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Kuesioner Penelitian 

Saudara/ i yang saya hormati, 

Saya mahasiswa Program Studi Manajemen Universitas PGRI 

Adi Buana Surabaya sedang mengadakan penlitian skripsi yang 

berjudul “Pengaruh Citra merek dan Lifestyle terhadap 

Keputusan Membeli sepatu Peter Keiza di Matahari Departement 

Store CITO – Surabaya. Kuisioner ini berhubungan dengan 

persepsi anda sebagai konsumen peter keiza di Matahari 

Departement Store CITO – Surabaya. Hasil kuesioner ini tidak 

untuk di publikasikan melainkan untuk kepentingan penelitian 

semata. Saya mengucapkan terima kasih atas bantuan, partisipasi, 

dan kerja sama yang anda berikan. 

I. IDENTITAS RESPONDEN 

1. Nama Responden :     (jika 

bersedia) 

Berilah tanda ( X ) untuk jawaban yang benar. 

2. Jenis Kelamin  : 

a. Laki-Laki   

b. Perempuan  

3. Usia   : 

a. < 20 tahun   

b. 20-30 tahun  

c. 31-40 tahun  

d. >40 tahun   

 

4. Pekerjaan  : 



 
 

a. Ibu rumah tangga 

b. Pelajar / Mahasiswa 

c. Wiraswasta 

d. Swasta 

e. Pegawai Negeri Sipil (PNS) 

5. Frekuensi kunjungan / bulan  

a. 1 kali 

b. 2 kali 

c. >2 kali 

 

II. Kuesioner untuk variabel X (X1 dan X2) dan Y 

Isilah pertanyaan di bawah ini dengan memberikan 

tanda centang (  ) pada jawaban yang anda pilih. 

Pilihlah satu jawaban untuk setiap pertanyaan atau 

pernyataan. 

Keterangan jawaban : 

SS  : Sangat Setuju 

S  : Setuju 

RG  : Ragu-Ragu 

TS  : Tidak Setuju 

STS : Sangat Tidak Setuju 

 

 

A. Variabel X1 ( Citra merek )  



 
 

No.  Pernyataan  SS S RG TS  

STS 

Keunggulan merek 

1. Saya membeli sepatu 

peter keiza karena 

produk tersebut 

nyaman di gunakan 

     

2. Saya membeli sepatu 

peter keiza karena 

produk tersebut awet 

di gunakan dan tidak 

mudah mengelupas 

     

Kekuatan merek 

1. Saya 

merekomendasikan 

produk tersebut 

kepada teman dan 

kerabat untuk 

menggunakan sepatu 

merek sepatu peter 

keiza 

     



 
 

2. Saya memilih 

menggunakan seoatu 

merek peter keiza dari 

pada sepatu merek 

lainnya. 

     

Keunikan merek 

1. saya membeli sepatu 

peter keiza karena 

modelnya yang selalu 

up to date 

     

2. Saya membeli sepatu 

peter keiza karena 

produk tersebut 

memiliki ukuran yang 

bervariasi 

     

B. Variabel X2 ( Lifestyle) 

No.  Pernyataan  SS S RG TS  

STS 

Kegiatan  



 
 

1. Menggunakan 

sepatu peter keiza 

merupakan gaya 

hidup anda 

     

2. Saya sering membeli 

sepatu peter keiza 

untuk dapat 

berpenampilan 

menarik 

     

Minat 

1. Produk yang di 

tawarkan sepatu 

peter keiza sangat 

bervariasi dan 

banyak pilihan 

     

2. Saya menyukai 

setiap desain yang di 

tawarkan oleh 

     



 
 

sepatu peter keiza 

Opini 

1. Saya merasa puas 

dengan produk 

sepatu peter keiza 

     

2. Saya merasa sepatu 

peter keiza lebih 

baik dengan sepatu 

lainnya 

     

C. Keputusan Membeli 

No.  Pernyataan  SS S RG TS  

STS 

Keinginan untuk menggunakan produk 

1. Saya menggunakan 

sepatu peter keiza 

dari pada merek 

lainnya 

     



 
 

2. Saya menggunakan 

sepatu peter keiza 

karena memiliki 

kualitas yang unggul 

     

Keinginan untuk membeli produk 

1. Saya memutuskan 

membeli sepatu peter 

keiza sesuai dengan 

keinginan  

     

2. Saya selalu ingin 

membeli sepatu peter 

keiza karena menarik 

meskipun saat itu 

saya tidak 

membutuhkannya 

     

Memperioritaskan pembelian suatu produk 

1. saya mengutamakan 

pembelian sepatu 

peter keiza dari pada 

merek lainnya 

     

2. Saya mengutamakan      



 
 

pembelian sepatu 

peter keiza karena 

mempunyai kualitas 

yang tinggi 

Kesediaan untuk berkorban ( waktu, biaya, dan tenaga ) 

untuk mendapatkan suatu produk 

1. Saya tetap membeli 

sepatu peter keiza 

meskipun biaya yang 

saya keluarkan cukup 

banyak 

     

2. Saya meluangkan 

waktu untuk dapat  

membeli sepatu peter 

keiza 

     

 

 

 

 

 

 

 



 
 

Lampiran 6. Tabulasi 

Citra Merek (X1) 

Resp 

VARIABEL CITRA MEREK 

TOTAL X1_1_1 X1_1_2 X1_2_1 X1_2_2 X1_3_1 X1_3_2 

Resp_1 2 2 2 2 2 2 12 

Resp_2 5 5 5 5 5 5 30 

Resp_3 5 5 5 5 5 5 30 

Resp_4 5 5 5 5 5 5 30 

Resp_5 5 5 5 5 5 5 30 

Resp_6 4 5 5 4 5 5 28 

Resp_7 5 5 4 4 4 5 27 

Resp_8 5 5 4 4 4 5 27 

Resp_9 1 1 1 1 1 1 6 

Resp_10 5 5 5 5 5 4 29 

Resp_11 1 2 1 1 2 1 8 

Resp_12 5 5 5 5 5 5 30 

Resp_13 5 4 5 5 5 4 28 

Resp_14 2 2 2 2 2 2 12 

Resp_15 1 2 1 1 1 2 8 

Resp_16 5 4 5 5 5 5 29 

Resp_17 3 3 3 4 3 4 20 

Resp_18 2 2 2 2 2 2 12 

Resp_19 5 5 5 5 5 5 30 

Resp_20 5 5 5 5 5 5 30 

Resp_21 5 5 5 5 5 5 30 

Resp_22 4 5 4 4 4 4 25 

Resp_23 4 4 4 4 4 5 25 

Resp_24 3 3 3 3 3 4 19 



 
 

Resp_25 2 1 2 1 2 1 9 

Resp_26 3 3 3 3 4 4 20 

Resp_27 4 4 3 4 4 3 22 

Resp_28 4 5 4 4 5 5 27 

Resp_29 3 4 3 4 4 3 21 

Resp_30 4 4 5 4 5 5 27 

Resp_31 4 4 5 5 4 5 27 

Resp_32 5 5 5 4 4 5 28 

Resp_33 5 5 5 4 4 3 26 

Resp_34 4 4 4 4 4 4 24 

Resp_35 5 5 5 5 5 5 30 

Resp_36 5 5 5 5 5 5 30 

Resp_37 4 4 4 4 5 4 25 

Resp_38 2 1 1 1 1 2 8 

Resp_39 2 2 5 2 2 2 15 

Resp_40 5 5 5 5 5 5 30 

Resp_41 1 1 1 2 1 2 8 

Resp_42 1 2 2 1 2 2 10 

Resp_43 2 2 2 2 2 2 12 

Resp_44 5 5 5 5 5 5 30 

Resp_45 3 4 4 3 5 3 22 

Resp_46 3 3 3 3 3 4 19 

Resp_47 1 1 1 1 1 1 6 

Resp_48 4 5 4 5 5 4 27 

Resp_49 5 5 4 4 4 4 26 

Resp_50 3 3 4 3 3 4 20 

Resp_51 4 4 5 4 5 4 26 

Resp_52 4 4 5 5 4 4 26 



 
 

Resp_53 3 3 3 4 4 3 20 

Resp_54 4 4 3 4 4 3 22 

Resp_55 4 4 4 4 4 4 24 

Resp_56 4 4 4 4 5 4 25 

Resp_57 1 1 1 2 1 1 7 

Resp_58 4 4 4 4 4 2 22 

Resp_59 3 3 3 4 3 4 20 

Resp_60 1 2 2 2 2 1 10 

Resp_61 2 3 2 2 3 3 15 

Resp_62 5 5 5 5 5 5 30 

Resp_63 1 2 1 1 1 1 7 

Resp_64 2 2 2 2 2 2 12 

Resp_65 3 3 3 3 3 3 18 

Resp_66 4 4 4 4 3 4 23 

Resp_67 4 4 4 4 4 4 24 

Resp_68 3 3 3 3 3 3 18 

Resp_69 4 4 4 4 4 4 24 

Resp_70 3 3 3 3 3 3 18 

Resp_71 4 4 4 4 3 4 23 

Resp_72 4 4 4 4 4 4 24 

Resp_73 3 3 3 3 3 3 18 

Resp_74 4 4 4 4 4 5 25 

Resp_75 3 3 3 3 4 4 20 

Resp_76 4 4 3 4 3 3 21 

Resp_77 4 4 3 3 3 3 20 

Resp_78 3 3 3 4 4 4 21 

Resp_79 4 4 3 4 4 3 22 

Resp_80 4 4 4 4 5 5 26 



 
 

Resp_81 3 3 3 4 4 3 20 

Resp_82 4 4 4 4 4 4 24 

Resp_83 3 3 4 3 4 4 21 

Resp_84 4 4 4 4 4 5 25 

Resp_85 4 4 4 4 5 5 26 

Resp_86 5 5 4 4 4 4 26 

Resp_87 3 3 3 4 3 4 20 

Resp_88 4 4 4 4 4 4 24 

Resp_89 3 3 4 3 3 4 20 

Resp_90 4 4 4 5 5 4 26 

Resp_91 4 4 4 5 4 5 26 

Resp_92 5 5 4 4 4 4 26 

Resp_93 4 4 4 4 5 5 26 

Resp_94 3 3 3 3 4 3 19 

Resp_95 4 4 4 4 3 4 23 

Resp_96 4 4 4 4 4 4 24 

Resp_97 3 3 3 3 3 3 18 

Resp_98 4 4 4 4 4 4 24 

Resp_99 3 3 3 3 3 3 18 

Resp_100 4 4 3 4 3 3 21 

Resp_101 4 4 3 3 3 3 20 

Resp_102 3 3 3 4 4 3 20 

Resp_103 4 4 3 4 4 3 22 

Resp_104 4 4 4 4 4 4 24 

Resp_105 4 4 4 4 4 4 24 

Resp_106 2 2 2 3 2 2 13 

Resp_107 4 4 4 4 4 2 22 

Resp_108 3 3 3 3 3 3 18 



 
 

Resp_109 3 3 3 4 3 3 19 

Resp_110 4 4 4 4 4 4 24 

Resp_111 5 5 4 4 4 4 26 

Resp_112 3 3 3 4 4 3 20 

Resp_113 4 4 3 4 4 3 22 

Resp_114 4 4 4 4 5 4 25 

Resp_115 4 4 4 4 4 2 22 

Resp_116 3 3 3 4 3 4 20 

Resp_117 3 3 3 4 3 3 19 

Resp_118 4 4 4 4 4 4 24 

Resp_119 5 5 5 4 5 5 29 

Resp_120 3 3 4 5 5 5 25 

Resp_121 4 4 4 4 4 4 24 

Resp_122 4 4 4 4 4 5 25 

Resp_123 5 4 5 5 5 4 28 

Resp_124 4 5 5 5 4 5 28 

Resp_125 4 5 5 4 5 4 27 

Resp_126 5 5 5 4 5 4 28 

Resp_127 5 5 4 4 4 4 26 

Resp_128 4 5 5 5 4 5 28 

Resp_129 5 5 4 4 5 4 27 

Resp_130 4 4 4 4 4 4 24 

Resp_131 5 4 5 4 4 4 26 

Resp_132 4 4 4 4 3 4 23 

Resp_133 3 3 3 4 3 3 19 

Resp_134 5 5 5 4 4 5 28 

Resp_135 4 5 4 5 4 5 27 

Resp_136 5 5 4 4 5 4 27 



 
 

Resp_137 4 4 4 4 4 4 24 

Resp_138 4 4 4 4 5 5 26 

Resp_139 5 4 5 4 5 4 27 

Resp_140 4 4 5 4 5 4 26 

Resp_141 3 4 4 4 3 3 21 

Resp_142 5 5 4 4 4 4 26 

Resp_143 4 5 4 5 4 5 27 

Resp_144 5 5 4 4 5 4 27 

Resp_145 4 5 4 5 5 4 27 

Resp_146 4 3 4 3 4 3 21 

Resp_147 5 4 5 4 5 4 27 

Resp_148 5 5 4 5 5 4 28 

Resp_149 4 4 5 5 4 4 26 

Resp_150 4 4 5 4 5 5 27 

Resp_151 4 4 4 5 5 5 27 

Resp_152 4 4 5 5 5 4 27 

Resp_153 4 5 5 5 4 4 27 

Resp_154 3 3 4 4 4 3 21 

 

Lifestyle (X2) 

Resp 

VARIABEL LIFESTYLE   

X2_1_1 X2_1_2 X2_2_1 X2_2_2 X2_3_1 X2_3_2 TOTAL 

Resp_1 3 4 3 4 4 3 21 

Resp_2 4 5 4 4 5 5 27 

Resp_3 4 5 5 5 5 5 29 

Resp_4 5 5 5 5 5 5 30 

Resp_5 4 4 4 3 3 3 21 

Resp_6 4 4 4 4 3 3 22 



 
 

Resp_7 5 5 4 5 5 4 28 

Resp_8 2 2 3 3 4 5 19 

Resp_9 3 3 4 4 3 4 21 

Resp_10 2 1 1 2 2 2 10 

Resp_11 1 1 1 1 3 2 9 

Resp_12 5 4 5 5 5 4 28 

Resp_13 3 2 2 3 3 3 16 

Resp_14 2 2 2 2 2 2 12 

Resp_15 1 2 1 1 2 1 8 

Resp_16 5 4 5 4 5 5 28 

Resp_17 4 4 4 4 4 4 24 

Resp_18 3 3 3 3 3 3 18 

Resp_19 5 4 5 5 4 5 28 

Resp_20 5 5 5 5 5 5 30 

Resp_21 5 5 5 5 5 5 30 

Resp_22 4 4 4 4 4 4 24 

Resp_23 4 4 4 4 4 4 24 

Resp_24 3 3 3 3 3 3 18 

Resp_25 2 1 2 2 1 2 10 

Resp_26 4 4 4 4 4 4 24 

Resp_27 5 5 4 4 5 4 27 

Resp_28 3 3 4 4 3 4 21 

Resp_29 4 4 4 4 4 4 24 

Resp_30 3 4 3 4 3 3 20 

Resp_31 4 4 3 3 4 3 21 

Resp_32 4 4 4 4 4 4 24 

Resp_33 4 4 5 5 4 5 27 

Resp_34 4 4 4 4 4 4 24 



 
 

Resp_35 5 5 5 5 5 5 30 

Resp_36 5 5 5 5 5 5 30 

Resp_37 4 4 4 4 4 4 24 

Resp_38 2 1 2 1 1 1 8 

Resp_39 2 2 2 2 2 2 12 

Resp_40 5 5 5 5 5 5 30 

Resp_41 1 1 1 2 1 2 8 

Resp_42 1 2 2 2 1 2 10 

Resp_43 2 2 2 2 2 2 12 

Resp_44 5 5 5 5 5 5 30 

Resp_45 3 3 3 3 3 3 18 

Resp_46 4 4 3 3 4 3 21 

Resp_47 1 1 1 1 1 2 7 

Resp_48 4 4 4 4 4 4 24 

Resp_49 2 2 2 3 3 2 14 

Resp_50 4 4 4 4 4 4 24 

Resp_51 3 3 4 3 3 3 19 

Resp_52 3 3 3 3 3 3 18 

Resp_53 4 4 4 4 4 4 24 

Resp_54 5 5 4 4 5 4 27 

Resp_55 3 3 4 4 3 4 21 

Resp_56 4 4 4 4 4 4 24 

Resp_57 1 2 1 1 1 1 7 

Resp_58 4 4 3 3 4 3 21 

Resp_59 4 4 3 3 4 3 21 

Resp_60 2 2 2 1 2 1 10 

Resp_61 2 3 2 3 3 3 16 

Resp_62 5 5 5 5 5 5 30 



 
 

Resp_63 1 2 1 1 2 1 8 

Resp_64 1 2 1 2 2 2 10 

Resp_65 4 4 4 4 4 4 24 

Resp_66 3 3 3 3 2 3 17 

Resp_67 4 5 4 5 5 4 27 

Resp_68 4 4 4 4 4 4 24 

Resp_69 3 3 4 4 3 4 21 

Resp_70 5 5 5 4 4 4 27 

Resp_71 4 5 5 5 4 4 27 

Resp_72 5 5 4 4 5 4 27 

Resp_73 5 5 4 4 5 4 27 

Resp_74 4 5 5 4 5 5 28 

Resp_75 5 5 5 5 5 5 30 

Resp_76 4 4 4 3 4 3 22 

Resp_77 4 4 3 3 4 3 21 

Resp_78 4 4 3 3 4 3 21 

Resp_79 4 4 4 4 4 4 24 

Resp_80 3 3 3 3 3 4 19 

Resp_81 4 4 3 3 4 3 21 

Resp_82 5 4 5 4 5 4 27 

Resp_83 3 3 3 3 3 3 18 

Resp_84 4 4 3 3 4 3 21 

Resp_85 4 4 4 4 4 4 24 

Resp_86 4 4 4 4 4 4 24 

Resp_87 3 2 2 3 2 2 14 

Resp_88 4 4 4 4 4 4 24 

Resp_89 4 4 4 4 4 4 24 

Resp_90 3 3 3 3 3 3 18 



 
 

Resp_91 3 3 3 3 3 3 18 

Resp_92 4 4 4 4 4 4 24 

Resp_93 5 5 4 4 5 4 27 

Resp_94 3 3 4 4 3 4 21 

Resp_95 4 4 4 4 4 4 24 

Resp_96 3 3 3 3 3 3 18 

Resp_97 4 4 3 3 4 3 21 

Resp_98 4 4 4 4 4 4 24 

Resp_99 4 5 4 5 4 4 26 

Resp_100 4 4 4 5 4 5 26 

Resp_101 2 2 2 3 2 4 15 

Resp_102 4 4 4 4 4 4 24 

Resp_103 4 4 4 4 4 4 24 

Resp_104 3 3 3 3 3 3 18 

Resp_105 4 4 4 4 4 4 24 

Resp_106 5 5 4 4 5 4 27 

Resp_107 4 4 4 4 4 4 24 

Resp_108 3 3 3 3 3 3 18 

Resp_109 4 4 3 3 4 3 21 

Resp_110 4 4 3 3 4 3 21 

Resp_111 3 3 3 3 3 2 17 

Resp_112 4 4 3 3 4 3 21 

Resp_113 4 4 4 4 4 4 24 

Resp_114 4 4 3 3 4 3 21 

Resp_115 5 4 5 4 5 4 27 

Resp_116 3 3 3 3 3 3 18 

Resp_117 4 4 3 3 4 3 21 

Resp_118 4 4 4 4 4 4 24 



 
 

Resp_119 4 4 4 4 4 4 24 

Resp_120 3 2 3 2 3 2 15 

Resp_121 5 5 4 5 5 4 28 

Resp_122 5 4 5 4 5 4 27 

Resp_123 4 4 4 3 4 3 22 

Resp_124 3 4 4 4 4 3 22 

Resp_125 5 5 4 5 4 4 27 

Resp_126 3 4 3 4 4 3 21 

Resp_127 3 4 3 4 4 3 21 

Resp_128 4 5 5 5 4 4 27 

Resp_129 5 5 4 4 5 4 27 

Resp_130 5 5 4 4 5 4 27 

Resp_131 4 5 5 4 5 4 27 

Resp_132 4 4 3 4 3 3 21 

Resp_133 5 4 4 4 5 5 27 

Resp_134 4 4 3 3 4 3 21 

Resp_135 4 4 5 5 4 5 27 

Resp_136 4 4 4 4 4 4 24 

Resp_137 3 3 3 3 3 4 19 

Resp_138 4 4 3 3 4 3 21 

Resp_139 5 4 5 4 5 4 27 

Resp_140 5 5 4 4 5 5 28 

Resp_141 4 4 5 5 4 5 27 

Resp_142 4 4 4 4 4 4 24 

Resp_143 4 5 5 4 5 4 27 

Resp_144 3 4 4 3 4 4 22 

Resp_145 4 4 4 4 4 4 24 

Resp_146 4 4 5 5 5 5 28 



 
 

Resp_147 4 4 4 3 3 2 20 

Resp_148 4 4 3 3 4 3 21 

Resp_149 4 4 4 4 4 4 24 

Resp_150 4 4 4 3 4 4 23 

Resp_151 5 4 5 4 5 4 27 

Resp_152 4 4 3 4 4 3 22 

Resp_153 4 4 4 4 4 4 24 

Resp_154 5 5 4 4 5 4 27 

 

Keputusan Membeli (Y) 

Resp 

VARIABEL KEPUTUSAN MEMBELI   

Y_1_1 Y_1_2 Y_2_1 Y_2_2 Y_3_1 Y_3_2 Y_4_1 Y_4_2 TOTAL 

Resp_1 1 1 1 1 1 2 2 1 10 

Resp_2 5 5 5 5 5 5 5 5 40 

Resp_3 5 5 5 5 5 5 5 5 40 

Resp_4 4 5 4 5 5 4 5 4 36 

Resp_5 5 4 5 4 5 4 4 4 35 

Resp_6 5 5 5 5 4 5 5 5 39 

Resp_7 5 4 4 4 4 4 5 5 35 

Resp_8 5 5 5 5 4 5 5 4 38 

Resp_9 1 1 1 1 1 1 1 1 8 

Resp_10 5 5 5 5 5 5 5 5 40 

Resp_11 1 1 1 1 1 2 1 2 10 

Resp_12 5 5 5 5 5 5 5 5 40 

Resp_13 3 2 3 3 3 2 3 2 21 

Resp_14 3 3 3 3 3 3 2 3 23 

Resp_15 1 1 2 1 1 1 1 2 10 

Resp_16 2 2 2 3 2 2 2 2 17 



 
 

Resp_17 4 5 3 4 5 4 5 4 34 

Resp_18 2 3 2 2 2 2 3 2 18 

Resp_19 4 4 5 5 4 5 4 4 35 

Resp_20 5 5 5 5 5 5 5 5 40 

Resp_21 5 5 5 5 5 5 5 5 40 

Resp_22 4 2 2 3 3 3 2 3 22 

Resp_23 4 4 5 4 5 5 4 4 35 

Resp_24 5 5 4 4 4 5 5 5 37 

Resp_25 1 1 1 1 1 1 1 1 8 

Resp_26 4 3 4 4 3 4 3 4 29 

Resp_27 4 4 4 4 5 4 4 4 33 

Resp_28 2 2 4 3 4 4 2 4 25 

Resp_29 5 4 4 4 4 5 4 5 35 

Resp_30 4 4 3 4 3 4 4 4 30 

Resp_31 4 4 3 3 3 4 4 4 29 

Resp_32 4 3 4 4 4 4 3 4 30 

Resp_33 4 4 3 4 4 4 4 4 31 

Resp_34 3 2 4 3 3 3 2 3 23 

Resp_35 5 5 5 5 5 5 5 5 40 

Resp_36 5 5 5 5 5 5 5 5 40 

Resp_37 4 4 4 4 4 4 4 4 32 

Resp_38 2 1 1 1 1 2 1 1 10 

Resp_39 1 2 2 2 2 2 2 1 14 

Resp_40 5 5 5 5 5 5 5 5 40 

Resp_41 2 1 1 1 1 1 1 2 10 

Resp_42 2 1 2 2 1 1 2 1 12 

Resp_43 2 2 2 2 1 2 2 1 14 

Resp_44 5 5 5 5 5 5 4 5 39 



 
 

Resp_45 4 4 4 4 4 4 4 4 32 

Resp_46 4 4 4 4 4 4 4 4 32 

Resp_47 1 1 1 1 1 1 1 1 8 

Resp_48 4 3 3 4 3 4 3 4 28 

Resp_49 4 4 4 5 4 5 5 4 35 

Resp_50 5 5 4 4 4 5 5 5 37 

Resp_51 3 3 4 3 3 3 3 3 25 

Resp_52 4 4 4 4 4 4 4 4 32 

Resp_53 4 4 4 4 4 4 4 4 32 

Resp_54 3 3 3 4 4 3 3 3 26 

Resp_55 4 4 3 4 4 4 4 4 31 

Resp_56 4 4 4 4 4 4 4 4 32 

Resp_57 1 1 2 1 1 1 1 1 9 

Resp_58 4 4 3 4 3 4 4 4 30 

Resp_59 4 4 3 3 3 4 4 4 29 

Resp_60 1 2 1 2 2 1 1 2 12 

Resp_61 3 2 3 2 4 3 2 3 22 

Resp_62 5 5 5 5 5 5 5 5 40 

Resp_63 1 1 2 1 2 2 1 2 12 

Resp_64 2 1 1 1 2 2 1 1 11 

Resp_65 4 4 4 4 4 4 4 4 32 

Resp_66 3 3 3 3 3 3 3 3 24 

Resp_67 3 3 3 4 3 3 3 3 25 

Resp_68 4 4 4 4 4 4 4 4 32 

Resp_69 5 5 4 4 4 5 5 5 37 

Resp_70 3 3 4 3 3 3 3 3 25 

Resp_71 3 3 3 4 4 3 3 3 26 

Resp_72 4 4 3 4 4 4 4 4 31 



 
 

Resp_73 4 4 4 4 4 4 4 4 32 

Resp_74 4 4 4 4 4 4 4 4 32 

Resp_75 2 2 2 3 2 2 2 2 17 

Resp_76 4 4 4 4 4 4 4 4 32 

Resp_77 4 3 4 4 4 3 4 4 30 

Resp_78 4 3 4 4 4 3 4 4 30 

Resp_79 3 3 3 3 3 3 3 3 24 

Resp_80 4 4 3 4 3 4 4 4 30 

Resp_81 2 4 2 2 4 2 4 2 22 

Resp_82 2 4 3 4 4 2 4 4 27 

Resp_83 4 4 4 4 4 4 4 4 32 

Resp_84 2 2 2 3 2 2 2 2 17 

Resp_85 3 3 3 3 3 3 3 3 24 

Resp_86 3 3 3 4 3 3 3 3 25 

Resp_87 4 4 4 4 4 4 4 4 32 

Resp_88 2 4 2 2 4 2 4 2 22 

Resp_89 2 2 3 4 4 2 2 2 21 

Resp_90 4 4 4 4 4 4 4 4 32 

Resp_91 2 2 2 3 2 2 2 2 17 

Resp_92 3 3 3 3 3 3 3 3 24 

Resp_93 3 3 3 4 3 3 3 3 25 

Resp_94 4 4 4 4 4 4 4 4 32 

Resp_95 5 5 4 4 4 5 5 5 37 

Resp_96 3 3 4 3 3 3 3 3 25 

Resp_97 4 4 4 4 4 4 4 4 32 

Resp_98 4 4 4 4 4 4 4 4 32 

Resp_99 5 5 4 4 4 5 5 5 37 

Resp_100 4 4 4 4 4 4 4 4 32 



 
 

Resp_101 3 3 3 3 3 3 3 3 24 

Resp_102 4 4 4 4 3 4 4 4 31 

Resp_103 4 4 4 4 4 4 4 4 32 

Resp_104 3 3 3 3 3 3 3 3 24 

Resp_105 4 4 3 4 3 4 4 4 30 

Resp_106 4 4 3 3 3 4 4 4 29 

Resp_107 3 3 3 4 4 3 3 3 26 

Resp_108 4 4 3 4 4 4 4 4 31 

Resp_109 4 4 4 4 4 4 4 4 32 

Resp_110 4 4 4 4 4 4 4 4 32 

Resp_111 2 2 2 3 2 2 2 2 17 

Resp_112 4 4 4 4 4 4 4 4 32 

Resp_113 3 3 3 3 3 3 3 3 24 

Resp_114 3 3 3 4 3 3 3 3 25 

Resp_115 4 4 4 4 4 4 4 4 32 

Resp_116 5 5 4 4 4 5 5 5 37 

Resp_117 3 3 4 3 3 3 3 3 25 

Resp_118 3 3 3 4 4 3 3 3 26 

Resp_119 4 4 3 4 4 4 4 4 31 

Resp_120 4 4 4 4 4 4 4 4 32 

Resp_121 4 4 4 4 4 4 4 4 32 

Resp_122 2 2 2 3 2 2 2 2 17 

Resp_123 4 4 4 4 4 4 4 4 32 

Resp_124 5 5 5 4 5 4 5 4 37 

Resp_125 5 5 4 4 4 5 5 5 37 

Resp_126 5 5 5 5 4 5 5 5 39 

Resp_127 4 5 5 5 4 4 4 5 36 

Resp_128 5 5 5 4 5 5 5 5 39 



 
 

Resp_129 4 4 4 4 4 4 4 4 32 

Resp_130 3 3 3 3 4 3 4 4 27 

Resp_131 4 4 5 4 4 5 5 4 35 

Resp_132 3 3 3 3 3 3 3 3 24 

Resp_133 4 4 3 4 3 4 4 4 30 

Resp_134 3 4 3 3 4 3 4 3 27 

Resp_135 5 5 4 4 5 4 4 4 35 

Resp_136 4 5 4 5 4 5 4 4 35 

Resp_137 3 4 3 4 4 3 4 3 28 

Resp_138 4 4 4 4 4 4 4 4 32 

Resp_139 4 4 5 5 4 5 5 5 37 

Resp_140 5 4 3 4 4 5 4 4 33 

Resp_141 5 5 4 5 4 4 5 4 36 

Resp_142 4 4 4 5 4 5 4 5 35 

Resp_143 4 4 3 4 3 4 3 3 28 

Resp_144 4 3 4 4 3 4 3 3 28 

Resp_145 5 5 4 5 4 5 5 4 37 

Resp_146 5 5 5 5 4 5 4 5 38 

Resp_147 5 5 5 4 4 5 5 5 38 

Resp_148 5 4 5 4 5 5 4 5 37 

Resp_149 4 3 4 4 4 3 3 3 28 

Resp_150 3 4 3 3 4 3 4 4 28 

Resp_151 4 4 4 4 4 3 4 4 31 

Resp_152 5 4 5 4 5 5 4 5 37 

Resp_153 5 5 4 4 4 5 5 5 37 

Resp_154 5 4 4 4 5 5 5 5 37 

 

 



 
 

LAMPIRAN 7 : Hasil Pengujian Data SPSS 

DISTRIBUSI FREKUENSI JAWABAN RESPONDEN 

1.Variabel Citra Merek 

 

X1.1_1 

 Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid 

1.00 9 5.8 5.8 5.8 

2.00 10 6.5 6.5 12.3 

3.00 32 20.8 20.8 33.1 

4.00 66 42.9 42.9 76.0 

5.00 37 24.0 24.0 100.0 

Total 154 100.0 100.0  

 

 

X1.1_2 

 Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid 

1.00 6 3.9 3.9 3.9 

2.00 12 7.8 7.8 11.7 

3.00 31 20.1 20.1 31.8 

4.00 63 40.9 40.9 72.7 

5.00 42 27.3 27.3 100.0 

Total 154 100.0 100.0  

 

 



 
 

X1.2_1 

 Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid 

1.00 8 5.2 5.2 5.2 

2.00 10 6.5 6.5 11.7 

3.00 34 22.1 22.1 33.8 

4.00 63 40.9 40.9 74.7 

5.00 39 25.3 25.3 100.0 

Total 154 100.0 100.0  

 

 

X1.2_2 

 Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid 

 

 

1.00 8 5.2 5.2 5.2 

2.00 10 6.5 6.5 11.7 

3.00 20 13.0 13.0 24.7 

4.00 83 53.9 53.9 78.6 

5.00 33 21.4 21.4 100.0 

Total 154 100.0 100.0  

 

X1.3_1 

 Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid 
1.00 7 4.5 4.5 4.5 

2.00 11 7.1 7.1 11.7 



 
 

3.00 28 18.2 18.2 29.9 

4.00 62 40.3 40.3 70.1 

5.00 46 29.9 29.9 100.0 

Total 154 100.0 100.0  

 

X1.3_2 

 Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid 

1.00 7 4.5 4.5 4.5 

2.00 14 9.1 9.1 13.6 

3.00 31 20.1 20.1 33.8 

4.00 63 40.9 40.9 74.7 

5.00 39 25.3 25.3 100.0 

Total 154 100.0 100.0  

 

Variabel Lifestyle 

 

X2.1_1 

 Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid 

1.00 8 5.2 5.2 5.2 

2.00 11 7.1 7.1 12.3 

3.00 30 19.5 19.5 31.8 

4.00 73 47.4 47.4 79.2 

5.00 32 20.8 20.8 100.0 

Total 154 100.0 100.0  



 
 

 

 

X2.1_2 

 Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid 

1.00 6 3.9 3.9 3.9 

2.00 15 9.7 9.7 13.6 

3.00 22 14.3 14.3 27.9 

4.00 79 51.3 51.3 79.2 

5.00 32 20.8 20.8 100.0 

Total 154 100.0 100.0  

 

 

X2.2_1 

 Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid 

1.00 8 5.2 5.2 5.2 

2.00 12 7.8 7.8 13.0 

3.00 40 26.0 26.0 39.0 

4.00 66 42.9 42.9 81.8 

5.00 28 18.2 18.2 100.0 

Total 154 100.0 100.0  

 

 



 
 

 

 

 

X2.2_2 

 Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid 

1.00 7 4.5 4.5 4.5 

2.00 9 5.8 5.8 10.4 

3.00 45 29.2 29.2 39.6 

4.00 69 44.8 44.8 84.4 

5.00 24 15.6 15.6 100.0 

Total 154 100.0 100.0  

 

 

X2.3_1 

 Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid 

1.00 6 3.9 3.9 3.9 

2.00 11 7.1 7.1 11.0 

3.00 30 19.5 19.5 30.5 

4.00 71 46.1 46.1 76.6 

5.00 36 23.4 23.4 100.0 

Total 154 100.0 100.0  

 

 



 
 

 

 

X2.3_2 

 Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid 

1.00 5 3.2 3.2 3.2 

2.00 15 9.7 9.7 13.0 

3.00 43 27.9 27.9 40.9 

4.00 69 44.8 44.8 85.7 

5.00 22 14.3 14.3 100.0 

Total 154 100.0 100.0  

 

 

Variabel Keputusan Membeli 

 

Y.1_1 

 Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid 

11.00 10 6.5 6.5 6.5 

2.00 17 11.0 11.0 17.5 

3.00 28 18.2 18.2 35.7 

4.00 63 40.9 40.9 76.6 

5.00 36 23.4 23.4 100.0 

Tota

l 
154 100.0 100.0 

 

 

 



 
 

Y.1_2 

 Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid 

1.00 12 7.8 7.8 7.8 

2.00 15 9.7 9.7 17.5 

3.00 30 19.5 19.5 37.0 

4.00 64 41.6 41.6 78.6 

5.00 33 21.4 21.4 100.0 

Total 154 100.0 100.0  

 

 

Y.2_1 

 Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid 

1.00 9 5.8 5.8 5.8 

2.00 16 10.4 10.4 16.2 

3.00 42 27.3 27.3 43.5 

4.00 61 39.6 39.6 83.1 

5.00 26 16.9 16.9 100.0 

Total 154 100.0 100.0  

 

Y.2_2 

 Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid 
1.00 11 7.1 7.1 7.1 

2.00 8 5.2 5.2 12.3 



 
 

3.00 29 18.8 18.8 31.2 

4.00 82 53.2 53.2 84.4 

5.00 24 15.6 15.6 100.0 

Total 154 100.0 100.0  

 

 

Y.3_1 

 Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid 

1.00 11 7.1 7.1 7.1 

2.00 11 7.1 7.1 14.3 

3.00 33 21.4 21.4 35.7 

4.00 77 50.0 50.0 85.7 

5.00 22 14.3 14.3 100.0 

Total 154 100.0 100.0  

 

 

Y.3_2 

 Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid 

1.00 8 5.2 5.2 5.2 

2.00 19 12.3 12.3 17.5 

3.00 32 20.8 20.8 38.3 

4.00 57 37.0 37.0 75.3 

5.00 38 24.7 24.7 100.0 

Total 154 100.0 100.0  



 
 

 

Y.4_1 

 Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid 

1.00 11 7.1 7.1 7.1 

2.00 16 10.4 10.4 17.5 

3.00 28 18.2 18.2 35.7 

4.00 66 42.9 42.9 78.6 

5.00 33 21.4 21.4 100.0 

Total 154 100.0 100.0  

 

 

Y.4_2 

 Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid 

1.00 10 6.5 6.5 6.5 

2.00 16 10.4 10.4 16.9 

3.00 29 18.8 18.8 35.7 

4.00 67 43.5 43.5 79.2 

5.00 32 20.8 20.8 100.0 

Total 154 100.0 100.0  

 

 

 

 

 



 
 

 

 

 

 

 

 

LAMPIRAN   

PENGUJIAN   VALIDITAS 

Variabel Citra Merek 

Correlations 

 X1.1_

1 

X1.1_

2 

X1.2_

1 

X1.2_

2 

X1.3_

1 

X1.3_

2 

Citra 

Merek (X1) 

X1.1_1 

Pearson 

Correlation 
1 .919** .850** .823** .828** .767** .940** 

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

N 154 154 154 154 154 154 154 

X1.1_2 

Pearson 

Correlation 
.919** 1 .821** .823** .816** .771** .933** 

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

N 154 154 154 154 154 154 154 

X1.2_1 

Pearson 

Correlation 
.850** .821** 1 .817** .833** .791** .926** 

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

N 154 154 154 154 154 154 154 

X1.2_2 

Pearson 

Correlation 
.823** .823** .817** 1 .823** .789** .918** 

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

N 154 154 154 154 154 154 154 



 
 

X1.3_1 

Pearson 

Correlation 
.828** .816** .833** .823** 1 .774** .919** 

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

N 154 154 154 154 154 154 154 

X1.3_2 

Pearson 

Correlation 
.767** .771** .791** .789** .774** 1 .887** 

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

N 154 154 154 154 154 154 154 

Citra 

Merek 

(X1) 

Pearson 

Correlation 
.940** .933** .926** .918** .919** .887** 1 

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

N 154 154 154 154 154 154 154 

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

Variabel Lifestyle 

Correlations 

 X2.1_

1 

X2.1_

2 

X2.2_

1 

X2.2_

2 

X2.3_

1 

X2.3_

2 

Lifestyle 

(X2) 

X2.1_1 

Pearson 

Correlation 
1 .890** .835** .781** .891** .732** .929** 

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

N 154 154 154 154 154 154 154 

X2.1_2 

Pearson 

Correlation 
.890** 1 .806** .807** .892** .718** .926** 

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

N 154 154 154 154 154 154 154 

X2.2_1 
Pearson 

Correlation 
.835** .806** 1 .872** .802** .853** .934** 



 
 

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

N 154 154 154 154 154 154 154 

X2.2_2 

Pearson 

Correlation 
.781** .807** .872** 1 .769** .875** .921** 

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

N 154 154 154 154 154 154 154 

X2.3_1 

Pearson 

Correlation 
.891** .892** .802** .769** 1 .775** .928** 

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

N 154 154 154 154 154 154 154 

X2.3_2 

Pearson 

Correlation 
.732** .718** .853** .875** .775** 1 .893** 

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

N 154 154 154 154 154 154 154 

Lifestyl

e (X2) 

Pearson 

Correlation 
.929** .926** .934** .921** .928** .893** 1 

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

N 154 154 154 154 154 154 154 

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

Variabel Keputusan Membeli 

Correlations 

 Y.1_

1 

Y.1

_2 

Y.2_

1 

Y.2_

2 

Y.3_1 Y.3_2 Y.4_

1 

Y.4_2 Keput

usan 

Memb

eli (Y) 

Y.1_1 
Pearson 

Correlation 
1 

.885

** 

.847*

* 
.841** .811** .930** 

.881

** 
.917** .952** 



 
 

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

N 154 154 154 154 154 154 154 154 154 

Y.1_2 

Pearson 

Correlation 
.885** 1 

.800*

* 
.842** .841** .874** 

.953

** 
.885** .948** 

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

N 154 154 154 154 154 154 154 154 154 

Y.2_1 

Pearson 

Correlation 
.847** 

.800

** 
1 .842** .837** .855** 

.801

** 
.859** .913** 

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

N 154 154 154 154 154 154 154 154 154 

Y.2_2 

Pearson 

Correlation 
.841** 

.842

** 

.842*

* 
1 .818** .838** 

.824

** 
.838** .913** 

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

N 154 154 154 154 154 154 154 154 154 

Y.3_1 

Pearson 

Correlation 
.811** 

.841

** 

.837*

* 
.818** 1 .797** 

.836

** 
.834** .904** 

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

N 154 154 154 154 154 154 154 154 154 

Y.3_2 

Pearson 

Correlation 
.930** 

.874

** 

.855*

* 
.838** .797** 1 

.865

** 
.926** .948** 

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

N 154 154 154 154 154 154 154 154 154 

Y.4_1 

Pearson 

Correlation 
.881** 

.953

** 

.801*

* 
.824** .836** .865** 1 .881** .943** 

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

N 154 154 154 154 154 154 154 154 154 

Y.4_2 
Pearson 

Correlation 
.917** 

.885

** 

.859*

* 
.838** .834** .926** 

.881

** 
1 .955** 



 
 

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

N 154 154 154 154 154 154 154 154 154 

Keputu

san 

Membe

li (Y) 

Pearson 

Correlation 
.952** 

.948

** 

.913*

* 
.913** .904** .948** 

.943

** 
.955** 1 

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

N 154 154 154 154 154 154 154 154 154 

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

 

 

LAMPIRAN   

PENGUJIAN   RELIABILITAS 

Variabel Citra Merek 

 

Case Processing Summary 

 N % 

Cases 

Valid 154 100.0 

Excludeda 0 .0 

Total 154 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

.964 6 

 

 



 
 

Variabel Lifestyle 

Case Processing Summary 

 N % 

Cases 

Valid 154 100.0 

Excludeda 0 .0 

Total 154 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

.965 6 

 

Variabel Keputusan Membeli 

Case Processing Summary 

 N % 

Cases 

Valid 154 100.0 

Excludeda 0 .0 

Total 154 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 



 
 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

.979 8 

 

LAMPIRAN   

PENGUJIAN   ASUMSI KLASIK 

Uji Normalitas 

 

One-Sample Kolmogorov-Smirnov Test 

 Unstandardized 

Residual 

N 154 

Normal Parametersa,b 
Mean .0000000 

Std. Deviation 5.67964225 

Most Extreme 

Differences 

Absolute .073 

Positive .046 

Negative -.073 

Kolmogorov-Smirnov Z .900 

Asymp. Sig. (2-tailed) .393 

a. Test distribution is Normal. 

b. Calculated from data. 

 

 

 

 

 



 
 

Uji Multikolinieritas 

Coefficientsa 

Model Collinearity Statistics 

Tolerance VIF 

1 

Citra Merek 

(X1) 
.594 1.684 

Lifestyle (X2) .594 1.684 

a. Dependent Variable: Keputusan Membeli (Y) 

Uji Heterokedastisitas 

 

 

 

 



 
 

Uji Autokorelasi 

 

Model Summaryb 

Model Durbin-Watson 

1 2.094a 

a. Predictors: (Constant), Lifestyle (X2), Citra Merek (X1) 

b. Dependent Variable: Keputusan Membeli (Y) 

 

LAMPIRAN   

ANALISIS REGRESI LINIER BERGANDA 

Model Summaryb 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .729a .532 .526 5.71713 

a. Predictors: (Constant), Lifestyle (X2), Citra Merek (X1) 

b. Dependent Variable: Keputusan Membeli (Y) 

 

ANOVAa 

Model Sum of 

Squares 

df Mean 

Square 

F Sig. 

1 

Regression 5608.741 2 2804.370 85.798 .000b 

Residual 4935.525 151 32.686   

Total 10544.266 153    



 
 

a. Dependent Variable: Keputusan Membeli (Y) 

b. Predictors: (Constant), Lifestyle (X2), Citra Merek (X1) 

 

Coefficientsa 

Model Unstandardize

d Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. 

Error 

Beta 

1 

(Constant) 3.092 2.049  1.509 .133 

Citra Merek (X1) .751 .102 .530 7.340 .000 

Lifestyle (X2) .396 .108 .266 3.681 .000 

a. Dependent Variable: Keputusan Membeli (Y) 

 

 

 

. 
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