
1 

 

LIST OF REFERENCES 

Agnihothri S, Sivasubramaniam N, Simmons D (2002). Leveraging Technology to 

Improve Field Service. International Journal of Service Industry 

Management, 13(1): 47–68. https://doi.org/10.1108/09564230210421155 

Ahmad, Z., Jun, M., Khan, I., Abdullah, M., & Ghauri, T. A. (2016). Science Direct 

Examining Mediating Role of Customer Loyalty for Influence of Brand 

Related Attributes on Customer Repurchase Intention. Journal of Northeast 

Agricultural University, 23(2), 89–96. https://doi.org/10.1016/S1006-

8104(16)30052-6 

Alireza, F., Fatemeh, B., & Pegah, M. (2011). How After-Sales Service Quality 

Dimensions Affect Customer Satisfaction. African Journal of Business 

Management, 5(17), 7658–7664. https://doi.org/10.5897/ajbm11.351  

Anita, M., Maria, K., & Endro, S. (2021). Customer Experience and Repurchase 

Intention in Multi-Channel: Customer Satisfaction as Mediating Variable. 

Journal of Industrial Distribution & Business, 12(3), 7–19. 

https://doi.org/10.13106/jidb.2021.vol12.no3.7 

Aren, S., Güzel, M., Kabadayı, E., & Alpkan, L. (2013). Factors Affecting 

Repurchase Intention to Shop at the Same Website. Procedia - Social and 

Behavioral Sciences, 99(3), 536–544. 

https://doi.org/10.1016/j.sbspro.2013.10.523 

Arghami, Shirazeh; Sadeghi, Gholamreza; Abbasi Chenari, Mohsen (2020). 

"Psychometric Properties Re-Evaluation of the Persian Version of 

Manchester Driving Behavior Questionnaire". Iran Occupational Health. 17 

(8): 1–19. http://ioh.iums.ac.ir/article-1-2487-en.html 

https://doi.org/10.1108/09564230210421155
https://doi.org/10.1016/S1006-8104(16)30052-6
https://doi.org/10.1016/S1006-8104(16)30052-6
https://doi.org/10.5897/ajbm11.351
https://doi.org/10.13106/jidb.2021.vol12.no3.7
https://doi.org/10.1016/j.sbspro.2013.10.523


2 

 

Ariffin, S., Yusof, J. M., Putit, L., & Shah, M. I. A. (2016). Factors Influencing 

Perceived Quality and Repurchase Intention Towards Green Products. 

Procedia Economics and Finance, 37(6), 391–396. 

https://doi.org/10.1016/s2212-5671(16)30142-3 

Ayuni, R. F. (2019). The Online Shopping Habits and E-Loyalty of Gen Z as Natives 

in the Digital Era. Journal of Indonesian Economy and Business, 34(2), 

168–184. http://journal.ugm.ac.id/jieb 

Benhardy, K. A., Hardiyansyah, Putranto, A., & Ronadi, M. (2020). Brand Image 

and Price Perceptions Impact on Purchase Intentions: Mediating Brand 

Trust. Management Science Letters, 10(14), 3425–3432. 

https://doi.org/10.5267/j.msl.2020.5.035  

Bryman, Alan (2012). Social Research Methods (4th ed.). Oxford: Oxford 

University Press. ISBN 978-0-19-958805-3. OCLC 751832004. 

Calvo-Porral, C., & Lévy-Mangin, J. P. (2017). Store Brands’ Purchase Intention: 

Examining the Role of Perceived Quality. European Research on 

Management and Business Economics, 23(2), 90–95. 

https://doi.org/10.1016/j.iedeen.2016.10.001  

Celica (2020). The Influence of Competitive Prices, Brand Image, and Self Image-

Congruence on Online Purchase Intention of Rejuve Cold-Pressed Juice 

(Study During the Pandemic Period in Jakarta. diponegoro journal of 

management, 10(2). http://ejournal-s1.undip.ac.id/index.php/dbr 

Chicco, Davide; Warrens, Matthijs J.; Jurman, Giuseppe (2021). "The Coefficient 

of Determination R-Squared is More Informative than SMAPE, MAE, 

MAPE, MSE And RMSE in Regression Analysis Evaluation". PeerJ 

Computer Science. 7 (e623): e623. doi:10.7717/peerj-cs.623. PMC 

8279135. PMID 34307865. 

https://doi.org/10.1016/s2212-5671(16)30142-3
http://journal.ugm.ac.id/jieb
http://ejournal-s1.undip.ac.id/index.php/dbr


3 

 

Chinomona, R., Mahlangu, D. and Pooe, D. (2013). Brand Service Quality, 

Satisfaction, Trust and Preference as Predictors of Consumer Brand Loyalty 

in the Retailing Industry. Mediterranean Journal of Social Sciences, vol. 4, 

issue 14, pp. 181–190. doi:10.5901/mjss.2013.v4n14p181 

Chinomona, R., & Maziriri, E. T. (2017). The Influence of Brand Awareness, Brand 

Association and Product Quality on Brand Loyalty and Repurchase 

Intention: A Case of Male Consumers for Cosmetic Brands in South Africa. 

Journal of Business and Retail Management Research, 12(1), 143–154. 

https://doi.org/10.24052/jbrmr/v12is01/tiobabaapqoblariacomcfcbisa 

Choi, E. K., Wilson, A., & Fowler, D. (2013). Exploring Customer Experiential   

Components and the   Conceptual   Framework   of   Customer Experience,   

Customer Satisfaction, and Actual Behavior. Journal of Foodservice 

Business, 16(4), 347-358.  https://doi.org/10.1080/15378020.2013.824263 

Cohen, P., Cohen, P., West, S.G., & Aiken, L.S. (1983). Applied Multiple 

Regression/Correlation Analysis for the Behavioral Sciences (2nd ed.). 

Psychology Press. https://doi.org/10.4324/9781410606266 

Cohen MA, Agrawal N, Agrawal V (2006). Winning in the aftermarket. Harv. Bus. 

Rev., 84(5): 129–138. https://fishmandavidson.wharton.upenn.edu/wp-

content/uploads/2016/06/Winning-in-the-Aftermarket_HBR_May_06.pdf 

Cuong, D. T. (2020). The Influence of Brand Satisfaction, Brand Trust, Brand 

Preference on Brand Loyalty to Laptop Brands. Systematic Reviews in 

Pharmacy, 11(11), 95–101. https://doi.org/10.31838/srp.2020.11.15 

Deloitte. (2021). Realising the potential of Indonesia’s digital economy. Retrieved 

Feb 25, 2023, from 

https://www2.deloitte.com/content/dam/Deloitte/id/Documents/about-de-

loitte/id-about-dip-edition-2-chap-ter-4-en-feb2021.pdf 

https://doi.org/10.24052/jbrmr/v12is01/tiobabaapqoblariacomcfcbisa
https://doi.org/10.1080/15378020.2013.824263
https://doi.org/10.4324/9781410606266
https://doi.org/10.31838/srp.2020.11.15
https://www2.deloitte.com/content/dam/Deloitte/id/Documents/about-de-loitte/id-about-dip-edition-2-chap-ter-4-en-feb2021.pdf
https://www2.deloitte.com/content/dam/Deloitte/id/Documents/about-de-loitte/id-about-dip-edition-2-chap-ter-4-en-feb2021.pdf


4 

 

Dewi, M. U., Mekaniwati, A., Nurendah, Y., Cakranegara, P., & Arief, A. S. (2020). 

Globalization Challenges of Micro Small and Medium Enterprises. 

European Journal of Molecular & Clinical Medicine, 7(11). ISSN: 2515-

8260 

Diantari & Jokhu. (2021). The Impact of Instagram as a Social Media Tool on 

Consumer Purchase Decision. Journal Ilmiah Manajemen dan Bisnis, 07 (1), 

116-127. doi:10.22441/jimb.v7i1.10743. 

Duarte, P., Silva, S. C., & Ferreira, M. B. (2018). How Convenient Is It?  Delivering 

Online Shopping Convenience to Enhance. Journal of Retailing and 

Consumer Services, 44(6), 161-169.  

https://doi.org/10.1016/j.jretconser.2018.06.007 

Ebrahim, R., Ghoneim, A., Irani, Z., & Fan, Y. (2016). A Brand Preference and 

Repurchase Intention Model: The Role of Consumer Experience. Journal of 

Marketing Management, 32(13–14), 1230–1259. 

https://doi.org/10.1080/0267257X.2016.1150322 

Edvardsson, Bo, Johnson D. M., Gustafsson, A. and Strandvik, T. (2000). The 

Effects of Satisfaction and Loyalty on Profits and Growth: Products Versus 

Services. Total Quality Management, 11(7), 917-927. 

doi:10.1080/09544120050135461 

EI Shiffa, N. A., Rahmiati, F., Santoso, A. S., & Yustina, A. I. (2021). Strategic 

Entrepreneurship for Achieving Customers Repurchase Intention Amidst 

Pandemic Covid-19 on Digital Multi-Sided Platform: A Case of Traveloka. 

Procedia Computer Science, 197(8), 247–255. 

https://doi.org/10.1016/j.procs.2021.12.138 

Erciş, A., Ünal, S., Candan, F. B., & Yıldırım, H. (2012). The Effect of Brand 

Satisfaction, Trust and Brand Commitment on Loyalty and Repurchase 

https://doi.org/10.1016/j.jretconser.2018.06.007
https://doi.org/10.1080/0267257X.2016.1150322
https://doi.org/10.1016/j.procs.2021.12.138


5 

 

Intentions. Procedia - Social and Behavioral Sciences, 58(9), 1395–1404. 

https://doi.org/10.1016/j.sbspro.2012.09.1124 

Fazlzadeh, A., Bagherzadeh, F., & Mohamadi, P. (2011). How After-Sales Service 

Quality Dimensions Affect Customer Satisfaction. African Journal of 

Business Management, 5(17), 7658–7664. 

https://doi.org/10.5897/ajbm11.351 

Feng, J. I., & Yanru, H. E. (2013). Study on the Relationships among Customer 

Satisfaction, Brand Loyalty and Repurchase Intention. Journal of 

Theoretical and Applied Information Technology, 10(1). www.jatit.org 

Gujarati, D. N.; Porter, D. C. (2009). Basic Econometrics (Fifth ed.). Boston: 

McGraw-Hill Irwin. p. 400. ISBN 9780073375779. 

Gunarto, Hary (2019). Parametric & Nonparametric Data Analysis for Social 

Research: IBM SPSS. LAP Academic Publishing. ISBN 978-6200118721. 

Giddens, Nancy. (2002), Brand Loyalty. Ag Decision Maker, Iowa State University 

Extensions, Vol:5, No: 54, ss.1-2. 

https://doi.org/10.1016/j.sbspro.2012.09.1124 

Goh, E., & Lee, C. (2018). A Workforce to be Reckoned With:  The Emerging 

Pivotal Generation Z Hos-Pitality Workforce. International Journal of Hos-

pitality Management, 73(8), 20–28. 

https://doi.org/10.1016/j.ijhm.2018.01.016 

Hallowell, R. (1996). The Relationships of Customer Satisfaction, Customer 

Loyalty, and Profitability: An Empirical Study. International Journal of 

Service Industry Management, 7(4), 27-42. ISSN: 0956-4233 

Hellier,P. K., Geursen, G. M., Carr, R. A., & Rickard, J. A. (2003). Customer 

Repurchase Intention: Ageneral Structural Equation Model. European 

https://doi.org/10.1016/j.sbspro.2012.09.1124
http://www.jatit.org/
https://doi.org/10.1016/j.ijhm.2018.01.016


6 

 

Journal of Marketing, 37(11/12), 1762–

1800.doi:10.1108/03090560310495456 

Huang, J. (2019). Influence of After-sales Service Quality Offered by E-commerce 

Enterprises on Customer Repurchase Intention. Academic Journal of 

Business & Management, 1(1), 22–36. 

https://doi.org/10.25236/AJBM.190118 

Ilyas, G. B., Rahmi, S., Tamsah, H., Munir, A. R., & Putra, A. H. P. K. (2020). 

Reflective Model of Brand Awareness on Repurchase Intention And 

Customer Satisfaction. Journal of Asian Finance, Economics and Business, 

7(9), 427–438. https://doi.org/10.13106/JAFEB.2020.VOL7.NO9.427 

Jin, S. A. A. and Lee, K. M. (2010). The Influence of Regulatory Fit and 

Interactivity on Brand Satisfaction and Trust in E-Health Marketing inside 

3d Virtual Worlds (Second Life). Cyberpsychology, Behavior, and Social 

Networking, vol. 13, issue 6, pp. 673–680. doi:10.1089/cyber.2009.0292 

Kalnins, Arturs (2018). "Multicollinearity: How Common Factors Cause Type 1 

Errors in Multivariate Regression". Strategic Management Journal. 39 (8): 

2362–2385. doi:10.1002/smj.2783. 

Kleiderly (2020, June 10). The 'Inventory Crisis' in Fast Fashion: Covid-19. 

Retrieved Feb 25, 2023, from https://www.kleiderly.com/our-blog/the-

inventory-crisis-in-fast-fashion-covid-19 

Lance, P. & Hattori, A. (2016). Sampling and evaluation: A guide to sampling for 

program impact evaluation. Web: Measure Evaluation. pp. 6–8, 62–64. 

ISBN: 978-1-943364-94-7 

Lin, Hause; Werner, Kaitlyn M.; Inzlicht, Michael (2021). "Promises and Perils of 

Experimentation: The Mutual-Internal-Validity Problem". Perspectives on 

https://doi.org/10.25236/AJBM.190118
https://doi.org/10.13106/JAFEB.2020.VOL7.NO9.427


7 

 

Psychological Science. 16 (4): 854–863. doi:10.1177/1745691620974773. 

ISSN 1745-6916. PMID 33593177. S2CID 231877717. 

Lomax, Richard G. (2007). Statistical Concepts: A Second Course. p. 10. 

https://doi.org/10.4324/9780203137802. ISBN 978-0-8058-5850-1.  

Maruli, S., & Pandiangan, T. (2021). Effect of Packaging Design on Repurchase 

Intention to the Politeknik IT&B Medan Using E-Commerce Applications. 

In Operations Management and Economics, 2, (01). 

http://journal.hmjournals.com/index.php/JPOME 

Maruli, S., Pandiangan, T., Resmawa, I. N., de Pinto Simanjuntak, O., Sitompul, N., 

& Jefri, R. (2021). Effect of E-Satisfaction on Repurchase Intention in 

Shopee User Students. Budapest International Research and Critics 

Institute-Journal (BIRCI-Journal), 4(6), 7785–7791. 

https://doi.org/10.33258/birci.v4i4.2697 

Netzer, J. (2017). 5 Stats on Generation Z Buying Habits Marketers Need. Retrieved     

Sept 10,2022, from https://www.spredfast.com/social-marketing-blog/5-

stats-generation-z-buying-habits-marketers-need  

Nguyen, L., Nguyen, T. H., & Tan, T. K. P. (2021). An Empirical Study of 

Customers’ Satisfaction and Repurchase Intention on Online Shopping in 

Vietnam. Journal of Asian Finance, Economics and Business, 8(1), 971–983. 

https://doi.org/10.13106/jafeb.2021.vol8.no1.971 

Nofrialdi, R. (2021). Online Shopping Behavior Model: Determining the Factors 

Affecting Repurchase Intention. Journal of Low Politic and Humanities, 1. 

https://creativecommons.org/licenses/by/4.0/ 

Rajaee Rizi, Farid; Asgarian, Fatemeh Sadat (2022). "Reliability, Validity, and 

Psychometric Properties of the Persian Version of the Tayside Children's 

https://doi.org/10.4324/9780203137802
http://journal.hmjournals.com/index.php/JPOME
https://doi.org/10.33258/birci.v4i4.2697
https://www.spredfast.com/social-marketing-blog/5-stats-generation-z-buying-habits-marketers-need
https://www.spredfast.com/social-marketing-blog/5-stats-generation-z-buying-habits-marketers-need
https://doi.org/10.13106/jafeb.2021.vol8.no1.971
https://creativecommons.org/licenses/by/4.0/


8 

 

Sleep Questionnaire". Sleep and Biological Rhythms. doi:10.1007/s41105-

022-00420-6. ISSN 1479-8425. 

Reichheld, F. (2001). Prescription for Cutting Costs. Harvard Business School 

Publishing,September 2001. 

Safa, N. S., & von Solms, R. (2016). Customers Repurchase Intention Formation in 

E-Commerce. SA Journal of Information Management, 18(1). 

https://doi.org/10.4102/sajim.v18i1.712 

Sekaran, U., & Bougie, R. (2016). Research Methods for Business: A Skill Building 

Approach, 7th Edition. ISBN: 978-1-119-26684-6 

Simangunsong, E. (2018). Generation-Z Buying Behaviour in Indonesia: 

Opportunities for Retail Businesses. Mix: Jurnal Ilmiah Manajemen, 8(2), 

243. https://doi.org/10.22441/mix.2018.v8i2.004 

Statista. (2022). Fashion-Indonesia. Retrieved March 23, 2023, from 

https://www.statista.com 

Suresh & Sharma (2014). Nursing Research and Statistics. Elsevier Health Sciences. 

p. 224. ISBN 9788131237861.  

Tunjungsari, H. K., Syahrivar, J., & Chairy, C. (2020). Brand loyalty as mediator of 

brand image-repurchase intention relationship of premium-priced, high-

tech product in Indonesia. Jurnal Manajemen Maranatha, 20(1), 21–30. 

https://doi.org/10.28932/jmm.v20i1.2815 

Widyanto, H. A., & Agusti, C. R. (2020). Beauty influencer in the digital age: How 

does it influence purchase intention of generation Z? Jurnal Manajemen Dan 

Pemasaran Jasa, 13(1), 1–16. https://doi.org/10.25105/jmpj.v13i1.5453 

https://doi.org/10.4102/sajim.v18i1.712
https://doi.org/10.22441/mix.2018.v8i2.004
https://doi.org/10.28932/jmm.v20i1.2815
https://doi.org/10.25105/jmpj.v13i1.5453


9 

 

Yusuf AH (2014). Determinants of Customer Loyalty among Subscribers of Global 

System for Mobile (GSM) Communication in North-Western Nigeria. WEI 

International Academic Conference New Orleans, USA: West East Institute. 

pp. 119-131. http://journal.gouni.edu.ng/index.php/fmss/article/view/87 

Zheng Xiabing, Matthew Lee, and Christy M.K. Cheung. (2017). Examining E-

Loyalty towards Online Shopping Platforms: The Role of Coupon 

Proneness and Value Consciousness. Internet Research 27(3): 709–26. 

https://doi.org/10.1108/IntR-01-2016-0002  



10 

 

APPENDICES 

 Appendix 1 Validity and Reliability Test Results 

(1) Validity Test Results 

 

The following is the validity test result about brand loyalty: 

 

Correlations 

 BL1 BL2 BL3 BL4 BL5 TotalBL 

BL1 Pearson Correlation 1 .712** .781** .709** .426* .878** 

Sig. (2-tailed)  .000 .000 .000 .019 .000 

N 30 30 30 30 30 30 

BL2 Pearson Correlation .712** 1 .686** .647** .577** .877** 

Sig. (2-tailed) .000  .000 .000 .001 .000 

N 30 30 30 30 30 30 

BL3 Pearson Correlation .781** .686** 1 .702** .353 .866** 

Sig. (2-tailed) .000 .000  .000 .056 .000 

N 30 30 30 30 30 30 

BL4 Pearson Correlation .709** .647** .702** 1 .403* .846** 

Sig. (2-tailed) .000 .000 .000  .027 .000 

N 30 30 30 30 30 30 

BL5 Pearson Correlation .426* .577** .353 .403* 1 .654** 

Sig. (2-tailed) .019 .001 .056 .027  .000 

N 30 30 30 30 30 30 

TotalBL Pearson Correlation .878** .877** .866** .846** .654** 1 

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

N 30 30 30 30 30 30 

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

*. Correlation is significant at the 0.05 level (2-tailed). 
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The following is the validity test result about brand satisfaction: 

 

Correlations 

 BS1 BS2 BS3 BS4 BS5 TotalBS 

BS1 Pearson Correlation 1 .613** .682** .343 .604** .840** 

Sig. (2-tailed)  .000 .000 .064 .000 .000 

N 30 30 30 30 30 30 

BS2 Pearson Correlation .613** 1 .483** .435* .492** .782** 

Sig. (2-tailed) .000  .007 .016 .006 .000 

N 30 30 30 30 30 30 

BS3 Pearson Correlation .682** .483** 1 .392* .645** .839** 

Sig. (2-tailed) .000 .007  .032 .000 .000 

N 30 30 30 30 30 30 

BS4 Pearson Correlation .343 .435* .392* 1 .240 .598** 

Sig. (2-tailed) .064 .016 .032  .201 .000 

N 30 30 30 30 30 30 

BS5 Pearson Correlation .604** .492** .645** .240 1 .793** 

Sig. (2-tailed) .000 .006 .000 .201  .000 

N 30 30 30 30 30 30 

TotalBS Pearson Correlation .840** .782** .839** .598** .793** 1 

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

N 30 30 30 30 30 30 

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

*. Correlation is significant at the 0.05 level (2-tailed). 
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The following is the validity test result about after-sales service quality: 

 

Correlations 

 ASQ1 ASQ2 ASQ3 ASQ4 ASQ5 TotalASQ 

ASQ1 Pearson Correlation 1 .709** .574** .734** .741** .906** 

Sig. (2-tailed)  .000 .001 .000 .000 .000 

N 30 30 30 30 30 30 

ASQ2 Pearson Correlation .709** 1 .391* .546** .539** .741** 

Sig. (2-tailed) .000  .033 .002 .002 .000 

N 30 30 30 30 30 30 

ASQ3 Pearson Correlation .574** .391* 1 .566** .414* .723** 

Sig. (2-tailed) .001 .033  .001 .023 .000 

N 30 30 30 30 30 30 

ASQ4 Pearson Correlation .734** .546** .566** 1 .892** .906** 

Sig. (2-tailed) .000 .002 .001  .000 .000 

N 30 30 30 30 30 30 

ASQ5 Pearson Correlation .741** .539** .414* .892** 1 .869** 

Sig. (2-tailed) .000 .002 .023 .000  .000 

N 30 30 30 30 30 30 

TotalASQ Pearson Correlation .906** .741** .723** .906** .869** 1 

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

N 30 30 30 30 30 30 

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

*. Correlation is significant at the 0.05 level (2-tailed). 
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The following is the validity test result about repurchase intention: 

 

 

 

 

 

 

 

 

Correlations 

 RI1 RI2 RI3 RI4 RI5 TotalRI 

RI1 Pearson Correlation 1 .595** .490** .396* .413* .756** 

Sig. (2-tailed)  .001 .006 .030 .023 .000 

N 30 30 30 30 30 30 

RI2 Pearson Correlation .595** 1 .596** .592** .422* .855** 

Sig. (2-tailed) .001  .001 .001 .020 .000 

N 30 30 30 30 30 30 

RI3 Pearson Correlation .490** .596** 1 .623** .459* .803** 

Sig. (2-tailed) .006 .001  .000 .011 .000 

N 30 30 30 30 30 30 

RI4 Pearson Correlation .396* .592** .623** 1 .309 .756** 

Sig. (2-tailed) .030 .001 .000  .097 .000 

N 30 30 30 30 30 30 

RI5 Pearson Correlation .413* .422* .459* .309 1 .672** 

Sig. (2-tailed) .023 .020 .011 .097  .000 

N 30 30 30 30 30 30 

TotalRI Pearson Correlation .756** .855** .803** .756** .672** 1 

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

N 30 30 30 30 30 30 

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

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



14 

 

(2) Reliability Test Results 

The following are reliability test results about brand loyalty: 

 

Case Processing Summary 

 N % 

Cases Valid 30 100.0 

Excludeda 0 .0 

Total 30 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.882 5 

 

 

Item-Total Statistics 

 

Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's 

Alpha if Item 

Deleted 

BL1 16.27 11.099 .810 .838 

BL2 16.47 10.602 .798 .837 

BL3 16.57 9.978 .764 .846 

BL4 16.27 10.616 .744 .850 

BL5 16.30 12.631 .494 .903 
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The following are reliability test results about brand satisfaction: 

 

 

Case Processing Summary 

 N % 

Cases Valid 30 100.0 

Excludeda 0 .0 

Total 30 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.831 5 

 

 

Item-Total Statistics 

 

Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's 

Alpha if Item 

Deleted 

BS1 16.30 8.424 .741 .768 

BS2 16.40 8.524 .640 .794 

BS3 16.47 7.982 .720 .770 

BS4 16.27 10.133 .422 .848 

BS5 16.43 8.116 .639 .796 
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The following are reliability test results about after-sales service quality: 

 

 

Case Processing Summary 

 N % 

Cases Valid 30 100.0 

Excludeda 0 .0 

Total 30 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.885 5 

 

 

Item-Total Statistics 

 

Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's 

Alpha if Item 

Deleted 

ASQ1 16.87 10.464 .836 .832 

ASQ2 16.63 13.344 .637 .881 

ASQ3 16.73 12.202 .558 .901 

ASQ4 16.73 10.892 .843 .832 

ASQ5 16.63 11.068 .780 .847 
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The following are reliability test results about repurchase intention: 

 

Case Processing Summary 

 N % 

Cases Valid 30 100.0 

Excludeda 0 .0 

Total 30 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.823 5 

 

 

Item-Total Statistics 

 

Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's 

Alpha if Item 

Deleted 

RI1 16.60 8.110 .606 .790 

RI2 16.77 6.668 .720 .757 

RI3 16.67 8.437 .704 .771 

RI4 16.47 8.120 .607 .790 

RI5 16.70 8.631 .490 .822 
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Appendix 2 Questionnaire 
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Appendix 3 Response Data 
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5 5 4 5 5 24 4 5 5 5 4 23 5 5 5 5 5 25 5 5 5 5 4 24 

4 4 2 4 4 18 3 4 3 4 4 18 3 3 3 3 4 16 4 4 4 3 3 18 

5 5 5 4 5 24 5 5 5 4 3 22 5 5 5 5 5 25 4 5 4 5 5 23 

5 4 5 5 5 24 4 5 4 5 4 22 5 5 5 5 5 25 5 4 5 5 5 24 

3 3 3 3 3 15 3 3 4 4 5 19 3 4 5 5 5 22 5 5 5 5 5 25 

5 5 5 5 5 25 4 4 3 4 4 19 4 3 4 4 4 19 3 3 4 4 4 18 

5 3 5 5 2 20 3 3 3 5 1 15 3 5 1 3 3 15 2 3 3 5 3 16 

4 3 3 3 3 16 4 4 4 4 4 20 4 4 4 4 4 20 4 4 4 4 4 20 

4 4 4 2 4 18 5 5 5 4 5 24 5 5 5 4 5 24 3 4 4 4 5 20 

3 3 3 2 3 14 3 3 3 3 3 15 2 3 4 3 3 15 3 2 3 3 4 15 

3 2 2 3 5 15 2 2 4 3 3 14 2 3 2 4 4 15 3 1 4 4 3 15 

3 3 2 2 3 13 4 4 3 4 4 19 3 3 3 3 3 15 4 2 3 2 4 15 

4 3 4 5 2 18 3 5 2 5 3 18 3 4 5 2 1 15 5 4 4 5 2 20 

4 4 4 4 4 20 5 5 5 5 4 24 5 4 4 5 5 23 4 4 4 4 4 20 

5 5 4 5 5 24 5 4 5 5 5 24 4 5 4 5 5 23 5 5 5 5 5 25 

2 3 3 4 4 16 4 3 3 4 3 17 3 4 2 3 4 16 3 4 4 4 3 18 

5 5 5 5 5 25 5 4 5 5 4 23 5 5 5 5 5 25 5 5 5 5 5 25 

5 5 4 5 4 23 5 4 5 5 5 24 4 5 5 5 5 24 5 5 4 5 4 23 

3 2 2 3 4 14 4 3 2 3 2 14 2 3 4 2 2 13 4 4 3 2 4 17 

3 4 2 4 4 17 4 4 3 2 4 17 3 4 4 3 4 18 4 2 3 4 4 17 

4 3 3 4 4 18 4 4 4 3 4 19 3 4 4 4 3 18 3 4 4 4 2 17 

5 5 5 5 5 25 4 5 4 5 5 23 5 5 5 5 5 25 4 5 5 5 5 24 

5 5 5 5 4 24 5 5 4 5 5 24 5 5 5 5 5 25 5 4 5 5 5 24 

4 5 5 5 5 24 5 4 5 5 5 24 5 5 5 5 5 25 4 5 5 5 5 24 

5 5 5 5 5 25 5 5 5 5 5 25 5 5 5 5 5 25 5 5 4 5 5 24 
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5 4 5 5 5 24 5 5 5 4 5 24 5 5 5 5 5 25 5 5 5 5 5 25 

4 4 4 4 4 20 3 2 3 4 3 15 5 5 3 3 4 20 5 4 3 4 4 20 

5 5 4 5 5 24 5 5 5 4 5 24 5 4 5 5 5 24 5 4 5 4 4 22 

5 4 5 5 5 24 5 3 4 4 5 21 5 4 4 5 5 23 5 5 4 5 4 23 

4 5 5 5 4 23 5 5 5 4 5 24 5 4 5 5 5 24 5 5 4 5 4 23 

5 5 4 5 5 24 5 4 5 4 5 23 5 4 5 5 5 24 4 5 5 4 5 23 

5 4 5 5 4 23 5 5 4 5 5 24 4 5 5 4 5 23 5 4 5 5 4 23 

5 5 4 5 4 23 5 4 5 4 5 23 5 4 5 4 5 23 5 5 4 5 4 23 

4 3 3 3 4 17 3 4 4 3 4 18 3 3 2 4 4 16 4 3 4 3 4 18 

5 4 5 5 5 24 5 5 5 5 5 25 4 5 5 5 5 24 5 4 5 5 5 24 

5 5 4 5 5 24 4 5 5 5 5 24 5 5 5 4 5 24 5 5 5 5 5 25 

5 4 5 5 5 24 5 5 4 5 5 24 5 5 5 5 5 25 5 5 4 5 5 24 

3 4 1 4 4 16 4 3 4 4 2 17 4 4 4 3 4 19 3 3 3 4 3 16 

4 5 4 5 4 22 4 5 5 2 3 19 4 3 4 4 4 19 4 4 5 4 3 20 

4 4 2 4 5 19 5 3 5 5 2 20 4 4 4 4 4 20 4 5 4 3 5 21 

5 4 5 5 5 24 5 5 5 5 5 25 4 5 5 5 4 23 5 5 5 5 5 25 

5 4 5 5 5 24 4 5 5 5 5 24 5 5 4 5 5 24 5 4 5 5 5 24 

3 4 3 4 3 17 2 3 4 2 3 14 4 3 4 3 4 18 3 4 4 3 4 18 

5 4 4 4 5 22 5 5 4 5 5 24 5 4 5 5 4 23 4 5 5 5 5 24 

5 4 5 5 5 24 4 5 5 5 4 23 5 4 5 5 5 24 4 5 5 5 4 23 

4 4 3 4 4 19 3 4 3 3 4 17 2 3 3 4 2 14 2 4 4 3 2 15 

5 4 5 5 5 24 5 5 5 4 4 23 5 5 4 5 5 24 5 5 5 5 5 25 

2 4 1 4 3 14 4 3 4 5 4 20 3 4 3 4 4 18 4 4 4 4 4 20 

4 5 5 5 5 24 5 5 5 5 5 25 4 5 5 5 5 24 5 5 4 5 5 24 

4 4 5 5 5 23 5 4 5 5 5 24 5 5 5 5 5 25 5 5 5 4 5 24 

5 5 4 5 5 24 5 4 5 5 4 23 5 5 5 5 5 25 5 5 4 5 5 24 

5 4 5 5 5 24 5 4 5 4 5 23 4 5 5 4 5 23 5 5 4 5 5 24 

4 5 5 5 4 23 5 5 5 4 4 23 5 5 4 5 4 23 5 5 4 5 4 23 

5 5 4 5 4 23 5 4 5 5 5 24 4 5 5 5 4 23 5 4 5 5 5 24 

5 4 5 5 5 24 5 5 5 5 5 25 4 5 5 4 5 23 4 5 5 5 5 24 

3 3 2 3 4 15 2 3 2 3 3 13 2 3 3 4 3 15 2 4 3 4 3 16 
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5 5 5 5 5 25 4 5 5 4 5 23 4 5 5 5 5 24 4 5 5 5 5 24 

4 5 4 5 5 23 5 5 5 5 5 25 4 5 5 5 5 24 5 5 5 5 5 25 

5 4 5 5 5 24 4 4 5 4 5 22 5 4 4 5 5 23 4 4 4 5 5 22 

5 5 5 4 5 24 5 4 5 5 4 23 5 5 4 5 5 24 4 5 5 5 4 23 

5 5 5 5 5 25 5 5 4 5 5 24 5 5 5 5 4 24 5 5 5 5 5 25 

4 5 5 5 5 24 5 5 5 4 5 24 5 5 5 5 5 25 5 4 5 5 5 24 

5 5 5 5 5 25 5 5 5 5 5 25 5 5 5 5 5 25 5 5 5 5 5 25 

5 5 5 5 5 25 5 5 5 5 5 25 5 5 5 5 5 25 5 5 4 5 5 24 

4 5 5 4 5 23 5 5 5 5 5 25 5 4 5 5 5 24 5 5 5 5 5 25 

4 5 5 4 3 21 4 4 4 5 4 21 4 4 4 3 5 20 4 5 4 4 5 22 

5 5 5 5 5 25 5 5 4 5 5 24 5 5 5 4 5 24 5 5 4 5 5 24 

5 5 5 5 5 25 5 5 5 5 5 25 5 5 5 5 4 24 5 5 5 5 5 25 

5 5 3 5 5 23 5 4 5 5 5 24 5 5 4 5 5 24 5 4 5 5 5 24 

4 5 5 5 4 23 5 5 5 5 5 25 5 5 4 5 5 24 5 4 4 5 5 23 

5 4 4 5 5 23 5 4 5 5 5 24 5 4 5 5 4 23 5 4 5 5 5 24 

5 4 4 5 5 23 5 4 5 5 4 23 5 4 5 4 5 23 5 4 5 4 5 23 

4 5 5 4 4 22 5 4 5 5 4 23 5 4 5 5 5 24 4 4 5 5 5 23 

5 5 5 4 5 24 5 5 4 5 5 24 5 4 5 5 4 23 5 5 5 5 5 25 

5 5 5 5 5 25 5 4 5 4 5 23 4 5 5 5 4 23 5 5 4 5 5 24 

4 3 4 4 4 19 3 4 3 3 4 17 4 4 3 3 3 17 2 4 4 3 3 16 

4 4 3 4 4 19 4 3 4 3 4 18 4 3 4 2 4 17 3 4 4 4 2 17 

3 4 4 3 3 17 4 3 4 4 3 18 4 3 3 4 4 18 4 4 3 4 3 18 

5 5 4 5 5 24 5 5 5 5 5 25 5 5 5 5 5 25 5 5 5 5 5 25 

5 4 5 5 5 24 5 5 5 4 4 23 5 5 5 5 5 25 5 5 5 4 5 24 

3 3 3 4 4 17 4 4 3 3 3 17 3 3 3 4 4 17 2 4 4 4 3 17 

5 4 5 4 4 22 5 4 4 5 5 23 5 5 5 5 5 25 5 4 4 5 5 23 

5 5 5 5 5 25 5 5 5 5 5 25 5 5 5 5 5 25 5 5 5 5 5 25 

5 4 5 5 4 23 5 5 5 5 5 25 5 5 5 5 5 25 5 5 5 5 5 25 

4 4 4 4 3 19 4 4 4 3 3 18 3 4 3 4 3 17 4 3 4 4 3 18 

4 3 4 3 4 18 3 4 3 4 4 18 4 4 3 3 3 17 3 3 4 4 3 17 

5 5 4 5 4 23 5 5 4 5 5 24 5 4 5 4 5 23 5 4 5 4 5 23 
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5 5 5 5 5 25 5 5 5 5 5 25 5 5 5 5 4 24 4 5 5 5 5 24 

5 4 5 5 5 24 5 5 5 4 5 24 5 4 5 5 5 24 5 4 5 5 4 23 

2 4 4 4 4 18 3 4 2 3 3 15 5 3 2 4 4 18 4 4 4 4 4 20 

5 5 5 5 5 25 4 5 5 4 5 23 5 4 5 5 5 24 5 5 4 5 5 24 

5 5 5 5 5 25 4 5 5 4 5 23 5 4 5 5 5 24 4 5 5 5 4 23 

4 5 5 4 5 23 5 4 5 5 4 23 5 4 5 5 4 23 5 4 5 5 4 23 

5 5 5 5 5 25 5 5 5 5 5 25 5 5 5 4 5 24 5 5 4 5 5 24 

5 4 5 4 4 22 5 4 5 5 4 23 5 5 4 5 5 24 5 4 5 4 5 23 

3 4 5 4 5 21 5 4 5 4 5 23 5 4 4 5 3 21 4 5 5 5 5 24 

5 4 5 5 4 23 5 4 5 4 4 22 5 5 5 5 5 25 4 5 5 5 5 24 

5 5 5 5 5 25 5 5 5 5 5 25 5 5 5 4 5 24 5 5 5 5 4 24 

5 4 5 5 4 23 5 4 5 5 5 24 5 5 5 5 4 24 5 4 5 5 4 23 

4 5 5 5 5 24 5 4 5 5 5 24 5 5 4 5 5 24 5 5 5 4 5 24 

5 5 4 5 5 24 4 5 5 5 5 24 5 4 5 5 4 23 4 5 5 5 5 24 

5 4 5 5 5 24 5 5 5 5 5 25 4 5 5 4 5 23 5 4 5 5 5 24 

4 5 4 5 3 21 5 4 5 3 5 22 5 3 5 4 2 19 4 3 3 3 3 16 

5 4 5 5 5 24 5 4 5 5 5 24 5 5 4 5 5 24 4 5 5 5 5 24 

5 5 5 5 5 25 5 5 4 5 5 24 5 5 5 4 5 24 5 5 5 4 5 24 

5 5 4 5 5 24 5 5 5 5 5 25 5 4 5 5 5 24 5 5 4 5 4 23 

3 1 3 3 4 14 4 3 2 4 4 17 4 2 4 4 2 16 4 3 3 4 3 17 

5 5 5 5 5 25 5 4 5 5 4 23 4 5 5 4 5 23 5 4 5 5 5 24 

5 4 4 5 5 23 5 4 5 5 4 23 5 4 5 5 5 24 5 4 5 5 5 24 

4 4 5 5 5 23 5 4 5 5 5 24 5 5 4 5 5 24 5 4 5 5 5 24 

3 3 3 4 4 17 3 4 4 4 3 18 3 4 4 3 4 18 3 4 3 4 2 16 

4 3 3 4 3 17 4 2 2 3 4 15 4 3 4 3 3 17 2 4 4 4 3 17 

5 5 4 5 5 24 5 5 5 5 5 25 5 4 5 4 5 23 5 4 5 5 5 24 

5 5 5 5 5 25 5 4 5 5 5 24 5 5 5 5 4 24 5 5 5 4 5 24 

4 4 5 4 5 22 5 4 5 5 5 24 4 5 4 5 5 23 4 5 5 5 4 23 

5 5 5 5 5 25 5 5 5 4 5 24 5 4 5 5 5 24 5 4 5 5 5 24 

5 5 5 5 5 25 5 5 5 5 5 25 5 5 5 5 5 25 4 5 5 5 5 24 

5 5 5 5 5 25 5 5 5 5 5 25 5 5 5 5 5 25 5 5 5 5 5 25 
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4 5 5 5 5 24 4 5 5 5 5 24 5 4 5 4 5 23 5 4 5 5 5 24 

5 5 5 5 5 25 4 5 5 5 5 24 5 5 5 4 5 24 4 5 5 4 4 22 

4 5 5 4 5 23 5 5 5 5 5 25 4 5 5 5 5 24 5 5 5 5 5 25 

4 5 4 5 5 23 5 5 5 5 5 25 5 5 4 5 4 23 4 4 4 4 4 20 

5 5 5 5 5 25 5 4 5 5 5 24 5 4 5 5 4 23 5 5 4 5 5 24 

5 5 4 5 5 24 5 4 5 5 4 23 5 5 5 5 5 25 5 5 5 4 5 24 

4 5 3 5 5 22 4 3 5 4 5 21 4 2 3 4 5 18 2 3 3 4 4 16 

5 4 3 4 4 20 4 3 3 4 4 18 5 4 5 5 3 22 4 5 4 5 5 23 

3 3 2 3 4 15 4 4 5 3 5 21 3 4 4 3 4 18 5 4 4 5 4 22 

5 5 5 5 5 25 5 5 5 4 5 24 4 4 4 5 5 22 5 5 5 4 5 24 

5 5 5 4 4 23 5 5 4 4 4 22 5 4 4 4 5 22 4 5 5 5 5 24 

5 5 4 5 4 23 5 5 4 5 5 24 4 4 5 5 4 22 5 4 5 5 4 23 

4 2 1 3 3 13 4 5 3 4 5 21 5 4 5 2 4 20 3 3 3 3 2 14 

4 5 2 3 5 19 4 5 5 2 3 19 4 4 3 3 5 19 4 5 2 5 4 20 

5 5 4 5 5 24 5 5 5 5 4 24 5 4 5 5 5 24 4 5 5 5 5 24 

4 3 4 4 4 19 2 3 4 4 4 17 4 3 5 4 5 21 4 5 2 3 1 15 

4 5 5 2 3 19 4 5 5 3 5 22 4 5 3 4 4 20 4 4 4 3 3 18 

5 5 4 5 5 24 5 5 5 4 5 24 5 4 5 5 5 24 5 4 5 5 4 23 

5 5 4 5 5 24 5 5 5 5 5 25 5 5 5 4 4 23 5 5 5 5 5 25 

3 4 3 4 4 18 4 3 4 4 3 18 4 3 4 3 4 18 3 4 3 3 4 17 

3 3 4 4 3 17 4 4 4 2 3 17 3 4 3 4 2 16 3 4 3 4 2 16 

4 4 4 4 4 20 3 3 4 3 3 16 3 3 3 3 2 14 4 5 4 4 4 21 

4 3 3 4 4 18 3 4 4 3 4 18 4 4 5 4 4 21 4 4 5 4 4 21 

3 4 4 3 3 17 3 4 3 4 3 17 3 4 4 3 4 18 3 3 3 3 2 14 

4 4 3 4 3 18 2 3 2 3 4 14 4 3 4 3 3 17 4 4 4 4 3 19 

4 5 4 3 4 20 4 4 3 3 4 18 4 5 4 4 4 21 4 4 5 3 4 20 

5 4 5 5 4 23 5 5 5 5 4 24 5 4 5 5 5 24 5 5 5 5 5 25 

4 3 4 4 4 19 3 4 3 3 5 18 4 4 4 5 5 22 4 4 5 4 4 21 

4 5 4 5 3 21 4 5 5 3 5 22 2 3 3 4 3 15 4 2 3 4 2 15 

5 3 5 4 5 22 5 4 5 5 5 24 5 4 5 5 5 24 5 4 5 5 4 23 

4 3 2 4 3 16 4 4 3 4 4 19 4 4 3 4 3 18 4 3 4 3 4 18 
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2 3 4 4 3 16 4 2 2 3 4 15 4 4 3 4 3 18 4 3 4 2 3 16 

4 3 3 4 4 18 3 4 3 4 5 19 4 2 2 3 3 14 3 3 4 3 2 15 

4 4 4 3 3 18 3 3 3 3 2 14 2 3 3 4 4 16 2 3 3 3 2 13 

3 3 3 3 3 15 2 3 4 4 2 15 4 2 4 4 3 17 3 2 3 2 3 13 

5 4 3 4 3 19 5 4 5 4 5 23 5 4 5 4 5 23 4 4 4 4 4 20 

4 4 4 3 4 19 3 4 4 3 4 18 2 3 3 3 4 15 3 4 4 4 3 18 

3 4 4 4 3 18 4 4 4 4 4 20 4 4 4 4 3 19 4 4 4 4 4 20 

4 4 4 4 4 20 3 4 4 3 4 18 2 4 3 3 4 16 2 3 3 4 3 15 

5 5 5 5 4 24 5 5 5 5 4 24 5 5 4 5 5 24 5 5 4 5 5 24 

4 3 2 4 4 17 4 4 3 4 4 19 4 4 3 4 4 19 3 4 3 4 4 18 

4 3 4 4 4 19 3 4 3 4 4 18 4 4 3 3 4 18 4 3 4 4 1 16 

5 5 5 5 4 24 5 5 5 5 4 24 5 5 5 4 5 24 5 5 5 5 5 25 

4 1 2 3 3 13 2 3 3 3 4 15 4 3 4 3 4 18 4 2 3 4 4 17 

3 4 4 4 3 18 4 4 4 4 3 19 4 3 4 4 3 18 3 4 4 3 4 18 

5 3 4 1 3 16 4 3 4 3 4 18 3 1 4 4 3 15 4 3 4 5 3 19 

4 2 3 3 4 16 4 3 4 4 3 18 3 3 3 3 3 15 2 3 3 3 4 15 

4 3 3 4 4 18 3 3 3 2 2 13 3 2 2 3 3 13 3 3 2 3 1 12 

5 3 5 3 4 20 4 3 4 3 2 16 4 1 3 2 4 14 1 3 3 5 4 16 

3 4 4 4 4 19 3 4 4 3 3 17 5 3 1 3 3 15 3 3 4 4 4 18 

4 4 4 4 3 19 3 4 3 3 4 17 4 3 4 4 3 18 3 3 4 4 3 17 

4 4 3 4 3 18 2 2 3 3 3 13 3 4 4 3 4 18 3 4 4 4 3 18 

3 3 3 4 4 17 4 4 4 4 4 20 3 4 4 3 3 17 4 3 3 3 2 15 

4 2 2 4 3 15 4 4 3 4 3 18 3 4 3 4 3 17 3 3 3 4 3 16 

5 3 2 5 1 16 3 5 4 4 4 20 5 4 3 4 3 19 3 2 3 3 3 14 

4 3 4 4 3 18 4 4 3 4 4 19 4 2 4 3 4 17 4 4 3 4 4 19 

4 3 3 3 3 16 4 4 3 4 4 19 4 5 3 4 3 19 4 3 3 3 3 16 

4 1 3 4 3 15 3 4 4 2 4 17 4 3 5 4 4 20 4 4 5 5 5 23 

5 5 5 5 5 25 4 4 5 5 5 23 4 5 5 4 5 23 5 5 5 5 4 24 

5 4 5 5 4 23 4 4 4 4 4 20 5 5 5 5 5 25 5 5 5 5 5 25 

5 5 5 5 5 25 5 5 5 5 5 25 5 5 5 5 5 25 5 5 5 5 5 25 

4 3 4 4 3 18 4 3 4 4 4 19 3 3 4 3 3 16 3 4 4 4 3 18 
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5 5 4 5 5 24 5 5 4 5 5 24 5 5 5 5 5 25 5 5 4 5 5 24 

4 5 5 4 5 23 3 4 4 3 4 18 4 5 4 4 4 21 4 5 3 3 4 19 

4 3 4 4 3 18 4 4 4 5 5 22 4 5 3 4 3 19 3 3 3 3 4 16 

4 4 3 4 4 19 4 3 4 3 3 17 4 3 4 4 3 18 4 4 4 4 3 19 

5 5 5 5 5 25 5 5 5 5 5 25 4 5 5 5 5 24 4 5 5 5 5 24 

 

 

 


