §5.9
Strongly Agree 4 4.1 4.1 100.0
Total a7 100.0 100.0
X3.3
Cumulative
Frequency Percent  Walid Percent Percent
Walid Strongly Disagree 1 1.0 1.0 1.0
Disagree 10 10.3 103 11.3
Meutral 28 2849 289 402
Agree 48 49.5 495 887
Strongly Agree 10 10.3 103 100.0
Total g7 100.0 100.0
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X34
Cumulative
Frequency Percent  Walid Percent Percent
Walic Strongly Disagree 3 31 31 31
Disagree 19 19.6 19.6 227
Meutral 40 41.2 41.2 £3.9
Agree 26 26.8 26.8 90.7
Strongly Agree g 9.3 9.3 100.0
Total ar 100.0 100.0
X35
Cumulative
Frequency Percent  Valid Percent Percent
Yalid Disagree 20 20.6 20.6 20.6
Meutral 46 47.4 47.4 68.0
Agree 26 26.8 26.8 b4.8
Strongly Agree i 52 5.2 100.0
Total a7 100.0 100.0
X3.6
Cumulative
Frequency Fercent Walid Percent FPercent
Walid Strongly Disagree 3 3 ER 31
Disagree 42 433 433 46.4
Meutral 27 278 278 742
Agree 18 18.6 18.6 92.8
Strongly Agree 7 7.2 7.2 100.0
Total 97 100.0 100.0
X3.7
Cumulative
Freguency Percent  Valid Percent Percent
Walid Strongly Disagrees 11 11.3 113 11.3
Disagreea 38 39.2 38.2 50.5
Meutral 26 26.8 26.8 773
Agres 15 15.5 16.5 928
Strongly Agree 7 7.2 7.2 100.0
Total a7 100.0 100.0




X3.8
Cumulative
Frequency Percent  Walid Percent Fercent
Walid Stronaly Disagree 4 41 41 41
Disagree 45 46.4 46.4 a50.5
MNeutral 26 26.8 26.8 77.3
Agree 16 16.5 16.5 938
Strongly Agree 5] 6.2 6.2 100.0
Total 97 100.0 100.0
4. Purchasing Intention (Y)
Statistics
¥ ¥.2 ¥.3 .4 .5 V.6
M Walid g7 97 a7 ar a7 97
Missing 0 0 0 0 0 0
Mean 3.25 2.89 2.94 2.96 3.55 359
Median 3.00 3.00 3.00 3.00 4.00 4.00
Mode 3 2 2 2 4 4
Std. Deviation 813 978 1.019 1.060 804 787
Y.
Cumulative
Frequency Percent “Yalid Percent Fercent
Walid Strongly Disagree 3 a1 i 31
Disagree 146 168 16.5 18.6
Meutral 4 42.3 42.3 60.8
Agrae 31 320 320 928
Strongly Agree T, 7.2 2 100.0
Total 97 100.0 100.0
Y-2
Cumulative
Frequency Percent  Walid Percent Percent
Walid Strongly Disagree 2 21 21 21
Disagree 40 41.2 412 433
Meutral 28 289 28.9 722
Agree 21 216 216 938
Strongly Agree 5] 6.2 6.2 100.0
Total g7 100.0 100.0
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Y.3

Cumulative
Frequency Percent  “alid Percent Percent
Walid Strongly Disagree 1 1.0 1.0 1.0
Disagree 42 433 433 443
Meutral 24 247 247 §9.1
Agree 22 227 227 §1.8
Strongly Agree g 8.2 8.2 100.0
Total ar 100.0 100.0
Y.4
Cumulative
Frequency Percent  Walid Percent Percent
Walid Strongly Disagree 3 31 31 31
Disagree 38 392 39.2 42.3
Meutral 25 258 258 £48.0
Agree 22 227 227 90.7
Strongly Agree 9 9.3 9.3 100.0
Total 97 100.0 100.0
Y.5
Cumulative
Frequency Percent Walid Percent Fercent
Yalid Disagree 12 124 12.4 124
Meutral 27 27.8 27.8 40.2
Agree 51 EG 52.6 928
Strongly Agree T 7.2 7.2 100.0
Total g7 100.0 100.0
Y.6
Cumulative
Frequency Percent  Walid Percent Percent
Valid Strongly Disagree o 1.0 1.0 1.0
Disagree [ 6.2 6.2 7.2
Meutral 34 3541 3541 42.3
Agree a7 48.5 48.5 an.7
Strongly Agree 9 9.3 9.3 100.0

Taotal 97 100.0 100.0
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APPENDIX F: CLASSICAL ASSUMPTION TEST

1. Normality Test

Histogram

Dependent Variable: Purchasing Intention

Mean = 2.04E-15
20 T Std. Dev. = 0.984
M=97

Frequency

Regression Standardized Residual

Normal P-P Plot of Regression Standardized Residual

Dependent Variable: Purchasing Intention
1.0

[k}

0e

04

Expected Cum Prob

02

00 0.2 04 06 0.8 1.0

Observed Cum Prob
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One-Sample Kolmogorov-Smirnov Test

Unstandardiz
ed Residual
N 97
Normal Parameters®® Mean .0000000
Std. Deviation 1.70322275
Most Extreme Differences  Absolute 079
Positive 073
MNegative -.079
Test Statistic 078
Asymp. Sig. (2-tailed) .148°¢
a. Test distribution is Normal.
b. Calculated from data.
c. Lilliefors Significance Correction.
2. Multicollinearity Test
Coefficients”
Standardized
Unstandardized Coeflicients Coefficients CO\IinEaIiW Statistics
Model B Std. Error Beta t Sig. Tolerance VIF
1 (Constant) -4179 1.495 -2.794 006
_Cie Atmosphere 104 i 046 .092 2.260 026 987 1.003
Customer Satisfaction 461 .042 657 10.878 .000 453 2.206
Social Media Marketing 2N 044 .318 5.261 .0o0o 453 2.209
on lnslagram
a. Dependent Variable: Purchasing Intention
3. Heteroscedasticity Test
Coefficients®
Standardized
Unstandardized Coefficients Coefficients

Model B Std. Error Beta t Sig.

1 (Constant) 1.803 944 1.909 059
Cafe Atmosphere -025 029 -.086 -.B46 399
Customer Satisfaction 040 027 226 1.497 138
Social Media Marketing -.051 028 -.279 -1.847 068

on Instagram
a. Dependent Variable: ABS_RES




Regression Studentized Residual

Scatterplot
Dependent Variable: ABS_RES

F-3

1} 1 2

Regression Standardized Predicted Value
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APPENDIX G: REGRESSION ANALYSIS

1. Multiple Linear Regression Test

Coefficients®
Standardized
Unstandardized Coefficients Coefficients

Model B Std. Error Beta t Sig.

1 (Constant) -4.179 1.485 ) -2.7494 006
Cafe Atmosphere 104 .046 .092 2.260 026
Custpmer Satisfaction 461 042 ; 657 10.878 .000
Social Media Marketing 23 044 318 5.261 .000
on Instagram

a. DependentVariable: Purchasing Intention
2. Coefficient of Determination Test
Model Summarf’
Adjusted R Std. Error of
Model R R Square Square the Estimate
1 .920° 846 841 1.730

a. Predictors: (Constant), Social Media Marketing on
Instagram, Cafe Atmosphere, Customer Satisfaction

b. Dependent Variable: Purchasing Intention



APPENDIX H: HYPOTHESIS TEST

H-1

1. T-test
Coefficients”
Standardized
Unstandardized Coefficients Coefficients

Model B Std. Error Beta t Sig.

1 (Constant) N -4179 |  1.485 | -2.7494 006
Cafe Atmosphere 104 .046 .092 2.260 026
CustomerSaﬁsfactiqn 461 .042 s N 657 10.878 .000
Social Media Marketing 23 044 318 5261 000
on Instagram

a. DependentVariable: Purchasing Intention
2. F-test
ANOVA®
Sum of

Model Squares df Mean Square Sig.

1 Regression 1534.868 3 511.623 170.851 oog®
Residual 278.493 93 2.9495
Total 1813.361 96

a. Dependent Variable: Purchasing Intention

b. Predictors: (Constant), Social Media Marketing on Instagram, Cafe Atmosphere,

Customer Satisfaction
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