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Mahasiswa, 

 

 

Yuni Sapitri 

NIM: 151500052 

 

 



 

 

KUESIONER PENELITIAN 

 

 

Dengan hormat, 

Bersama ini saya, 

Nama   : Yuni Sapitri 

NIM   : 15-150-0052 

Fakultas  : Ekonomi 

Program Studi  : Manajemen 

Perguruan Tinggi :Universitas PGRI Adi Buana Surabaya 

 

Dalam kesempatan ini saya mohon bantuan dari 

Bapak/Ibu/Saudara untuk meluangkan waktu guna mengisi 

kuesioner yang saya sertakan berikut ini. 

Kuesioner penelitian dengan judul “Pengaruh Kualitas 

Produk, Promosi dan Gaya Hidup Terhadap Keputusan 

Pembelian Produk Handphone Samsung pada Erafone Store di 

WTC Surabaya” ini diperlukan untuk kepentingan penelitian 

dalam rangka menyusun skripsi untuk program strata-1 (S1) di 

Universitas PGRI Adi Buana Surabaya. Mengingat betapa 

pentingnya data ini, maka saya sangat mengharapkan agar 

kuesioner ini diisi dengan lengkap sesuai kondisi yang 

sebenarnya. 

A. Identitas Responden 

1. Nama  : ............................... (boleh tidak di isi) 

2. Alamat : ............................... (boleh tidak di isi) 

3. Jenis Kelamin : ............................................. 

4. No. Telp : ............................................. 

5. Usia Saat Ini : ............................................. 

 

 

 

 



 

 

 

B. Petunjuk pengisian 

Setiap pernyataan dibawah ini mohon diberikan respon 

dengan memberi tanda centang ( √ ) pilihan pada skala 1-5 

dengan rincian sebagai berikut : 

a. Skor 1 : Sangat tidak setuju 

b. Skor 2 : Tidak Setuju 

c. Skor 3 : Ragu-Ragu 

d. Skor 4 : Setuju 

e. Skor 5 : Sangat Setuju 

 

C. Instrumen 

1. Kualitas Produk ( X1 ) 

NO Kinerja (Performance) SS S R TS STS 

1 Saya memilih produk hp 
Samsung karena kecepatan 
mengakses aplikasi yang 
memuaskan. 

     

2 Saya memilih produk hp 
Samsung karena fungsinya 
sesuai harapan saya. 

     

 Ciri – ciri atau 
Keistimewaan tambahan 
(Features) 

 

3 Saya memilih produk hp 
Samsung karena memiliki 
features yang mudah 

digunakan. 

     

4 Saya memilih produk hp 
Samsung karena memiliki 
features yang sangat 
membantu saya dalam 
pekerjaan atau tugas – tugas 
saya. 

     



 

 
 Spesifikasi (Spesification)  
5 Saya membeli produk hp 

Samsung karena memiliki 
memori yang memadai. 

     

6 Saya membeli produk hp 
Samsung karena memiliki 
spesifikasi kamera dengan 
hasil gambar yang jernih. 

     

 Keandalan (Reability)  
7 Saya membeli produk hp 

Samsung karena 
kemungkinan kecil terjadi 
gagal produk 

     

8 Saya membeli produk hp 
Samsung karena keandalan 
produk yang sudah 
menggunakan sistem 
android yang memadai. 

     

 Daya Tahan (Durability)  
9 Saya membeli produk hp 

Samsung karena hp 
Samsung terbuat dari bahan 
yang kuat dan dapat di 
gunakan dalam waktu 
jangka panjang. 

     

10 Saya membeli produk hp 
Samsung karena hp 
Samsung memiliki 
ketahanan baterai yang kuat 
yang dapat digunakan 
selama 1 hari apabila 
pemakaian secara normal. 

     

 Estetika (Easthetica)  
11 Saya memilih produk hp 

Samsung karena hp 
     



 

 

 

Samsung memiliki warna 
yang bagus dan terkesan 
mewah dan cocok 
digunakan untuk pria 
maupun wanita. 

12 Saya memilih produk hp 
Samsung karena hp 
Samsung memiliki 
bentuk/model yang elegan 
dan trendy (keren), dan cocok 
digunakan di semua 
kalangan. 

     

 Kualitas yang 
dipersepsikan (Perceived 
Quality) 

 

13 Saya memilih produk hp 
Samsung karena seluruh 
aplikasinya dapat digunakan 
dengan baik sesuai 
fungsinya. 

     

14 Saya memilih produk hp 
Samsung karena Samsung 
memiliki kualitas layar 
Super AMOLED yang 
mampu menghemat daya 
baterai sampai 40%. 

     

 Kemudahan Perbaikan 
(Servieability) 

 

15 Saya memilih produk hp 
Samsung karena Samsung 
memiliki service center resmi 
(pusat servis) yang handal 
dan terpercaya. 

     

16 Saya memilih produk hp 
Samsung karena 

     



 

 

penanganan yang cepat saat 
terjadi kerusakan pada 
produk. 

 

 

2. Promosi (X2) 

NO Periklanan SS S R TS STS 

17 Saya mengetahui produk hp 
Samsung dari media televisi 
dan media cetak. 

     

18 Saya mengetahui produk hp 
Samsung karena adanya 
iklan yang ditayangkan 
diberbagai media mengenai 
spesifikasi produk yang 
lengkap. 

     

 Promosi Penjualan  
19 Saya membeli produk hp 

Samsung karena mendapat 
bonus/hadiah yang 
menarik dari penjual. 

     

20 Saya membeli produk hp 
Samsung karena mendapat 
promo potongan harga 
(cashback) yang ditawarkan 
oleh Erafone Store. 

     

 Penjualan Perorangan  
21 Saya membeli produk hp 

Samsung karena mendapat 
informasi langsung dari 
penjual hp  Samsung 
mengenai produk tersebut. 

     

22 Saya membeli produk hp 
Samsung karena penjual hp 
Samsung menawarkan 

     



 

 

 

produk terbaru dengan 
spesifikasi yang bagus. 

 

3. Gaya Hidup (X3) 
NO Kegiatan SS S R TS STS 

23 Produk hp Samsung 
memudahkan saya dalam 
menggunakan microsoft 
office karena aplikasi yang 
sudah tersedia. 

     

24 Produk hp Samsung tidak 
hanya untuk menelepon dan 
juga sms tetapi dapat juga 
digunakan untuk browsing 

dan email. 

     

 Minat      
25 Saya membeli produk hp 

Samsung karena mengikuti 
tren produk hp saat ini. 

     

26 Saya membeli produk hp 
Samsung karena memiliki 
feature yang saya butuhkan. 

     

 Opini      
27 Menurut saya 

perkembangan produk hp 
Samsung sangat cepat. 

     

28 Menurut saya memiliki 
produk hp Samsung dapat 
menaikkan gengsi saya. 

     

 

 



 

 

4. Keputusan Pembelian (Y) 

NO Pengenalan Kebutuhan SS S R TS STS 

29 Saya membeli produk hp 
Samsung karena 
kebutuhan untuk 
mengakses internet 
dengan cepat. 

     

30 Saya membeli produk hp 
Samsung karena 
kebutuhan untuk 
memperoleh hasil foto 
yang bagus. 

     

 Pencarian informasi  
31 Sebelum saya membeli 

produk hp Samsung saya 
mencari informasi dari 
internet tentang produk 
tersebut 

     

32 Sebelum saya membeli 
produk hp Samsung saya 
mencari informasi ke 

keluarga dan orang 
terdekat yang 
menggunakan produk 
Samsung. 

     

 Evaluasi Alternatif  
33 Saya membeli produk hp 

Samsung karena 
mengetahui sistem operasi 
(OS) yang sangat bagus 
dibandingkan dengan 
produk yang merek lain. 

     

34 Saya membeli produk hp 
Samsung karena 
mengetahui hasil gambar 

     



 

 

 

yang di dapatkan dari 
kamera Samsung sangat 
bagus. 
 

 Pembelian  
35 Saya membeli produk hp 

Samsung karena 
keinginan saya memiliki 
produk tersebut. 

     

36 Saya membeli produk hp 
Samsung karena informasi 
yang saya dapatkan 
tentang produk tersebut 
sesuai dengan kebutuhan 
saya. 

     

 Evaluasi Setelah 
Pembelian 

 

37 Saya merasa puas dengan 
produk hp Samsung yang 
saya beli. 

     

38 Saya merasa puas dengan 
produk hp Samsung dan 
saya akan 
merekomendasikan 
kepada keluarga dan 
orang terdekat. 

     

 



 

 



 

 

 



 

 

LAMPIRAN HASIL PENGUJIAN DATA PENELITIAN 

1. Karakteristik Responden 

a. Berdasarkan Jenis Kelamin 

Jenis Kelamin Jumlah Persentase 

Laki-laki 46 40.4 

Perempuan 68 59.6 

Total 114 100 

 

b. Berdasarkan Usia 

Usia Jumlah Persentase 

< 25 tahun 37 32.5 

25 s/d 35 Tahun 41 36.0 

36 s/d 45 Tahun 20 17.5 

> 45 Tahun 16 14.0 

Total 114 100.0 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

2. Frekuensi jawaban responden 

a. Variabel Kualitas Produk 

 

Frequency Percent Valid Percent Cumulative Percent

1 1 0.9 0.9 0.9

2 4 3.5 3.5 4.4

3 14 12.3 12.3 16.7

4 59 51.8 51.8 68.4

5 36 31.6 31.6 100

Total 114 100 100

Frequency Percent Valid Percent Cumulative Percent

1 2 1.8 1.8 1.8

2 3 2.6 2.6 4.4

3 18 15.8 15.8 20.2

4 58 50.9 50.9 71.1

5 33 28.9 28.9 100

Total 114 100 100

Frequency Percent Valid Percent Cumulative Percent

1 1 0.9 0.9 0.9

2 2 1.8 1.8 2.6

3 25 21.9 21.9 24.6

4 56 49.1 49.1 73.7

5 30 26.3 26.3 100

Total 114 100 100

Frequency Percent Valid Percent Cumulative Percent

2 6 5.3 5.3 5.3

3 23 20.2 20.2 25.4

4 54 47.4 47.4 72.8

5 31 27.2 27.2 100

Total 114 100 100

X1_3

Valid

X1_4

Valid

X1_1

Valid

X1_2

Valid



 

 

 

Frequency Percent Valid Percent Cumulative Percent

1 1 0.9 0.9 0.9

2 4 3.5 3.5 4.4

3 19 16.7 16.7 21.1

4 53 46.5 46.5 67.5

5 37 32.5 32.5 100

Total 114 100 100

Frequency Percent Valid Percent Cumulative Percent

1 1 0.9 0.9 0.9

2 4 3.5 3.5 4.4

3 20 17.5 17.5 21.9

4 59 51.8 51.8 73.7

5 30 26.3 26.3 100

Total 114 100 100

Frequency Percent Valid Percent Cumulative Percent

1 1 0.9 0.9 0.9

2 4 3.5 3.5 4.4

3 19 16.7 16.7 21.1

4 52 45.6 45.6 66.7

5 38 33.3 33.3 100

Total 114 100 100

Frequency Percent Valid Percent Cumulative Percent

1 1 0.9 0.9 0.9

2 4 3.5 3.5 4.4

3 17 14.9 14.9 19.3

4 60 52.6 52.6 71.9

5 32 28.1 28.1 100

Total 114 100 100

X1_7

Valid

X1_8

Valid

X1_5

Valid

X1_6

Valid



 

 

 

 

Frequency Percent Valid Percent Cumulative Percent

1 1 0.9 0.9 0.9

2 3 2.6 2.6 3.5

3 17 14.9 14.9 18.4

4 59 51.8 51.8 70.2

5 34 29.8 29.8 100

Total 114 100 100

Frequency Percent Valid Percent Cumulative Percent

2 4 3.5 3.5 3.5

3 17 14.9 14.9 18.4

4 61 53.5 53.5 71.9

5 32 28.1 28.1 100

Total 114 100 100

Frequency Percent Valid Percent Cumulative Percent

1 2 1.8 1.8 1.8

2 1 0.9 0.9 2.6

3 23 20.2 20.2 22.8

4 50 43.9 43.9 66.7

5 38 33.3 33.3 100

Total 114 100 100

Frequency Percent Valid Percent Cumulative Percent

1 1 0.9 0.9 0.9

2 4 3.5 3.5 4.4

3 16 14 14 18.4

4 51 44.7 44.7 63.2

5 42 36.8 36.8 100

Total 114 100 100

X1_11

Valid

X1_12

Valid

X1_9

Valid

X1_10

Valid



 

 

 
 

Frequency Percent Valid Percent Cumulative Percent

1 1 0.9 0.9 0.9

2 3 2.6 2.6 3.5

3 25 21.9 21.9 25.4

4 48 42.1 42.1 67.5

5 37 32.5 32.5 100

Total 114 100 100

Frequency Percent Valid Percent Cumulative Percent

2 4 3.5 3.5 3.5

3 21 18.4 18.4 21.9

4 60 52.6 52.6 74.6

5 29 25.4 25.4 100

Total 114 100 100

Frequency Percent Valid Percent Cumulative Percent

1 1 0.9 0.9 0.9

2 1 0.9 0.9 1.8

3 14 12.3 12.3 14

4 68 59.6 59.6 73.7

5 30 26.3 26.3 100

Total 114 100 100

Frequency Percent Valid Percent Cumulative Percent

2 3 2.6 2.6 2.6

3 22 19.3 19.3 21.9

4 51 44.7 44.7 66.7

5 38 33.3 33.3 100

Total 114 100 100

X1_15

Valid

X1_16

Valid

X1_13

Valid

X1_14

Valid



 

 

 

b. Variabel Promosi 

 
 

 

Frequency Percent Valid Percent Cumulative Percent

2 5 4.4 4.4 4.4

3 22 19.3 19.3 23.7

4 61 53.5 53.5 77.2

5 26 22.8 22.8 100

Total 114 100 100

Frequency Percent Valid Percent Cumulative Percent

2 4 3.5 3.5 3.5

3 18 15.8 15.8 19.3

4 55 48.2 48.2 67.5

5 37 32.5 32.5 100

Total 114 100 100

Frequency Percent Valid Percent Cumulative Percent

2 5 4.4 4.4 4.4

3 28 24.6 24.6 28.9

4 49 43 43 71.9

5 32 28.1 28.1 100

Total 114 100 100

Frequency Percent Valid Percent Cumulative Percent

2 1 0.9 0.9 0.9

3 17 14.9 14.9 15.8

4 72 63.2 63.2 78.9

5 24 21.1 21.1 100

Total 114 100 100

X2_19

Valid

X2_20

Valid

X2_17

Valid

X2_18

Valid



 

 

 
 

Frequency Percent Valid Percent Cumulative Percent

2 5 4.4 4.4 4.4

3 22 19.3 19.3 23.7

4 58 50.9 50.9 74.6

5 29 25.4 25.4 100

Total 114 100 100

Frequency Percent Valid Percent Cumulative Percent

2 5 4.4 4.4 4.4

3 29 25.4 25.4 29.8

4 54 47.4 47.4 77.2

5 26 22.8 22.8 100

Total 114 100 100

X2_21

Valid

X2_22

Valid



 

 

 

c. Variabel Gaya Hidup 

 
 
 

Frequency Percent Valid Percent Cumulative Percent

2 1 0.9 0.9 0.9

3 11 9.6 9.6 10.5

4 47 41.2 41.2 51.8

5 55 48.2 48.2 100

Total 114 100 100

Frequency Percent Valid Percent Cumulative Percent

2 1 0.9 0.9 0.9

3 16 14 14 14.9

4 53 46.5 46.5 61.4

5 44 38.6 38.6 100

Total 114 100 100

Frequency Percent Valid Percent Cumulative Percent

2 2 1.8 1.8 1.8

3 12 10.5 10.5 12.3

4 64 56.1 56.1 68.4

5 36 31.6 31.6 100

Total 114 100 100

Frequency Percent Valid Percent Cumulative Percent

2 2 1.8 1.8 1.8

3 16 14 14 15.8

4 43 37.7 37.7 53.5

5 53 46.5 46.5 100

Total 114 100 100

X3_25

Valid

X3_26

Valid

X3_23

Valid

X3_24

Valid



 

 

 
 

 

Frequency Percent Valid Percent Cumulative Percent

2 3 2.6 2.6 2.6

3 11 9.6 9.6 12.3

4 50 43.9 43.9 56.1

5 50 43.9 43.9 100

Total 114 100 100

Frequency Percent Valid Percent Cumulative Percent

2 1 0.9 0.9 0.9

3 14 12.3 12.3 13.2

4 63 55.3 55.3 68.4

5 36 31.6 31.6 100

Total 114 100 100

X3_27

Valid

X3_28

Valid



 

 

 

d. Variabel Keputusan  Pembelian 

 
 

Frequency Percent Valid Percent Cumulative Percent

2 5 4.4 4.4 4.4

3 22 19.3 19.3 23.7

4 50 43.9 43.9 67.5

5 37 32.5 32.5 100

Total 114 100 100

Frequency Percent Valid Percent Cumulative Percent

2 5 4.4 4.4 4.4

3 23 20.2 20.2 24.6

4 56 49.1 49.1 73.7

5 30 26.3 26.3 100

Total 114 100 100

Frequency Percent Valid Percent Cumulative Percent

2 5 4.4 4.4 4.4

3 30 26.3 26.3 30.7

4 47 41.2 41.2 71.9

5 32 28.1 28.1 100

Total 114 100 100

Frequency Percent Valid Percent Cumulative Percent

2 3 2.6 2.6 2.6

3 25 21.9 21.9 24.6

4 57 50 50 74.6

5 29 25.4 25.4 100

Total 114 100 100

Y_31

Valid

Y_32

Valid

Y_29

Valid

Y_30

Valid



 

 

 
 

Frequency Percent Valid Percent Cumulative Percent

2 1 0.9 0.9 0.9

3 31 27.2 27.2 28.1

4 53 46.5 46.5 74.6

5 29 25.4 25.4 100

Total 114 100 100

Frequency Percent Valid Percent Cumulative Percent

2 6 5.3 5.3 5.3

3 30 26.3 26.3 31.6

4 46 40.4 40.4 71.9

5 32 28.1 28.1 100

Total 114 100 100

Frequency Percent Valid Percent Cumulative Percent

2 5 4.4 4.4 4.4

3 22 19.3 19.3 23.7

4 55 48.2 48.2 71.9

5 32 28.1 28.1 100

Total 114 100 100

Frequency Percent Valid Percent Cumulative Percent

2 5 4.4 4.4 4.4

3 23 20.2 20.2 24.6

4 52 45.6 45.6 70.2

5 34 29.8 29.8 100

Total 114 100 100

Y_35

Valid

Y_36

Valid

Y_33

Valid

Y_34

Valid



 

 

 

 
 

Frequency Percent Valid Percent Cumulative Percent

2 5 4.4 4.4 4.4

3 33 28.9 28.9 33.3

4 47 41.2 41.2 74.6

5 29 25.4 25.4 100

Total 114 100 100

Frequency Percent Valid Percent Cumulative Percent

2 5 4.4 4.4 4.4

3 21 18.4 18.4 22.8

4 67 58.8 58.8 81.6

5 21 18.4 18.4 100

Total 114 100 100

Y_37

Valid

Y_38

Valid



 

 

2.2. Uji Validitas 

a. Variabel Kualitas Produk 

 Correlations 

 X1_1 X1_2 X1_3 X1_4 X1_5 X1_
6 

X1_7 X1_8 X1_9 X1_10 X1_11 X1_12 X1_13 X1_14 X1_15 X1_16 kualitas 
produk 

X1_
1 

Pearson 
Correlation 

1 .862** .620** .664** .782** 
.659*

* 
.763** .753** .760** .772** .631** .718** .673** .673** .621** .538** .851** 

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

N 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 

X1_
2 

Pearson 
Correlation 

.862** 1 .617** .669** .778** 
.681*

* 
.724** .775** .786** .758** .683** .736** .634** .670** .635** .616** .861** 

Sig. (2-tailed) .000  .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 
N 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 

X1_
3 

Pearson 
Correlation 

.620** .617** 1 .801** .658** 
.776*

* 
.681** .618** .657** .589** .819** .684** .829** .653** .586** .645** .833** 

Sig. (2-tailed) .000 .000  .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 
N 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 

X1_
4 

Pearson 
Correlation 

.664** .669** .801** 1 .660** 
.837*

* 
.619** .635** .701** .582** .751** .649** .810** .586** .536** .636** .827** 

Sig. (2-tailed) .000 .000 .000  .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 
N 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 

X1_
5 

Pearson 
Correlation 

.782** .778** .658** .660** 1 
.644*

* 
.846** .788** .758** .812** .706** .818** .707** .782** .616** .626** .888** 

Sig. (2-tailed) .000 .000 .000 .000  .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 
N 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 

X1_
6 

Pearson 
Correlation 

.659** .681** .776** .837** .644** 1 .602** .645** .670** .619** .763** .707** .812** .611** .604** .658** .837** 



 

 

 

Sig. (2-tailed) .000 .000 .000 .000 .000  .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 
N 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 

X1_
7 

Pearson 
Correlation 

.763** .724** .681** .619** .846** 
.602*

* 
1 .731** .792** .765** .726** .800** .715** .737** .670** .582** .871** 

Sig. (2-tailed) .000 .000 .000 .000 .000 .000  .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 
N 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 

X1_
8 

Pearson 
Correlation 

.753** .775** .618** .635** .788** 
.645*

* 
.731** 1 .753** .793** .688** .795** .612** .759** .616** .602** .856** 

Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000  .000 .000 .000 .000 .000 .000 .000 .000 .000 
N 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 

X1_
9 

Pearson 
Correlation 

.760** .786** .657** .701** .758** 
.670*

* 
.792** .753** 1 .700** .710** .749** .699** .699** .636** .607** .865** 

Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000  .000 .000 .000 .000 .000 .000 .000 .000 
N 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 

X1_
10 

Pearson 
Correlation 

.772** .758** .589** .582** .812** 
.619*

* 
.765** .793** .700** 1 .638** .803** .626** .705** .621** .581** .840** 

Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000  .000 .000 .000 .000 .000 .000 .000 
N 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 

X1_
11 

Pearson 
Correlation 

.631** .683** .819** .751** .706** 
.763*

* 
.726** .688** .710** .638** 1 .735** .807** .704** .623** .671** .865** 

Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000 .000  .000 .000 .000 .000 .000 .000 
N 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 

X1_
12 

Pearson 
Correlation 

.718** .736** .684** .649** .818** 
.707*

* 
.800** .795** .749** .803** .735** 1 .678** .793** .617** .681** .886** 

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

N 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 

X1_
13 

Pearson 
Correlation 

.673** .634** .829** .810** .707** 
.812*

* 
.715** .612** .699** .626** .807** .678** 1 .703** .598** .609** .855** 

Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000  .000 .000 .000 .000 
N 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 

X1_
14 

Pearson 
Correlation 

.673** .670** .653** .586** .782** 
.611*

* 
.737** .759** .699** .705** .704** .793** .703** 1 .576** .686** .839** 



 

 
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000  .000 .000 .000 
N 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 

X1_
15 

Pearson 
Correlation 

.621** .635** .586** .536** .616** 
.604*

* 
.670** .616** .636** .621** .623** .617** .598** .576** 1 .682** .754** 

Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000  .000 .000 
N 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 

X1_
16 

Pearson 
Correlation 

.538** .616** .645** .636** .626** 
.658*

* 
.582** .602** .607** .581** .671** .681** .609** .686** .682** 1 .770** 

Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000  .000 
N 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 

kual
itas 

pro
duk 

Pearson 
Correlation 

.851** .861** .833** .827** .888** 
.837*

* 
.871** .856** .865** .840** .865** .886** .855** .839** .754** .770** 1 

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

N 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 114 

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

 



 

 

 

b. Variabel Promosi 
Correlations 

 X2_17 X2_18 X2_19 X2_20 X2_21 X2_22 promosi 

X2_17 

Pearson Correlation 1 .822** .690** .550** .672** .642** .855** 

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

N 114 114 114 114 114 114 114 

X2_18 
Pearson Correlation .822** 1 .691** .635** .722** .659** .882** 
Sig. (2-tailed) .000  .000 .000 .000 .000 .000 
N 114 114 114 114 114 114 114 

X2_19 
Pearson Correlation .690** .691** 1 .607** .738** .827** .894** 
Sig. (2-tailed) .000 .000  .000 .000 .000 .000 
N 114 114 114 114 114 114 114 

X2_20 
Pearson Correlation .550** .635** .607** 1 .671** .550** .765** 
Sig. (2-tailed) .000 .000 .000  .000 .000 .000 
N 114 114 114 114 114 114 114 

X2_21 
Pearson Correlation .672** .722** .738** .671** 1 .684** .875** 
Sig. (2-tailed) .000 .000 .000 .000  .000 .000 
N 114 114 114 114 114 114 114 

X2_22 
Pearson Correlation .642** .659** .827** .550** .684** 1 .857** 
Sig. (2-tailed) .000 .000 .000 .000 .000  .000 
N 114 114 114 114 114 114 114 

  



 

 

promosi 

Pearson Correlation .855** .882** .894** .765** .875** .857** 1 

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

N 114 114 114 114 114 114 114 

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

 

c. Variabel Gaya Hidup 
Correlations 

 X3_23 X3_24 X3_25 X3_26 X3_27 X3_28 Gaya Hidup 

X3_23 

Pearson Correlation 1 .505** .516** .624** .507** .488** .780** 

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

N 114 114 114 114 114 114 114 

X3_24 
Pearson Correlation .505** 1 .406** .727** .486** .525** .787** 
Sig. (2-tailed) .000  .000 .000 .000 .000 .000 
N 114 114 114 114 114 114 114 

X3_25 
Pearson Correlation .516** .406** 1 .525** .454** .553** .735** 
Sig. (2-tailed) .000 .000  .000 .000 .000 .000 
N 114 114 114 114 114 114 114 

X3_26 
Pearson Correlation .624** .727** .525** 1 .572** .501** .855** 
Sig. (2-tailed) .000 .000 .000  .000 .000 .000 
N 114 114 114 114 114 114 114 

X3_27 Pearson Correlation .507** .486** .454** .572** 1 .445** .751** 



 

 

 

Sig. (2-tailed) .000 .000 .000 .000  .000 .000 
N 114 114 114 114 114 114 114 

X3_28 
Pearson Correlation .488** .525** .553** .501** .445** 1 .746** 
Sig. (2-tailed) .000 .000 .000 .000 .000  .000 
N 114 114 114 114 114 114 114 

Gaya Hidup 

Pearson Correlation .780** .787** .735** .855** .751** .746** 1 

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

N 114 114 114 114 114 114 114 

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

d. Variabel Keputusan  Pembelian 

Correlations 

 Y_29 Y_30 Y_31 Y_32 Y_33 Y_34 Y_35 Y_36 Y_37 Y_38 Keputusan 
pembelian 

Y_29 

Pearson Correlation 1 .859** .716** .750** .693** .726** .838** .821** .750** .727** .901** 

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

N 114 114 114 114 114 114 114 114 114 114 114 

Y_30 
Pearson Correlation .859** 1 .672** .677** .673** .720** .830** .868** .753** .700** .887** 
Sig. (2-tailed) .000  .000 .000 .000 .000 .000 .000 .000 .000 .000 
N 114 114 114 114 114 114 114 114 114 114 114 

Y_31 
Pearson Correlation .716** .672** 1 .694** .717** .832** .683** .695** .878** .699** .870** 
Sig. (2-tailed) .000 .000  .000 .000 .000 .000 .000 .000 .000 .000 



 

 

N 114 114 114 114 114 114 114 114 114 114 114 

Y_32 
Pearson Correlation .750** .677** .694** 1 .754** .772** .716** .702** .684** .800** .859** 
Sig. (2-tailed) .000 .000 .000  .000 .000 .000 .000 .000 .000 .000 
N 114 114 114 114 114 114 114 114 114 114 114 

Y_33 
Pearson Correlation .693** .673** .717** .754** 1 .741** .684** .728** .691** .731** .844** 
Sig. (2-tailed) .000 .000 .000 .000  .000 .000 .000 .000 .000 .000 
N 114 114 114 114 114 114 114 114 114 114 114 

Y_34 
Pearson Correlation .726** .720** .832** .772** .741** 1 .655** .693** .832** .736** .883** 
Sig. (2-tailed) .000 .000 .000 .000 .000  .000 .000 .000 .000 .000 
N 114 114 114 114 114 114 114 114 114 114 114 

Y_35 
Pearson Correlation .838** .830** .683** .716** .684** .655** 1 .808** .714** .743** .876** 
Sig. (2-tailed) .000 .000 .000 .000 .000 .000  .000 .000 .000 .000 
N 114 114 114 114 114 114 114 114 114 114 114 

Y_36 
Pearson Correlation .821** .868** .695** .702** .728** .693** .808** 1 .727** .701** .885** 
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000  .000 .000 .000 
N 114 114 114 114 114 114 114 114 114 114 114 

Y_37 
Pearson Correlation .750** .753** .878** .684** .691** .832** .714** .727** 1 .725** .889** 
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000  .000 .000 
N 114 114 114 114 114 114 114 114 114 114 114 

Y_38 
Pearson Correlation .727** .700** .699** .800** .731** .736** .743** .701** .725** 1 .860** 
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000  .000 
N 114 114 114 114 114 114 114 114 114 114 114 

Kep
utus

Pearson Correlation .901** .887** .870** .859** .844** .883** .876** .885** .889** .860** 1 

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



 

 

 

an 
pem
belia
n 

N 114 114 114 114 114 114 114 114 114 114 114 

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

 



 

 

2.3. Uji  Reliabilitas 

a. Variabel Kualitas Produk 

Case Processing Summary 

 N % 

Cases 

Valid 114 100.0 

Excludeda 0 .0 

Total 114 100.0 

a. Listwise deletion based on all variables 
in the procedure. 

 
 

Reliability Statistics 

Cronbach's 
Alpha 

N of Items 

.973 16 

 
 

b. Variabel Promosi 

 
Case Processing Summary 

 N % 

Cases 

Valid 114 100.0 

Excludeda 0 .0 

Total 114 100.0 

a. Listwise deletion based on all variables in the 
procedure. 

 
Reliability Statistics 

Cronbach's 
Alpha 

N of Items 

.926 6 

 
 

c. Variabel Gaya Hidup 
 

Case Processing Summary 

 N % 

Cases 

Valid 114 100.0 

Excludeda 0 .0 

Total 114 100.0 

a. Listwise deletion based on all variables 
in the procedure. 

 
 

Reliability Statistics 

Cronbach's 
Alpha 

N of Items 



 

 

 

.868 6 

 
d. Variabel Keputusan  Pembelian 

 
Case Processing Summary 

 N % 

Cases 

Valid 114 100.0 

Excludeda 0 .0 

Total 114 100.0 

a. Listwise deletion based on all variables 
in the procedure. 

 
 

 
 

 
 
 
 

2.4. Uji Asumsi Klasik 

a. Uji Normalitas 

One-Sample Kolmogorov-Smirnov Test 

 Unstandardized 
Residual 

N 114 

Normal Parametersa,b 
Mean 0E-7 
Std. Deviation 5.87930556 

Most Extreme Differences 
Absolute .051 
Positive .051 
Negative -.037 

Kolmogorov-Smirnov Z .544 
Asymp. Sig. (2-tailed) .928 

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

 

Reliability Statistics 

Cronbach's 
Alpha 

N of Items 

.966 10 



 

 

 
b. Uji Multikolonieritas 

Coefficientsa 

Model Collinearity Statistics 

Tolerance VIF 

1 

kualitas produk .987 1.013 

Promosi .878 1.139 

Gaya Hidup .878 1.140 

a. Dependent Variable: Keputusan pembelian 

 

c. Uji Autokorelasi 

Model Summaryb 

Model Durbin-Watson 

1 1.713a 

a. Predictors: (Constant), Gaya Hidup, kualitas produk, promosi 

b. Dependent Variable: Keputusan pembelian 

 

d. Uji Heterokedastisitas 

 



 

 

 

2.5. Analisis Regresi Linier  Berganda 

Model Summaryb 

Model R R Square Adjusted R 

Square 

Std. Error of 

the Estimate 

1 .557a .311 .292 5.95894 

a. Predictors: (Constant), Gaya Hidup, kualitas produk, 

promosi 

b. Dependent Variable: Keputusan pembelian 

 
Coefficientsa 

Model Unstandardized 
Coefficients 

Standardize
d 

Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) 1.159 5.534  .209 .835 

kualitas 
produk 

.173 .051 .268 3.362 .001 

promosi .474 .150 .266 3.152 .002 

Gaya Hidup .623 .180 .293 3.466 .001 

a. Dependent Variable: Keputusan pembelian 

 

 

2.6. Uji Hipotesis 

a. Uji-t 

Coefficientsa 

Model Unstandardized 
Coefficients 

Standardize
d 

Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) 1.159 5.534  .209 .835 

kualitas 
produk 

.173 .051 .268 3.362 .001 

promosi .474 .150 .266 3.152 .002 

Gaya Hidup .623 .180 .293 3.466 .001 

a. Dependent Variable: Keputusan pembelian 

 

b. Uji-F 

ANOVAa 

Model Sum of 

Squares 

df Mean 

Square 

F Sig. 

1 Regression 1759.252 3 586.417 16.515 .000b 



 

 

Residual 3905.984 110 35.509   

Total 5665.237 113    

a. Dependent Variable: Keputusan pembelian 

b. Predictors: (Constant), Gaya Hidup, kualitas produk, promosi 

 
 


