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Lampiran 6 : Kuesioner Penelitian

KUESIONER PENELITIAN

Responden yang terhormat,

Penelitian ini merupakan salah satu syarat kelulusan S1.
Sehubungan dengan hal tersebut, saya mohon kesediaan
Bapak/Ibu meluangkan waktunya untuk mengisi kuesioner
penelitian ini.

Terima kasih atas kesediaan Bapak/Ibu untuk berpartisipasi
dalam mengisi dan menjawab semua pertanyaan yang ada
didalam kuesioner ini. Kusioner ini digunakan untuk menyusun
laporan penelitian yang berjudul : “Pengaruh Iklan, Kualitas
Produk dan Word Of Mouth terhadap Keputusan Pembelian
Smartphone Vivo Di Dusun Keboan Anom 2 Desa Keban Anom
Kecamatan Gedangan Sidoarjo)”.

Penelitian ini hanya ditujukan untuk responden yang
menggunakan smartphone Vivo. Atas kesediaan waktu Bapak/Ibu
saya ucapkan terima kasih.

Hormat saya,

Novia Adlina



A. Identitas Responden

1. Nama :
2. Jenis Kelamin : Laki-laki / Perempuan
3. Umur :
4. Pekerjaan :

B. Petunjuk Pengisian

1. Baca setiap pernyataan/pertanyaan dengan teliti.
2. Jawab semua pernyataan/pertanyaan dengan jujur.
3. Berilah tanda ceklist (√) pada jawaban yang Anda anggap
paling tepat dan sesuai.

Penilaian dapat dilakukan berdasarkan skala sebagai berikut :

No. Jawaban Skor
1. Sangat Setuju (SS) 5
2. Setuju (ST) 4
3. Ragu-Ragu (RG) 3
4. Tidak Setuju (TS) 2
5. Sangat Tidak Setuju (STS) 1

Variabel Iklan (X1)

No. Pernyataan Jawaban
SS ST RG TS STS

Mission (Tujuan)
1. Iklan smartphone Vivo

bersifat persuasif.
Informasi yang diberikan



iklan smartphone Vivo jelas.
Iklan smartphone Vivo
menarik.

Message (Pesan yang Disampaikan)
2. Gambar tayangan iklan

smartphone Vivo mampu
memberikan pesan iklan
dengan baik.
Pesan iklan yang
disampaikan smartphone
Vivo dapat dipercaya.
Pesan iklan yang
disampaikan jelas dan
mudah dipahami.

Media (Media yang Digunakan)
3. Media iklan

elektronik/sosial media
yang dipakai untuk
memasarkan iklan
smartphone Vivo lebih
banyak sehingga mudah
mencari informasi.
Media televisi lebih sering
menayangkan iklan
smartphone Vivo sehingga
mengingatkan saya untuk
membeli.
Iklan smartphone Vivo lebih
sering muncul di media
cetak / koran.



Variabel Kualitas Produk (X2)

No. Pernyataan Jawaban
SS ST RG TS STS

Performance (Kinerja)
1. Kinerja produk smartphone

Vivo sangat baik.
Saya merasa puas dengan
kinerja smartphone Vivo.
Smartphone Vivo apabila
digunakan dalam waktu
lama tidak cepat panas.

Features (Tampilan)
2. Aplikasi yang ditawarkan

smartphone Vivo sangat
menarik.
Smartphone Vivo memiliki
tingkat resolusi warna
yang jernih.
Fitur yang ditawarkan
beragam.

Reliability (Kehandalan)
3. Proses pengoprasian

smartphone Vivo sangat
cepat.
Kondisi smartphone Vivo
dalam keadaan baik saat
dibeli.
Kondisi smartphone Vivo
tidak rusak apabila
terjatuh.



Comformance (Kesesuaian)
4. Harga yang ditawarkan

smartphone Vivo sesuai
dengan kualitas.
Kualitas smartphone Vivo
sesuai dengan harapan.
Smartphone Vivo memiliki
spesifikasi yang sesuai
dengan keinginan.

Durability (Daya Tahan)
5. Daya tahan smartphone

Vivo lebih baik daripada
produk pesaing.
Smartphone Vivo memiliki
daya tahan yang lama dan
kuat.
Smartphone Vivo dapat
digunakan lebih dari dua
tahun.

Serviceability (Kemampuan Pelayanan)
6. Smartphone Vivo

menyediakan garansi
kerusakan.
Penanganan keluhan yang
diberikan pengguna
smartphone Vivo cepat.
Smartphone Vivo
menyediakan pusat
perbaikan layanan (Service
Center) yang mudah
dicapai konsumen.



Aesthetics (Estetika)
7. Smartphone Vivo

menawarkan beragam
warna yang menarik.
Smartphone Vivo terlihat
elegan dan mewah.
Desain smartphone Vivo
bagus.

Perceived Quality (Kualitas yang Dipersepsikan)
8. Smartphone Vivo terkenal

bagus.
Saya menyukai smartphone
Vivo karena informasi dari
teman.
Smartphone Vivo
merupakan produk yang
berkualitas.

VariabelWord Of Mouth (X3)

No. Pernyataan Jawaban
SS ST RG TS STS

Talkers (Pembicara)
1. Saya menceritakan hal

positif mengenai
smartphone Vivo kepada
orang lain.
Saya berbagi pengalaman
tentang smartphone Vivo
kepada orang lain.



Saya berbagi pengalaman
tentang smartphone Vivo
kepada teman.

Topics (Topik)
2. Saya mempromosikan

smartphone Vivo kepada
orang lain.
Saya merekomendasikan
smartphone Vivo kepada
orang lain.
Saya sering mendapat
informasi tentang
smartphone Vivo dari
teman.

Tools (Alat)
3. Saya mengetahui

informasi tentang
smartphone Vivo dengan
alat bantu brosur.
Saya mengetahui
informasi tentang
smartphone Vivo melalui
internet.
Saya mengetahui
informasi tentang
smartphone Vivo dari sales
Vivo.

Talking Part (Partisipasi)
4. Saya mengajak orang

terdekat untuk membeli
smartphone Vivo.



Pengalaman orang lain
dapat mempengaruhi saya
untuk membeli smartphone
Vivo.
Saya diajak orang terdekat
untuk membeli smartphone
Vivo.

Tracking (Pengawasan)
5. Adanya pengawasam

informasi yang valid
terkait smartphone Vivo
dapat ditemukan di
berbagai media sosial.
Adanya pengawasan dari
perusahaan terkait dengan
pemasaran smartphone
Vivo sampai ke konsumen.
Adanya pengawasan dari
perusahaan terkait dengan
standar keamanan
pemakaian smartphone
Vivo.

Variabel Keputusan Pembelian (Y)

No. Pernyataan Jawaban
SS ST RG TS STS

Pemilihan Produk
1. Saya membeli smartphone

Vivo karena kebutuhan.



Saya membeli smartphone
Vivo karena produk lebih
baik dari produk pesaing.
Saya membeli smartphone
Vivo karena ingin
mencoba.

Pemilihan Merek
2. Saya membeli smartphone

Vivo karena karakteristik
merek baik.
Saya membeli smartphone
Vivo karena salah satu
smartphonemerek terkenal.
Saya membeli smartphone
Vivo karena tidak ada
merek lain yang cocok di
hati.

Pemilihan Penyalur
3. Saya membeli smartphone

Vivo di gerai resmi Vivo.
Saya membeli smartphone
Vivo di counter kecil.
Saya membeli smartphone
Vivo secara online di
marketplace.

Waktu Pembelian
4. Saya membeli smartphone

Vivo pada waktu yang
ditentukan.
Saya membeli smartphone
Vivo pada waktu yang



tidak ditentukan.
Saya membeli smartphone
Vivo pada saat
membutuhkan.

Jumlah Pembelian
5. Saya membeli satu

smartphone Vivo dalam
sekali belanja.
Saya membeli dua
smartphone Vivo lebih
dalam sekali belanja.
Saya membeli lebih dari
satu smartphone Vivo lebih
dalam sekali belanja.



Lampiran 7 : Tabulasi Penelitian
Tabulasi Variabel Iklan (X1)

Responden

Iklan (X1)

TotalX1.1 X1.2 X1.3

Item 1 Item 2 Item 3 Item 1 Item 2 Item 3 Item 1 Item 2 Item 3
Resp_1 3 5 5 4 3 4 4 4 3 35
Resp_2 3 3 4 4 3 4 4 4 3 32
Resp_3 4 3 2 2 3 4 5 5 2 30
Resp_4 4 4 4 4 4 4 4 4 4 36

Resp_5 4 3 4 5 3 4 5 4 1 33
Resp_6 3 3 4 3 3 4 4 4 3 31

Resp_7 5 4 4 4 4 5 4 4 2 36
Resp_8 3 3 5 5 5 5 5 5 5 41
Resp_9 5 5 5 5 5 5 5 4 5 44
Resp_10 4 4 4 4 4 4 4 2 2 32
Resp_11 3 4 3 4 4 4 4 4 4 34
Resp_12 5 4 4 5 5 5 5 5 3 41
Resp_13 4 5 4 4 4 4 4 4 4 37

Resp_14 4 4 4 4 4 4 4 4 4 36
Resp_15 4 4 4 4 4 4 4 3 3 34
Resp_16 3 4 3 3 3 4 4 4 3 31

Resp_17 3 4 5 4 4 4 3 5 5 37
Resp_18 4 5 4 5 3 5 4 5 2 37
Resp_19 3 4 4 3 3 4 4 3 3 31

Resp_20 3 4 4 4 4 4 4 3 2 32

Resp_21 3 4 5 4 4 4 4 4 4 36
Resp_22 2 2 2 2 2 3 2 1 2 18
Resp_23 3 3 3 3 3 3 3 2 2 25
Resp_24 2 4 4 4 3 3 3 5 3 31

Resp_25 4 3 3 2 3 4 4 4 4 31

Resp_26 4 4 3 4 3 3 4 4 3 32

Resp_27 4 3 2 3 2 3 3 2 3 25

Resp_28 4 5 5 5 4 4 5 4 4 40



Resp_29 4 4 4 4 4 4 5 5 2 36
Resp_30 3 4 3 3 2 4 4 4 4 31
Resp_31 3 4 4 4 3 4 5 5 3 35

Resp_32 3 4 5 4 3 4 5 5 3 36
Resp_33 3 5 5 4 2 3 5 5 1 33
Resp_34 5 5 5 5 5 5 5 5 4 44

Resp_35 2 4 4 3 3 4 4 2 2 28

Resp_36 4 4 4 4 4 5 5 4 4 38

Resp_37 3 4 2 3 3 3 2 3 2 25

Resp_38 3 3 4 4 4 4 5 5 3 35
Resp_39 4 3 4 5 3 4 4 5 3 35
Resp_40 3 3 4 4 2 3 5 5 2 31
Resp_41 4 5 5 4 4 5 5 4 3 39
Resp_42 1 1 3 3 4 3 4 3 3 25
Resp_43 5 5 3 4 3 5 5 3 4 37
Resp_44 4 5 4 5 5 5 4 4 2 38

Resp_45 2 4 5 4 4 4 4 5 4 36
Resp_46 4 5 5 5 5 5 5 5 5 44

Resp_47 3 5 4 4 4 5 3 5 2 35

Resp_48 4 4 4 4 4 3 3 4 2 32

Resp_49 5 5 3 5 5 5 3 4 3 38

Resp_50 4 4 4 4 4 4 4 4 4 36
Resp_51 4 4 4 4 4 4 4 4 4 36

Resp_52 3 4 4 4 4 4 4 4 3 34

Resp_53 5 5 4 5 5 5 5 3 3 40
Resp_54 3 4 4 3 4 4 4 3 4 33

Resp_55 2 2 4 2 4 3 3 1 3 24
Resp_56 3 4 4 5 4 5 5 5 4 39

Resp_57 4 4 4 4 4 4 4 4 3 35

Resp_58 4 4 3 4 4 3 3 3 3 31

Resp_59 2 4 5 5 4 4 4 3 3 34
Resp_60 3 4 4 4 3 4 4 3 3 32

Resp_61 4 4 4 5 4 5 4 5 4 39



Resp_62 3 3 3 3 3 3 3 3 3 27

Resp_63 2 2 2 2 2 3 3 3 3 22
Resp_64 5 4 4 5 4 5 4 5 4 40
Resp_65 4 4 1 3 1 3 1 3 1 21
Resp_66 4 5 5 5 5 5 5 5 5 44

Resp_67 4 4 4 4 4 4 4 4 4 36

Resp_68 4 2 4 4 3 3 4 1 2 27

Resp_69 4 4 4 3 4 4 4 4 4 35

Resp_70 4 4 4 3 4 4 4 4 4 35
Resp_71 4 4 4 5 4 4 3 5 3 36

Resp_72 3 4 4 3 4 4 3 5 3 33

Resp_73 4 4 4 4 4 4 4 4 4 36

Resp_74 5 5 4 3 4 5 4 4 4 38

Resp_75 4 4 4 4 4 5 5 4 3 37



Tabulasi Variabel Kualitas Produk (X2)

Responden

Kualitas Produk (X2)

TotalX2.1 X2.2 X2.3 X2.4 X2.5 X2.6 X2.7 X2.8
Item
1

Item
2

Item
3

Item
1

Item
2

Item
3

Item
1

Item
2

Item
3

Item
1

Item
2

Item
3

Item
1

Item
2

Item
3

Item
1

Item
2

Item
3

Item
1

Item
2

Item
3

Item
1

Item
2

Item
3

Resp_1 5 5 1 4 5 5 5 5 3 5 5 4 3 4 4 4 3 3 4 4 4 4 5 4 98

Resp_2 4 4 4 4 4 4 4 4 3 4 4 4 4 4 3 3 3 3 4 4 4 4 3 4 90

Resp_3 4 4 5 4 2 4 3 5 3 3 4 3 2 4 5 3 3 2 4 4 3 4 3 4 85

Resp_4 5 5 4 4 4 4 3 5 5 2 4 4 5 5 5 4 4 4 4 5 4 4 4 5 102

Resp_5 4 5 4 5 4 5 3 5 2 5 4 4 5 5 3 4 3 3 4 5 4 5 4 5 100

Resp_6 4 4 4 4 4 4 4 4 3 4 4 4 4 4 5 3 3 4 3 4 4 4 2 4 91

Resp_7 5 5 5 4 5 5 4 5 5 5 5 5 4 4 4 5 4 5 4 5 5 5 2 4 109

Resp_8 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 120

Resp_9 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 120

Resp_10 4 4 2 3 5 4 4 5 3 4 4 4 4 4 4 4 3 4 4 4 4 4 3 4 92

Resp_11 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 72

Resp_12 5 5 4 5 5 5 5 5 4 5 4 4 4 4 3 5 4 3 5 5 5 5 3 5 107



Resp_13 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 3 3 4 4 4 4 3 4 93

Resp_14 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 96

Resp_15 4 4 4 4 4 4 4 4 4 5 4 4 4 4 4 4 3 4 5 5 5 3 2 4 96

Resp_16 4 4 4 4 4 4 4 4 3 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 95

Resp_17 5 4 3 5 5 5 5 5 3 4 4 4 4 4 5 5 5 4 4 5 4 4 2 3 101

Resp_18 4 4 2 4 4 5 5 4 2 4 5 5 4 4 5 5 3 4 4 4 3 3 4 4 95

Resp_19 3 3 3 3 4 4 4 4 4 3 3 3 3 3 3 3 3 3 3 4 3 3 2 3 77

Resp_20 4 4 4 4 4 4 3 4 3 4 4 4 4 4 3 3 4 3 4 4 4 4 3 4 90

Resp_21 4 4 4 4 4 4 4 5 4 4 4 4 4 4 5 4 4 4 5 5 5 5 5 5 104

Resp_22 1 2 3 3 2 1 1 1 2 2 2 2 3 2 1 2 3 2 2 2 2 2 2 2 47

Resp_23 4 4 1 4 4 4 4 5 5 5 5 5 3 5 5 5 4 4 5 5 5 4 3 4 102

Resp_24 4 4 5 4 4 4 4 4 5 4 4 5 3 3 3 3 3 4 4 4 4 4 3 4 93

Resp_25 4 4 2 4 4 4 4 4 4 4 4 4 4 2 4 4 4 4 4 4 4 4 4 4 92

Resp_26 4 4 3 3 4 4 3 4 3 4 3 4 3 3 4 4 4 4 4 4 4 4 3 4 88

Resp_27 1 3 2 5 4 3 3 3 3 3 3 3 2 3 2 3 3 3 3 3 3 3 2 3 69

Resp_28 5 4 2 3 2 5 3 5 3 4 4 5 3 3 5 4 3 5 5 5 5 5 4 3 95

Resp_29 4 4 5 4 4 5 4 5 3 4 4 4 4 4 4 4 4 5 4 5 5 5 4 4 102



Resp_30 3 4 3 4 4 4 3 3 4 5 4 3 3 4 5 4 3 5 5 5 4 3 3 4 92

Resp_31 3 2 4 2 3 4 3 4 2 2 2 3 3 3 4 4 3 4 3 3 3 3 2 4 73

Resp_32 3 4 5 4 3 4 4 5 5 5 4 4 3 4 4 5 3 4 2 2 3 4 4 4 92

Resp_33 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 5 5 5 5 5 5 5 5 5 60

Resp_34 5 5 3 5 5 5 5 5 3 5 5 4 4 4 5 5 5 5 5 5 5 5 3 5 111

Resp_35 4 4 4 3 4 4 4 5 3 4 4 4 3 4 4 3 3 2 4 4 4 3 1 3 85

Resp_36 5 5 5 5 5 5 4 5 4 5 4 4 4 4 4 4 4 4 4 4 4 4 4 4 104

Resp_37 4 4 3 4 4 4 3 5 4 5 5 5 4 4 4 5 4 4 3 5 4 5 4 5 101

Resp_38 4 4 5 4 4 4 5 5 5 5 5 5 5 5 3 4 4 4 5 5 5 5 1 4 105

Resp_39 4 4 4 4 4 4 4 5 3 4 4 4 3 4 3 4 3 3 5 5 5 4 4 4 95

Resp_40 4 3 2 4 4 4 2 5 4 4 4 4 4 4 5 5 3 4 5 4 5 4 1 4 92

Resp_41 4 4 3 3 5 5 3 5 3 3 3 3 3 5 4 2 3 3 5 5 5 5 4 3 91

Resp_42 5 4 3 4 4 5 4 4 3 4 4 4 4 4 4 4 4 4 4 4 4 4 3 4 95

Resp_43 5 5 5 5 5 5 5 5 3 5 4 5 3 4 5 3 3 3 5 5 5 5 2 5 105

Resp_44 5 5 4 3 4 4 4 5 4 5 5 4 4 4 5 4 4 4 3 4 4 4 4 4 100

Resp_45 4 4 4 4 4 4 4 5 4 4 4 4 4 5 5 4 4 4 4 4 4 4 4 4 99

Resp_46 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 120



Resp_47 5 5 5 5 5 5 4 5 3 5 5 5 3 4 5 5 3 3 5 5 5 5 2 4 106

Resp_48 3 3 2 3 4 4 4 4 3 3 3 3 3 3 3 4 3 3 4 4 4 3 3 3 79

Resp_49 5 5 2 4 4 4 5 5 5 5 5 5 5 5 5 3 5 5 5 5 5 5 1 5 108

Resp_50 2 2 2 2 2 4 2 4 2 2 2 2 2 2 2 4 2 4 2 4 4 3 1 3 61

Resp_51 4 4 2 4 4 4 4 4 4 4 4 4 4 4 4 3 3 3 4 4 4 4 4 4 91

Resp_52 4 4 4 4 4 4 4 4 4 4 4 3 3 3 4 5 4 4 4 4 4 4 3 4 93

Resp_53 4 4 3 3 4 4 5 5 5 5 5 5 5 5 5 5 5 5 4 5 5 4 1 4 105

Resp_54 5 5 4 5 4 4 4 5 4 4 4 5 3 4 4 4 3 4 4 4 4 4 3 4 98

Resp_55 5 4 3 4 4 5 3 4 4 4 3 4 4 5 5 3 2 1 4 4 5 4 3 5 92

Resp_56 3 3 3 3 4 5 5 5 5 5 5 5 4 5 5 5 4 5 5 5 5 4 5 4 107

Resp_57 4 4 3 3 4 4 4 4 3 4 4 4 3 3 4 4 4 4 4 4 3 3 3 3 87

Resp_58 4 4 4 3 4 3 4 5 3 4 3 4 4 4 4 4 4 5 5 5 5 3 3 3 94

Resp_59 4 4 4 4 5 5 5 5 5 5 4 4 4 5 4 5 3 3 5 3 4 4 5 4 103

Resp_60 4 4 2 4 4 4 4 4 4 4 4 4 4 4 3 4 4 4 4 4 4 4 4 4 93

Resp_61 4 4 4 4 4 4 4 4 4 4 3 3 3 4 4 5 4 4 4 4 4 4 4 4 94

Resp_62 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 120

Resp_63 4 4 3 4 4 4 3 4 4 3 4 4 4 3 2 2 2 2 3 3 3 3 2 2 76



Resp_64 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 120

Resp_65 5 5 4 2 2 2 5 5 4 4 5 4 5 4 5 3 2 3 3 3 5 5 1 5 91

Resp_66 4 5 5 5 5 5 5 5 5 5 3 4 4 4 5 4 4 5 5 5 5 5 5 5 112

Resp_67 4 4 4 3 4 4 4 4 4 3 4 3 3 4 4 2 3 2 3 4 4 3 4 4 85

Resp_68 4 4 4 2 4 4 4 4 4 4 4 4 4 4 5 3 4 4 4 4 4 2 3 4 91

Resp_69 4 3 3 3 3 3 3 4 4 2 3 3 3 3 3 2 2 1 3 3 3 3 2 3 69

Resp_70 3 3 3 3 3 3 3 4 3 2 3 3 3 3 3 2 2 1 2 2 2 3 2 3 64

Resp_71 4 4 5 3 5 4 4 5 3 5 5 5 4 3 3 5 3 3 3 5 5 3 3 4 96

Resp_72 4 4 4 4 4 4 4 4 4 4 4 3 3 4 5 3 3 3 4 4 4 4 2 4 90

Resp_73 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 5 97

Resp_74 5 5 5 5 5 3 2 4 4 4 4 4 5 5 5 5 5 3 3 4 4 4 5 4 102

Resp_75 4 4 4 5 4 4 4 3 5 5 5 5 5 5 5 4 4 4 4 4 3 4 4 4 102



Tabulasi VariabelWord Of Mouth (X3)

Responden

Word of Mouth (X3)

TotalX3.1 X3.2 X3.3 X3.4 X3.5

Item 1 Item 2 Item 3 Item 1 Item 2 Item 3 Item 1 Item 2 Item 3 Item 1 Item 2 Item 3 Item 1 Item 2 Item 3

Resp_1 4 2 2 2 4 4 2 2 5 3 2 5 4 4 2 47

Resp_2 4 3 4 3 4 3 3 3 3 4 3 3 4 4 4 52

Resp_3 3 2 4 3 3 2 4 2 5 3 2 5 3 3 4 48

Resp_4 4 2 4 4 4 4 4 2 4 4 4 4 4 4 4 56

Resp_5 4 4 4 4 5 4 2 4 5 5 5 5 5 4 4 64

Resp_6 4 4 4 4 4 4 2 4 3 4 5 3 4 4 4 57

Resp_7 5 5 5 5 5 1 5 5 5 5 5 5 5 5 5 71

Resp_8 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 75

Resp_9 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 75

Resp_10 4 4 4 4 4 3 3 4 4 4 4 4 4 4 4 58

Resp_11 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 45

Resp_12 5 5 4 5 5 3 4 5 4 4 3 4 5 5 4 65

Resp_13 4 2 3 4 4 3 2 2 2 4 3 2 4 4 3 46



Resp_14 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 60

Resp_15 4 4 4 2 4 2 4 4 2 4 4 2 4 4 4 52

Resp_16 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 60

Resp_17 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 60

Resp_18 4 4 4 4 4 5 5 4 3 4 5 3 4 4 4 61

Resp_19 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 45

Resp_20 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 45

Resp_21 5 4 4 3 4 4 4 4 2 4 4 2 4 5 4 57

Resp_22 2 2 2 2 2 2 2 2 1 1 2 1 2 2 2 27

Resp_23 5 3 5 5 3 3 4 3 4 3 3 4 3 5 5 58

Resp_24 3 5 3 3 3 4 3 5 4 3 5 4 3 3 3 54

Resp_25 4 4 4 4 4 4 4 4 4 2 4 4 4 4 4 58

Resp_26 4 3 4 4 3 3 3 3 3 4 4 3 3 4 4 52

Resp_27 2 3 2 2 2 3 4 3 3 2 3 3 2 2 2 38

Resp_28 5 4 3 5 5 5 5 4 4 2 3 4 5 5 3 62

Resp_29 4 5 4 3 3 4 3 5 2 2 4 2 3 4 4 52

Resp_30 3 4 4 4 3 4 3 4 2 4 4 2 3 3 4 51



Resp_31 3 4 4 2 2 4 4 4 4 3 3 4 2 3 4 50

Resp_32 4 4 4 2 3 4 3 4 2 2 4 2 3 4 4 49

Resp_33 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 75

Resp_34 5 5 4 4 5 2 4 5 5 4 5 5 5 5 4 67

Resp_35 3 3 3 2 2 2 3 3 1 2 2 1 2 3 3 35

Resp_36 4 4 5 5 4 4 4 4 4 4 4 4 4 4 5 63

Resp_37 5 5 5 4 4 4 4 5 5 3 4 5 4 5 5 67

Resp_38 5 5 5 5 5 3 5 5 5 5 5 5 5 5 5 73

Resp_39 4 5 4 3 3 3 2 5 3 3 4 3 3 4 4 53

Resp_40 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 60

Resp_41 5 4 4 4 3 4 1 4 1 1 2 1 3 5 4 46

Resp_42 4 4 4 4 5 4 4 4 4 4 4 4 5 4 4 62

Resp_43 5 5 4 4 5 1 2 5 2 3 1 2 5 5 4 53

Resp_44 4 3 4 2 4 2 2 3 3 4 4 3 4 4 4 50

Resp_45 4 4 4 4 4 4 4 4 4 5 4 4 4 4 4 61

Resp_46 4 4 3 3 3 3 3 4 5 4 4 5 3 4 3 55

Resp_47 4 4 4 3 3 4 2 4 5 3 2 5 3 4 4 54



Resp_48 3 3 4 3 3 3 3 3 3 3 3 3 3 3 4 47

Resp_49 5 2 4 5 5 3 2 2 5 5 2 5 5 5 4 59

Resp_50 1 4 1 1 1 1 4 4 4 1 1 4 1 1 1 30

Resp_51 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 60

Resp_52 3 4 3 3 3 3 5 4 4 4 4 4 3 3 3 53

Resp_53 4 4 4 4 4 1 1 4 1 1 1 1 4 4 4 42

Resp_54 4 4 4 3 4 3 4 4 3 3 4 3 4 4 4 55

Resp_55 3 4 4 2 4 4 3 4 1 1 2 1 4 3 4 44

Resp_56 5 4 4 5 4 4 4 4 4 5 4 4 4 5 4 64

Resp_57 3 5 3 3 3 4 3 5 2 2 1 2 3 3 3 45

Resp_58 3 5 4 3 2 3 2 5 4 2 3 4 2 3 4 49

Resp_59 3 2 4 2 4 2 4 2 2 4 5 2 4 3 4 47

Resp_60 4 5 4 2 2 4 3 5 5 2 4 5 2 4 4 55

Resp_61 4 4 3 4 4 4 4 4 4 4 4 4 4 4 3 58

Resp_62 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 75

Resp_63 3 3 3 3 3 2 3 3 3 3 3 3 3 3 3 44

Resp_64 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 75



Resp_65 5 5 5 5 5 5 2 5 2 5 1 2 5 5 5 62

Resp_66 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 75

Resp_67 4 3 2 2 2 1 3 3 2 3 1 2 2 4 2 36

Resp_68 4 3 4 3 4 3 1 3 4 4 2 4 4 4 4 51

Resp_69 2 3 2 2 2 2 3 3 2 2 2 2 2 2 2 33

Resp_70 2 3 2 2 2 1 3 3 2 2 2 2 2 2 2 32

Resp_71 4 3 4 4 4 3 3 3 5 3 4 5 4 4 4 57

Resp_72 3 3 3 3 4 3 5 3 3 4 2 3 4 3 3 49

Resp_73 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 60

Resp_74 3 5 2 4 4 5 5 5 5 4 3 5 4 3 2 59

Resp_75 4 4 5 3 4 4 4 4 4 4 4 4 4 4 5 61



Tabulasi Variabel Keputusan Pembelian (Y)

Responden

Keputusan Pembelian (Y)

TotalY1 Y2 Y3 Y4 Y5

Item 1 Item 2 Item 3 Item 1 Item 2 Item 3 Item 1 Item 2 Item 3 Item 1 Item 2 Item 3 Item 1 Item 2 Item 3

Resp_1 4 3 4 4 4 3 5 3 2 1 3 5 4 2 1 48

Resp_2 2 3 3 4 4 3 3 3 3 3 3 4 3 3 3 47

Resp_3 4 2 4 3 4 2 3 1 1 2 2 3 3 1 1 36

Resp_4 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 75

Resp_5 4 5 4 4 4 2 4 2 2 3 2 4 4 2 2 48

Resp_6 3 5 4 4 3 3 4 4 3 4 4 4 2 4 4 55

Resp_7 5 5 3 5 5 5 5 5 2 5 2 5 3 2 1 58

Resp_8 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 75

Resp_9 5 5 5 5 5 5 4 1 1 1 5 5 5 1 1 54

Resp_10 4 3 3 4 4 2 3 3 1 3 3 4 4 1 1 43

Resp_11 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 45

Resp_12 5 4 5 4 4 3 5 3 3 4 4 5 3 1 1 54

Resp_13 3 4 4 4 4 4 4 2 1 3 1 3 3 1 1 42



Resp_14 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 60

Resp_15 4 4 4 4 4 2 4 2 2 2 4 5 4 2 2 49

Resp_16 4 4 3 4 4 4 4 2 1 2 4 4 4 1 1 46

Resp_17 5 4 4 4 5 1 4 4 1 4 3 4 3 3 3 52

Resp_18 4 4 5 5 5 4 4 5 5 4 5 5 5 4 4 68

Resp_19 4 2 4 3 4 2 4 2 2 2 2 4 4 2 2 43

Resp_20 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 45

Resp_21 3 4 4 4 5 5 5 2 2 2 4 5 5 2 2 54

Resp_22 2 3 2 2 2 3 3 2 5 2 2 2 2 5 5 42

Resp_23 5 3 4 4 4 2 5 1 1 4 1 2 5 5 2 48

Resp_24 5 5 4 4 4 3 5 2 2 3 2 5 5 2 1 52

Resp_25 2 4 4 3 4 4 4 4 2 2 4 4 4 2 2 49

Resp_26 4 4 3 4 4 3 3 3 3 3 3 3 4 2 2 48

Resp_27 3 2 3 3 3 3 3 3 2 2 3 3 3 2 3 41

Resp_28 5 2 4 4 3 4 5 2 2 2 1 1 1 1 1 38

Resp_29 5 4 5 4 4 2 4 2 1 4 1 5 5 1 1 48

Resp_30 3 3 4 3 3 4 3 4 4 3 3 2 4 3 4 50



Resp_31 3 3 5 3 4 2 2 5 1 1 5 4 4 1 1 44

Resp_32 5 4 3 3 4 3 5 1 1 5 1 5 5 1 1 47

Resp_33 5 5 5 5 5 5 5 5 5 5 3 5 5 5 3 71

Resp_34 5 5 5 5 4 4 4 5 5 4 5 5 5 4 4 69

Resp_35 5 3 3 3 2 3 4 2 2 2 2 4 2 1 1 39

Resp_36 4 4 4 4 4 4 4 1 1 1 4 3 3 1 1 43

Resp_37 5 5 4 4 5 4 5 4 3 5 3 4 4 3 4 62

Resp_38 5 4 5 5 5 5 5 1 1 1 1 5 5 1 1 50

Resp_39 5 3 5 4 4 2 2 3 1 4 1 5 5 1 1 46

Resp_40 4 4 3 4 4 4 3 3 3 3 3 3 3 3 4 51

Resp_41 5 4 5 4 4 4 1 1 5 1 5 5 1 5 5 55

Resp_42 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 60

Resp_43 5 5 5 5 5 2 2 4 1 4 2 5 5 1 1 52

Resp_44 5 3 5 3 4 2 5 1 1 1 5 5 5 1 1 47

Resp_45 4 4 4 5 5 5 4 1 1 1 5 2 5 2 1 49

Resp_46 4 5 5 5 5 5 5 5 5 5 5 5 5 5 5 74

Resp_47 3 3 5 4 4 2 2 4 2 2 4 2 4 2 2 45



Resp_48 4 3 4 3 4 3 3 3 4 3 4 4 4 3 3 52

Resp_49 4 5 3 5 5 5 5 1 1 1 5 3 3 3 3 52

Resp_50 5 3 3 2 4 3 4 1 1 4 1 4 4 1 1 41

Resp_51 5 4 4 4 4 4 4 3 3 4 3 4 3 3 3 55

Resp_52 3 3 3 3 3 3 3 4 1 3 3 3 3 1 1 40

Resp_53 4 4 4 4 3 3 4 1 1 4 1 1 1 1 1 37

Resp_54 5 4 3 4 4 2 4 2 2 1 3 3 3 2 2 44

Resp_55 4 3 5 4 4 1 3 2 1 2 5 5 5 1 1 46

Resp_56 5 5 5 5 4 4 5 4 5 4 5 4 5 4 4 68

Resp_57 4 1 1 3 4 3 4 1 1 1 1 1 5 2 2 34

Resp_58 3 3 5 3 4 2 4 1 1 1 4 4 4 1 1 41

Resp_59 4 2 5 4 2 2 4 2 1 2 4 4 4 1 1 42

Resp_60 4 4 4 4 4 3 5 5 1 1 4 4 4 1 1 49

Resp_61 4 3 5 4 4 3 2 4 1 1 4 4 1 4 1 45

Resp_62 5 5 3 5 3 3 5 1 1 1 1 1 1 1 1 37

Resp_63 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 45

Resp_64 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 75



Resp_65 5 5 5 5 5 1 5 1 1 1 1 2 2 2 1 42

Resp_66 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 75

Resp_67 4 3 3 3 4 3 4 2 1 2 3 3 3 1 1 40

Resp_68 4 4 2 4 4 3 5 1 1 4 2 4 1 1 1 41

Resp_69 4 3 4 4 4 4 4 2 1 3 3 4 4 1 1 46

Resp_70 4 3 4 3 4 4 4 2 2 3 3 3 3 2 1 45

Resp_71 5 3 5 4 4 2 2 5 1 1 5 5 5 1 1 49

Resp_72 5 5 4 4 5 2 4 1 1 1 4 3 4 1 1 45

Resp_73 5 4 3 4 4 4 4 1 1 1 4 2 1 1 1 40

Resp_74 5 5 5 4 3 3 4 1 2 2 3 5 5 3 2 52

Resp_75 4 4 4 5 4 3 2 2 3 3 1 5 5 3 1 49



Tabel 8 : Hasil Output SPSS
Distribusi Frekuensi Variabel Iklan (X1)

X1.1.1

Frequency Percent Valid Percent
Cumulative
Percent

Valid STS 1 1.3 1.3 1.3

TS 7 9.3 9.3 10.7
RG 25 33.3 33.3 44.0
ST 33 44.0 44.0 88.0
SS 9 12.0 12.0 100.0
Total 75 100.0 100.0

X1.1.2

Frequency Percent Valid Percent
Cumulative
Percent

Valid STS 1 1.3 1.3 1.3
TS 4 5.3 5.3 6.7
RG 12 16.0 16.0 22.7
ST 42 56.0 56.0 78.7
SS 16 21.3 21.3 100.0
Total 75 100.0 100.0

X1.1.3

Frequency Percent Valid Percent
Cumulative
Percent

Valid STS 1 1.3 1.3 1.3
TS 5 6.7 6.7 8.0
RG 11 14.7 14.7 22.7
ST 44 58.7 58.7 81.3
SS 14 18.7 18.7 100.0
Total 75 100.0 100.0



X1.2.1

Frequency Percent Valid Percent
Cumulative
Percent

Valid TS 5 6.7 6.7 6.7
RG 16 21.3 21.3 28.0
ST 36 48.0 48.0 76.0
SS 18 24.0 24.0 100.0
Total 75 100.0 100.0

X1.2.2

Frequency Percent Valid Percent
Cumulative
Percent

Valid STS 1 1.3 1.3 1.3
TS 6 8.0 8.0 9.3
RG 21 28.0 28.0 37.3
ST 38 50.7 50.7 88.0
SS 9 12.0 12.0 100.0
Total 75 100.0 100.0

X1.2.3

Frequency Percent Valid Percent
Cumulative
Percent

Valid RG 16 21.3 21.3 21.3
ST 39 52.0 52.0 73.3
SS 20 26.7 26.7 100.0
Total 75 100.0 100.0

X1.3.1

Frequency Percent Valid Percent
Cumulative
Percent

Valid STS 1 1.3 1.3 1.3
TS 2 2.7 2.7 4.0
RG 13 17.3 17.3 21.3
ST 38 50.7 50.7 72.0
SS 21 28.0 28.0 100.0
Total 75 100.0 100.0



X1.3.3

Frequency Percent Valid Percent
Cumulative
Percent

Valid STS 3 4.0 4.0 4.0
TS 15 20.0 20.0 24.0
RG 29 38.7 38.7 62.7
ST 23 30.7 30.7 93.3
SS 5 6.7 6.7 100.0
Total 75 100.0 100.0

X1.3.2

Frequency Percent Valid Percent
Cumulative
Percent

Valid STS 3 4.0 4.0 4.0
TS 4 5.3 5.3 9.3
RG 14 18.7 18.7 28.0
ST 31 41.3 41.3 69.3
SS 23 30.7 30.7 100.0
Total 75 100.0 100.0



Distribusi Frekuensi Variabel Kualitas Produk (X2)

X2.1.2

Frequency Percent Valid Percent
Cumulative
Percent

Valid STS 1 1.3 1.3 1.3
TS 3 4.0 4.0 5.3
RG 8 10.7 10.7 16.0
ST 43 57.3 57.3 73.3
SS 20 26.7 26.7 100.0
Total 75 100.0 100.0

X2.1.3

Frequency Percent Valid Percent
Cumulative
Percent

Valid STS 3 4.0 4.0 4.0
TS 11 14.7 14.7 18.7
RG 17 22.7 22.7 41.3
ST 27 36.0 36.0 77.3
SS 17 22.7 22.7 100.0
Total 75 100.0 100.0

X2.2.1
Frequency Percent Valid Percent Cumulative Percent

Valid STS 1 1.3 1.3 1.3
TS 4 5.3 5.3 6.7
RG 18 24.0 24.0 30.7
ST 35 46.7 46.7 77.3

SS 17 22.7 22.7 100.0
Total 75 100.0 100.0

X2.1.1

Frequency Percent Valid Percent
Cumulative
Percent

Valid STS 3 4.0 4.0 4.0
TS 1 1.3 1.3 5.3
RG 8 10.7 10.7 16.0
ST 41 54.7 54.7 70.7
SS 22 29.3 29.3 100.0
Total 75 100.0 100.0



X2.2.3

Frequency Percent Valid Percent
Cumulative
Percent

Valid STS 2 2.7 2.7 2.7
TS 1 1.3 1.3 4.0
RG 6 8.0 8.0 12.0
ST 43 57.3 57.3 69.3
SS 23 30.7 30.7 100.0
Total 75 100.0 100.0

X2.3.1

Frequency Percent Valid Percent
Cumulative
Percent

Valid STS 2 2.7 2.7 2.7
TS 3 4.0 4.0 6.7
RG 16 21.3 21.3 28.0
ST 36 48.0 48.0 76.0
SS 18 24.0 24.0 100.0
Total 75 100.0 100.0

X2.3.2

Frequency Percent Valid Percent
Cumulative
Percent

Valid STS 2 2.7 2.7 2.7
RG 4 5.3 5.3 8.0
ST 30 40.0 40.0 48.0
SS 39 52.0 52.0 100.0
Total 75 100.0 100.0

X2.2.2

Frequency Percent Valid Percent
Cumulative
Percent

Valid STS 1 1.3 1.3 1.3
TS 5 6.7 6.7 8.0
RG 5 6.7 6.7 14.7
ST 45 60.0 60.0 74.7
SS 19 25.3 25.3 100.0
Total 75 100.0 100.0



X2.3.3

Frequency Percent Valid Percent
Cumulative
Percent

Valid STS 1 1.3 1.3 1.3
TS 5 6.7 6.7 8.0
RG 25 33.3 33.3 41.3
ST 27 36.0 36.0 77.3
SS 17 22.7 22.7 100.0
Total 75 100.0 100.0

X2.4.1

Frequency Percent Valid Percent
Cumulative
Percent

Valid STS 1 1.3 1.3 1.3
TS 6 8.0 8.0 9.3
RG 8 10.7 10.7 20.0
ST 33 44.0 44.0 64.0
SS 27 36.0 36.0 100.0
Total 75 100.0 100.0

X2.4.2

Frequency Percent Valid Percent
Cumulative
Percent

Valid STS 1 1.3 1.3 1.3
TS 3 4.0 4.0 5.3
RG 12 16.0 16.0 21.3
ST 39 52.0 52.0 73.3
SS 20 26.7 26.7 100.0
Total 75 100.0 100.0

X2.4.3

Frequency Percent Valid Percent
Cumulative
Percent

Valid STS 1 1.3 1.3 1.3
TS 2 2.7 2.7 4.0
RG 14 18.7 18.7 22.7
ST 38 50.7 50.7 73.3
SS 20 26.7 26.7 100.0
Total 75 100.0 100.0



X2.5.1

Frequency Percent Valid Percent
Cumulative
Percent

Valid STS 1 1.3 1.3 1.3
TS 3 4.0 4.0 5.3
RG 25 33.3 33.3 38.7
ST 33 44.0 44.0 82.7
SS 13 17.3 17.3 100.0
Total 75 100.0 100.0

X2.5.2

Frequency Percent Valid Percent
Cumulative
Percent

Valid STS 1 1.3 1.3 1.3
TS 3 4.0 4.0 5.3
RG 14 18.7 18.7 24.0
ST 39 52.0 52.0 76.0
SS 18 24.0 24.0 100.0
Total 75 100.0 100.0

X2.5.3

Frequency Percent Valid Percent
Cumulative
Percent

Valid STS 2 2.7 2.7 2.7
TS 3 4.0 4.0 6.7
RG 14 18.7 18.7 25.3
ST 26 34.7 34.7 60.0
SS 30 40.0 40.0 100.0
Total 75 100.0 100.0

X2.6.1

Frequency Percent Valid Percent
Cumulative
Percent

Valid TS 6 8.0 8.0 8.0
RG 16 21.3 21.3 29.3
ST 30 40.0 40.0 69.3
SS 23 30.7 30.7 100.0
Total 75 100.0 100.0



X2.6.3

Frequency Percent Valid Percent
Cumulative
Percent

Valid STS 3 4.0 4.0 4.0
TS 5 6.7 6.7 10.7
RG 20 26.7 26.7 37.3
ST 31 41.3 41.3 78.7
SS 16 21.3 21.3 100.0
Total 75 100.0 100.0

X2.7.1

Frequency Percent Valid Percent
Cumulative
Percent

Valid TS 4 5.3 5.3 5.3
RG 13 17.3 17.3 22.7
ST 34 45.3 45.3 68.0
SS 24 32.0 32.0 100.0
Total 75 100.0 100.0

X2.7.2

Frequency Percent Valid Percent
Cumulative
Percent

Valid TS 3 4.0 4.0 4.0
RG 7 9.3 9.3 13.3
ST 35 46.7 46.7 60.0
SS 30 40.0 40.0 100.0
Total 75 100.0 100.0

X2.6.2

Frequency Percent Valid Percent
Cumulative
Percent

Valid TS 6 8.0 8.0 8.0
RG 31 41.3 41.3 49.3
ST 27 36.0 36.0 85.3
SS 11 14.7 14.7 100.0
Total 75 100.0 100.0



X2.8.1

Frequency Percent Valid Percent
Cumulative
Percent

Valid TS 2 2.7 2.7 2.7
RG 17 22.7 22.7 25.3
ST 35 46.7 46.7 72.0
SS 21 28.0 28.0 100.0
Total 75 100.0 100.0

X2.8.2

Frequency Percent Valid Percent
Cumulative
Percent

Valid STS 7 9.3 9.3 9.3
TS 14 18.7 18.7 28.0
RG 21 28.0 28.0 56.0
ST 21 28.0 28.0 84.0
SS 12 16.0 16.0 100.0
Total 75 100.0 100.0

X2.8.3

Frequency Percent Valid Percent
Cumulative
Percent

Valid TS 2 2.7 2.7 2.7
RG 13 17.3 17.3 20.0
ST 42 56.0 56.0 76.0
SS 18 24.0 24.0 100.0
Total 75 100.0 100.0

X2.7.3

Frequency Percent Valid Percent
Cumulative
Percent

Valid TS 2 2.7 2.7 2.7
RG 11 14.7 14.7 17.3
ST 34 45.3 45.3 62.7
SS 28 37.3 37.3 100.0
Total 75 100.0 100.0



Distribusi Frekuensi VariabelWord Of Mouth (X3)

X3.1.1

Frequency Percent Valid Percent
Cumulative
Percent

Valid STS 1 1.3 1.3 1.3
TS 4 5.3 5.3 6.7
RG 17 22.7 22.7 29.3
ST 34 45.3 45.3 74.7
SS 19 25.3 25.3 100.0
Total 75 100.0 100.0

X3.1.2

Frequency Percent Valid Percent
Cumulative
Percent

Valid TS 7 9.3 9.3 9.3
RG 17 22.7 22.7 32.0
ST 31 41.3 41.3 73.3
SS 20 26.7 26.7 100.0
Total 75 100.0 100.0

X3.1.3

Frequency Percent Valid Percent
Cumulative
Percent

Valid STS 1 1.3 1.3 1.3
TS 7 9.3 9.3 10.7
RG 13 17.3 17.3 28.0
ST 41 54.7 54.7 82.7
SS 13 17.3 17.3 100.0
Total 75 100.0 100.0

X3.2.1

Frequency Percent Valid Percent
Cumulative
Percent

Valid STS 1 1.3 1.3 1.3
TS 14 18.7 18.7 20.0
RG 20 26.7 26.7 46.7
ST 25 33.3 33.3 80.0
SS 15 20.0 20.0 100.0
Total 75 100.0 100.0



X3.2.2

Frequency Percent Valid Percent
Cumulative
Percent

Valid STS 1 1.3 1.3 1.3
TS 9 12.0 12.0 13.3
RG 18 24.0 24.0 37.3
ST 31 41.3 41.3 78.7
SS 16 21.3 21.3 100.0
Total 75 100.0 100.0

X3.2.3

Frequency Percent Valid Percent
Cumulative
Percent

Valid STS 6 8.0 8.0 8.0
TS 9 12.0 12.0 20.0
RG 21 28.0 28.0 48.0
ST 29 38.7 38.7 86.7
SS 10 13.3 13.3 100.0
Total 75 100.0 100.0

X3.3.1

Frequency Percent Valid Percent
Cumulative
Percent

Valid STS 3 4.0 4.0 4.0
TS 12 16.0 16.0 20.0
RG 21 28.0 28.0 48.0
ST 26 34.7 34.7 82.7
SS 13 17.3 17.3 100.0
Total 75 100.0 100.0

X3.3.2

Frequency Percent Valid Percent
Cumulative
Percent

Valid TS 7 9.3 9.3 9.3
RG 17 22.7 22.7 32.0
ST 31 41.3 41.3 73.3
SS 20 26.7 26.7 100.0
Total 75 100.0 100.0



X3.3.3

Frequency Percent Valid Percent
Cumulative
Percent

Valid STS 5 6.7 6.7 6.7
TS 13 17.3 17.3 24.0
RG 14 18.7 18.7 42.7
ST 24 32.0 32.0 74.7
SS 19 25.3 25.3 100.0
Total 75 100.0 100.0

X3.4.1

Frequency Percent Valid Percent
Cumulative
Percent

Valid STS 5 6.7 6.7 6.7
TS 11 14.7 14.7 21.3
RG 17 22.7 22.7 44.0
ST 29 38.7 38.7 82.7
SS 13 17.3 17.3 100.0
Total 75 100.0 100.0

X3.4.2

Frequency Percent Valid Percent
Cumulative
Percent

Valid STS 6 8.0 8.0 8.0
TS 12 16.0 16.0 24.0
RG 14 18.7 18.7 42.7
ST 29 38.7 38.7 81.3
SS 14 18.7 18.7 100.0
Total 75 100.0 100.0

X3.4.3

Frequency Percent Valid Percent
Cumulative
Percent

Valid STS 5 6.7 6.7 6.7
TS 13 17.3 17.3 24.0
RG 14 18.7 18.7 42.7
ST 24 32.0 32.0 74.7
SS 19 25.3 25.3 100.0
Total 75 100.0 100.0



X3.5.1

Frequency Percent Valid Percent
Cumulative
Percent

Valid STS 1 1.3 1.3 1.3
TS 9 12.0 12.0 13.3
RG 18 24.0 24.0 37.3
ST 31 41.3 41.3 78.7
SS 16 21.3 21.3 100.0
Total 75 100.0 100.0

X3.5.2

Frequency Percent Valid Percent
Cumulative
Percent

Valid STS 1 1.3 1.3 1.3
TS 4 5.3 5.3 6.7
RG 17 22.7 22.7 29.3
ST 34 45.3 45.3 74.7
SS 19 25.3 25.3 100.0
Total 75 100.0 100.0

X3.5.3

Frequency Percent Valid Percent
Cumulative
Percent

Valid STS 1 1.3 1.3 1.3
TS 7 9.3 9.3 10.7
RG 13 17.3 17.3 28.0
ST 41 54.7 54.7 82.7
SS 13 17.3 17.3 100.0
Total 75 100.0 100.0



Distribusi Frekuensi Variabel Keputusan Pembelian (Y)

Y1.1

Frequency Percent Valid Percent
Cumulative
Percent

Valid TS 3 4.0 4.0 4.0
RG 12 16.0 16.0 20.0
ST 28 37.3 37.3 57.3
SS 32 42.7 42.7 100.0
Total 75 100.0 100.0

Y1.2

Frequency Percent Valid Percent
Cumulative
Percent

Valid STS 1 1.3 1.3 1.3
TS 5 6.7 6.7 8.0
RG 24 32.0 32.0 40.0
ST 25 33.3 33.3 73.3
SS 20 26.7 26.7 100.0
Total 75 100.0 100.0

Y1.3

Frequency Percent Valid Percent
Cumulative
Percent

Valid STS 1 1.3 1.3 1.3
TS 2 2.7 2.7 4.0
RG 19 25.3 25.3 29.3
ST 27 36.0 36.0 65.3
SS 26 34.7 34.7 100.0
Total 75 100.0 100.0

Y2.1

Frequency Percent Valid Percent
Cumulative
Percent

Valid TS 2 2.7 2.7 2.7
RG 18 24.0 24.0 26.7
ST 37 49.3 49.3 76.0
SS 18 24.0 24.0 100.0
Total 75 100.0 100.0



Y2.2

Frequency Percent Valid Percent
Cumulative
Percent

Valid TS 3 4.0 4.0 4.0
RG 11 14.7 14.7 18.7
ST 43 57.3 57.3 76.0
SS 18 24.0 24.0 100.0
Total 75 100.0 100.0

Y2.3

Frequency Percent Valid Percent
Cumulative
Percent

Valid STS 3 4.0 4.0 4.0
TS 17 22.7 22.7 26.7
RG 25 33.3 33.3 60.0
ST 18 24.0 24.0 84.0
SS 12 16.0 16.0 100.0
Total 75 100.0 100.0

Y3.1

Frequency Percent Valid Percent
Cumulative
Percent

Valid STS 1 1.3 1.3 1.3
TS 7 9.3 9.3 10.7
RG 14 18.7 18.7 29.3
ST 30 40.0 40.0 69.3
SS 23 30.7 30.7 100.0
Total 75 100.0 100.0

Y3.2

Frequency Percent Valid Percent
Cumulative
Percent

Valid STS 20 26.7 26.7 26.7
TS 18 24.0 24.0 50.7
RG 13 17.3 17.3 68.0
ST 12 16.0 16.0 84.0
SS 12 16.0 16.0 100.0
Total 75 100.0 100.0



Y3.3

Frequency Percent Valid Percent
Cumulative
Percent

Valid STS 34 45.3 45.3 45.3
TS 15 20.0 20.0 65.3
RG 11 14.7 14.7 80.0
ST 4 5.3 5.3 85.3
SS 11 14.7 14.7 100.0
Total 75 100.0 100.0

Y4.1

Frequency Percent Valid Percent
Cumulative
Percent

Valid STS 19 25.3 25.3 25.3
TS 15 20.0 20.0 45.3
RG 16 21.3 21.3 66.7
ST 16 21.3 21.3 88.0
SS 9 12.0 12.0 100.0
Total 75 100.0 100.0

Y4.2

Frequency Percent Valid Percent
Cumulative
Percent

Valid STS 13 17.3 17.3 17.3
TS 9 12.0 12.0 29.3
RG 20 26.7 26.7 56.0
ST 17 22.7 22.7 78.7
SS 16 21.3 21.3 100.0
Total 75 100.0 100.0

Y4.3

Frequency Percent Valid Percent
Cumulative
Percent

Valid STS 4 5.3 5.3 5.3
TS 7 9.3 9.3 14.7
RG 15 20.0 20.0 34.7
ST 23 30.7 30.7 65.3
SS 26 34.7 34.7 100.0
Total 75 100.0 100.0



Y5.1

Frequency Percent Valid Percent
Cumulative
Percent

Valid STS 7 9.3 9.3 9.3
TS 4 5.3 5.3 14.7
RG 18 24.0 24.0 38.7
ST 21 28.0 28.0 66.7
SS 25 33.3 33.3 100.0
Total 75 100.0 100.0

Y5.2

Frequency Percent Valid Percent
Cumulative
Percent

Valid STS 30 40.0 40.0 40.0
TS 16 21.3 21.3 61.3
RG 13 17.3 17.3 78.7
ST 7 9.3 9.3 88.0
SS 9 12.0 12.0 100.0
Total 75 100.0 100.0

Y5.3

Frequency Percent Valid Percent
Cumulative
Percent

Valid STS 38 50.7 50.7 50.7
TS 11 14.7 14.7 65.3
RG 10 13.3 13.3 78.7
ST 9 12.0 12.0 90.7
SS 7 9.3 9.3 100.0
Total 75 100.0 100.0



Lampiran Hasil Uji Validitas Variabel X dan Y
Variabel Iklan (X1)

Correlations

X1.1.1 X1.1.2 X1.1.3 X1.2.1 X1.2.2 X1.2.3 X1.3.1 X1.3.2 X1.3.3 X1
X1.1.1 Pearson

Correlation 1 .513** .066 .429** .367** .528** .269* .217 .166 .566**

Sig. (2-tailed) .000 .574 .000 .001 .000 .020 .062 .155 .000
N 75 75 75 75 75 75 75 75 75 75

X1.1.2 Pearson
Correlation .513** 1 .420** .517** .388** .586** .253* .408** .220 .689**

Sig. (2-tailed) .000 .000 .000 .001 .000 .028 .000 .058 .000
N 75 75 75 75 75 75 75 75 75 75

X1.1.3 Pearson
Correlation .066 .420** 1 .585** .555** .450** .582** .417** .377** .717**

Sig. (2-tailed) .574 .000 .000 .000 .000 .000 .000 .001 .000
N 75 75 75 75 75 75 75 75 75 75

X1.2.1 Pearson
Correlation .429** .517** .585** 1 .547** .560** .444** .480** .204 .765**

Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .079 .000
N 75 75 75 75 75 75 75 75 75 75

X1.2.2 Pearson
Correlation .367** .388** .555** .547** 1 .628** .371** .279* .503** .742**

Sig. (2-tailed) .001 .001 .000 .000 .000 .001 .015 .000 .000
N 75 75 75 75 75 75 75 75 75 75

X1.2.3 Pearson
Correlation .528** .586** .450** .560** .628** 1 .537** .459** .412** .819**

Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000
N 75 75 75 75 75 75 75 75 75 75

X1.3.1 Pearson
Correlation .269* .253* .582** .444** .371** .537** 1 .427** .286* .668**

Sig. (2-tailed) .020 .028 .000 .000 .001 .000 .000 .013 .000
N 75 75 75 75 75 75 75 75 75 75

X1.3.2 Pearson
Correlation .217 .408** .417** .480** .279* .459** .427** 1 .290* .661**

Sig. (2-tailed) .062 .000 .000 .000 .015 .000 .000 .012 .000
N 75 75 75 75 75 75 75 75 75 75

X1.3.3 Pearson
Correlation .166 .220 .377** .204 .503** .412** .286* .290* 1 .571**

Sig. (2-tailed) .155 .058 .001 .079 .000 .000 .013 .012 .000
N 75 75 75 75 75 75 75 75 75 75

X1 Pearson
Correlation .566** .689** .717** .765** .742** .819** .668** .661** .571** 1

Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000
N 75 75 75 75 75 75 75 75 75 75

**. Correlation is significant at the 0.01 level (2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed).



Variabel Kualitas Produk (X2)

Correlations

X2.1.1 X2.1.2 X2.1.3 X2.2.1 X2.2.2 X2.2.3 X2.3.1 X2.3.2 X2.3.3 X2.4.1 X2.4.2 X2.4.3 X2.5.1 X2.5.2 X2.5.3 X2.6.1 X2.6.2 X2.6.3 X2.7.1 X2.7.2 X2.7.3 X2.8.1 X2.8.2 X2.8.3 X2

X2.1.1 Pearson
Correlation 1 .859** .377** .496** .580** .628** .573** .705** .426** .589** .670** .683** .595** .604** .669** .246* .288* .161 .403** .426** .469** .510** .165 .451** .771**

Sig. (2-tailed) .000 .001 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .033 .012 .169 .000 .000 .000 .000 .157 .000 .000

N
75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75

X2.1.2 Pearson
Correlation .859** 1 .480** .666** .667** .580** .622** .666** .493** .727** .728** .682** .605** .654** .597** .239* .322** .212 .371** .411** .417** .527** .253* .503** .819**

Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .039 .005 .068 .001 .000 .000 .000 .028 .000 .000
N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75

X2.1.3 Pearson
Correlation .377** .480** 1 .397** .335** .261* .301** .339** .353** .350** .280* .329** .362** .372** .263* .118 .184 .078 .075 .140 .177 .261* .151 .307** .463**

Sig. (2-tailed) .001 .000 .000 .003 .024 .009 .003 .002 .002 .015 .004 .001 .001 .023 .315 .114 .508 .522 .231 .129 .024 .195 .007 .000
N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75

X2.2.1 Pearson
Correlation .496** .666** .397** 1 .652** .547** .404** .347** .401** .584** .484** .512** .426** .528** .346** .302** .324** .140 .352** .287* .178 .445** .275* .361** .647**

Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .002 .000 .000 .000 .000 .000 .000 .002 .009 .005 .230 .002 .012 .126 .000 .017 .001 .000
N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75

X2.2.2 Pearson
Correlation .580** .667** .335** .652** 1 .678** .592** .518** .413** .650** .529** .558** .495** .569** .399** .331** .369** .194 .415** .425** .366** .284* .262* .286* .714**

Sig. (2-tailed) .000 .000 .003 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .004 .001 .095 .000 .000 .001 .014 .023 .013 .000

N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75
X2.2.3 Pearson

Correlation .628** .580** .261* .547** .678** 1 .594** .672** .307** .611** .508** .577** .340** .538** .519** .350** .192 .272* .460** .484** .390** .417** .273* .315** .709**

Sig. (2-tailed) .000 .000 .024 .000 .000 .000 .000 .007 .000 .000 .000 .003 .000 .000 .002 .098 .018 .000 .000 .001 .000 .018 .006 .000

N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75
X2.3.1 Pearson

Correlation .573** .622** .301** .404** .592** .594** 1 .606** .504** .683** .674** .635** .489** .528** .508** .309** .327** .332** .424** .343** .392** .354** .150 .387** .724**

Sig. (2-tailed) .000 .000 .009 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .007 .004 .004 .000 .003 .001 .002 .200 .001 .000

N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75
X2.3.2 Pearson

Correlation .705** .666** .339** .347** .518** .672** .606** 1 .406** .576** .611** .643** .430** .604** .568** .321** .144 .210 .348** .431** .508** .481** .074 .332** .706**



Sig. (2-tailed) .000 .000 .003 .002 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .005 .216 .071 .002 .000 .000 .000 .526 .004 .000
N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75

X2.3.3 Pearson
Correlation .426** .493** .353** .401** .413** .307** .504** .406** 1 .529** .557** .550** .546** .591** .463** .229* .326** .278* .270* .180 .290* .292* .189 .343** .620**

Sig. (2-tailed) .000 .000 .002 .000 .000 .007 .000 .000 .000 .000 .000 .000 .000 .000 .049 .004 .016 .019 .122 .012 .011 .105 .003 .000
N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75

X2.4.1 Pearson
Correlation .589** .727** .350** .584** .650** .611** .683** .576** .529** 1 .785** .766** .552** .624** .548** .510** .381** .421** .482** .472** .514** .466** .212 .466** .833**

Sig. (2-tailed) .000 .000 .002 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .001 .000 .000 .000 .000 .000 .067 .000 .000
N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75

X2.4.2 Pearson
Correlation .670** .728** .280* .484** .529** .508** .674** .611** .557** .785** 1 .827** .636** .642** .593** .381** .334** .295* .322** .393** .373** .405** .136 .396** .773**

Sig. (2-tailed) .000 .000 .015 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .001 .003 .010 .005 .000 .001 .000 .246 .000 .000

N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75
X2.4.3 Pearson

Correlation .683** .682** .329** .512** .558** .577** .635** .643** .550** .766** .827** 1 .648** .616** .555** .388** .321** .365** .405** .442** .443** .434** .138 .382** .794**

Sig. (2-tailed) .000 .000 .004 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .001 .005 .001 .000 .000 .000 .000 .236 .001 .000

N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75
X2.5.1 Pearson

Correlation .595** .605** .362** .426** .495** .340** .489** .430** .546** .552** .636** .648** 1 .692** .465** .270* .437** .308** .242* .301** .341** .364** .182 .446** .689**

Sig. (2-tailed) .000 .000 .001 .000 .000 .003 .000 .000 .000 .000 .000 .000 .000 .000 .019 .000 .007 .036 .009 .003 .001 .117 .000 .000

N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75

X2.5.2 Pearson
Correlation .604** .654** .372** .528** .569** .538** .528** .604** .591** .624** .642** .616** .692** 1 .662** .255* .340** .197 .440** .392** .409** .427** .255* .465** .765**

Sig. (2-tailed) .000 .000 .001 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .027 .003 .090 .000 .000 .000 .000 .027 .000 .000
N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75

X2.5.3 Pearson
Correlation .669** .597** .263* .346** .399** .519** .508** .568** .463** .548** .593** .555** .465** .662** 1 .327** .333** .364** .414** .383** .388** .360** .192 .465** .705**

Sig. (2-tailed) .000 .000 .023 .002 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .004 .003 .001 .000 .001 .001 .001 .098 .000 .000
N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75

X2.6.1 Pearson
Correlation .246* .239* .118 .302** .331** .350** .309** .321** .229* .510** .381** .388** .270* .255* .327** 1 .591** .645** .403** .473** .451** .410** .368** .446** .582**

Sig. (2-tailed) .033 .039 .315 .009 .004 .002 .007 .005 .049 .000 .001 .001 .019 .027 .004 .000 .000 .000 .000 .000 .000 .001 .000 .000
N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75

X2.6.2 Pearson
Correlation .288* .322** .184 .324** .369** .192 .327** .144 .326** .381** .334** .321** .437** .340** .333** .591** 1 .701** .461** .540** .404** .448** .417** .452** .600**

Sig. (2-tailed) .012 .005 .114 .005 .001 .098 .004 .216 .004 .001 .003 .005 .000 .003 .003 .000 .000 .000 .000 .000 .000 .000 .000 .000



N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75
X2.6.3 Pearson

Correlation .161 .212 .078 .140 .194 .272* .332** .210 .278* .421** .295* .365** .308** .197 .364** .645** .701** 1 .488** .567** .497** .423** .302** .392** .551**

Sig. (2-tailed)
.169 .068 .508 .230 .095 .018 .004 .071 .016 .000 .010 .001 .007 .090 .001 .000 .000 .000 .000 .000 .000 .009 .001 .000

N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75

X2.7.1 Pearson
Correlation .403** .371** .075 .352** .415** .460** .424** .348** .270* .482** .322** .405** .242* .440** .414** .403** .461** .488** 1 .743** .729** .547** .297** .462** .644**

Sig. (2-tailed) .000 .001 .522 .002 .000 .000 .000 .002 .019 .000 .005 .000 .036 .000 .000 .000 .000 .000 .000 .000 .000 .010 .000 .000
N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75

X2.7.2 Pearson
Correlation .426** .411** .140 .287* .425** .484** .343** .431** .180 .472** .393** .442** .301** .392** .383** .473** .540** .567** .743** 1 .802** .571** .232* .495** .664**

Sig. (2-tailed) .000 .000 .231 .012 .000 .000 .003 .000 .122 .000 .000 .000 .009 .000 .001 .000 .000 .000 .000 .000 .000 .045 .000 .000

N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75
X2.7.3 Pearson

Correlation .469** .417** .177 .178 .366** .390** .392** .508** .290* .514** .373** .443** .341** .409** .388** .451** .404** .497** .729** .802** 1 .661** .160 .570** .662**

Sig. (2-tailed) .000 .000 .129 .126 .001 .001 .001 .000 .012 .000 .001 .000 .003 .000 .001 .000 .000 .000 .000 .000 .000 .171 .000 .000

N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75
X2.8.1 Pearson

Correlation .510** .527** .261* .445** .284* .417** .354** .481** .292* .466** .405** .434** .364** .427** .360** .410** .448** .423** .547** .571** .661** 1 .328** .685** .677**

Sig. (2-tailed) .000 .000 .024 .000 .014 .000 .002 .000 .011 .000 .000 .000 .001 .000 .001 .000 .000 .000 .000 .000 .000 .004 .000 .000

N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75

X2.8.2 Pearson
Correlation .165 .253* .151 .275* .262* .273* .150 .074 .189 .212 .136 .138 .182 .255* .192 .368** .417** .302** .297** .232* .160 .328** 1 .399** .414**

Sig. (2-tailed) .157 .028 .195 .017 .023 .018 .200 .526 .105 .067 .246 .236 .117 .027 .098 .001 .000 .009 .010 .045 .171 .004 .000 .000
N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75

X2.8.3 Pearson
Correlation .451** .503** .307** .361** .286* .315** .387** .332** .343** .466** .396** .382** .446** .465** .465** .446** .452** .392** .462** .495** .570** .685** .399** 1 .663**

Sig. (2-tailed) .000 .000 .007 .001 .013 .006 .001 .004 .003 .000 .000 .001 .000 .000 .000 .000 .000 .001 .000 .000 .000 .000 .000 .000
N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75

X2 Pearson
Correlation .771** .819** .463** .647** .714** .709** .724** .706** .620** .833** .773** .794** .689** .765** .705** .582** .600** .551** .644** .664** .662** .677** .414** .663** 1

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

N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75

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

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



VariabelWord Of Mouth (X3)

Correlations
X3.1.
1

X3.1.
2 X3.1.3 X3.2.1

X3.2.
2 X3.2.3 X3.3.1 X3.3.2 X3.3.3 X3.4.1 X3.4.2 X3.4.3 X3.5.1 X3.5.2 X3.5.3 X3

X3.1.1 Pearson
Correlation 1 .417** .738** .748** .765** .396** .168 .417** .361** .553** .388** .361** .765** 1.000** .738** .798**

Sig. (2-tailed) .000 .000 .000 .000 .000 .150 .000 .001 .000 .001 .001 .000 .000 .000 .000
N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75

X3.1.2 Pearson
Correlation .417** 1 .433** .397** .320** .395** .310** 1.000** .281* .192 .351** .281* .320** .417** .433** .593**

Sig. (2-tailed) .000 .000 .000 .005 .000 .007 .000 .015 .100 .002 .015 .005 .000 .000 .000
N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75

X3.1.3 Pearson
Correlation .738** .433** 1 .641** .625** .412** .219 .433** .316** .525** .523** .316** .625** .738** 1.000** .774**

Sig. (2-tailed) .000 .000 .000 .000 .000 .058 .000 .006 .000 .000 .006 .000 .000 .000 .000
N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75

X3.2.1 Pearson
Correlation .748** .397** .641** 1 .751** .476** .335** .397** .453** .619** .403** .453** .751** .748** .641** .813**

Sig. (2-tailed) .000 .000 .000 .000 .000 .003 .000 .000 .000 .000 .000 .000 .000 .000 .000
N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75

X3.2.2 Pearson
Correlation .765** .320** .625** .751** 1 .402** .309** .320** .388** .689** .436** .388** 1.000** .765** .625** .807**

Sig. (2-tailed) .000 .005 .000 .000 .000 .007 .005 .001 .000 .000 .001 .000 .000 .000 .000
N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75

X3.2.3 Pearson
Correlation .396** .395** .412** .476** .402** 1 .340** .395** .369** .365** .442** .369** .402** .396** .412** .618**

Sig. (2-tailed) .000 .000 .000 .000 .000 .003 .000 .001 .001 .000 .001 .000 .000 .000 .000
N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75

X3.3.1 Pearson
Correlation .168 .310** .219 .335** .309** .340** 1 .310** .459** .422** .521** .459** .309** .168 .219 .538**

Sig. (2-tailed) .150 .007 .058 .003 .007 .003 .007 .000 .000 .000 .000 .007 .150 .058 .000
N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75



X3.3.2 Pearson
Correlation .417** 1.000*

* .433** .397** .320** .395** .310** 1 .281* .192 .351** .281* .320** .417** .433** .593**

Sig. (2-tailed) .000 .000 .000 .000 .005 .000 .007 .015 .100 .002 .015 .005 .000 .000 .000
N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75

X3.3.3 Pearson
Correlation .361** .281* .316** .453** .388** .369** .459** .281* 1 .540** .482** 1.000** .388** .361** .316** .685**

Sig. (2-tailed) .001 .015 .006 .000 .001 .001 .000 .015 .000 .000 .000 .001 .001 .006 .000
N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75

X3.4.1 Pearson
Correlation .553** .192 .525** .619** .689** .365** .422** .192 .540** 1 .582** .540** .689** .553** .525** .756**

Sig. (2-tailed) .000 .100 .000 .000 .000 .001 .000 .100 .000 .000 .000 .000 .000 .000 .000
N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75

X3.4.2 Pearson
Correlation .388** .351** .523** .403** .436** .442** .521** .351** .482** .582** 1 .482** .436** .388** .523** .696**

Sig. (2-tailed) .001 .002 .000 .000 .000 .000 .000 .002 .000 .000 .000 .000 .001 .000 .000
N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75

X3.4.3 Pearson
Correlation .361** .281* .316** .453** .388** .369** .459** .281* 1.000** .540** .482** 1 .388** .361** .316** .685**

Sig. (2-tailed) .001 .015 .006 .000 .001 .001 .000 .015 .000 .000 .000 .001 .001 .006 .000
N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75

X3.5.1 Pearson
Correlation .765** .320** .625** .751** 1.000*

* .402** .309** .320** .388** .689** .436** .388** 1 .765** .625** .807**

Sig. (2-tailed) .000 .005 .000 .000 .000 .000 .007 .005 .001 .000 .000 .001 .000 .000 .000
N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75

X3.5.2 Pearson
Correlation

1.000
** .417** .738** .748** .765** .396** .168 .417** .361** .553** .388** .361** .765** 1 .738** .798**

Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .150 .000 .001 .000 .001 .001 .000 .000 .000
N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75

X3.5.3 Pearson
Correlation .738** .433** 1.000** .641** .625** .412** .219 .433** .316** .525** .523** .316** .625** .738** 1 .774**

Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .058 .000 .006 .000 .000 .006 .000 .000 .000
N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75

X3 Pearson
Correlation .798** .593** .774** .813** .807** .618** .538** .593** .685** .756** .696** .685** .807** .798** .774** 1

Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000
N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75

**. Correlation is significant at the 0.01 level (2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed).



Variabel Keputusan Pembelian (Y)

Correlations
Y1.1 Y1.2 Y1.3 Y2.1 Y2.2 Y2.3 Y3.1 Y3.2 Y3.3 Y4.1 Y4.2 Y4.3 Y5.1 Y5.2 Y5.3 Y

Y1.1 Pearson
Correlation 1 .398** .330** .470** .381** .064 .360** -.077 -.015 .193 -.065 .282* .180 -.005 -.091 .305**

Sig. (2-tailed) .000 .004 .000 .001 .584 .002 .513 .899 .098 .579 .014 .123 .963 .435 .008
N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75

Y1.2 Pearson
Correlation .398** 1 .321** .692** .511** .396** .396** .225 .319** .355** .236* .352** .157 .325** .294* .636**

Sig. (2-tailed) .000 .005 .000 .000 .000 .000 .052 .005 .002 .041 .002 .179 .004 .010 .000
N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75

Y1.3 Pearson
Correlation .330** .321** 1 .461** .357** .027 .000 .309** .204 .108 .409** .516** .402** .180 .095 .505**

Sig. (2-tailed) .004 .005 .000 .002 .820 1.000 .007 .080 .356 .000 .000 .000 .123 .419 .000
N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75

Y2.1 Pearson
Correlation .470** .692** .461** 1 .591** .398** .311** .256* .230* .218 .240* .287* .237* .280* .170 .599**

Sig. (2-tailed) .000 .000 .000 .000 .000 .007 .027 .047 .060 .038 .012 .041 .015 .144 .000
N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75

Y2.2 Pearson
Correlation .381** .511** .357** .591** 1 .325** .294* .207 .085 .203 .275* .390** .440** .178 .115 .544**

Sig. (2-tailed) .001 .000 .002 .000 .004 .010 .075 .470 .081 .017 .001 .000 .127 .327 .000
N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75

Y2.3 Pearson
Correlation .064 .396** .027 .398** .325** 1 .370** .244* .485** .276* .298** .133 .104 .411** .430** .573**

Sig. (2-tailed) .584 .000 .820 .000 .004 .001 .035 .000 .017 .009 .254 .377 .000 .000 .000
N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75

Y3.1 Pearson
Correlation .360** .396** .000 .311** .294* .370** 1 -.070 .055 .238* -.035 .063 .138 .064 .040 .317**

Sig. (2-tailed) .002 .000 1.000 .007 .010 .001 .552 .636 .039 .767 .594 .239 .586 .730 .006
N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75



Y3.2 Pearson
Correlation -.077 .225 .309** .256* .207 .244* -.070 1 .568** .507** .427** .359** .261* .480** .514** .660**

Sig. (2-tailed) .513 .052 .007 .027 .075 .035 .552 .000 .000 .000 .002 .024 .000 .000 .000
N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75

Y3.3 Pearson
Correlation -.015 .319** .204 .230* .085 .485** .055 .568** 1 .522** .384** .259* .159 .836** .880** .765**

Sig. (2-tailed) .899 .005 .080 .047 .470 .000 .636 .000 .000 .001 .025 .174 .000 .000 .000
N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75

Y4.1 Pearson
Correlation .193 .355** .108 .218 .203 .276* .238* .507** .522** 1 -.075 .330** .249* .461** .471** .616**

Sig. (2-tailed) .098 .002 .356 .060 .081 .017 .039 .000 .000 .521 .004 .031 .000 .000 .000
N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75

Y4.2 Pearson
Correlation -.065 .236* .409** .240* .275* .298** -.035 .427** .384** -.075 1 .351** .237* .335** .414** .538**

Sig. (2-tailed) .579 .041 .000 .038 .017 .009 .767 .000 .001 .521 .002 .040 .003 .000 .000
N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75

Y4.3 Pearson
Correlation .282* .352** .516** .287* .390** .133 .063 .359** .259* .330** .351** 1 .540** .163 .133 .581**

Sig. (2-tailed) .014 .002 .000 .012 .001 .254 .594 .002 .025 .004 .002 .000 .162 .255 .000
N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75

Y5.1 Pearson
Correlation .180 .157 .402** .237* .440** .104 .138 .261* .159 .249* .237* .540** 1 .132 .110 .488**

Sig. (2-tailed) .123 .179 .000 .041 .000 .377 .239 .024 .174 .031 .040 .000 .259 .349 .000
N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75

Y5.2 Pearson
Correlation -.005 .325** .180 .280* .178 .411** .064 .480** .836** .461** .335** .163 .132 1 .880** .725**

Sig. (2-tailed) .963 .004 .123 .015 .127 .000 .586 .000 .000 .000 .003 .162 .259 .000 .000
N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75

Y5.3 Pearson
Correlation -.091 .294* .095 .170 .115 .430** .040 .514** .880** .471** .414** .133 .110 .880** 1 .711**

Sig. (2-tailed) .435 .010 .419 .144 .327 .000 .730 .000 .000 .000 .000 .255 .349 .000 .000
N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75

Y Pearson
Correlation .305** .636** .505** .599** .544** .573** .317** .660** .765** .616** .538** .581** .488** .725** .711** 1

Sig. (2-tailed) .008 .000 .000 .000 .000 .000 .006 .000 .000 .000 .000 .000 .000 .000 .000
N 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75 75



Lampiran Hasil Uji Reliabilitas Variabel X dan Y
Variabel Iklan (X1)

Reliability Statistics
Cronbach's
Alpha N of Items

.855 9

Variabel Kualitas Produk (X2)

Reliability Statistics
Cronbach's
Alpha N of Items

.942 23

VariabelWord Of Mouth (X3)

Reliability Statistics
Cronbach's
Alpha N of Items

.929 15

Variabel Keputusan Pembelian (Y)

Reliability Statistics
Cronbach's
Alpha N of Items

.854 15



Lampiran Uji Asumsi Klasik
Hasil Uji Normalitas

One-Sample Kolmogorov-Smirnov Test

Unstandardized
Residual

N 75
Normal Parametersa,b Mean .0000000

Std. Deviation 7.93941658
Most Extreme Differences Absolute .088

Positive .088
Negative -.071

Test Statistic .088
Asymp. Sig. (2-tailed) .200c,d

a. Test distribution is Normal.
b. Calculated from data.
c. Lilliefors Significance Correction.
d. This is a lower bound of the true significance.



Hasil Uji Heteroskedastisitas

Coefficientsa

Model

Unstandardized
Coefficients

Standardized
Coefficients

t Sig.B Std. Error Beta
1 (Constant) -6.216 4.363 -1.425 .159

Iklan .067 .125 .069 .539 .591
Kualitas Produk .028 .061 .077 .458 .648
Word Of Mouth .132 .072 .280 1.824 .072

a. Dependent Variable: abs_res



Hasil Uji Multikolinieritas

Coefficientsa

Model

Unstandardized
Coefficients

Standardize
d

Coefficients
t Sig.

Collinearity
Statistics

B Std. Error Beta Tolerance VIF
1 (Constant) 12.668 7.165 1.768 .081

Iklan .537 .205 .283 2.616 .011 .745 1.342
Kualitas Produk -.102 .101 -.144 -1.012 .315 .432 2.313
Word Of Mouth .523 .119 .572 4.397 .000 .516 1.940

a. Dependent Variable: Keputusan Pembelian

Hasil Uji Autokorelasi

Model Summaryb

Model R R Square Adjusted R Square
Std. Error of the

Estimate Durbin-Watson
1 .617a .380 .354 8.105 2.242
a. Predictors: (Constant), Word Of Mouth, Iklan, Kualitas Produk
b. Dependent Variable: Keputusan Pembelian



Hasil Uji Regresi Linier Berganda
Uji f

ANOVAa

Model
Sum of
Squares df Mean Square F Sig.

1 Regression 2862.979 3 954.326 14.526 .000b

Residual 4664.541 71 65.698
Total 7527.520 74

a. Dependent Variable: Keputusan Pembelian
b. Predictors: (Constant), Word Of Mouth, Iklan, Kualitas Produk

Uji t

Coefficientsa

Model

Unstandardized
Coefficients

Standardized
Coefficients

t Sig.B Std. Error Beta
1 (Constant) 12.668 7.165 1.768 .081

Iklan .537 .205 .283 2.616 .011
Kualitas Produk -.102 .101 -.144 -1.012 .315
Word Of Mouth .523 .119 .572 4.397 .000

a. Dependent Variable: Keputusan Pembelian



MATRIKS PENELITIAN

PENGARUH IKLAN, KUALITAS PRODUK DANWORD OF MOUTH TERHADAP KEPUTUSAN
PEMBELIAN SMARTPHONE VIVO DI DUSUN KEBOAN ANOM 2 DESA KEBOAN ANOM

KECAMATAN GEDANGAN SIDOARJO

Rumusan
Masalah

Konsep Definisi
Operasional
Variabel

Variabel
Penelitian

dan
Indikator
Variabel

Hipotesis
Penelitian

Sumber
Data

Metode Penelitian Daftar Pustaka

Populasi dan
Sampel

Teknik
Penga
mbilan
Data

Analisis
Data

1.Apakah
Iklan
berpengaru
h terhadap
Keputusan
Pembelian
smartphone
Vivo di
dusun
Keboan
Anom 2
desa
Keboan
Anom
kecamatan

1. Iklan (��)
Morisan
(2010)
konsumen
mengand
alkan
iklan
untuk
mendapat
kan
informasi
yang akan
mereka
gunakan
untuk

1. Iklan
(��)
FandiTjip
tono &
Chandr
a
(2010:35
0)
adalah
segala
bentuk
presenta
si dan
promosi
ide,

Variabel
Penelitian
Variabel
Bebas :
a. Iklan
(��)

b.Kualitas
Produk
(��)

c.Word of
Mouth
(��)

Variabel
Terikat :
Keputusan

1. Iklan
(��)
berpen
garuh
terhada
p
Keputu
san
Pembel
ian
smartph
one
Vivo di
dusun
Keboan
Anom

Pengguna
Smartpho
ne Vivo
di Dusun
Keboan
Anom 2
Desa
Keboan
Anom
Kecamata
n
Gedanga
n

1. Populasi
dalam
penelitian
ini adalah
Pengguna
Smartphon
e Vivo di
Desa
Keboan
Anom
Kecamatan
Gedangan
- Sidoarjo

Kuesio
ner

Teknik
analisis data
yang
digunakan

1. Uji
Validitas

2. Uji
Reliabilit
as

3. Uji
Asumsi
Klasik

Hasan, Ali. 2010.
Marketing dari
Mulut ke Mulut.
Cetakan
Pertama. Jakarta:
Medpress.
Kotler, Philip
dan Gary
Amstrong. 2008.
Prinsip-Prinsip
Pemasaran. Edisi
12 Jilid 1. Jakarta:
Erlangga.

Kotler, Philip



Gedangan
Sidoarjo?

2.Apakah
Kualitas
Produk
berpengaru
h terhadap
Keputusan
pembelian
smartphone
Vivo di
dusun
Keboan
Anom 2
desa
Keboan
Anom
kecamatan
Gedangan
Sidoarjo?

3.Apakah
Word of
Mouth
berpengaru
h terhadap
Keputusan
Pembelian

membuat
keputusan
membeli
suatu
produk

2. Kualitas
Produk
(��)
Damiati
dkk,
(2017:110)
Konsume
n dengan
tipikal
kognitif,
lebih
menguta
makan
keputusan
pada
manfaat
dan
kualitas
produk
yang akan
diputuska
n untuk
dibeli. Hal

barang
atau
jasa
yang
dibayar
ole
sponsor
yang
teridenti
fikasi.

2. Kualitas
Produk
(��)
Damiati
dkk,
(2017:184
) Kualitas
Produk
didefinisi
kan
sebagai
evaluasi
konsume
n secara
keseluru
han
terhadap
keunggul

Pembelian
(Y)

Indikator
Variabel
Iklan :
Menurut
Fandy
Tjiptono &
Gregorius
Chandra
(2010:353)
 Mission
 Message
 Media

Kualitas
Produk :
Untarini
(2014:114)
 Performa

nce
 Features
 Reability
 Comform

ance to
Spesificati
on

 Durabilit

2 desa
Keboan
Anom
kecama
tan
Gedan
gan
Sidoarj
o.

2. Kualita
s
Produk
(��)
berpen
garuh
terhada
p
Keputu
san
Pembel
ian
smartph
one
Vivo di
dusun
Keboan
Anom
2 desa

Sidoarjo
Sampel dalam
penelitian
adalah 75
orang yang
pernah
menggunakan
produk
smartpone
Vivo.

4. Analisis
Regresi
Liniear
Berganda

5. Uji T

6. Uji F

dan Gary
Amstrong. 2008.
Prinsip - Prinsip
Pemasaran. Edisi
12 Jilid 2. Jakarta:
Erlangga.

Jasfar, Prof. Dr.
Farida, M.E.
2005. Manajemen
Jasa. Cetakan
Pertama. Bogor:
Ghalia Indonesia.

Moloku, Serina
O., Johny R.E
Tampi dan Olivia
Walangitan.
2019. “Pengaruh
Iklan Terhadap
Keputusan
Pembelian
Produk
Smartphone
Oppo di IT
Center Manado”.
Jurnal
Administrasi
Bisnis. Vol. 8. No.



smartphone
Vivo di
dusun
Keboan
Anom 2
desa
Keboan
Anom
kecamatan
Gedangan
Sidoarjo?

4.Apakah
Iklan,
Kualitas
Produk dan
Word of
Mouth
berpengaru
h terhadap
Keputusan
Pembelian
smartphone
Vivo di
dusun
Keboan
Anom 2

ini dapat
disimpulk
an bahwa
kualitas
produk
mempeng
aruhi
keputusan
pembelian
.

3.Word of
Mouth (��)
Ali Hasan
(2010:198)
Studi
empiris
menunjuk
kan
bahwa
67%
keputusan
pembelian
konsumen
terutama
dipengaru
hi oleh
mulut ke
mulut

an
kinerja
suatu
barang
atau jasa.

3. Word of
Mouth
(��)
Ali
Hasan
(2010:32)
adalah
tindakan
konsume
n
memberi
kan
informasi
kepada
konsume
n lain
dari
seseoran
g kepada
orang
lain
(antar
pribadi)

y
 Serviceabi

lity
 Esthetic
 Perceived

quality

Word of
Mouth :
Sernovitz
(2009)
dalam
Joesiyana
(2018)
 Taklers
 Topics
 Tools
 Talking

part
 tracking

Keputusan
Pembelian :
Kotler dan
Amstrong
(2008:159)
 Pemiliha

n Produk

Keboan
Anom
kecama
tan
Gedan
gan
Sidoarj
o.

3.Word of
Mouth
(��)
berpen
garuh
terhada
p
Keputu
san
Pembel
ian
smartph
one
Vivo di
dusun
Keboan
Anom
2 desa
Keboan
Anom

2. Hal. 98-106.
Universitas Sam
Ratulangi.
Manado.
Sulawesi Utara.

Manurung,
Ganda. 2018.
“Pengaruh
Ekuitas Merek
danWord Of
Mouth Terhadap
Keputusan
Pembelian
Smartphone
Oppo (Srvei Pada
Mahasiswa STIE
Sultan Agung
Semester VI
Tahun Akademik
2016/2017)”.
Jurnal MAKER.
Vol. 4. No. 2. Hal.
30-39. STIE
Sultan Agung.
Sumatera Utara.

Saidani, Basrah
dan Dwi Raga



desa
Keboan
Anom
kecamatan
Gedangan
Sidoarjo?

(Word Of
Mouth)
93%
pelanggan
yang
mengiden
tifikasi
dari
mulut ke
mulut
sebagai
sumber
terbaik

4. Keputusan
Pembelian
(Y)
Morissan
(2010:95)
keputusan
pembelian
dipengaru
hi oleh
iklan.
Informasi
komersial
(iklan)
menjalanka
n fungsi

non
komersia
l baik
merek,
produk
maupun
jasa.

4. Keputus
an
Pembeli
an (Y)
Philip
Kotler &
Gary
Amstron
g
(2008:181
) adalah
keputusa
n
pembeli
tentang
merek
mana
yang
dibeli.

 Pemiliha
n Merek

 Pemiliha
n
Penyalur

 Waktu
Pembelia
n

 Jumlah
Pembelia
n

kecama
tan
Gedan
gan
Sidoarj
o.

4. Iklan,
Kualita
s
Produk
dan
Word of
Mouth
berpen
garuh
terhada
p
Keputu
san
Pembel
ian
smartph
one
Vivo di
dusun

Ramadan. 2013.
“Pengaruh Iklan
dan Atribut
Produk
Terhadap
Keputusan
Pembelian
Smartphone
Samsung Seri
Galaxy (Survey
Pada Pelanggan
ITC Roxy Mas)”.
Jurnal Riset
Manajemen Sains
Indonesia. Vol. 4.
No. 1. Hal. 53-73.
Universitas
Negri Jakarta

Nurrohman,
Faris dan Agung
Utama, SE., M.Si.
2018. “Pengaruh
Elektric Word Of
Mouth,Harga
dan Kualitas
Produk
Terhadap
Keputusan



pemberi
informasi
dalam
mempenga
ruhi
keputusan
pembelian.

Keboan
Anom
2 desa
Keboan
Anom
kecama
tan
Gedan
gan
Sidoarj
o.

Pembelian (Studi
Kasus pada
Smartphone
Merek Blacberry
di Yogyakarta”.
Jurnal
Manajemen
Bisnis Indonesia.
Edisi 1.
Universitas
Negri
Yogyakarta.

Diyagitama,
Ahmad Aziz,
Hadi Sumarsono
dan Naning
Kristiyana. 2019.
“Pengaruh
Kualitas Produk,
Promosi dan
Merek Terhadap
Keputusan
Pembelian HP
Samsung Di
Artomoro
Celuler”. Jurnal



Ekonomi,
Manajemen dan
Akuntansi. Vol.
3. No. 1. Hal. 58-
65. Universitas
Muhammadiyah
Ponorogo.


