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RR = Ragu-ragu

TS = Tidak Setuju

STS  =Sangat Tidak Setuju
PETUNJUK PENGISIAN :

1. Siswa atau siswi SMKN 1 Sooko untuk memberikan
jawaban atas pertanyaan dibawah ini.

2. Berikan jawaban dengan menandai salah satu pertanyaan
dibawah ini dengan tanda centang.

3. Isilah sesuai dengan keadaan sebenarnya.



NO PERNYATAAN KATEGORI
PENILAIAN
Ss| S [RR| TS |STS
Kualitas Produk (X1)
Kinerja
1 Smartphone memiliki fitur

berbagai macam

2 konsumen mempertimbangkan
sistem kerja smartphone sangat
baik

3 Konsumen suka dengan kecepatan
sistem bawaan smartphone

Keandalan

1 Smartphone Vivo kualitasnya
melebihi produk lain

2 merasa puas dengan fitur dari
Smartphone Vivo

3 Mengikuti pasar dan berkualitas

dari segi apapun

Keistimewaan Tambahan

1 smartphone vivo memiliki fitur
game system
2 smartphone vivo tidak mudah nge-
hang
3 Memiliki Kamera selvie yang baik
Daya Tahan
1 Smartphone Vivo tidak mudah

rusak




2 Daya baterai Smartphone Vivo
sangat lama
3 Selalu update setiap bulannya agar
lebih optimal daya tahannya
Kesesuaian Dengan Spesifikasi
1 Smartphone Vivo sesuai dengan
kebutuhan konsumen
2 Smartphone Vivo mempunyai
spesifikasi terbaik
Smartphone vivo mempunyai
3 spesifikasi kamera yang di
unggulkan dan game mode
Pelayanan
1 smartphone vivo memberikan
garansi 1 tahun
2 pelayanan service di counter vivo
memuaskan
3 Jika terjadi kerusakan smartphone
vivo siap mengganti dengan yang
baru
Desain
1 Desain smartphone vivo elegan
2 Desain smartphone vivo disukai
semua kalangan
3 Desain mengikuti jaman pada era
sekarang
Promosi (X2)
Jangkauan Promosi
1 mengenal smartphone vivo dari
berbagai media promosi




2 launching produk smartphone vivo
meriah
3 Smartphone vivo sering

mengadakan event

Kuantitas penayangan iklan di media sosial

1 smartphone vivo sering melakukan
penayangan di media sosial

2 Iklan smartphone vivo di media
sosial dilihat banyak orang

3 Dalam satu hari banyak iklan vivo

yang tayang di dalam televise

Kualitas Penyampaian iklan di media promo

1 penyampaian iklan smartphone
vivo mudah di pahami oleh
konsumen

2 fitur-fitur dalam penyampaian di
media promosi sangat di pahami

3 Penayangan iklan vivo
menggunakan desain grafis yang
menarik dan mudah di ingat
konsumen

Brand Image (X3)
Citra Pembuat

1 smartphone vivo telah merajai pasar
smartphone Indonesia

2 produk smartphone vivo ada di
seluruh Indonesia

3 Produsen smartphone vivo telah di
kenal oleh kebanyakan orang

Citra Produk




1 Merek Smartphone Vivo mudah
diingat

2 Smartphone Vivo cocok digunakan
semua kalangan

3 Promosi smartphone di berbagai

kalangan dan merata

Citra Pemakai

1 memakai smartphone vivo karena
harga terjangkau

2 produk smartphone vivo
memberikan kesan berkelas

3 Smartphone vivo Memberikan

kesan lebih kekinian dan

mengikuti jaman

Keputusan Pembelian (Y)

Pencarian Informasi

1 Konsumen mendapat informasi
spek dari mulut ke mulut

2 Konsumen mencari informasi dari
brosur atau produk smartphone
vivo

3 Konsumen mudah untuk
mengetahui informasi tentang vivo

Sesuai Kebutuhan

1 Produk Smartphone Vivo sebagai
kebutuhan konsumen

2 Konsumen memiliki prioritas

tersendiri pada produk

smartphone vivo




Tidak hanya kaum melinial kaum
muda smartphone vivo juga bisa di
miliki orang lanjut usia

Prioritas Pembelian pada Produk Tersebut

1 Produk Smartphone Vivo menjadi
pilihan utama

2 Produk Smartphone Vivo sudah
populer di Indonesia

3 Produk smartphone ini sudah

digemari oleh berbagai kaum
anak-anak hingga orang tua

Konsumen Merasa Puas

1 Produk Smarphone Vivo diminati
karena selera

2 Produk Smartphone Vivo diminati
karena berbagai type dan fitur

3 Konsumen merasa puas karena

produk smartphone vivo harga
tidak begitu mahal tetapi
berkualitas




Tabulasi Variabel Kualitas Produk

Kualitas Produk
(X1.1) (X1.2) (X1.3) (X1.4) (X1.5) (X1.6) (X1.7)
NO Total
Responden | jtem | item | item | item | item | item | item | item | item | item | item | item | item | item | item | item | item | item | item | item | item X1
1 2 B 1 2 3 1 2 3 1 2 6] 1 2 6] 1 2 3 1 2 3

1 3 4 3 3 4 2 3 4 3 4 3 2 3 4 3 3 4 2 3 4 3 67
2 4 2 3 3 3 2 4 2 3 2 3 2 4 2 3 3 3 2 4 2 3 59
3 2 4 3 4 4 3 2 4 3 4 3 3 2 4 3 4 4 3 2 4 3 68
4 4 4 4 4 4 3 4 4 4 4 4 3 4 4 4 4 4 3 4 4 4 81
5 4 3 4 3 3 3 4 3 4 3 4 3 4 3 4 3 3 3 4 3 4 72
6 4 3 3 3 4 3 4 3 3 3 3 3 4 3 3 4 3 4 3 3 69
7 4 2 2 5 5 5 4 2 2 2 2 5 4 2 2 5 5 5 4 2 2 71
8 4 3 3 3 4 3 4 3 3 3 3 3 4 3 3 3 4 3 4 3 3 69
9 2 4 4 4 3 4 2 4 4 4 4 4 2 4 4 4 3 4 2 4 4 74
10 4 2 2 3 4 2 4 2 2 2 2 2 4 2 2 3 4 2 4 2 2 56
11 4 4 3 4 4 3 4 4 3 4 3 3 4 4 3 4 4 3 4 4 3 76
12 4 4 3 4 4 3 4 4 3 4 3 3 4 4 3 4 4 3 4 4 3 76
13 3 4 4 2 2 2 3 4 4 4 4 2 3 4 4 2 2 2 3 4 4 66
14 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3 63
15 4 5 4 5 5 4 4 5 4 5 4 4 4 5 4 5 5 4 4 5 4 93
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Tabulasi Variabel Promosi

Promosi (X2)
NO (X2.1) (X2.2) (X2.3) Total
Responden | item item item item item item item item item X2
1 2 3 1 2 3 1 2 3

1 4 3 2 3 4 3 3 4 2 28
2 2 3 2 4 2 3 3 3 2 24
3 4 3 3 2 4 3 4 4 3 30
4 4 4 3 4 4 4 4 4 3 34
5 3 4 3 4 3 4 3 3 3 30
6 3 3 3 4 3 3 3 4 3 29
7 2 2 5 4 2 2 5 5 5 32
8 3 3 3 4 3 3 3 4 3 29
9 4 4 4 2 4 4 4 3 4 33
10 2 2 2 4 2 2 3 4 2 23
11 4 3 3 4 4 3 4 4 3 32
12 4 3 3 4 4 3 4 4 3 32
13 4 4 2 3 4 4 2 2 2 27
14 3 3 3 3 3 3 3 3 3 27
15 5 4 4 4 5 4 5 5 4 40
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95

35

96

28

97

28

98

30

99

28




100

30

101

34
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26
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Lampiran Variabel Brand Image

Brand Image (X3)

NO (X3.1) (X3.2) (X3.3) Total

Responden | item item item item item item item item item X3
1 2 3 1 2 3 1 2 3

1 3 4 3 3 4 3 3 4 3 30
2 4 2 3 4 2 3 4 2 3 27
3 2 4 3 2 4 3 2 4 3 27
4 4 4 4 4 4 4 4 4 4 36
5 4 3 4 4 3 4 4 3 4 33
6 4 3 3 4 3 3 4 3 3 30
7 4 2 2 4 2 2 4 2 2 24
8 4 3 3 4 3 3 4 3 3 30
9 2 4 4 2 4 4 2 4 4 30
10 4 2 2 4 2 2 4 2 2 24
11 4 4 3 4 4 3 4 4 3 33
12 4 4 3 4 4 3 4 4 3 33
13 3 4 4 3 4 4 3 4 4 33
14 3 3 3 3 3 3 3 3 3 27
15 4 5 4 4 5 4 4 5 4 39
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Lampiran Variabel Keputusan Pembelian

Keputusan Pembelian
(Y1.1) (Y1.2) (Y1.3) (Y1.4)
NO Total
Responden item item item item item item item item item item item item ¥
1 2 5] 1 2 3 1 2 3 1 2 ]

1 3 4 2 3 4 3 3 4 3 3 4 3 39
2 3 3 2 4 2 3 3 2 3 4 2 3 34
3 4 4 3 2 4 3 4 4 3 2 4 3 40
4 4 4 3 4 4 4 4 4 4 4 4 4 47
5 3 3 3 4 3 4 3 3 4 4 3 4 41
6 3 4 3 4 3 3 3 3 3 4 3 3 39
7 5 5 5 4 2 2 5 2 2 4 2 2 40
8 3 4 3 4 3 3 3 3 3 4 3 3 39
9 4 3 4 2 4 4 4 4 4 2 4 4 43
10 3 4 2 4 2 2 3 2 2 4 2 2 32
11 4 4 3 4 4 3 4 4 3 4 4 3 44
12 4 4 3 4 4 3 4 4 3 4 4 3 44
13 2 2 2 3 4 4 2 4 4 3 4 4 38
14 3 3 3 3 3 3 3 3 3 3 3 3 36
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Karakteristik respnden

Jenis Kelamin

Cumulative
Frequency Percent Valid Percent Percent
Valid Laki-Laki 15 11.0 11.0 11.0
Perempuan 121 89.0 89.0 100.0

Total 136 100.0 100.0




Lampiran Frekuensi Variabel Kualitas Produk

X11
Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 9 6.6 6.6 6.6
Ragu-Ragu 27 19.9 19.9 26.5
Setuju 93 68.4 68.4 94.9
Sangat Setuju 7 5.1 5.1 100.0
Total 136 100.0 100.0
X1 2
Cumulative
Freqguency Percent Valid Percent Percent
Valid Tidak Setuju 11 8.1 8.1 8.1
Ragu-Ragu 25 18.4 18.4 26.5
Setuju 88 64.7 64.7 91.2



Sangat Setuju 12 8.8 8.8 100.0
Total 136 100.0 100.0
X1 3
Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 8 5.9 5.9 5.9
Ragu-Ragu 42 30.9 30.9 36.8
Setuju 75 55.1 55.1 91.9
Sangat Setuju 11 8.1 8.1 100.0
Total 136 100.0 100.0
X1 4
Cumulative
Freqguency Percent Valid Percent Percent
Valid  Tidak Setuju 12 8.8 8.8 8.8



Ragu-Ragu 30 22.1 22.1 30.9

Setuju 84 61.8 61.8 92.6

Sangat Setuju 10 7.4 7.4 100.0

Total 136 100.0 100.0

X165
Cumulative
Frequency Percent Valid Percent Percent

Valid Tidak Setuju 12 8.8 8.8 8.8

Ragu-Ragu 24 17.6 17.6 26.5

Setuju 85 62.5 62.5 89.0

Sangat Setuju 15 11.0 11.0 100.0

Total 136 100.0 100.0




X1_6

Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 20 14.7 14.7 14.7
Ragu-Ragu 41 30.1 30.1 44.9
Setuju 61 44.9 44.9 89.7
Sangat Setuju 14 10.3 10.3 100.0
Total 136 100.0 100.0
X1 7
Cumulative
Freqguency Percent Valid Percent Percent
Valid Tidak Setuju 9 6.6 6.6 6.6
Ragu-Ragu 27 19.9 19.9 26.5
Setuju 93 68.4 68.4 94.9
Sangat Setuju 7 5.1 5.1 100.0



Total 136 100.0 100.0
X1 8
Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 11 8.1 8.1 8.1
Ragu-Ragu 25 18.4 18.4 26.5
Setuju 88 64.7 64.7 91.2
Sangat Setuju 12 8.8 8.8 100.0
Total 136 100.0 100.0
X109
Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 8 5.9 5.9 5.9



Ragu-Ragu 42 30.9 30.9 36.8

Setuju 75 55.1 55.1 91.9

Sangat Setuju 11 8.1 8.1 100.0

Total 136 100.0 100.0

X1 10
Cumulative
Frequency Percent Valid Percent Percent

Valid Tidak Setuju 11 8.1 8.1 8.1

Ragu-Ragu 25 18.4 18.4 26.5

Setuju 88 64.7 64.7 91.2

Sangat Setuju 12 8.8 8.8 100.0

Total 136 100.0 100.0




X1 11

Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 8 5.9 5.9 5.9
Ragu-Ragu 42 30.9 30.9 36.8
Setuju 75 55.1 55.1 91.9
Sangat Setuju 11 8.1 8.1 100.0
Total 136 100.0 100.0
X1 12
Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 20 14.7 14.7 14.7
Ragu-Ragu 41 30.1 30.1 44.9
Setuju 61 44.9 44.9 89.7



Sangat Setuju 14 10.3 10.3 100.0
Total 136 100.0 100.0
X1 13
Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 9 6.6 6.6 6.6
Ragu-Ragu 27 19.9 19.9 26.5
Setuju 93 68.4 68.4 94.9
Sangat Setuju 7 5.1 5.1 100.0
Total 136 100.0 100.0
X1 14
Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 11 8.1 8.1 8.1
Ragu-Ragu 25 18.4 18.4 26.5



Setuju 88 64.7 64.7 91.2
Sangat Setuju 12 8.8 8.8 100.0
Total 136 100.0 100.0
X1 15
Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 8 5.9 5.9 5.9
Ragu-Ragu 42 30.9 30.9 36.8
Setuju 75 55.1 55.1 91.9
Sangat Setuju 11 8.1 8.1 100.0
Total 136 100.0 100.0
X1 16
Cumulative
Freqguency Percent Valid Percent Percent




Valid Tidak Setuju 12 8.8 8.8 8.8
Ragu-Ragu 30 22.1 22.1 30.9
Setuju 84 61.8 61.8 92.6
Sangat Setuju 10 7.4 7.4 100.0
Total 136 100.0 100.0
X1 17
Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 12 8.8 8.8 8.8
Ragu-Ragu 24 17.6 17.6 26.5
Setuju 85 62.5 62.5 89.0
Sangat Setuju 15 11.0 11.0 100.0
Total 136 100.0 100.0

X1 18



Cumulative

Frequency Percent Valid Percent Percent
Valid Tidak Setuju 20 14.7 14.7 14.7
Ragu-Ragu 41 30.1 30.1 44.9
Setuju 61 44.9 44.9 89.7
Sangat Setuju 14 10.3 10.3 100.0
Total 136 100.0 100.0
X1 19
Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 9 6.6 6.6 6.6
Ragu-Ragu 27 19.9 19.9 26.5
Setuju 93 68.4 68.4 94.9
Sangat Setuju 7 5.1 5.1 100.0
Total 136 100.0 100.0




X1_20

Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 11 8.1 8.1 8.1
Ragu-Ragu 25 18.4 18.4 26.5
Setuju 88 64.7 64.7 91.2
Sangat Setuju 12 8.8 8.8 100.0
Total 136 100.0 100.0
X1 21
Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 8 5.9 5.9 5.9
Ragu-Ragu 42 30.9 30.9 36.8
Setuju 75 55.1 55.1 91.9



Sangat Setuju 11 8.1 8.1 100.0
Total 136 100.0 100.0
Frekuensi Variabel Promosi
X2 1
Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 11 8.1 8.1 8.1
Ragu-Ragu 25 18.4 18.4 26.5
Setuju 88 64.7 64.7 91.2
Sangat Setuju 12 8.8 8.8 100.0
Total 136 100.0 100.0




X2_2

Cumulative
Frequency Percent Valid Percent Percent
Valid  Tidak Setuju 8 5.9 5.9 5.9
Ragu-Ragu 42 30.9 30.9 36.8
Setuju 75 55.1 55.1 91.9
Sangat Setuju 11 8.1 8.1 100.0
Total 136 100.0 100.0
X2 3
Cumulative
Freqguency Percent Valid Percent Percent
Valid Tidak Setuju 20 14.7 14.7 14.7
Ragu-Ragu 41 30.1 30.1 44.9
Setuju 61 44.9 44.9 89.7
Sangat Setuju 14 10.3 10.3 100.0



Total 136 100.0 100.0
X2 4
Cumulative
Frequency Percent Valid Percent Percent
Valid  Tidak Setuju 9 6.6 6.6 6.6
Ragu-Ragu 27 19.9 19.9 26.5
Setuju 93 68.4 68.4 94.9
Sangat Setuju 7 5.1 5.1 100.0
Total 136 100.0 100.0
X2 5
Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 11 8.1 8.1 8.1
Ragu-Ragu 25 18.4 18.4 26.5



Setuju 88 64.7 64.7 91.2
Sangat Setuju 12 8.8 8.8 100.0
Total 136 100.0 100.0
X2 _6
Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 8 5.9 5.9 5.9
Ragu-Ragu 42 30.9 30.9 36.8
Setuju 75 55.1 55.1 91.9
Sangat Setuju 11 8.1 8.1 100.0
Total 136 100.0 100.0
X2 7
Cumulative
Freqguency Percent Valid Percent Percent




Valid Tidak Setuju 12 8.8 8.8 8.8
Ragu-Ragu 30 22.1 22.1 30.9
Setuju 84 61.8 61.8 92.6
Sangat Setuju 10 7.4 7.4 100.0
Total 136 100.0 100.0
X2 8
Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 12 8.8 8.8 8.8
Ragu-Ragu 24 17.6 17.6 26.5
Setuju 85 62.5 62.5 89.0
Sangat Setuju 15 11.0 11.0 100.0
Total 136 100.0 100.0

X2_9



Cumulative

Frequency Percent Valid Percent Percent
Valid Tidak Setuju 20 14.7 14.7 14.7
Ragu-Ragu 41 30.1 30.1 44.9
Setuju 61 44.9 44.9 89.7
Sangat Setuju 14 10.3 10.3 100.0
Total 136 100.0 100.0
Frekuensi Variabel Brand Image
x3 1
Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 9 6.6 6.6 6.6
Ragu-Ragu 27 19.9 19.9 26.5
Setuju 93 68.4 68.4 94.9



Sangat Setuju 7 5.1 5.1 100.0
Total 136 100.0 100.0
x3 2
Cumulative
Frequency Percent Valid Percent Percent

Valid Tidak Setuju 11 8.1 8.1 8.1

Ragu-Ragu 25 18.4 18.4 26.5

Setuju 88 64.7 64.7 91.2

Sangat Setuju 12 8.8 8.8 100.0

Total 136 100.0 100.0

x3 3



Cumulative

Frequency Percent Valid Percent Percent
Valid Tidak Setuju 8 5.9 5.9 5.9
Ragu-Ragu 42 30.9 30.9 36.8
Setuju 75 55.1 55.1 91.9
Sangat Setuju 11 8.1 8.1 100.0
Total 136 100.0 100.0
x3 4
Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 9 6.6 6.6 6.6
Ragu-Ragu 27 19.9 19.9 26.5
Setuju 93 68.4 68.4 94.9
Sangat Setuju 7 5.1 5.1 100.0
Total 136 100.0 100.0




x3 5

Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 11 8.1 8.1 8.1
Ragu-Ragu 25 18.4 18.4 26.5
Setuju 88 64.7 64.7 91.2
Sangat Setuju 12 8.8 8.8 100.0
Total 136 100.0 100.0
x3 6
Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 8 5.9 5.9 5.9
Ragu-Ragu 42 30.9 30.9 36.8
Setuju 75 55.1 55.1 91.9



Sangat Setuju 11 8.1 8.1 100.0
Total 136 100.0 100.0
x3 7
Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 9 6.6 6.6 6.6
Ragu-Ragu 27 19.9 19.9 26.5
Setuju 93 68.4 68.4 94.9
Sangat Setuju 7 5.1 5.1 100.0
Total 136 100.0 100.0
x3 8
Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 11 8.1 8.1 8.1



Ragu-Ragu 25 18.4 18.4 26.5

Setuju 88 64.7 64.7 91.2

Sangat Setuju 12 8.8 8.8 100.0

Total 136 100.0 100.0

x3 9
Cumulative
Frequency Percent Valid Percent Percent

Valid Tidak Setuju 8 5.9 5.9 5.9

Ragu-Ragu 42 30.9 30.9 36.8

Setuju 75 55.1 55.1 91.9

Sangat Setuju 11 8.1 8.1 100.0

Total 136 100.0 100.0




Frekuensi Variabel Keputusan Pembelian

Y 1
Cumulative
Frequency Percent Valid Percent Percent
Valid  Tidak Setuju 12 8.8 8.8 8.8
Ragu-Ragu 30 22.1 22.1 30.9
Setuju 84 61.8 61.8 92.6
Sangat Setuju 10 7.4 7.4 100.0
Total 136 100.0 100.0
Y 2
Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 12 8.8 8.8 8.8
Ragu-Ragu 24 17.6 17.6 26.5



Setuju 85 62.5 62.5 89.0
Sangat Setuju 15 11.0 11.0 100.0
Total 136 100.0 100.0
Y 3
Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 20 14.7 14.7 14.7
Ragu-Ragu 41 30.1 30.1 44.9
Setuju 61 44.9 44.9 89.7
Sangat Setuju 14 10.3 10.3 100.0
Total 136 100.0 100.0
Y 4
Cumulative
Freqguency Percent Valid Percent Percent




Valid  Tidak Setuju 9 6.6 6.6 6.6
Ragu-Ragu 27 19.9 19.9 26.5
Setuju 93 68.4 68.4 94.9
Sangat Setuju 7 5.1 5.1 100.0
Total 136 100.0 100.0
Y 5
Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 11 8.1 8.1 8.1
Ragu-Ragu 25 18.4 18.4 26.5
Setuju 88 64.7 64.7 91.2
Sangat Setuju 12 8.8 8.8 100.0
Total 136 100.0 100.0




Cumulative

Frequency Percent Valid Percent Percent
Valid Tidak Setuju 8 5.9 5.9 5.9
Ragu-Ragu 42 30.9 30.9 36.8
Setuju 75 55.1 55.1 91.9
Sangat Setuju 11 8.1 8.1 100.0
Total 136 100.0 100.0
Y 7
Cumulative
Frequency Percent Valid Percent Percent
Valid  Tidak Setuju 12 8.8 8.8 8.8
Ragu-Ragu 30 22.1 22.1 30.9
Setuju 84 61.8 61.8 92.6
Sangat Setuju 10 7.4 7.4 100.0
Total 136 100.0 100.0




Y 8

Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 11 8.1 8.1 8.1
Ragu-Ragu 25 18.4 18.4 26.5
Setuju 88 64.7 64.7 91.2
Sangat Setuju 12 8.8 8.8 100.0
Total 136 100.0 100.0
Y 9
Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 8 5.9 5.9 5.9
Ragu-Ragu 42 30.9 30.9 36.8
Setuju 75 55.1 55.1 91.9



Sangat Setuju 11 8.1 8.1 100.0
Total 136 100.0 100.0
Y_10
Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 9 6.6 6.6 6.6
Ragu-Ragu 27 19.9 19.9 26.5
Setuju 93 68.4 68.4 94.9
Sangat Setuju 7 5.1 5.1 100.0
Total 136 100.0 100.0
Y 11
Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 11 8.1 8.1 8.1



Ragu-Ragu 25 18.4 18.4 26.5

Setuju 88 64.7 64.7 91.2

Sangat Setuju 12 8.8 8.8 100.0

Total 136 100.0 100.0

Y 12
Cumulative
Frequency Percent Valid Percent Percent

Valid Tidak Setuju 8 5.9 5.9 5.9

Ragu-Ragu 42 30.9 30.9 36.8

Setuju 75 55.1 55.1 91.9

Sangat Setuju 11 8.1 8.1 100.0

Total 136 100.0 100.0




Uiji Validitas Variabel Kualitas Produk (X1)

Correlations

XA X112 X121 X122 X131 X133 x4 X143 1 XE2 X153 X162 X163 1 72 73 o
X1.1_1  Pearson Corrslation 1 309" 358" 058 026 119 1.000" 3097 358" 309" 358" 119 1000”7 309" 356" 026 119 10007 308" 3587 L
Sig. (2-tailed) 000 000 517 764 167 000 000 000 000 000 167 000 000 000 517 764 167 000 000 000 000
N 138 136 138 136 138 136 136 136 136 138 136 138 136 138 136 138 136 136 136 136 138 136
X112 Pearson Gorrelation 309" 1 457" 050 -020 102 309" 1.000” 482" 1.000” 452" 102 308" 1000” 482" 050 -020 102 308" 1000” 457" 695"
Sig. (2-tailed) 000 000 560 819 236 000 000 000 000 000 23 000 000 000 560 819 236 000 000 000 000
N 138 136 138 136 138 136 136 136 136 138 136 138 136 138 136 138 136 136 136 136 138 136
X11_3  Pearson Correlation 358" 482" 1 o1 008 153 358" 482" 1000”7 487" ooo” 153 358" 482" 1000 ot 008 153 358" 482" 10007 718"
Sig. (2-tailed) 000 000 897 426 075 000 000 000 000 000 075 000 000 000 897 926 075 000 000 000 000
N 138 136 138 136 138 136 136 136 136 138 136 138 136 138 136 138 136 136 136 136 138 136
Pearson Corrlation 056 050 o1 1 2" 476" 056 050 o1 050 o1 478" 056 050 011 000" na" are” 056 050 011 aa7”
Sig. (2-tailed) 517 560 897 0o 000 517 560 897 560 897 000 517 560 897 0o 000 000 517 560 897 000
N 13 136 13 136 138 136 136 136 136 13 136 13 136 13 136 138 136 136 136 136 13 136
X122 Pearsan Correlation 026 -020 008 712" 1 4207 026 -020 008 -020 008 a2 028 -020 008 72" 1000 420" 026 -020 008 398"
Sig, (2-failed) 764 #19 926 000 000 764 L] 426 19 426 000 764 L] 926 a0 000 aoo 764 @y 826 00
N 13 136 13 136 136 136 136 136 136 13 136 13 136 13 136 136 136 136 136 136 13 136
Pearson Correlation 19 102 153 478" an” 1 1 102 153 102 153 1.000" 119 102 153 arg” 420" 100" 119 102 153 555"
Sig. (2-tailed) 167 238 075 000 000 167 236 075 238 075 000 167 23 075 000 000 000 167 23 075 000
N 138 136 138 136 138 136 136 136 136 138 136 138 136 138 136 138 136 136 136 136 138 136
X131  Pearson Gorrslation 1000 308" a8 056 026 119 1 308" 358" 308" 358" 118 1.000 308" 358" 056 026 1a 1000” 308" 358 587"
Sig. (2-tailed) 000 000 000 517 764 167 000 000 000 000 167 000 000 000 517 764 167 000 000 000 000
N 138 138 138 136 138 138 136 138 138 138 138 138 138 138 136 138 138 136 138 138 138 138
Pearson Corrslation 309" 1000”7 482" 050 -020 102 304" 1 482" 10007 482" 102 30g” 10007 487" 050 -020 102 309" 1000”7 482" 695"
Sig. (2-tailed) 000 000 000 560 a1g 236 000 000 000 000 236 000 000 000 560 819 23 000 000 000 000
N 138 136 138 136 138 136 136 136 136 138 136 138 136 138 136 138 136 136 136 136 138 136
X133 Pearson Gorelation 358" 482" 1000" 011 008 153 358" 457" 1 457" 000" 153 358" 47" 1o00” o1 008 153 358" 482" 1.000” 716"
Sig. (2-tailed) 000 000 000 897 26 075 000 000 000 000 075 000 000 000 897 926 075 000 000 000 000
N 138 136 138 136 138 136 136 136 136 138 136 138 136 138 136 138 136 136 136 136 138 136



X141

X1.5_2

X1.5_3

X161

X1.6_2

X163

X1.7_3

TotalX1

Pearson Gorrelation
Sig. (2-tailed)

N

Parson Gorrslation
Sig. (2-tailed)

N

Pearson Correlation
Sig. (2-tailed)

N
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Sig (2ailed)

N
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Sig. (2-tailed)

N
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Sig. (2-tailed)

N
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Sig. (2-tailed)

N

Pearson Corrzlation
Sig. (2-tailed)

N

Peatson Corrlation
Sig (2ailed)

N

Pearson Correlation
sig. (2-ailed)

N
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N
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*_Carrelation s significant atthe 0.01 level (2-tailed).



Uiji Validitas Variabel Promosi (X2)

Correlations
X211 X212 X213 X221 X222 X223 X231 X232 X233 TotalX2

X2.1_ Pearson 1 .482" 102 3097 1.000° .482°  .050  -.020 102 6207
1 Correlation

Sig. (2-tailed) .000 236 .000 .000 .000 .560  .819 236 .000

N 136 136 136 136 136 136 136 136 136 136
X2.1_  Pearson 482" 1 153 3587 4827 1.0000  .011 .008 153 644"
2 Correlation

Sig. (2-tailed) .000 075 000 .000 .000 .897  .926  .075 .000

N 136 136 136 136 136 136 136 136 136 136
X2.1_ Pearson .102 153 1 119 102 153 4767 4207 1.0000  .695
3 Correlation

Sig. (2-tailed) 236 075 167 236 .075 .000  .000  .000 .000

N 136 136 136 136 136 136 136 136 136 136



X2.2_

X2.2_

X2.2_

X2.3_

Pearson
Correlation
Sig. (2-tailed)
N

Pearson
Correlation
Sig. (2-tailed)
N

Pearson
Correlation
Sig. (2-tailed)
N

Pearson
Correlation
Sig. (2-tailed)
N

.309

.000
136
1.000”

.000
136
482"

.000
136
.050

.560
136

358"

.000
136
482"

.000
136
1.000"

.000
136
.011

.897
136

119

167
136
102

.236
136
153

.075
136

476"

.000
136

136

*k

.309

.000
136

o

.358

.000
136
.056

517
136

.309

.000
136

136

3

482

.000
136
.050

.560
136

ke

.358

.000
136

*k

482

.000
136

136
.011

.897
136

.056

517

136

.050

.560

136

.011

.897

136

136

.026

.764
136
-.020

.819
136
.008

.926
136

712"

.000
136

119

.167
136
.102

.236
136
.153

.075
136

476"

.000
136

460

.000
136

.620

.000
136

.644

.000
136

544"

.000
136



X2.3_

X2.3_

TotalX
2

Pearson
Correlation
Sig. (2-tailed)
N

Pearson
Correlation
Sig. (2-tailed)
N

Pearson
Correlation
Sig. (2-tailed)
N

-.020

.819
136
.102

.236
136

ok

.620

.000
136

644"

.008

.926
136
.153

.075

136

.000
136

*

420"

.000
136
1.000”

.000
136

3

.695

.000
136

.026

.764
136
119

.167
136

ok

460

.000
136

-.020

.819
136
102

.236
136

3

.620

.000
136

.008

.926
136
.153

.075
136

.644

.000
136

544"

712

.000
136

476

.000
136

.000
136

136

*k

420

.000
136

*k

491

.000
136

ok

420

.000
136

136

*k

.695

.000
136

491

.000
136

.695

.000
136

136

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



Uiji Validitas Variabel Brand Image (X3)

Correlations
X311 X312 X313 X321 X322 X323 X331 X332 X333 TotalX3

X3.1_  Pearson 1 .3097 358" 1.0000 .309° .358" 1.000° .309" 358" .707"
1 Correlation

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

N 136 136 136 136 136 136 136 136 136 136
X3.1_  Pearson 309" 1 4827 309" 1.000° 482" 3097 1.0000 .482" .790"
2 Correlation

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

N 136 136 136 136 136 136 136 136 136 136
X3.1_ Pearson 358" 482" 1 .358° 482" 1.000° .358" .482" 1.000°  .804"
8 Correlation

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

N 136 136 136 136 136 136 136 136 136 136



X3.2_

X3.2_

X3.2_

X3.3_

Pearson
Correlation
Sig. (2-tailed)
N

Pearson
Correlation
Sig. (2-tailed)
N

Pearson
Correlation
Sig. (2-tailed)
N

Pearson
Correlation
Sig. (2-tailed)
N

1.000”

.000
136
309"

.000
136

ok

.358

.000
136
1.000”

.000
136

309"

.000
136
1.000”

.000
136
482"

.000
136
.309”

.000
136

*

.358

.000
136
482

.000
136
1.000"

.000
136
358"

.000
136

136
.309

.000
136

3

.358

.000
136
1.000”

.000
136

ke

.309

.000
136

136

o

482

.000
136

309"

.000
136

ke

.358

.000
136

*k

482

.000
136

136

358"

.000
136

1.000"

.000
136
.309

.000
136

ok

.358

.000
136

136

ke

.309

.000
136
1.000”

.000
136

*k

482

.000
136
.309”

.000
136

.358

.000
136
482

.000
136
1.000"

.000
136
.358"

.000
136

707"

.000
136

>k

.790

.000
136

3

.804

.000
136

707"

.000
136



ke 3 wok

X3.3_  Pearson 3097 1.000° .482" 3097 1.0007  .482 .309 1 482 790"

2 Correlation

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

N 136 136 136 136 136 136 136 136 136 136
X3.3_  Pearson 358" 4827 1.000° 358" 482" 1.0000 .358"  .482" 1 .804"
3 Correlation

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

N 136 136 136 136 136 136 136 136 136 136
TotalX Pearson 707" 7907 804" 707" 790" 804" 707" 790"  .804~ 1
3 Correlation

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

N 136 136 136 136 136 136 136 136 136 136

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



Uiji Validitas Variabel Keputusan Pembelian (Y)

Correlations

Y1.1_ Y11 YLl Y12_ Y12  Y1.2_ Y13 Y13 Y13 Y14  Yl4_  Yl4_  Total
1 2 3 1 2 3 1 2 3 1 2 3 y
Y1.1 Pearson 1 712" 476" 056 .050 .011 1.000 .050 .011 .056 .050 .011 .497
1 Correlation -
Sig. (2-tailed) 000 .000 517 560 .897 .000 .560 .897 517 .560 .897  .000
N 136 136 136 136 136 136 136 136 136 136 136 136 136



Y1.1 Pearson 712" 1 4207 026 -.020 .008 .712” -020 .008 .026 -.020 .008 .412"

2 Correlation

Sig. (2-tailed)  .000 000 .764 .819 .926 .000 .819 .926 .764 .819 .926 .000
N 136 136 136 136 136 136 136 136 136 136 136 136 136
Y1.1 Pearson 4767 4207 1 .119 102 153 4767 102 153  .119 .102 .153 .490"

3 Correlation



Y1.2

Sig. (2-tailed)

Pearson

Correlation

Sig. (2-tailed)

.000

136

.056

517

136

.000

136

.026

.764

136

136

119

167

136

167

136

136

.236

136

.309”

.000

136

.075

136

ok

.358

.000

136

.000

136

.056

517

136

.236

136

*k

.309

.000

136

075  .167
136 136
358" 1.000
.000 .000
136 136

.236

136

*k

.309

.000

136

.075

136

3

.358

.000

136

560"

.000

136

.000

136



Y1.2

Y1.2

Pearson

Correlation

Sig. (2-tailed)

Pearson

Correlation

.050

.560

136

.011

-.020

.819

136

.008

102

.236

136

153

3

.309

.000

136

.358

136

482

ke

482

.000

136

.050

.560

136

.011

1.00

.00

13

482

0

0

6

482

.000

136

1.000

>k

.309

.000

136

.358

1.000

3

.000

136

482

wok

482

.000

136

1.000

3

720

3

711

.000

136



Y1.3

Sig. (2-tailed)  .897

N 136
Pearson 1.000"
Correlation ’

Sig. (2-tailed) .000

N 136

.926

136

712"

.000

136

.075

136

476"

.000

136

.000

136

.056

517

136

.000

136

.050

.560

136

136

.011

.897

136

.897

136

136

.000

136

.050

.560

136

.000

136

.011

.897

136

.000

136

.056

517

136

.000

136

.050

.560

136

.000

136

.011

.897

136

497"

.000

136

.000

136



Y1.3

Y1.3

Pearson

Correlation

Sig. (2-tailed)

Pearson

Correlation

.050

.560

136

.011

-.020

.819

136

.008

102

.236

136

153

.309°

*

.000

136

.358"

1.000

ok

.000

136

482"

ke

482

.000

136

1.000

3

.050

.560

136

.011

136

482"

482

.000

136

.309

.000

136

.358"

1.000

3

.000

136

482"

482

.000

136

1.000

3

7117

.000

136

720"



Y1.4

Sig. (2-tailed)

Pearson

Correlation

Sig. (2-tailed)

.897

136

.056

517

136

.926

136

.026

.764

136

.075

136

119

167

136

.000

136

1.000

ok

.000

136

.000

136

.309”

.000

136

.000

136

ok

.358

.000

136

.897

136

.056

517

136

.000

136

*k

.309

.000

136

136

358"

.000

136

.000 .000
136 136
1 .3097
.000

136 136

.000

136

3

.358

.000

136

560"

.000

136

.000

136



Y1.4

Y1.4

Pearson

Correlation

Sig. (2-tailed)

Pearson

Correlation

.050

.560

136

.011

-.020

.819

136

.008

102

.236

136

153

.309°

*

.000

136

.358"

1.000

ok

.000

136

482"

ke

482

.000

136

1.000

.050

.560

136

.011

1.000 .482

.000 .000

136 136

4827 1.000

>k

.309"

.000

136

.358"

1

136

482"

482"

.000

136

7117

.000

136

720"



Sig. (2-tailed)

Total Pearson

Y

Correlation

Sig. (2-tailed)

.897

136

497"

.000

136

.926

136

412"

.000

136

.075

136

490"

.000

136

.000

136

560"

.000

136

.000

136

7117

.000

136

.000

136

*k

720

.000

136

.897

136

497"

.000

136

.000

136

>k

711

.000

136

.000

136

720"

.000

136

.000

136

560"

.000

136

.000

136

>k

711

.000

136

136

720"

.000

136

.000

136

136




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



Lampiran Uji Reliabilitas
Variabel Kualitas Produk

Reliability Statistics
Cronbach's
Alpha Based on
Cronbach's Standardized

Alpha ltems N of Items

751 .926 22

Variabel Promosi

Reliability Statistics
Cronbach's
Alpha Based on
Cronbach's Standardized

Alpha Iltems N of Items

.749 .842 10

Variabel Brand Image

Reliability Statistics
Cronbach's
Alpha Based on
Cronbach's Standardized

Alpha Iltems N of Items

.781 .933 10




Variabel Keputusan Pembelian

Reliability Statistics
Cronbach's
Alpha Based on
Cronbach's Standardized

Alpha Iltems N of Items

751 .880 13




Uji Normalitas Kolmogorov Smirnov

One-Sample Kolmogorov-Smirnov Test

Unstandardized

Residual
N 136
Normal Parameters®® Mean .0000000
Std. Deviation 1.82899282
Most Extreme Differences Absolute .091
Positive .070
Negative -.091
Test Statistic .091
Asymp. Sig. (2-tailed) .200°

a. Test distribution is Normal.
b. Calculated from data.

c. Lilliefors Significance Correction.



Uji Normalitas P-P Plots

Normal P-P Plot of Regression Standardized Residual
Dependent Variable: KEPUTUSAN PEMBELIAN
1.0

Expected Cum Prob

08
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04

02

02 04 06

Observed Cum Prob

08 10



Lampiran Uji Heteroskedastistas

Scatterplot
Dependent Variable: KEPUTUSAN PEMBELIAN
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Lampiran Uji Glejser

Coefficients?

Standardize

Unstandardized d
Coefficients Coefficients Correlations
Zero- To
B Std. Error Beta t Sig. order Partial Part

stant) 5.702 976 5.842 .000

ITAS -.091 .019 -610 -4.811 .000 -401 -.386 -.366
OUK

VIOSI -.052 .027 -.173  -1.940 .054 -.314 -.167 -.148

D IMAGE .129 .041 .384  3.150 .002 -.169 .264 .240

1t Variable: AbsUi



Lampiran Uji Multikolinearitas, Uji t dan Analisis Regresi Linier

Berganda

Unstandardized

Coefficients

Coefficients?

Standardize

d

Coefficients

Correlations

Zero-
B Std. Error Beta t Sig. order Partial Part
nt) -4.468 1.609 -2.776 .006
‘AS 423 .031 .681 13.648 .000 918 .765 409
JK
DS .207 .044 .165 4.695 .000 .604 .378 141
) IMAGE .276 .067 196  4.101 .000 .801 .336 .123

Variable: KEPUTUSAN PEMBELIAN



Uji F

ANOVA?
Sum of
Model Squares df Mean Square F Sig.
1 Regression 3365.896 3 1121.965 327.941 .000°
Residual 451.604 132 3.421
Total 3817.500 135

a. Dependent Variable: KEPUTUSAN PEMBELIAN
b. Predictors: (Constant), BRAND IMAGE, PROMOSI, KUALITAS PRODUK



Uji Koefisien Determinasi

Model Summary®
Adjusted R Std. Error of the
Model R R Square Square Estimate Durbin-Watson
1 .939% .882 .879 1.84966 1.768
a. Predictors: (Constant), BRAND IMAGE, PROMOSI, KUALITAS PRODUK
b. Dependent Variable: KEPUTUSAN PEMBELIAN




