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Lampiran  7 

LEMBAR KUESIONER 

“PENGARUH BRAND NAME, BRAND TRUST, DAN GAYA 

HIDUP BRAND MINDED TERHADAP LOYALITAS 

KONSUMEN PRODUK LIPCREAM PIXY PADA REMAJA 

PUTRI DI DESA JANTI KECAMATAN WARU KABUPATEN 

SIDOARJO” 

Data Responden 

Usia   : (  ) < 17 tahun  (  ) >21 tahun(  )  18 – 20 tahun 

 

Pekerjaan  : (  ) Pelajar(  ) PegawaiSwasta 

  (  ) Wiraswasta (  ) Mahasiswi 

  (  ) PegawaiNegeri (  ) Lain – lain  

 

Petunjuk Pengisisan 

1. Bacalah setiap butir pertanyaan dengan cermat. 

2. Pilihlah salah satu jawaban yang memenuhi persepsi 

saudara dengan cara memberi tanda ceklis (√). 

3. Jika anda salah dalam menjawab, maka jawaban tersebut 

anda coret dengan tanda 2 garis (=), kemudian beri tanda 

ceklist (√) barupa jawaban yang sesuai dengan keadaan 

diri anda. 

4. Mohon untuk diisi semua pertanyaan tanpa ada yang 

terlewatkan pada lembar jawaban yang telah disediakan 

dan terimakasih atas bantuannya.  

 

 

 

 

 

 



 

Keterangan Jawaban 

Daftar Pertanyaan 

VariabelBrand Name (X1) 

No Pertanyaan SS S R TS STS 

Indikator Sederhana 

1. Pixy nama merek yang 

sederhana 

     

2.  Pixy merupakan nama 

merek yang singkat 

     

3.  Pixy merupakan nama 

merek yang tidak terlalu 

rumit 

     

Indikator Mudah Diucapkan 

4. Nama Pixy mudah 

diucapkan 

     

5. Saya bisa mengucapkan 

nama Pixy dengan benar 

     

Keterangan Arti Angka 

SS Sangat Setuju 5 

S Setuju 4 

R Ragu-ragu 3 

TS Tidak Setuju 2 

STS Sangat Tidak Setuju 1 



6. Nama Pixy mudah untuk 

dieja 

     

Indikator Terkenal 

7. Nama Pixy sudah 

terkenal sejak lama  

     

8. Nama Pixy terkenal 

produk yang bagus 

     

9. Saya mengenal Pixy 

adalah produk kecantikan 

     

Indikator Bermakna 

10.  Merek  Pixy sesuai 

dengan gaya hidup 

remaja masa kini 

     

11.  Merek pixy diambil dari 

bahasa jepang yang 

menjelaskan tentang 

kecantikan wanita jepang 

     

12.  Pixy mempunyai slogan 

“My beauty my energy”  

     

Indikator Mudah Diingat 

13. Pixy memiliki logo yang 

mudah diingat 

     

14. Pixy memiliki tampilan 

produk yang mudah 

dikenali 

     

15. Pixy mempunyai 

packaging yang mudah 

diingat.  

     

 



Variabel Brand Trust (X2) 

No Pertanyaan SS S R TS STS 

IndikatorBrand Characteristic 

1. Merek pixy 

mempunyai 

karakteristik yang 

mudah diingat 

     

2. Merek pixy 

mempunyai 

reputasi yang 

sangat bagus 

     

3. Lipcream pixy 

mempunyai 

ketahanan yang 

bagus 

     

Indikator Company Characteristic 

4. Produk lipcream 

pixy menunjang 

penampilan saya 

     

5. Produk lipcream 

pixy membuat 

penampilan saya 

menjadi lebih 

menarik 

     

6.  Saya percaya 

lipcream Pixy 

mampu menjamin 

kepuasan saya 

     



Indikator Consumer –Brand Characteristic 

7. Lipcream pixy 

mempunyai 

karakteristik yang 

sesuai dengan 

kepribadian saya 

     

8. Saya memiliki 

pengalaman yang 

baik setelah 

memakai produk 

lipcream pixy  

     

9.  Lipcream Pixy 

adalah merek 

kecantikan yang 

tidak pernah 

mengecewakan 

saya 

     

 

Variabel Gaya Hidup Brand Minded (X3) 

No Pertanyaan SS S R TS STS 

Indikator Aktivitas 

1 Produk lipcreamPixy 

menunjang 

penampilan saya 

dalam aktivitas 

sehari-hari 

     

2 Saya menggunakan 

produk lipcream 

Pixy dalam 

     



kegiatan saya 

sehari-hari 

3.  Produk lipcream 

Pixy mudah dibawa 

berpergian 

     

Indikator Minat 

4. Saya tertarik untuk 

mengikuti tren 

kosmetik saat ini 

     

5. Saat ini lipcreampixy 

adalah tren 

kosmetik yang 

sedang diminati 

oleh kaum wanita 

     

6. Lipcream pixy 

mempunyai tren 

warna masa kini 

     

 

Indikator Opini 

7. Saya merasa 

percaya diri saat 

menggunakan 

produk lipcreampixy 

     

8. Saya membeli 

produk lipcreampixy 

karena saya 

menyukai 

produknya 

     

9.  Saya merasa lebih 

cantik jika 

     



menggunakan 

lipcream Pixy  

 

Variabel Loyalitas Konsumen (Y) 

N

o 

Pertanyaan SS S R TS STS 

Indikator melakukan pembelian berulang secara teratur 

1. Saya akan melakukan 

pembelian ulang 

terhadap produk 

lipcream pixy  

     

2. Saya membeli produk 

lipcream pixy setiap 

bulannya 

     

3. Saya selalu membeli 

produk lipcream Pixy  

     

Indikator membeli antar lini produk jasa 

4. Saya lebih memilih 

produk lipcream pixy 

daripada produk 

lipcreammerek lainnya 

     

5. Saya lebih suka 

menggunakan produk 

lipcream pixy daripada 

merek lainnya 

     

6. Saya tidak akan 

berpindah memakai 

produk lipcreamlain 

selain pixy  

     



Indikator mereferensikan kepada orang lain  

7. Saya akan 

mereferensikan produk 

lipcream pixy pada 

teman saya 

     

8. Saya akan memberikan 

informasi tentang 

produk lipcream pixy 

pada teman saya 

     

9.  Saya berusaha 

mengajak orang lain 

untuk menggunakan 

produk lipcream Pixy  

     

Indikator menunjukkan kekebalan terhadap tarikan dari pesaing 

10. Produk lipcream pixy 

memiliki expayed  

(kadaluarsa) yang 

cukup lama 

 

     

11. Produk lipcream pixy 

memiliki ketahanan 

saat di pakai di 

bandingkan produk 

lipcreamlainnya 

     

12.  Produk lipcream Pixy 

lebih baik dari pada 

produk 

lipcreamlainnya 

     

 

 



Lampiran 8  

 

REKAPITULASI TABEL SKOR JAWABAN RESPONDEN 

No 

Responden 

Total X1 Total X2 Total X3 Total Y 

Resp_1 63 34 37 52 

Resp_2 72 40 40 51 

Resp_3 72 42 43 51 

Resp_4 67 40 42 53 

Resp_5 71 39 44 54 

Resp_6 71 34 50 54 

Resp_7 71 41 45 53 

Resp_8 74 40 43 53 

Resp_9 71 34 52 51 

Resp_10 71 36 43 53 

Resp_11 73 36 45 51 

Resp_12 73 42 43 50 

Resp_13 72 41 43 51 

Resp_14 69 43 40 51 

Resp_15 71 44 43 47 

Resp_16 70 44 45 47 

Resp_17 74 44 41 49 

Resp_18 75 44 42 50 

Resp_19 68 44 41 49 

Resp_20 65 44 45 49 

Resp_21 63 34 42 46 

Resp_22 63 36 44 48 

Resp_23 69 43 42 48 

Resp_24 68 36 41 45 

Resp_25 75 44 44 55 

Resp_26 60 43 45 49 

Resp_27 72 43 45 55 

Resp_28 69 33 37 45 



Resp_29 72 41 44 49 

Resp_30 63 41 43 48 

Resp_31 69 43 42 46 

Resp_32 72 42 40 44 

Resp_33 69 43 42 50 

Resp_34 70 45 43 48 

Resp_35 66 45 42 48 

Resp_36 71 36 38 44 

Resp_37 68 38 38 43 

Resp_38 69 43 40 47 

Resp_39 69 40 43 47 

Resp_40 73 36 44 46 

Resp_41 75 44 44 46 

Resp_42 72 43 39 45 

Resp_43 74 47 41 47 

Resp_44 66 42 43 52 

Resp_45 70 42 45 58 

Resp_46 70 38 38 43 

Resp_47 69 38 45 44 

Resp_48 70 37 41 43 

Resp_49 68 41 43 49 

Resp_50 74 40 40 48 

Resp_51 71 40 36 49 

Resp_52 70 45 40 49 

Resp_53 75 44 39 48 

Resp_54 71 44 41 52 

Resp_55 72 43 43 50 

Resp_56 69 37 38 52 

Resp_57 75 37 38 51 

Resp_58 63 45 44 55 

Resp_59 67 45 45 57 

Resp_60 71 41 36 50 

Resp_61 74 44 40 54 



Resp_62 72 44 40 54 

Resp_63 75 44 36 53 

Resp_64 74 43 44 54 

Resp_65 73 39 38 51 

Resp_66  74 37 44 55  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Lampiran 9  

OUTPUT PENGOLAHAN DATA RESPONDEN 

1. Frekuensi Jawaban Responden  

a. Frekuensi Variabel Brand Name(X1)  

X1.1 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 4 33 32.4 50.0 50.0 

5 33 32.4 50.0 100.0 

Total 66 64.7 100.0  

Missing System 36 35.3   

Total 102 100.0   

 

X1.2 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 4 25 24.5 37.9 37.9 

5 41 40.2 62.1 100.0 

Total 66 64.7 100.0  

Missing System 36 35.3   

Total 102 100.0   

 
 
 
 

 

 

 

 



X1.3 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 4 22 21.6 33.3 33.3 

5 44 43.1 66.7 100.0 

Total 66 64.7 100.0  

Missing System 36 35.3   

Total 102 100.0   

 

X1.4 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 4 20 19.6 30.3 30.3 

5 46 45.1 69.7 100.0 

Total 66 64.7 100.0  

Missing System 36 35.3   

Total 102 100.0   

 

X1.5 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 4 19 18.6 28.8 28.8 

5 47 46.1 71.2 100.0 

Total 66 64.7 100.0  

Missing System 36 35.3   

Total 102 100.0   



 

X1.6 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 4 11 10.8 16.7 16.7 

5 55 53.9 83.3 100.0 

Total 66 64.7 100.0  

Missing System 36 35.3   

Total 102 100.0   

 

X1.7 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 4 12 11.8 18.2 18.2 

5 54 52.9 81.8 100.0 

Total 66 64.7 100.0  

Missing System 36 35.3   

Total 102 100.0   

 

 

 

 

 

 

 

 

 

 



X1.8 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 4 12 11.8 18.2 18.2 

5 54 52.9 81.8 100.0 

Total 66 64.7 100.0  

Missing System 36 35.3   

Total 102 100.0   

 

X1.9 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 4 10 9.8 15.2 15.2 

5 56 54.9 84.8 100.0 

Total 66 64.7 100.0  

Missing System 36 35.3   

Total 102 100.0   

 

X1.10 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 4 23 22.5 34.8 34.8 

5 43 42.2 65.2 100.0 

Total 66 64.7 100.0  

Missing System 36 35.3   

Total 102 100.0   



 

X1.12 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 4 33 32.4 50.0 50.0 

5 33 32.4 50.0 100.0 

Total 66 64.7 100.0  

Missing System 36 35.3   

Total 102 100.0   

 

X1.13 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 4 21 20.6 31.8 31.8 

5 45 44.1 68.2 100.0 

Total 66 64.7 100.0  

Missing System 36 35.3   

Total 102 100.0   

X1.11 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 4 35 34.3 53.0 53.0 

5 31 30.4 47.0 100.0 

Total 66 64.7 100.0  

Missing System 36 35.3   

Total 102 100.0   



 

X1.15 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 4 18 17.6 27.3 27.3 

5 48 47.1 72.7 100.0 

Total 66 64.7 100.0  

Missing System 36 35.3   

Total 102 100.0   

 

 

 

 

 

 

 

X1.14 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 4 19 18.6 28.8 28.8 

5 47 46.1 71.2 100.0 

Total 66 64.7 100.0  

Missing System 36 35.3   

Total 102 100.0   



b. Frekuensi Variabel Brand Trust (X2) 

X2.1 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 4 16 15.7 24.2 24.2 

5 50 49.0 75.8 100.0 

Total 66 64.7 100.0  

Missing System 36 35.3   

Total 102 100.0   

 

X2.2 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 4 16 15.7 24.2 24.2 

5 50 49.0 75.8 100.0 

Total 66 64.7 100.0  

Missing System 36 35.3   

Total 102 100.0   

 

 

 

 

 

 

 

 

 

 



X2.3 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 3 7 6.9 10.6 10.6 

4 21 20.6 31.8 42.4 

5 38 37.3 57.6 100.0 

Total 66 64.7 100.0  

Missing System 36 35.3   

Total 102 100.0   

 

X2.4 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 4 32 31.4 48.5 48.5 

5 34 33.3 51.5 100.0 

Total 66 64.7 100.0  

Missing System 36 35.3   

Total 102 100.0   

 

 

 

 

 

 

 

 

 

 



X2.5 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 4 29 28.4 43.9 43.9 

5 37 36.3 56.1 100.0 

Total 66 64.7 100.0  

Missing System 36 35.3   

Total 102 100.0   

 

X2.6 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 3 9 8.8 13.6 13.6 

4 33 32.4 50.0 63.6 

5 24 23.5 36.4 100.0 

Total 66 64.7 100.0  

Missing System 36 35.3   

Total 102 100.0   

 

 

 

 

 

 

 

 

 

 



X2.7 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 4 12 11.8 18.2 18.2 

5 54 52.9 81.8 100.0 

Total 66 64.7 100.0  

Missing System 36 35.3   

Total 102 100.0   

 

X2.8 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 4 16 15.7 24.2 24.2 

5 50 49.0 75.8 100.0 

Total 66 64.7 100.0  

Missing System 36 35.3   

Total 102 100.0   

 

 

 

 

 

 

 

 

 

 

 



X2.9 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 2 3 2.9 4.5 4.5 

3 10 9.8 15.2 19.7 

4 43 42.2 65.2 84.8 

5 10 9.8 15.2 100.0 

Total 66 64.7 100.0  

Missing System 36 35.3   

Total 102 100.0   

 

c. Frekuensi Variabel Gaya Hidup Brand Minded (X3)  

X3.1 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 4 16 15.7 24.2 24.2 

5 50 49.0 75.8 100.0 

Total 66 64.7 100.0  

Missing System 36 35.3   

Total 102 100.0   

     

 

 

 

 

 



X3.2 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 4 26 25.5 39.4 39.4 

5 40 39.2 60.6 100.0 

Total 66 64.7 100.0  

Missing System 36 35.3   

Total 102 100.0   

 

X3.3 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 4 13 12.7 19.7 19.7 

5 53 52.0 80.3 100.0 

Total 66 64.7 100.0  

Missing System 36 35.3   

Total 102 100.0   

 

X3.4 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 3 2 2.0 3.0 3.0 

4 30 29.4 45.5 48.5 

5 34 33.3 51.5 100.0 

Total 66 64.7 100.0  

Missing System 36 35.3   



Total 102 100.0   

 

X3.5 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 4 16 15.7 24.2 24.2 

5 50 49.0 75.8 100.0 

Total 66 64.7 100.0  

Missing System 36 35.3   

Total 102 100.0   

 

X3.6 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 4 26 25.5 39.4 39.4 

5 40 39.2 60.6 100.0 

Total 66 64.7 100.0  

Missing System 36 35.3   

Total 102 100.0   

 

 

 

 

 

 

 

 

 



X3.7 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 4 26 25.5 39.4 39.4 

5 40 39.2 60.6 100.0 

Total 66 64.7 100.0  

Missing System 36 35.3   

Total 102 100.0   

 

X3.8 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 4 33 32.4 50.0 50.0 

5 33 32.4 50.0 100.0 

Total 66 64.7 100.0  

Missing System 36 35.3   

Total 102 100.0   

 

X3.9 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 4 33 32.4 50.0 50.0 

5 33 32.4 50.0 100.0 

Total 66 64.7 100.0  

Missing System 36 35.3   

Total 102 100.0   



d. Frekuensi Loyalitas Konsumen (Y)  

Y1 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 3 17 16.7 25.8 25.8 

4 39 38.2 59.1 84.8 

5 10 9.8 15.2 100.0 

Total 66 64.7 100.0  

Missing System 36 35.3   

Total 102 100.0   

 

Y2 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 3 14 13.7 21.2 21.2 

4 46 45.1 69.7 90.9 

5 6 5.9 9.1 100.0 

Total 66 64.7 100.0  

Missing System 36 35.3   

Total 102 100.0   

 

 

 

 



 

Y3 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 3 11 10.8 16.7 16.7 

4 49 48.0 74.2 90.9 

5 6 5.9 9.1 100.0 

Total 66 64.7 100.0  

Missing System 36 35.3   

Total 102 100.0   

 

Y4 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 2 1 1.0 1.5 1.5 

3 14 13.7 21.2 22.7 

4 42 41.2 63.6 86.4 

5 9 8.8 13.6 100.0 

Total 66 64.7 100.0  

Missing System 36 35.3   

Total 102 100.0   

 
 

 

 

 



Y5 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 3 17 16.7 25.8 25.8 

4 42 41.2 63.6 89.4 

5 7 6.9 10.6 100.0 

Total 66 64.7 100.0  

Missing System 36 35.3   

Total 102 100.0   

 

Y6 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 3 14 13.7 21.2 21.2 

4 45 44.1 68.2 89.4 

5 7 6.9 10.6 100.0 

Total 66 64.7 100.0  

Missing System 36 35.3   

Total 102 100.0   

 

 

 

 

 

 

 

 



Y7 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 4 32 31.4 48.5 48.5 

5 34 33.3 51.5 100.0 

Total 66 64.7 100.0  

Missing System 36 35.3   

Total 102 100.0   

 

Y8 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 4 48 47.1 72.7 72.7 

5 18 17.6 27.3 100.0 

Total 66 64.7 100.0  

Missing System 36 35.3   

Total 102 100.0   

 

Y9 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 4 51 50.0 77.3 77.3 

5 15 14.7 22.7 100.0 

Total 66 64.7 100.0  

Missing System 36 35.3   

Total 102 100.0   



 

Y10 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 4 53 52.0 80.3 80.3 

5 13 12.7 19.7 100.0 

Total 66 64.7 100.0  

Missing System 36 35.3   

Total 102 100.0   

 

Y11 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 3 1 1.0 1.5 1.5 

4 49 48.0 74.2 75.8 

5 16 15.7 24.2 100.0 

Total 66 64.7 100.0  

Missing System 36 35.3   

Total 102 100.0   

 

 

 

 

 

 

 

 



Y12 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid 3 7 6.9 10.6 10.6 

4 47 46.1 71.2 81.8 

5 12 11.8 18.2 100.0 

Total 66 64.7 100.0  

Missing System 36 35.3   

Total 102 100.0   

 

2. UjiValiditas 

a. Brand Name(X1) 

Correlations 

  X1.1 X1.2 

X1

.3 

X1.

4 X1.5 X1.6 X1.7 X1.8 X1.9 

X1.1

0 

X1.1

1 X1.12 

X1.1 Pearson 
Correlat
ion 

1 
.344*

* 

.45

0** 

.264
* 

.234 .122 0.000 0.000 0.000 .223 .091 .455** 

Sig. (2-
tailed)   .005 

.00
0 

.032 .058 .329 1.000 1.000 1.000 .072 .467 .000 

N 66 66 66 66 66 66 66 66 66 66 66 66 

X1.2 Pearson 
Correlat

ion 

.344** 1 
.70

7** 
.165 .124 .237 .118 .118 .106 .084 .046 .156 

Sig. (2-

tailed) 
.005   

.00

0 
.186 .320 .055 .346 .346 .399 .500 .711 .210 

N 
66 66 66 66 66 66 66 66 66 66 66 66 

X1.3 Pearson 
Correlat

ion 

.450** 
.707*

* 
1 .163 .118 .115 .167 .167 .149 .090 .215 .129 



Sig. (2-

tailed) .000 .000   .190 .344 .358 .181 .181 .231 .473 .083 .304 

N 
66 66 66 66 66 66 66 66 66 66 66 66 

X1.4 Pearson 

Correlat
ion 

.264* .165 
.16

3 
1 

.964*

* 

.678*

* 
.117 .117 .089 

.348*

* 
.026 .132 

Sig. (2-
tailed) .032 .186 

.19

0 
  .000 .000 .351 .351 .476 .004 .836 .291 

N 
66 66 66 66 66 66 66 66 66 66 66 66 

X1.5 Pearson 

Correlat
ion 

.234 .124 
.11

8 
.964

** 
1 

.703*

* 
.047 .047 .105 .308* -.005 .100 

Sig. (2-
tailed) .058 .320 

.34

4 
.000   .000 .706 .706 .403 .012 .968 .423 

N 
66 66 66 66 66 66 66 66 66 66 66 66 

X1.6 Pearson 

Correlat
ion 

.122 .237 
.11

5 

.678
** 

.703*

* 
1 -.105 -.105 -.076 

.356*

* 
.095 .203 

Sig. (2-
tailed) 

.329 .055 
.35

8 
.000 .000   .400 .400 .546 .003 .448 .102 

N 
66 66 66 66 66 66 66 66 66 66 66 66 

X1.7 Pearson 

Correlat
ion 

0.000 .118 
.16

7 
.117 .047 -.105 1 1.000** .896** .232 .129 0.000 

Sig. (2-

tailed) 
1.000 .346 

.18

1 
.351 .706 .400   0.000 .000 .060 .303 1.000 

N 66 66 66 66 66 66 66 66 66 66 66 66 

X1.8 Pearson 
Correlat

ion 

0.000 .118 
.16

7 
.117 .047 -.105 

1.000*

* 
1 .896** .232 .129 0.000 

Sig. (2-

tailed) 1.000 .346 
.18

1 
.351 .706 .400 0.000   .000 .060 .303 1.000 

N 
66 66 66 66 66 66 66 66 66 66 66 66 

X1.9 Pearson 

Correlat
0.000 .106 

.14
9 

.089 .105 -.076 .896** .896** 1 .223 .059 0.000 



ion 

Sig. (2-
tailed) 1.000 .399 

.23
1 

.476 .403 .546 .000 .000   .072 .638 1.000 

N 
66 66 66 66 66 66 66 66 66 66 66 66 

X1.1

0 

Pearson 

Correlat
ion 

.223 .084 
.09

0 
.348

** 
.308* 

.356*

* 
.232 .232 .223 1 .242* .159 

Sig. (2-
tailed) .072 .500 

.47

3 
.004 .012 .003 .060 .060 .072   .050 .202 

N 
66 66 66 66 66 66 66 66 66 66 66 66 

X1.1
1 

Pearson 
Correlat

ion 
.091 .046 

.21
5 

.026 -.005 .095 .129 .129 .059 .242* 1 .213 

Sig. (2-
tailed) 

.467 .711 
.08

3 
.836 .968 .448 .303 .303 .638 .050   .087 

N 
66 66 66 66 66 66 66 66 66 66 66 66 

X1.1

2 

Pearson 

Correlat
ion 

.455** .156 
.12

9 
.132 .100 .203 0.000 0.000 0.000 .159 .213 1 

Sig. (2-
tailed) 

.000 .210 
.30

4 
.291 .423 .102 1.000 1.000 1.000 .202 .087   

N 
66 66 66 66 66 66 66 66 66 66 66 66 

X1.1

3 

Pearson 

Correlat
ion 

.098 .070 
.13

8 
.116 .069 .218 .268* .268* .256* .047 

.382*

* 
.293* 

Sig. (2-
tailed) 

.436 .576 
.26

9 
.354 .584 .078 .029 .029 .038 .711 .002 .017 

N 66 66 66 66 66 66 66 66 66 66 66 66 

X1.1

4 

Pearson 

Correlat
ion 

.100 -.014 
.18

9 
.018 -.035 .075 .308* .308* .291* .027 

.330*

* 
.234 



Sig. (2-

tailed) .423 .914 
.12

8 
.888 .782 .550 .012 .012 .018 .832 .007 .058 

N 66 66 66 66 66 66 66 66 66 66 66 66 

X1.1
5 

Pearson 
Correlat
ion 

.068 .013 
.21

7 
.040 -.014 .091 .329** .329** .311* .052 

.372*

* 
.204 

Sig. (2-
tailed) .587 .919 

.08
1 

.748 .913 .466 .007 .007 .011 .679 .002 .100 

N 66 66 66 66 66 66 66 66 66 66 66 66 

BR

AN
D 
NA

ME 
(X1) 

Pearson 

Correlat
ion 

.479** 
.439*

* 
.53
8** 

.546
** 

.484*

* 
.470*

* 
.537** .537** .510** 

.470*

* 
.449*

* 
.453** 

Sig. (2-
tailed) .000 .000 

.00

0 
.000 .000 .000 .000 .000 .000 .000 .000 .000 

N 66 66 66 66 66 66 66 66 66 66 66 66 

 

b. Brand Trust(X2 
Correlations 

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

X2.1 Pearso

n 
Correl

ation 

1 1.000** .547** .583** .568** .562** .100 1.000** 

Sig. (2-

tailed)   0.000 .000 .000 .000 .000 .424 0.000 

N 66 66 66 66 66 66 66 66 

X2.2 Pearso
n 

Correl
ation 

1.00

0** 
1 .547** .583** .568** .562** .100 1.000** 



Sig. (2-

tailed) 

0.00

0 
  .000 .000 .000 .000 .424 0.000 

N 
66 66 66 66 66 66 66 66 

X2.3 Pearso
n 

Correl
ation 

.547*

* 
.547** 1 .448** .432** .498** .095 .547** 

Sig. (2-
tailed) .000 .000   .000 .000 .000 .450 .000 

N 
66 66 66 66 66 66 66 66 

X2.4 Pearso

n 
Correl

ation 

.583*

* 
.583** .448** 1 .607** .465** .329** .583** 

Sig. (2-

tailed) .000 .000 .000   .000 .000 .007 .000 

N 
66 66 66 66 66 66 66 66 

X2.5 Pearso

n 
Correl

ation 

.568*

* 
.568** .432** .607** 1 .483** .295* .568** 

Sig. (2-

tailed) .000 .000 .000 .000   .000 .016 .000 

N 
66 66 66 66 66 66 66 66 

X2.6 Pearso
n 

Correl
ation 

.562*

* 
.562** .498** .465** .483** 1 .336** .562** 

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

N 
66 66 66 66 66 66 66 66 

X2.7 Pearso

n 
Correl
ation 

.100 .100 .095 .329** .295* .336** 1 .100 



Sig. (2-

tailed) .424 .424 .450 .007 .016 .006   .424 

N 
66 66 66 66 66 66 66 66 

X2.8 Pearso
n 

Correl
ation 

1.00

0** 
1.000** .547** .583** .568** .562** .100 1 

Sig. (2-
tailed) 

0.00

0 
0.000 .000 .000 .000 .000 .424   

N 
66 66 66 66 66 66 66 66 

X2.9 Pearso

n 
Correl

ation 

.284* .284* .220 .224 .503** .471** .393** .284* 

Sig. (2-

tailed) 
.021 .021 .075 .071 .000 .000 .001 .021 

N 
66 66 66 66 66 66 66 66 

BRAND 

TRUST (X2) 

Pearso

n 
Correl
ation 

.831*

* 
.831** .691** .724** .769** .761** .408** .831** 

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

N 
66 66 66 66 66 66 66 66 

 

c. Gaya HidupBrand Minded(X3) 

Correlations 

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

X3.1 Pearson 

Correla
tion 

1 .412** .253* .112 .175 .268* .268* .283* 



Sig. (2-

tailed)   .001 .040 .373 .160 .030 .030 .021 

N 
66 66 66 66 66 66 66 66 

X3.2 Pearson 
Correla

tion 
.412** 1 .302* .145 .195 -.015 -.015 0.000 

Sig. (2-

tailed) 
.001   .014 .245 .116 .902 .902 1.000 

N 
66 66 66 66 66 66 66 66 

X3.3 Pearson 

Correla
tion 

.253* .302* 1 .089 .164 .146 .146 .190 

Sig. (2-
tailed) .040 .014   .477 .187 .241 .241 .126 

N 
66 66 66 66 66 66 66 66 

X3.4 Pearson 

Correla
tion 

.112 .145 .089 1 .175 .368** .368** .218 

Sig. (2-
tailed) 

.373 .245 .477   .160 .002 .002 .079 

N 
66 66 66 66 66 66 66 66 

X3.5 Pearson 
Correla
tion 

.175 .195 .164 .175 1 .195 .195 .071 

Sig. (2-
tailed) .160 .116 .187 .160   .116 .116 .573 

N 
66 66 66 66 66 66 66 66 

X3.6 Pearson 

Correla
tion 

.268* -.015 .146 .368** .195 1 1.000** .620** 

Sig. (2-
tailed) .030 .902 .241 .002 .116   0.000 .000 



N 
66 66 66 66 66 66 66 66 

X3.7 Pearson 
Correla

tion 
.268* -.015 .146 .368** .195 1.000** 1 .620** 

Sig. (2-
tailed) 

.030 .902 .241 .002 .116 0.000   .000 

N 
66 66 66 66 66 66 66 66 

X3.8 Pearson 
Correla

tion 

.283* 0.000 .190 .218 .071 .620** .620** 1 

Sig. (2-

tailed) .021 1.000 .126 .079 .573 .000 .000   

N 66 66 66 66 66 66 66 66 

X3.9 Pearson 

Correla
tion 

.283* 0.000 .190 .218 .071 .620** .620** 1.000** 

Sig. (2-
tailed) .021 1.000 .126 .079 .573 .000 .000 0.000 

N 
66 66 66 66 66 66 66 66 

GAYA HIDUP 
BRAND 

MINDED (X3) 

Pearson 
Correla

tion 

.454** .339** .353** .499** .337** .760** .760** .607** 

Sig. (2-
tailed) 

.000 .005 .004 .000 .006 .000 .000 .000 

N 
66 66 66 66 66 66 66 66 

 

d. LoyalitasKonsumen(Y) 

  Y1 Y2 Y3 Y4 Y5 Y6 Y7 Y8 Y9 Y10 

Y1 Pearson 
Correlation 

1 .409** .501** .353** .491** .401** .125 .373** .492** .566** 

Sig. (2-
tailed) 

  .001 .000 .004 .000 .001 .316 .002 .000 .000 



N 
66 66 66 66 66 66 66 66 66 66 

Y2 Pearson 
Correlation .409** 1 .472** .365** .425** .975** .063 .012 -.012 .112 

Sig. (2-

tailed) 
.001   .000 .003 .000 .000 .614 .927 .922 .371 

N 
66 66 66 66 66 66 66 66 66 66 

Y3 Pearson 
Correlation .501** .472** 1 .549** .478** .462** .035 .092 .154 .227 

Sig. (2-

tailed) 
.000 .000   .000 .000 .000 .782 .460 .217 .067 

N 
66 66 66 66 66 66 66 66 66 66 

Y4 Pearson 
Correlation .353** .365** .549** 1 .533** .358** .269* .157 .091 .083 

Sig. (2-

tailed) 
.004 .003 .000   .000 .003 .029 .208 .466 .506 

N 
66 66 66 66 66 66 66 66 66 66 

Y5 Pearson 
Correlation .491** .425** .478** .533** 1 .419** .060 .276* .203 .324** 

Sig. (2-
tailed) 

.000 .000 .000 .000   .000 .633 .025 .103 .008 

N 
66 66 66 66 66 66 66 66 66 66 

Y6 Pearson 

Correlation .401** .975** .462** .358** .419** 1 .088 .056 .039 .095 

Sig. (2-

tailed) .001 .000 .000 .003 .000   .483 .656 .759 .449 

N 
66 66 66 66 66 66 66 66 66 66 

Y7 Pearson 

Correlation 
.125 .063 .035 .269* .060 .088 1 .390** .309* .023 



Sig. (2-

tailed) .316 .614 .782 .029 .633 .483   .001 .012 .854 

N 
66 66 66 66 66 66 66 66 66 66 

Y8 Pearson 

Correlation .373** .012 .092 .157 .276* .056 .390** 1 .723** .467** 

Sig. (2-
tailed) .002 .927 .460 .208 .025 .656 .001   .000 .000 

N 
66 66 66 66 66 66 66 66 66 66 

Y9 Pearson 
Correlation .492** -.012 .154 .091 .203 .039 .309* .723** 1 .459** 

Sig. (2-
tailed) 

.000 .922 .217 .466 .103 .759 .012 .000   .000 

N 
66 66 66 66 66 66 66 66 66 66 

Y10 Pearson 
Correlation 

.566** .112 .227 .083 .324** .095 .023 .467** .459** 1 

Sig. (2-
tailed) .000 .371 .067 .506 .008 .449 .854 .000 .000   

N 
66 66 66 66 66 66 66 66 66 66 

Y11 Pearson 
Correlation .455** .113 .209 .084 .473** .096 .152 .593** .525** .675** 

Sig. (2-
tailed) 

.000 .366 .093 .501 .000 .444 .224 .000 .000 .000 

N 
66 66 66 66 66 66 66 66 66 66 

Y12 Pearson 
Correlation .295* .245* .363** .341** .428** .233 .024 .233 .195 .431** 

Sig. (2-

tailed) 
.016 .048 .003 .005 .000 .059 .847 .060 .117 .000 

N 66 66 66 66 66 66 66 66 66 66 

JUMLA

HY 

Pearson 

Correlation .762** .487** .622** .628** .728** .492** .346** .617** .587** .618** 



Sig. (2-

tailed) .000 .000 .000 .000 .000 .000 .004 .000 .000 .000 

N 66 66 66 66 66 66 66 66 66 66 

 

 

3.     Uji Reabilitas  

a. Brand Name (X1)  

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.798 15 

b. Brand Trust (X2)  

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.872 9 

c. Gaya Hidup Brand Minded (X3)  

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.778 9 

 

 

 



d. Loyalitas Konsumen (Y)  

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.839 12 

 

4. Uji Normalitas  

One-Sample Kolmogorov-Smirnov Test 

 

Unstandardized 

Residual 

N 66 

Normal Parametersa,b Mean .0000000 

Std. Deviation 3.24933556 

Most Extreme Differences Absolute .095 

Positive .095 

Negative -.091 

Test Statistic .095 

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

 

5. Uji Autokorelasi  

Model Summaryb 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

Durbin-

Watson 

1 .523a .304 .361 1.719 1.764  

 

 



6. Uji Multikolinieritas  

 

 

 

 

 

 

 

Coefficientsa 

Model 

Unstandardiz

ed 

Coefficients 

Standardi

zed 

Coefficie

nts 

t Sig. 

Collinearity 

Statistics 

B 

Std. 

Error Beta 

Tolera

nce VIF 

1 (Constant

) 
28.561 

7.90

1 
 

3.61

5 
.001   

BRAND 

NAME 

(X1) 

.031 .045 .083 .684 .497 .968 1.033 

BRAND 

TRUST 

(X2) 

.158 .118 .161 
1.33

5 
.187 .979 1.021 

GAYA 

HIDUP 

BRAND 

MINDED 

(X3) 

.295 .135 .263 
2.18

4 
.033 .988 1.012 



7. Uji Heterokedasitas  

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardize

d 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant

) 
6.111 3.812  .931 .324 

BRAND 

NAME 

(X1) 

.025 .022 .142 1.141 .597 

BRAND 

TRUST 

(X2) 

.060 .057 .132 1.059 .521 

GAYA 

HIDUP 

BRAND 

MINDED 

(X3) 

.061 .065 .116 .934 .380 

 

 

 

 

 

 

 

 



8. Uji Analisisi Regres Linier Berganda  

Coefficiensa 

Variabel  

Unstandardized 

Coefficients 

B Std. Error 

 (Constant) 20.824 11.273 

brand name (X1) .144 .121 

brand trust (X2) .134 .120 

gaya hiduo brand minded 

(X3) 
.313 .136 

 

9. Uji t  

                                             Coefficiensa 

Variabel  

t Sig. 

  

 (Constant) 1.847 .069 

Brand Name (X1) 1.190 .238 

Brand Trust (X2) 1.122 .266 

Gaya Hidup Brand Minded 

(X3) 
1.193 .225 

 

10. Uji F  

                                             Coefficiensa 

 F Sig. 

Regression 6.596 .000b 

 

 

 

 


