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Lampiran 8 : Kuisoner 

Nama   

Alamat   

 Usia   

Jenis Kelamin  

Petunjuk Pengisian Angket 

1. Baca sejumlah pertanyaan dibawah ini dengan teliti. 

2. Anda di mohon untuk memberikan penilaian mengenai 

pengaruh kualitas produk, harga promosi terhadap 

keputusan pembelian pada CV. Salsabila Group. 

3. Anda dimohon untuk memberikan jawaban yang sesuai 

dengan memberi tanda centang (√) pada salah satu 

kriteria untuk setiap pertanyaan yang menurut anda 

paling tepat. 

4. Pilihan Jawaban yang tersedia adalah : 

SS : apabila anda Sangat Setuju 

S : apabila anda Setuju 

KS : apabila anda Kurang Setuju 

TS : apabila anda Tidak Setuju 

STS : apabila anda Sangat Tidak Setuju 

5. Dimohon dalam memberi penilaian tidak ada pertanyaan 

yang terlewatkan. 



6. Atas kerja samanya saya ucapkan terimakasih. 

a) Kualitas Produk 

No. Pernyataan SS S KS TS STS 

 Perfomance (kinerja) 

1. Setelah 

menggunakan 

Batu Kapur dari 

CV. Salsabila 

Group bangunan 

menjadi semakin 

kuat. 

     

 Features (Tampilan) 

2. Batu kapur yang 

ditawarkan oleh 

CV. Salsabila 

Group memiliki 

tampilan yang 

sangat menarik. 

     

 Reability (Kehandalan) 

3. Kehandalan 

produk 

merupakan salah 

satu alasan 

untuk membeli 

batu kapur di 

CV. Salsabila 

Group. 

     

 Confermance (Kesesuaian) 

4. Batu kapur dari 

CV. Salsabila 

     



Group cocok 

untuk semua 

jenis bangunan. 

 Durability ( Daya Tahan) 

5.  Produk batu 

kapur dari CV. 

Salsabila Group 

memiliki daya 

tahan yang 

cukup lama. 

     

 Serviceability (Kemampuan Pelayanan) 

6.  Daya tanggap 

dan kecepatan 

karyawan dalam 

melayani setiap 

pelanggan 

pembelian batu 

kapur pada CV. 

Salsabila Group. 

     

 

b) Harga 

No. Pernyataan SS S KS TS STS 

 Keterjangkauan Harga 

1.  Harga yang 

ditawarkan dapat 

dijangkau oleh 

semua 

masyarakat 

     

2.  Batu kapur dari 

CV. Salsabila 

Group lebih 

     



murah 

dibandingkan 

dengan yang 

lainnya.  

 Keseuaian Harga  

3.  Harga yang 

ditawarkan sesuai 

dengan manfaat 

yang dirasakan 

dan nilai yang 

diperoleh 

pelanggan. 

     

4.  Harga yang 

ditetapkan sesuai 

dengan kualitas 

produk. 

     

 

c) Promosi 

No. Pernyataan SS S KS TS STS 

 Personal Selling 

1.  Promosi yang 

digunakan CV. 

Salsabila Group 

cukup menarik. 

     

 Publisitas      

2.  CV. Salsabila 

sering memberikan 

bantuan 

kemanusiaan 

dalam 

meningkatkan 

     



hubungan dengan 

masyarakat. 

 Promosi Penjualan 

3.  Promosi Penjualan 

yang digunakan 

CV. Salsabila 

Group  sangat 

professional. 

     

 

d) Keputusan Pembelian 

No. Pernyataan SS S KS TS STS 

 Pemilihan Produk 

1. Pembelian 

berdasarkan 

keunggulan produk. 

     

 Pemilihan Merk 

2. Pembelian 

berdasarkan 

kepopuleran batu 

kapur dari CV. 

Salsabila Group. 

     

 Jumlah Pembelian 

3.  Intesitas pembelian 

produk. 

     

 Penentuan Waktu Kunjungan 

4.  Kesesuaian dengan 

kebutuhan, ketika 

merasa butuh batu 

kapur CV. Salsabila 

Group bias 

     



melakukan 

kunjungan terlebih 

dahulu. 

 Metode Pembayaran 

5. Keberagaman 

metode pembayaran 

melalui cash atau 

kartu debit. 

     

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Lampiran 9 : Rekapitulasi Skor Jawaban Responden 

Responden X1 X2 X3 Y 

1 25 11 12 14 

2 25 19 12 23 

3 27 16 13 21 

4 26 18 15 23 

5 29 19 13 24 

6 26 8 8 11 

7 26 17 13 21 

8 27 16 12 20 

9 24 9 7 11 

10 27 10 7 12 

11 28 15 13 20 

12 28 19 13 23 

13 12 17 13 22 

14 30 15 13 20 

15 29 16 13 21 

16 29 16 13 20 

17 18 16 12 20 

18 20 17 14 21 

19 20 16 13 20 

20 26 17 13 22 

21 23 16 13 21 



22 20 18 12 22 

23 20 18 13 22 

24 22 13 10 16 

25 22 13 11 17 

26 24 15 11 18 

27 22 15 12 19 

28 21 17 14 22 

29 22 18 13 23 

30 23 13 9 16 

41 24 16 11 19 

42 19 13 10 17 

43 25 14 10 18 

44 26 17 13 22 

45 26 16 12 20 

46 23 16 12 20 

47 25 13 11 17 

48 21 15 12 19 

49 18 18 14 23 

50 19 18 14 22 

51 17 17 14 22 

52 24 18 13 23 

53 22 18 14 23 

54 16 17 10 20 



55 21 12 9 15 

56 21 13 10 16 

57 20 16 12 20 

58 24 17 13 21 

59 27 17 13 21 

60 23 17 12 21 

61 19 13 10 16 

62 21 16 13 20 

63 27 17 13 21 

64 24 13 10 16 

65 27 17 13 22 

66 29 17 14 22 

67 23 16 13 20 

68 25 18 9 22 

69 23 12 15 15 

70 28 14 12 18 

71 16 14 13 17 

72 24 15 15 19 

73 27 15 6 19 

74 27 13 13 16 

75 25 13 12 16 

76 25 16 7 20 

77 25 18 8 22 



78 24 16 11 20 

79 24 20 14 25 

80 24 18 13 22 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Lampiran 10 : Output SPSS 

1. Frekuensi Kualitas Produksi (X1) 

X1.1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2 7 8.8 8.8 8.8 

3 13 16.3 16.3 25.0 

4 35 43.8 43.8 68.8 

5 25 31.3 31.3 100.0 

Total 80 100.0 100.0  

 

X1.2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2 8 10.0 10.0 10.0 

3 11 13.8 13.8 23.8 

4 33 41.3 41.3 65.0 

5 28 35.0 35.0 100.0 

Total 80 100.0 100.0  

 
 
 
 
 
 
 



X1.3 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2 4 5.0 5.0 5.0 

3 14 17.5 17.5 22.5 

4 39 48.8 48.8 71.3 

5 23 28.7 28.7 100.0 

Total 80 100.0 100.0  

 

X1.4 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2 4 5.0 5.0 5.0 

3 22 27.5 27.5 32.5 

4 30 37.5 37.5 70.0 

5 24 30.0 30.0 100.0 

Total 80 100.0 100.0  

 
 
 
 
 
 
 
 
 
 



X1.5 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2 7 8.8 8.8 8.8 

3 13 16.3 16.3 25.0 

4 45 56.3 56.3 81.3 

5 15 18.8 18.8 100.0 

Total 80 100.0 100.0  

 

X1.6 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2 5 6.3 6.3 6.3 

3 17 21.3 21.3 27.5 

4 41 51.2 51.2 78.8 

5 17 21.3 21.3 100.0 

Total 80 100.0 100.0  

 
 

 

 

 

 

 



2. Frekuensi Harga (X2) 

X2.1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2 4 5.0 5.0 5.0 

3 12 15.0 15.0 20.0 

4 40 50.0 50.0 70.0 

5 24 30.0 30.0 100.0 

Total 80 100.0 100.0  

 

X2.2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2 2 2.5 2.5 2.5 

3 17 21.3 21.3 23.8 

4 51 63.7 63.7 87.5 

5 10 12.5 12.5 100.0 

Total 80 100.0 100.0  

 
 
 
 
 
 
 
 



X2.3 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2 2 2.5 2.5 2.5 

3 28 35.0 35.0 37.5 

4 39 48.8 48.8 86.3 

5 11 13.8 13.8 100.0 

Total 80 100.0 100.0  

 

X2.4 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2 2 2.5 2.5 2.5 

3 20 25.0 25.0 27.5 

4 48 60.0 60.0 87.5 

5 10 12.5 12.5 100.0 

Total 80 100.0 100.0  

 

 

 

 

 

 

 



3. Frekuensi Promosi (X3) 

 

X3.1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2 2 2.5 2.5 2.5 

3 20 25.0 25.0 27.5 

4 48 60.0 60.0 87.5 

5 10 12.5 12.5 100.0 

Total 80 100.0 100.0  

 

X3.2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2 5 6.3 6.3 6.3 

3 10 12.5 12.5 18.8 

4 40 50.0 50.0 68.8 

5 25 31.3 31.3 100.0 

Total 80 100.0 100.0  

 
 
 
 
 
 
 
 



X3.3 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2 4 5.0 5.0 5.0 

3 12 15.0 15.0 20.0 

4 42 52.5 52.5 72.5 

5 22 27.5 27.5 100.0 

Total 80 100.0 100.0  

 
4. Frekuensi Keputusan Pembelian (Y) 

Y.1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2 2 2.5 2.5 2.5 

3 18 22.5 22.5 25.0 

4 41 51.2 51.2 76.3 

5 19 23.8 23.8 100.0 

Total 80 100.0 100.0  

 
 
 
 
 
 
 
 
 



Y.2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2 4 5.0 5.0 5.0 

3 12 15.0 15.0 20.0 

4 40 50.0 50.0 70.0 

5 24 30.0 30.0 100.0 

Total 80 100.0 100.0  

 

Y.3 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2 2 2.5 2.5 2.5 

3 17 21.3 21.3 23.8 

4 51 63.7 63.7 87.5 

5 10 12.5 12.5 100.0 

Total 80 100.0 100.0  
 
 
 
 
 
 
 
 
 
 
 
 
 

 



Y.4 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2 2 2.5 2.5 2.5 

3 28 35.0 35.0 37.5 

4 39 48.8 48.8 86.3 

5 11 13.8 13.8 100.0 

Total 80 100.0 100.0  

 

Y.5 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2 2 2.5 2.5 2.5 

3 20 25.0 25.0 27.5 

4 48 60.0 60.0 87.5 

5 10 12.5 12.5 100.0 

Total 80 100.0 100.0  

 

 

 

 

 

 

 



 
5. Validitas X1 

 

Correlations 

 X1.1 X1.2 X1.3 X1.4 X1.5 X1.6 

TOTA

L_X1 

X1.1 Pearson 

Correlation 
1 .687** .187 .139 .263* .114 .624** 

Sig. (2-tailed)  .000 .098 .219 .019 .312 .000 

N 80 80 80 80 80 80 80 

X1.2 Pearson 

Correlation 
.687** 1 .228* .092 .148 .002 .570** 

Sig. (2-tailed) .000  .042 .417 .192 .986 .000 

N 80 80 80 80 80 80 80 

X1.3 Pearson 

Correlation 
.187 .228* 1 .404** .544** .400** .678** 

Sig. (2-tailed) .098 .042  .000 .000 .000 .000 

N 80 80 80 80 80 80 80 

X1.4 Pearson 

Correlation 
.139 .092 .404** 1 .608** .584** .698** 

Sig. (2-tailed) .219 .417 .000  .000 .000 .000 

N 80 80 80 80 80 80 80 

X1.5 Pearson 

Correlation 
.263* .148 .544** .608** 1 .570** .770** 

Sig. (2-tailed) .019 .192 .000 .000  .000 .000 

N 80 80 80 80 80 80 80 



X1.6 Pearson 

Correlation 
.114 .002 .400** .584** .570** 1 .649** 

Sig. (2-tailed) .312 .986 .000 .000 .000  .000 

N 80 80 80 80 80 80 80 

TOTA

L_X1 

Pearson 

Correlation 
.624** .570** .678** .698** .770** .649** 1 

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

N 80 80 80 80 80 80 80 

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

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

 
6. Reliabilitas x1 

Case Processing Summary 

 N % 

Cases Valid 80 100.0 

Excludeda 0 .0 

Total 80 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 
 
 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

  .743 6 



7. Validitas X2 

 

Correlations 

 X2.1 X2.2 X2.3 X2.4 

TOTAL_

X2 

X2.1 Pearson 

Correlation 
1 .541** .411** .576** .793** 

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

N 80 80 80 80 80 

X2.2 Pearson 

Correlation 
.541** 1 .513** .698** .829** 

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

N 80 80 80 80 80 

X2.3 Pearson 

Correlation 
.411** .513** 1 .607** .773** 

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

N 80 80 80 80 80 

X2.4 Pearson 

Correlation 
.576** .698** .607** 1 .873** 

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

N 80 80 80 80 80 

TOTAL_

X2 

Pearson 

Correlation 
.793** .829** .773** .873** 1 

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

N 80 80 80 80 80 

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



 
8. Reliabilitas X2 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.828 4 

 

 

 

 

 

 

 

 

 

 

 

Case Processing Summary 

 N % 

Cases Valid 80 100.0 

Excludeda 0 .0 

Total 80 100.0 

a. Listwise deletion based on all variables in the 

procedure. 



9. Validtas X3 

Correlations 

 X3.1 X3.2 X3.3 

TOTAL_

X3 

X3.1 Pearson 

Correlation 
1 .451** .625** .805** 

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

N 80 80 80 80 

X3.2 Pearson 

Correlation 
.451** 1 .552** .821** 

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

N 80 80 80 80 

X3.3 Pearson 

Correlation 
.625** .552** 1 .873** 

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

N 80 80 80 80 

TOTAL_

X3 

Pearson 

Correlation 
.805** .821** .873** 1 

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

N 80 80 80 80 

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

 

 

 

 

 



10. Reliabilitas X3 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.776 3 

 

 

 

 

 

 

 

 

 

 

 

 

Case Processing Summary 

 N % 

Cases Valid 80 100.0 

Excludeda 0 .0 

Total 80 100.0 

a. Listwise deletion based on all variables in the 

procedure. 



11. Validitas Y 

Correlations 

 Y.1 Y.2 Y.3 Y.4 Y.5 

TOTA

L_Y 

Y.1 Pearson 

Correlation 
1 .667** .583** .468** .563** .822** 

 

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

N 80 80 80 80 80 80 

Y.2 Pearson 

Correlation 
.667** 1 .541** .411** .576** .808** 

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

N 80 80 80 80 80 80 

Y.3 Pearson 

Correlation 
.583** .541** 1 .513** .698** .815** 

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

N 80 80 80 80 80 80 

Y.4 Pearson 

Correlation 
.468** .411** .513** 1 .607** .740** 

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

N 80 80 80 80 80 80 

Y.5 Pearson 

Correlation 
.563** .576** .698** .607** 1 .845** 

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

N 80 80 80 80 80 80 



TOTA

L_Y 

Pearson 

Correlation 
.822** .808** .815** .740** .845** 1 

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

N 80 80 80 80 80 80 

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

 
12. Reliabilitas Y 

 

 Reliability Statistics 

Cronbach's 

Alpha N of Items 

.862 5 

 

 

 

 

 

 

 

Case Processing Summary 

 N % 

Cases Valid 80 100.0 

Excludeda 0 .0 

Total 80 100.0 

a. Listwise deletion based on all variables in the 

procedure. 



13. Autokorelasi 

 
Model Summaryb 

Mo
del R 

R 
Squar

e 
Adjusted 
R Square 

Std. 
Error of 

the 
Estimate 

Change Statistics 

Durbin-
Watson 

R Square 
Change 

F 
Chan

ge 
df
1 

df
2 

Sig. F 
Change 

1 
.986a .971 .970 .50070 .971 

862.41
6 

3 76 .000 2.203 

a. Predictors: (Constant), X3, X1, X2 

b. Dependent Variable: Y 

 

 

 

 

 

 

 

 

 

 

 



 
14. Multikolonieritas 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standar

dized 

Coeffici

ents 

t Sig. 

Collinearity 

Statistics 

B 

Std. 

Error Beta 

Toler

ance VIF 

1 (Cons

tant) 
-1.012 .587  

-

1.724 
.089   

X1 .034 .016 .041 2.092 .040 .998 1.002 

X2 
1.184 .028 .948 

42.35

9 
.000 .749 1.334 

X3 .110 .034 .073 3.248 .002 .749 1.335 

a. Dependent Variable: Y 

 

 

 

 

 

 

 

 

 



 

15. Heteroskedastisitas 

 
 

 

 



 

16. Normalitas 

One-Sample Kolmogorov-Smirnov Test 

 

Unstandardized 

Residual 

N 80 

Normal Parametersa,b Mean .0000000 

Std. Deviation .49110475 

Most Extreme Differences Absolute .075 

Positive .069 

Negative -.075 

Test Statistic .075 

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. 

 

 

 

 

 

 

 

 



 

17. Uji t 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardiz

ed 

Coefficient

s 

t Sig. B Std. Error Beta 

1 (Constan

t) 
-1.012 .587  -1.724 .089 

X1 .034 .016 .041 2.092 .040 

X2 1.184 .028 .948 42.359 .000 

X3 .110 .034 .073 3.248 .002 

a. Dependent Variable: Y 

 

18. Uji F 

ANOVAa 

Model 

Sum of 

Squares df 

Mean 

Square F Sig. 

1 Regressio

n 
648.634 3 216.211 862.416 .000b 

Residual 19.054 76 .251   

Total 667.688 79    

a. Dependent Variable: Y 

b. Predictors: (Constant), X3, X1, X2 



   


