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APPENDICIES 

APPENDIX 1 

QUESTIONNAIRE INDONESIAN & ENGLISH VERSION 

 

Yang Terhormat Saudara/Saudari, 

 

Perkenalkan nama saya Michelle Natasha Audina, saya seorang mahasiswi Management 

President University jurusan Bisnis International. Saat ini, saya sedang melakukan penelitian 

untuk memenuhi tugas akhir (final thesis) yang berjudul   

 

"THE EFFECT OF GREEN MARKETING ON PURCHASE DECISIONS OF 

SKINCARE THE BODY SHOP INDONESIA" 

 

Saya memohon waktu dan kesediaan Saudara/Saudari selama 3-5 menit untuk mengisi 

kuesioner ini supaya tercapai tujuan dari penelitian ini. Jawaban dan informasi 

yang Saudara/Saudari berikan bersifat rahasia dan hanya akan digunakan untuk hal-hal terkait 

penelitian ini. Jika ada pertanyaan, kritik, atau saran terkait kuesioner ini, silahkan hubungi 

saya melalui:  081286209272 (Michelle Natasha). 

 

Berikut Merupakan Beberapa Pertanyaan Penyaringan Untuk Mengetahui Lebih Banyak 

Tentang Apa yang Anda Pikirkan Mengenai Pembelian Produk The Body Shop. 

 

Setiap pengisian kuesioner sangat berarti untuk penelitian ini, saya, dan diharapkan penelitian 

ini juga dapat bermanfaat bagi seluruh pihak yang terlibat untuk kedepannya. Atas 

ketersediaan Saudara/Saudari, saya mengucapkan terima kasih. 

 

 

Salam,  

Michelle Natasha Audina. 

 

Pertanyaan Penyaringan 

Pernahkah Anda memakai atau membeli produk The Body Shop? 

o Ya  
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o Tidak  

 SECTION 1 – Identitas Responden 

1. Jenis kelamin:  

o Perempuan  

o Laki-laki  

2. Usia: 

o Gen Z: 12 tahun – 21 tahun  

o Millennial: 22 tahun – 38 tahun  

o Gen X: 39 tahun – 56 tahun  

3. Gaji: 

o < dibawah Rp. 5.000.000  

o Rp. 5.000.000 – Rp. 10.000.000 

o > diatas Rp. 10.000.000  

SECTION 2 – Green Customer Behavior 

Petunjuk Pengisian 

Berikan tanda pada pendapat yang anda anggap sesuai. Dengan keterangan dan bobot nilai 

sebagai berikut: 

1 = Sangat Tidak Setuju 

2 = Tidak Setuju 

3 = Netral  

4 = Setuju 

5 = Sangat Setuju 

NO Green Consumer Behavior 1 2 3 4 5 

1 Penting bagi saya bahwa produk yang saya 

gunakan tidak merusak lingkungan  
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2 Saya akan menggambarkan diri saya sebagai 

orang yang bertanggung jawab terhadap 

lingkungan 

     

3 Saya telah meyakinkan anggota keluarga atau 

teman saya untuk tidak membeli beberapa produk 

yang berbahaya bagi lingkungan 

     

4 Saya senang membeli produk ramah lingkungan       

5 Saya mengikuti kampanye komunitas dan 

lingkungan yang dilakukan oleh The Body Shop  

     

 

SECTION 3 – Green Brand Awareness 

NO Green Brand Awareness 1 2 3 4 5 

1 Saya memilih produk merek The Body Shop 

sebagai alternatif pilihan saat membeli produk 

perawatan kulit  

     

2 Saya ingat brand The Body Shop ketika ditanya 

tentang produk perawatan kulit  

     

3 Saya masih ingat brand The Body Shop meskipun 

menggunakan produk kompetitor  

     

4 Saya mengenali merek The Body Shop di antara 

merek perawatan kulit lainnya  

     

5 Saya mengenali produk The Body Shop hanya 

dengan melihat karakteristik kemasannya 

     

 

SECTION 4 – Green Lifestyle 

NO Green Lifestyle 1 2 3 4 5 
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1 Menggunakan produk The Body Shop 

menunjukkan konsep diri yang peduli terhadap 

kelestarian lingkungan  

     

2 Saya bersedia membayar lebih untuk produk 

ramah lingkungan  

     

3 Saya telah mengganti produk/merek karena alasan 

ekologis  

     

4 Saya mencoba membeli produk yang dapat didaur 

ulang  

     

5 Jika memungkinkan, saya membeli produk yang 

dikemas dalam wadah yang dapat digunakan 

kembali  

     

 

SECTION 3 – Purchase Decision 

NO Purchase Decision 1 2 3 4 5 

1 Menggunakan produk The Body Shop 

menunjukkan konsep diri yang peduli terhadap 

kelestarian lingkungan  

     

2 Saya bersedia membayar lebih untuk produk 

ramah lingkungan  

     

3 Saya telah mengganti produk/merek karena alasan 

ekologis  

     

4 Saya mencoba membeli produk yang dapat didaur 

ulang   

     

5 Jika memungkinkan, saya membeli produk yang 

dikemas dalam wadah yang dapat digunakan 

kembali  
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Dear Brothers/Sisters, 

Introducing my name is Michelle Natasha Audina, I am a Management President University 

student majoring in International Business. Currently, I am doing research to fulfill my final 

thesis entitled 

"THE EFFECT OF GREEN MARKETING ON PURCHASE DECISIONS OF 

SKINCARE THE BODY SHOP INDONESIA" 

I ask for your time and willingness for 3-5 minutes to fill out this questionnaire so that the 

objectives of this research can be achieved. The answers and information you provide are 

confidential and will only be used for matters related to this research. If you have any questions, 

criticisms or suggestions regarding this questionnaire, please contact me via: 081286209272 

(Michelle Natasha). 

Below are some screening questions to find out more about what you think about purchasing 

The Body Shop products 

Each filling in the questionnaire is very meaningful for this research, I, and it is hoped that this 

research can also be useful for all parties involved in the future. For your availability, I thank 

you. 

 

Regards, 

Michelle Natasha Audina. 

 

Screening Questions  

Have you ever used or purchased The Body Shop products? 

o Yes 

o No 

 

SECTION 1 – Respondent Profile 

1. Gender 

o Perempuan (Female) 
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o Laki-laki (Male) 

2. Age 

o Gen Z: 12 years old – 21 years old 

o Millennial: 22 years old – 38 years old 

o Gen X: 39 years old – 56 years old 

3. Income per monthly 

o < under Rp. 5.000.000 

o Rp. 5.000.000 – Rp. 10.000.000 

o > below Rp. 10.000.000 

SECTION 2 – Green Consumer Behavior 

Charging instructions 

Mark the opinion that you think is appropriate. With description and value weight as follows: 

1 = Strongly Disagree  

2 = Disagree  

3 = Neutral  

4 = Agree  

5 = Strongly Agree  

NO Green Consumer Behavior 1 2 3 4 5 

1 It is important to me that the products I use do not 

harm the environment 

     

2 I would describe myself as an environmentally 

responsible person 

     

3 I have convinced members of my family or friends 

not to buy some products which are harmful to the 

environment 

     

4 I am pleased to purchase green products      
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5 I follow the community and environmental 

campaigns conducted by The Body Shop 

     

  

SECTION 3 – Green Brand Awareness 

NO Green Brand Awareness 1 2 3 4 5 

1 I choose The Body Shop brand products as an 

alternative choice when buying skincare products 

     

2 I remember the brand The Body Shop when asked 

about skincare products 

     

3 I still remember The Body Shop brand even 

though I'm using a competitor's product 

     

4 I recognize The Body Shop brand among other 

skincare brands 

     

5 I recognize The Body Shop products just by 

looking at the characteristics of the packaging 

     

 

SECTION 4 – Green Lifestyle 

NO Green Lifestyle 1 2 3 4 5 

1 Using The Body Shop products shows a self-

concept that cares about environmental 

sustainability 

     

2 I’m willing to pay more for environmentally 

friendly products 

     

3 I have switched products/brands for ecological 

reasons 

     

4 I try to buy products that can be recycled      
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5 Whenever possible, I buy products packaged in 

reusable containers 

     

 

SECTION 5 – Purchase Decision 

NO Purchase Decision 1 2 3 4 5 

1 Using The Body Shop products shows a self-

concept that cares about environmental 

sustainability 

     

2 I’m willing to pay more for environmentally 

friendly products 

     

3 I have switched products/brands for ecological 

reasons 

     

4 I try to buy products that can be recycled      

5 Whenever possible, I buy products packaged in 

reusable containers 
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APPENDIX 2  

IBM SPSS VERSION 25.0 RESULT OUTPUT 

Validity Test 

1. Validity of Green Consumer Behavior 

 

Correlations 

 GC1 GC2 GC3 GC4 GC5 GCT 

GC1 Pearson Correlation 1 .675** .479** .873** .133 .453* 

Sig. (2-tailed)  .000 .007 .000 .483 .012 

N 30 30 30 30 30 30 

GC2 Pearson Correlation .675** 1 .275 .642** .041 .457* 

Sig. (2-tailed) .000  .141 .000 .830 .011 

N 30 30 30 30 30 30 

GC3 Pearson Correlation .479** .275 1 .534** .473** .317 

Sig. (2-tailed) .007 .141  .002 .008 .088 

N 30 30 30 30 30 30 

GC4 Pearson Correlation .873** .642** .534** 1 .167 .471** 

Sig. (2-tailed) .000 .000 .002  .377 .009 

N 30 30 30 30 30 30 

GC5 Pearson Correlation .133 .041 .473** .167 1 .414* 

Sig. (2-tailed) .483 .830 .008 .377  .023 

N 30 30 30 30 30 30 

GCT Pearson Correlation .453* .457* .317 .471** .414* 1 

Sig. (2-tailed) .012 .011 .088 .009 .023  

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). 

 

2. Validity of Green Brand Awareness 

Correlations 

 GB1 GB2 GB3 GB4 GB5 GBT 

GB1 Pearson Correlation 1 .432* .382* .296 .597** .662** 

Sig. (2-tailed)  .017 .037 .112 .000 .000 

N 30 30 30 30 30 30 

GB2 Pearson Correlation .432* 1 .622** .342 .550** .329 

Sig. (2-tailed) .017  .000 .064 .002 .076 

N 30 30 30 30 30 30 
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GB3 Pearson Correlation .382* .622** 1 .501** .754** .502** 

Sig. (2-tailed) .037 .000  .005 .000 .005 

N 30 30 30 30 30 30 

GB4 Pearson Correlation .296 .342 .501** 1 .610** .343 

Sig. (2-tailed) .112 .064 .005  .000 .063 

N 30 30 30 30 30 30 

GB5 Pearson Correlation .597** .550** .754** .610** 1 .701** 

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

N 30 30 30 30 30 30 

GBT Pearson Correlation .662** .329 .502** .343 .701** 1 

Sig. (2-tailed) .000 .076 .005 .063 .000  

N 30 30 30 30 30 30 

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

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

 

 

3. Validity of Green Lifestyle 

Correlations 

 GL1 GL2 GL3 GL4 GL5 GLT 

GL1 Pearson Correlation 1 .619** .436* .403* .589** .608** 

Sig. (2-tailed)  .000 .016 .027 .001 .000 

N 30 30 30 30 30 30 

GL2 Pearson Correlation .619** 1 .633** .453* .638** .381* 

Sig. (2-tailed) .000  .000 .012 .000 .038 

N 30 30 30 30 30 30 

GL3 Pearson Correlation .436* .633** 1 .664** .520** .341 

Sig. (2-tailed) .016 .000  .000 .003 .065 

N 30 30 30 30 30 30 

GL4 Pearson Correlation .403* .453* .664** 1 .485** .342 

Sig. (2-tailed) .027 .012 .000  .007 .064 

N 30 30 30 30 30 30 

GL5 Pearson Correlation .589** .638** .520** .485** 1 .705** 

Sig. (2-tailed) .001 .000 .003 .007  .000 

N 30 30 30 30 30 30 

GLT Pearson Correlation .608** .381* .341 .342 .705** 1 

Sig. (2-tailed) .000 .038 .065 .064 .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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4. Validity of Purchase Decision 

 

Correlations 

 PD1 PD2 PD3 PD4 PD5 PDT 

PD1 Pearson Correlation 1 .535** .687** .779** 1.000** .535** 

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

N 30 30 30 30 30 30 

PD2 Pearson Correlation .535** 1 .482** .637** .535** 1.000** 

Sig. (2-tailed) .002  .007 .000 .002 .000 

N 30 30 30 30 30 30 

PD3 Pearson Correlation .687** .482** 1 .706** .693** .460** 

Sig. (2-tailed) .000 .007  .000 .000 .005 

N 30 30 36 36 36 36 

PD4 Pearson Correlation .779** .637** .706** 1 .780** .563** 

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

N 30 30 36 36 36 36 

PD5 Pearson Correlation 1.000** .535** .693** .780** 1 .478** 

Sig. (2-tailed) .000 .002 .000 .000  .003 

N 30 30 36 36 36 36 

PDT Pearson Correlation .535** 1.000** .460** .563** .478** 1 

Sig. (2-tailed) .002 .000 .005 .000 .003  

N 30 30 36 36 36 36 

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

 

 

Reliability Test 

1. Reliability of Green Consumer Behavior 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.699 4 

 

2. Reliability of Green Brand Awareness 

 

 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 
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.712 3 

 

 

3. Reliability of Green Lifestyle 

 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.782 3 

 

 

 

4. Reliability of Purchase Decision 

 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.917 5 

 

 

Descriptive Analysis 

1. Green Consumer Behavior & Green Brand Awareness 

 

2. Green Lifestyle & Purchase Decision 



 
 

67 
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APPENDIX 3 

QUESTIONNAIRE RESPONSES 

1. Green Consumer Behavior 

Form Responses GC1 GC2 GC3 GC4 GC5 Mean 

1 5 4 5 5 3 4.4 

2 5 4 3 5 2 3.8 

3 4 4 3 5 3 3.8 

4 5 4 4 5 3 4.2 

5 3 4 1 3 1 2.4 

6 5 5 5 5 5 5 

7 4 5 4 5 4 4.4 

8 5 5 2 4 3 3.8 

9 5 4 4 5 5 4.6 

10 5 4 5 5 5 4.8 

11 5 5 4 5 3 4.4 

12 3 3 3 4 3 3.2 

13 5 5 5 5 3 4.6 

14 5 5 3 5 2 4 

15 5 5 5 5 3 4.6 

16 4 5 4 4 4 4.2 

17 5 5 4 4 3 4.2 

18 4 4 3 4 3 3.6 

19 1 3 3 2 3 2.4 
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20 4 4 4 5 3 4 

21 5 3 5 5 3 4.2 

22 1 1 3 1 3 1.8 

23 4 5 4 4 4 4.2 

24 4 4 4 4 3 3.8 

25 4 5 4 4 2 3.8 

26 4 3 3 3 3 3.2 

27 5 5 5 5 2 4.4 

28 4 4 4 4 4 4 

29 4 4 4 4 4 4 

30 4 4 4 4 4 4 

31 4 4 2 1 3 2.8 

32 3 3 4 4 1 3 

33 5 5 4 5 4 4.6 

34 3 3 2 4 1 2.6 

35 5 5 5 5 3 4.6 

36 3 3 1 4 1 2.4 

37 4 4 4 5 3 4 

38 4 4 4 4 4 4 

39 4 3 3 4 2 3.2 

40 5 4 4 4 3 4 

41 4 4 4 5 5 4.4 

42 3 4 4 5 5 4.2 
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43 5 5 5 5 3 4.6 

44 4 4 4 4 3 3.8 

45 5 5 5 5 5 5 

46 5 4 4 4 4 4.2 

47 4 4 4 5 3 4 

48 5 3 3 5 1 3.4 

49 5 5 3 5 1 3.8 

50 5 3 3 5 2 3.6 

51 5 5 5 4 4 4.6 

52 5 4 4 4 3 4 

53 4 4 4 4 4 4 

54 5 5 5 5 5 5 

55 5 4 3 5 3 4 

56 5 5 5 5 4 4.8 

57 4 4 5 5 3 4.2 

58 5 5 5 5 3 4.6 

59 5 5 4 5 4 4.6 

60 4 4 1 3 3 3 

61 4 4 4 5 3 4 

62 4 4 4 4 4 4 

63 5 4 4 5 4 4.4 

64 4 5 5 4 3 4.2 

65 5 5 4 5 3 4.4 
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66 4 4 4 4 4 4 

67 5 5 5 5 3 4.6 

68 5 4 5 5 5 4.8 

69 5 5 5 5 5 5 

70 5 4 4 4 3 4 

71 5 5 5 5 4 4.8 

72 5 4 4 5 3 4.2 

73 4 4 4 4 3 3.8 

74 5 4 4 4 3 4 

75 5 4 5 5 4 4.6 

76 5 5 5 5 3 4.6 

77 5 4 5 5 5 4.8 

78 5 5 5 5 5 5 

79 4 4 4 4 3 3.8 

80 4 3 4 4 3 3.6 

81 5 4 5 5 5 4.8 

82 5 5 5 5 1 4.2 

83 5 5 5 5 1 4.2 

84 5 5 4 5 4 4.6 

85 4 4 4 4 4 4 

86 4 5 5 5 5 4.8 

87 5 4 3 3 3 3.6 

88 5 5 4 5 4 4.6 
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89 4 4 5 5 2 4 

90 4 4 4 4 4 4 

91 4 4 4 4 4 4 

92 5 5 5 5 5 5 

93 4 4 3 4 3 3.6 

94 5 4 5 5 5 4.8 

95 4 4 4 4 3 3.8 

96 4 4 5 5 4 4.4 

97 3 3 3 2 3 2.8 

98 4 4 4 5 4 4.2 

99 5 5 5 5 5 5 

100 5 5 3 4 5 4.4 

101 5 5 4 5 3 4.4 

102 3 4 3 3 2 3 

103 3 4 4 3 3 3.4 

104 3 3 2 4 2 2.8 

105 5 5 5 5 2 4.4 

106 5 5 3 5 1 3.8 

107 5 5 4 5 5 4.8 

108 5 5 4 5 3 4.4 

109 3 2 2 4 2 2.6 

110 4 4 3 5 3 3.8 

111 5 5 4 5 4 4.6 
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112 4 4 5 5 2 4 

113 4 4 5 5 1 3.8 

 

2. Green Brand Awareness 

Form Responses GB1 GB2 GB3 GB4 GB5 Mean 

1 4 4 3 5 5 4.2 

2 2 3 5 5 5 4 

3 4 3 3 2 3 3 

4 3 4 4 4 1 3.2 

5 3 1 4 4 4 3.2 

6 5 5 5 5 5 5 

7 4 5 4 3 4 4 

8 4 3 2 4 3 3.2 

9 4 5 4 4 5 4.4 

10 4 4 5 4 4 4.2 

11 4 4 4 5 3 4 

12 4 3 3 3 2 3 

13 4 3 4 5 4 4 

14 5 4 3 5 5 4.4 

15 4 4 4 4 4 4 

16 4 5 5 4 4 4.4 

17 4 4 3 3 3 3.4 

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

20 4 3 3 3 5 3.6 

21 4 4 4 4 4 4 

22 2 1 2 1 1 1.4 

23 4 3 4 5 4 4 

24 4 4 4 4 4 4 

25 3 2 2 2 5 2.8 

26 4 4 4 4 4 4 

27 3 1 4 4 3 3 

28 4 3 4 4 4 3.8 

29 4 4 4 5 5 4.4 

30 3 3 3 3 3 3 

31 5 1 3 4 4 3.4 

32 3 3 4 3 4 3.4 

33 4 4 4 5 4 4.2 

34 3 4 2 4 4 3.4 

35 5 5 5 5 5 5 

36 1 3 5 3 5 3.4 

37 4 3 4 4 4 3.8 

38 4 4 4 4 4 4 

39 4 4 3 2 3 3.2 

40 4 3 3 5 5 4 

41 5 4 4 5 5 4.6 
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42 3 4 3 4 4 3.6 

43 3 3 3 3 3 3 

44 3 4 3 4 4 3.6 

45 5 4 5 5 5 4.8 

46 4 4 4 4 5 4.2 

47 3 3 3 3 3 3 

48 5 5 3 3 5 4.2 

49 4 5 5 5 5 4.8 

50 3 3 2 3 1 2.4 

51 4 4 4 3 3 3.6 

52 4 4 4 4 4 4 

53 4 4 4 4 4 4 

54 5 5 5 5 5 5 

55 5 5 4 3 2 3.8 

56 4 4 4 4 3 3.8 

57 4 3 3 3 3 3.2 

58 5 5 3 3 3 3.8 

59 5 5 5 5 3 4.6 

60 4 4 3 3 3 3.4 

61 3 3 3 4 4 3.4 

62 4 3 3 4 4 3.6 

63 4 3 3 3 3 3.2 

64 3 3 4 4 3 3.4 
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65 4 5 4 5 5 4.6 

66 3 4 4 4 3 3.6 

67 5 4 3 3 3 3.6 

68 4 4 3 4 3 3.6 

69 5 5 5 5 5 5 

70 4 4 5 4 5 4.4 

71 3 3 3 3 3 3 

72 3 4 4 4 2 3.4 

73 4 4 4 4 4 4 

74 4 4 4 4 4 4 

75 3 4 5 4 4 4 

76 4 4 4 4 4 4 

77 5 4 2 4 3 3.6 

78 4 4 4 4 4 4 

79 3 4 4 4 4 3.8 

80 3 4 4 4 4 3.8 

81 5 5 5 5 5 5 

82 3 5 5 5 5 4.6 

83 3 5 5 5 5 4.6 

84 4 4 4 4 4 4 

85 4 4 4 4 4 4 

86 4 4 4 4 4 4 

87 4 3 3 4 3 3.4 
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88  4 5 5 4 4.5 

89 3 3 3 2 2 2.6 

90 4 4 4 4 4 4 

91 4 4 4 4 4 4 

92 5 5 5 5 5 5 

93 3 3 3 3 3 3 

94 5 5 5 5 5 5 

95 3 4 4 4 4 3.8 

96 3 4 5 4 4 4 

97 3 3 2 3 2 2.6 

98 5 5 5 5 5 5 

99 5 5 5 5 5 5 

100 2 5 4 1 4 3.2 

101 5 5 5 5 5 5 

102 3 4 4 2 3 3.2 

103 3 3 3 3 3 3 

104 3 4 4 4 1 3.2 

105 4 5 5 5 5 4.8 

106 5 5 5 5 5 5 

107 5 5 5 5 5 5 

108 3 3 4 3 5 3.6 

109 3 3 4 4 4 3.6 

110 4 3 3 3 3 3.2 
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111 5 4 4 4 4 4.2 

112 5 5 4 4 5 4.6 

113 4 5 5 3 4 4.2 

 

3. Green Lifestyle 

Form Responses GL1 GL2 GL3 GL4 GL5 Mean 

1 
5 5 5 4 5 

4.8 

2 
4 3 2 4 3 3.2 

3 
2 3 3 4 4 3.2 

4 
3 4 4 4 5 4 

5 
3 2 1 2 5 2.6 

6 
5 5 5 5 5 5 

7 
4 5 4 5 4 4.4 

8 
3 4 4 3 2 3.2 

9 
4 5 5 5 4 4.6 

10 
4 4 5 5 5 4.6 

11 
4 4 4 3 5 4 

12 
3 2 3 3 3 2.8 

13 
4 4 4 4 4 4 

14 
5 5 5 5 5 5 

15 
3 5 3 3 4 3.6 

16 
5 5 4 4 5 4.6 

17 
2 3 3 4 4 3.2 

18 
4 5 3 4 4 4 
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19 
2 2 3 2 2 2.2 

20 
3 3 2 2 3 2.6 

21 
4 3 4 3 3 3.4 

22 
1 2 2 2 1 1.6 

23 
4 4 4 4 4 4 

24 
4 3 4 3 3 3.4 

25 
3 3 3 2 2 2.6 

26 
4 4 4 4 4 4 

27 
3 4 4 5 5 4.2 

28 
4 3 4 3 4 3.6 

29 
5 5 5 3 4 4.4 

30 
4 4 3 4 4 3.8 

31 
5 4 4 5 4 4.4 

32 
3 3 2 3 4 3 

33 
4 4 4 4 4 4 

34 
4 3 2 4 4 3.4 

35 
5 5 5 5 1 4.2 

36 
4 2 1 2 2 2.2 

37 
4 4 4 4 4 4 

38 
4 3 3 4 4 3.6 

39 
4 4 4 4 4 4 

40 
4 4 4 4 4 4 

41 
5 5 4 4 4 4.4 
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42 
4 4 3 4 4 3.8 

43 
5 5 5 5 5 5 

44 
3 4 3 4 4 3.6 

45 
5 4 3 5 5 4.4 

46 
4 4 4 4 5 4.2 

47 
3 3 3 4 4 3.4 

48 
4 4 3 5 5 4.2 

49 
5 3 5 5 5 4.6 

50 
1 2 4 3 5 3 

51 
4 4 5 4 4 4.2 

52 
4 4 4 4 4 4 

53 
4 3 3 4 4 3.6 

54 
5 5 5 5 5 5 

55 
3 3 3 5 5 3.8 

56 
4 4 3 4 4 3.8 

57 
3 3 3 3 5 3.4 

58 
3 3 3 3 3 3 

59 
5 4 4 4 5 4.4 

60 
3 3 3 3 3 3 

61 
3 3 3 4 4 3.4 

62 
4 4 3 4 4 3.8 

63 
4 3 3 3 2 3 

64 
4 4 3 4 4 3.8 
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65 
5 3 4 3 3 3.6 

66 
3 4 3 4 3 3.4 

67 
5 5 5 2 4 4.2 

68 
4 5 3 4 4 4 

69 
5 5 5 4 5 4.8 

70 
4 4 3 3 3 3.4 

71 
3 3 3 3 5 3.4 

72 
3 4 2 2 3 2.8 

73 
3 3 3 3 4 3.2 

74 
4 4 4 4 3 3.8 

75 
3 4 3 3 4 3.4 

76 
4 4 4 4 4 4 

77 
5 5 4 3 3 4 

78 
4 4 4 4 4 4 

79 
4 3 3 4 4 3.6 

80 
3 3 3 4 4 3.4 

81 
5 5  3 4 4.25 

82 
3 4 3 5 4 3.8 

83 
1 5 3 5 5 3.8 

84 
5 5 4 5 5 4.8 

85 
4 4 4 4 4 4 

86 
4 4 4 4 4 4 

87 
4 4 3 3 3 3.4 
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88 
5 5 5 5 5 5 

89 
3 2 3 3 2 2.6 

90 
4 4 4 4 4 4 

91 
4 4 4 4 4 4 

92 
5 5 5 5 5 5 

93 
3 3 3 3 4 3.2 

94 
5 5 5 5 5 5 

95 
2 3 4 5 5 3.8 

96 
4 4 4 4 4 4 

97 
3 3 3 2 2 2.6 

98 
4 4 5 4 4 4.2 

99 
5 5 5 5 5 5 

100 
3 4 5 5 5 4.4 

101 
5 5 5 5 5 5 

102 
3 2 2 2 5 2.8 

103 
3 3 3 3 3 3 

104 
3 3 2 2 4 2.8 

105 
5 4 3 5 5 4.4 

106 
5 3 2 3 4 3.4 

107 
5 4 4 5 5 4.6 

108 
4 5 4 5 5 4.6 

109 
2 3 2 3 3 2.6 

110 
4 4 3 3 4 3.6 
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111 
4 4 4 4 4 4 

112 
4 1 2 1 5 2.6 

113 
3 4 5 5 4 4.2 

 

4. Purchase Decision 

Form Responses PD1 PD2 PD3 PD4 PD5 Mean 

1 5 4 4 5 5 4.6 

2 4 5 3 4 2 3.6 

3 5 3 3 3 2 3.2 

4 4 5 4 4 4 4.2 

5 5 3 2 2 2 2.8 

6 5 5 5 5 5 5 

7 4 5 4 5 3 4.2 

8 4 3 3 4 4 3.6 

9 4 5 4 4 4 4.2 

10 5 5 4 5 4 4.6 

11 4 4 3 3 4 3.6 

12 4 3 3 3 3 3.2 

13 5 4 3 5 4 4.2 

14 5 5 3 3 4 4 

15 3 3 3 3 3 3 

16 5 4 4 4 5 4.4 

17 4 4 3 4 4 3.8 
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18 4 4 4 4 4 4 

19 2 3 3 3 3 2.8 

20 4 3 4 4 4 3.8 

21 4 4 4 4 4 4 

22 2 1 1 2 1 1.4 

23 4 5 4 5 3 4.2 

24 4 4 4 4 4 4 

25 2 4 4 4 2 3.2 

26 4 4 4 4 4 4 

27 3 3 3 3 3 3 

28 4 4 4 4 3 3.8 

29 5 4 4 5 3 4.2 

30 3 3 3 3 3 3 

31 5 5 5 4 2 4.2 

32 3 4 4 4 3 3.6 

33 4 5 5 4 4 4.4 

34 5 4 4 4 3 4 

35 5 5 5 5 5 5 

36 4 1 3 2 1 2.2 

37 4 4 4 4 2 3.6 

38 4 4 4 4 4 4 

39 4 4 3 4 3 3.6 

40 4 4 4 4 4 4 



 
 

85 
 

41 5 5 5 5 5 5 

42 5 2 3 3 4 3.4 

43 3 3 3 3 3 3 

44 4 3 2 3 3 3 

45 5 5 5 5 5 5 

46 4 4 4 4 4 4 

47 3 3 3 3 3 3 

48 4 4 5 4 4 4.2 

49 5 5 3 5 4 4.4 

50 4 4 3 3 5 3.8 

51 3 3 4 4 3 3.4 

52 4 4 4 4 4 4 

53 4 4 4 4 4 4 

54 5 5 5 5 5 5 

55 5 3 4 3 3 3.6 

56 4 4 4 4 4 4 

57 4 4 5 5 4 4.4 

58 5 5 5 5 5 5 

59 5 5 5 5 4 4.8 

60 3 3 3 3 3 3 

61 4 4 3 3 4 3.6 

62 3 3 3 3 3 3 

63 4 4 4 4 3 3.8 
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64 4 3 3 4 4 3.6 

65 5 5 5 5 5 5 

66 4 4 4 4 4 4 

67 5 4 5 5 4 4.6 

68 4 4 4 4 4 4 

69 5 5 5 5 5 5 

70 5 4 3 4 4 4 

71 3 3 3 3 3 3 

72 4 4 3 3 4 3.6 

73 4 4 4 4 4 4 

74 5 4 3 4 4 4 

75 3 4 5 4 3 3.8 

76 4 4 4 4 4 4 

77 4 4 4 3 4 3.8 

78 5 5 5 5 5 5 

79 4 4 4 4 3 3.8 

80 4 4 3 4 4 3.8 

81 5 5 5 5 5 5 

82 5 5 5 5 3 4.6 

83 5 5 5 3 3 4.2 

84 5 5 5 5 4 4.8 

85 4 4 4 4 4 4 

86 5 5 5 5 4 4.8 
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87 3 3 3 3 3 3 

88 5 5 5 5 5 5 

89 4 4 4 4 3 3.8 

90 4 4 4 4 4 4 

91 4 4 4 4 4 4 

92 5 5 5 5 5 5 

93 3 3 3 3 3 3 

94 5 5 5 5 5 5 

95 4 4 4 4 3 3.8 

96 5 4 3 2 4 3.6 

97 3 3 3 3 3 3 

98 4 4 4 4 5 4.2 

99 5 5 5 5 5 5 

100 5 4 3 4 5 4.2 

101 5 5 5 5 5 5 

102 4 2 3 3 3 3 

103 3 3 3 3 3 3 

104 4 3 4 4 3 3.6 

105 5 5 4 5 5 4.8 

106 5 5 5 5 5 5 

107 5 5 5 5 5 5 

108 4 3 3 3 4 3.4 

109 3 2 2 2 4 2.6 
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110 4 4 3 3 3 3.4 

111 4 4 4 4 4 4 

112 5 4 3 5 2 3.8 

113 3 5 4 5 4 4.2 
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APPENDIX 4 

Table of Distribution 

T table 

 

 

R table 
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F table 

 


