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II.

Identitas responden

Jenis Kelamin  :a) Laki-laki b) Perempuan
Usia : tahun
Pekerjaan

Petunjuk pengisian

Responden hanya dapat memberikan jawaban dengan
memberikan tanda checklist ( V) pada salah satu pilihan
jawaban yang tersedia. Hanya satu jawaban saja untuk
setiap pernyataan. Pada masing-masing pernyataan
terdapat lima alternatif jawaban yang mengacu pada
teknik Skala Likert, yaitu:

Keterangan Arti Skor
SS Sangat Setuju 5
S Setuju 4
3
R Ragu-Ragu
TS Tidak Setuju 2
STS Sangat Tldak 1
Setuju




Personal selling (X1)

No

Pernyataan

SS

TS

STS

Kemampuan komunikasi

1

Saya merasa tenaga
kerja lotus Petshop
bersikap ramah

Saya merasa tertarik
melihat tenaga kerja
lotus Petshop cekatan

Pengetahuan produk

3.

Saya merasa
terbantu dalam
mencari produk di
lotus Petshop

Saya merasa tenaga
kerja lotus Petshop
tau produk yang
murah dan
dibutuhkan

Kreativitas

5.

Saya merasa
terbantu adanya
katalog produk

Saya merasa mudah
dalam memilih
produk di lotus
Petshop

Empati




Saya merasa tenaga
kerja lotus Petshop
mampu memberikan
solusi terhadap
produk

Saya merasa dilayani
sepenuh hati

Direct marketing (X2)

No

Pernyataan

SS

TS

STS

Pemasaran surat langsung

1. Promosi lotus
Petshop langsung ke
customer

2. Saya merasa promosi

lotus lebih menarik
daripada toko
Petshop lain

Pemasaran lewat katalog

3.

Saya merasa tertarik
membeli karena
melihat katalog
produk lotus Petshop

Saya merasa katalog
lotus sangat
membantu dalam
memilih barang

Pemasaran lewat telepon




Saya mendapatkan
info dari telfon lotus
Petshop

Saya merasa lebih
cepat memesan
barang lewat telfon

Pemasaran lewat peralatan mobile

7.

Saya mendapatkan
promosi  langsung
lewat WhatsApp

Saya mendapatkan
promosi  broadcast
pesan

Pemasaran lewa

t online

Saya mendapatkan
info lewat web lotus
Petshop

10.

Saya mendapatkan
info lewat
marketplace  lotus
Petshop

Harga (X3)

No

Pernyataan

SS |S

TS

STS

Kete

rjangkauan harga

Saya merasa harga
lotus cukup murah

Saya merasa harga di
lotus lebih murah




| daripada toko lain

Diskon/potongan harga

3.

Saya merasa di lotus
setiap kala ada
diskon produk

4.

Diskon produk lebih
bersaing

Cara pembayaran

5. | Saya merasa lebih
mudah dalam
pembayaran cashless

6. | Banyak moetode

pembayaran secara
cashless

Keputusan pembelian (Y)

No

Pernyataan

SS

TS

STS

Pengenalan kebutuhan

1. | Saya merasa
kebutuhan
perliharaan saya
terpenuhi di lotus
Petshop

2. | Saya merasa semua

kebutuhan  sangat
lengkap

Pencarian informasi

3.

Saya merasa mudah
dalam mencari di
katalog lotus Petshop




Saya merasa toko
lotus sangat mudah
ditemukan disekitar
area trosobo

Evaluasi alternative

5. Saya
merekomendasikan
shopee kepada
siapapun yang
meminta pendapat
saya.

6. | Saya mendorong
kerabat untuk
menggunakan
shopee

Keputusan pembelian

7. | Saya hanya membeli
kebutuhan
peliharaan hanya di
lotus Petshop

8. |Saya mengacuhkan

harga lain selain di
lotus Petshop

Perilaku pasca pembelian

9. Saya akan repeat
pembelian
kebutuhan di lotus
Petshop

10. | Saya merasa puas

setelah berbelanja di
lotus Petshop




Lampiran 4
TABULASI DATA

A. Variabel Personal selling

Personal selling (X1)
Kemampuan Pengetahuan .. . Total
Resp. Komunri)kasi Pgro duk Kreativitas Empati X1
X1.1 X1_2 X1_3 X14 | X15 )| X16| X1.7 | X1.8
Resp_1 2 2 2 5 5 5 4 5 30
Resp_2 3 3 3 4 4 3 4 3 27
Resp_3 3 4 4 3 3 4 4 4 29
Resp_4 4 4 4 3 3 3 2 4 27
Resp_5 4 3 4 4 4 4 5 4 32
Resp_6 4 3 5 4 4 4 4 5 33
Resp_7 3 3 4 4 4 4 3 4 29
Resp_8 4 3 3 3 5 3 3 3 27
Resp_9 4 4 3 3 3 3 3 3 26
Resp_10 4 4 4 4 4 4 4 4 32
Resp_11 4 4 5 5 5 4 5 5 37
Resp_12 4 4 3 3 3 4 3 3 27
Resp_13 3 3 4 4 4 4 4 4 30
Resp_14 3 3 4 4 4 4 4 4 30
Resp_15 4 4 3 3 3 3 3 3 26
Resp_16 4 3 3 3 3 5 3 3 27
Resp_17 4 4 3 3 3 3 3 3 26
Resp_18 4 3 4 4 4 4 4 4 31
Resp_19 3 4 4 3 3 3 3 4 27
Resp_20 4 3 3 3 3 3 3 3 25
Resp_21 4 4 4 3 4 5 4 4 32
Resp_22 4 4 4 3 4 4 4 4 31
Resp_23 2 4 2 1 4 4 5 5 27
Resp_24 3 4 3 3 3 3 3 3 25
Resp_25 4 4 4 3 4 4 4 4 31
Resp_26 5 5 5 3 5 5 2 4 34
Resp_27 3 3 4 3 4 4 4 4 29
Resp_28 4 4 4 4 4 4 4 4 32
Resp_29 4 4 4 4 4 4 4 4 32




32
21

32
31

25

26
31

37

27

32
33
26

30
30

30
29
32
34

28
19

30
31
27
31
30
26
33
31
29
24
35
29
30
31

30
29

4
3
4
3
4
4
3
4
4
4
4
4
3
3
4
4
4

4
3
3
4
4
3
4
4
4
5
5
3
5
4
4
4

3
4
3
4

Resp_30
Resp_31
Resp_32
Resp_33
Resp_34
Resp_35
Resp_36

Resp_37
Resp_38
Resp_39
Resp_40
Resp_41
Resp_42
Resp_43

Resp_44

Resp_45
Resp_46
Resp_47
Resp_48
Resp_49

Resp_50
Resp_51
Resp_52
Resp_53
Resp_54
Resp_55
Resp_56
Resp_57
Resp_58
Resp_59
Resp_60
Resp_61
Resp_62
Resp_63
Resp_64
Resp_65

Resp_66
Resp_67

24
32



38
25

31
32

24

31

32
26

24

32
26
24

30

30
32

30

30

27

32
32
25
32
55
40
33
32
40
40
40
32
40
24
24
29
30
32

4
3
3
4
3
3
4
3
3
4
3
3
3
3
4

4
3
3
4

2
4
5
5
4
4
5
5
5
4
5
3
3
4
4

4
3
5

Resp_68
Resp_69
Resp_70
Resp_71

Resp_72

Resp_73
Resp_74
Resp_75
Resp_76
Resp_77
Resp_78

Resp_79

Resp_80
Resp_81
Resp_82
Resp_83
Resp_84
Resp_85

Resp_86

Resp_87
Resp_88
Resp_89
Resp_90
Resp_91
Resp_92

Resp_93
Resp_94
Resp_95
Resp_96
Resp_97
Resp_98
Resp_99
Resp_100

Resp_101
Resp_102
Resp_103

Resp_104
Resp_105

25
40



Resp_106 4 4 4 4 4 4 4 4 32
Resp_107 4 4 4 4 4 4 4 4 32
Resp_108 4 4 4 4 4 4 4 4 32
Resp_109 2 2 2 2 2 2 2 2 16
Resp_110 5 5 5 5 5 5 5 5 40
Resp_111 3 4 3 3 3 4 3 4 27
Resp_112 3 3 3 3 3 4 3 3 25
Resp_113 4 4 4 4 4 4 4 4 32
Resp_114 3 4 4 3 3 3 3 4 27
Resp_115 3 4 4 3 3 4 3 4 28
Resp_116 5 5 5 5 5 5 5 5 40
Resp_117 5 5 5 4 5 5 5 5 39
Resp_118 5 4 4 5 4 5 5 4 36
Resp_119 4 4 4 4 4 5 4 4 33
B. Variabel Direct marketing
Direct marketing (X2)
Pemasaran Pemasara Pemasaran Pemasaran Pemasaran Total
Resp. Surat . .
P n Katalog Telepon Mobile Online X1
Langsung
x12_ X2_2 xg_ XZ— X2.5| X2.6 | X2.7 | X2.8 | X2.9 | x2_10
Resp_1 3 4 4 4 4 5 3 3 3 3 36
Resp_2 3 3 4 3 3 4 3 4 4 4 35
Resp_3 4 5 4 3 4 5 4 4 4 4 41
Resp_4 4 4 4 4 4 2 4 4 4 4 38
Resp_5 3 5 4 5 4 3 3 3 3 3 36
Resp_6 2 5 5 5 5 3 2 5 2 1 35
Resp_7 3 4 4 3 4 4 3 3 3 3 34
Resp_8 5 3 3 4 5 5 3 3 3 3 37
Resp_9 4 5 2 5 2 3 3 3 4 4 35
Resp_10 4 4 4 5 4 4 3 3 4 4 39
Resp_11 4 5 4 5 4 4 4 3 4 3 40




34
40

35

37
37
40

43

46

35

37
45

37
43

30
35

34
38

33

38

34
38

38

38

27
36
E5

31

37

35

3

4

4

4

2

5

4

3

3

4

3

Resp_12
Resp_13
Resp_14

Resp_15

Resp_16

Resp_17

Resp_18

Resp_19

Resp_20

Resp_21

Resp_22

Resp_23

Resp_24

Resp_25

Resp_26

Resp_27

Resp_28

Resp_29

Resp_30

Resp_31

Resp_32

Resp_33

Resp_34

Resp_35

Resp_36

Resp_37

Resp_38

Resp_39

Resp_40




43

35

41

35

35

39
36
33

34
35

37
33

38

35

37
37
33

35

33

36
35

38

40

39
38

38

40
44
33

3

4

4

3

4

4

3

3

4

4

4

Resp_41
Resp_42
Resp_43
Resp_44

Resp_45

Resp_46

Resp_47

Resp_48

Resp_49

Resp_50

Resp_51

Resp_52

Resp_53

Resp_54

Resp_55

Resp_56

Resp_57

Resp_58

Resp_59

Resp_60

Resp_61

Resp_62

Resp_63

Resp_64

Resp_65

Resp_66

Resp_67

Resp_68
Resp_69




39
41

39
38

40

36
30
40

35

33

38

37
40

34
39
40

39
40

38

40

39

50

41

40

50

50

30

32

36

5

3

5

3

3

4

4

4

Resp_70
Resp_71
Resp_72
Resp_73

Resp_74

Resp_75

Resp_76

Resp_77

Resp_78

Resp_79

Resp_80

Resp_81

Resp_82

Resp_83

Resp_84

Resp_85

Resp_86

Resp_87

Resp_88

Resp_89

Resp_90

Resp_91

Resp_92

Resp_93

Resp_94

Resp_95

Resp_96

Resp_97

Resp_98




Resp_99 4 4 4 4 4 4 5 4 4 4 41
Resp_100 | 3 3 3 4 4 4 4 3 3 3 =
Resp 101 | 3 3 4 4 3 4 4 4 3 3 2
Resp 102 | 4 4 4 4 5 4 5 4 4 4 =
Resp_ 103 | 4 4 4 3 3 3 3 4 4 4 36
Resp 104 | 4 4 4 4 4 4 4 4 4 4 40
Resp_105 | 3 3 3 3 3 3 3 3 3 3 30
Resp_106 | 4 2 4 4 4 4 4 4 4 2 =
Resp_107 | 4 3 4 4 4 4 4 4 4 3 e
Resp_108 | 3 3 3 4 4 3 4 3 3 3 =
Resp 109 | 4 4 4 4 4 4 4 4 4 4 40
Resp 110 | 3 3 3 4 4 5 4 4 3 3 22
Resp 111 | 4 4 3 5 5 5 4 4 4 4 42
Resp 112 | 5 4 4 | 4 3 4 3 4 5 4 U
Resp_113 4 5 4 5 5 5 5 4 4 5 e
Resp_114 4 3 4 5 5 4 5 3 4 3 U
Resp_115 4 4 4 5 5 4 4 4 4 4 42
Resp_116 | 5 5 5 5 5 5 5 5 5 5 50
Resp_117 4 4 4 4 4 4 4 5 4 4 41
Resp 118 | 5 5 5 4 4 4 4 4 5 5 te
Resp 119 | 4 4 5 5 5 5 5 4 4 4 &5




C. Variabel Harga

Harga (X3)
Resp. KeterI]:Ia;gl;auan Potongan Harga | Cara Pembayaran T;)éal
X3_1 X3_2 X33 | X34 | X35 X3_6
Resp_1 4 4 4 3 4 4 23
Resp_2 4 3 4 4 5 4 24
Resp_3 4 3 3 3 3 4 20
Resp_4 2 2 2 3 2 3 14
Resp_5 3 4 4 5 4 3 23
Resp_6 3 3 4 3 4 4 21
Resp_7 3 4 4 4 4 4 23
Resp_8 5 4 5 4 5 4 27
Resp_9 4 5 4 4 4 3 24
Resp_10 4 4 4 4 4 4 24
Resp_11 4 5 5 5 5 4 28
Resp_12 4 3 3 4 4 4 22
Resp_13 3 4 4 4 4 4 23
Resp_14 3 4 4 4 4 4 23
Resp_15 4 5 3 3 3 3 21
Resp_16 3 4 4 4 4 4 23
Resp_17 4 4 4 4 4 4 24
Resp_18 3 3 5 3 3 3 20
Resp_19 4 3 3 3 3 3 19
Resp_20 3 4 4 4 4 4 23
Resp_21 4 3 5 3 4 3 22
Resp_22 4 5 3 3 3 3 21
Resp_23 4 4 4 4 4 3 23
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Resp_82 4 4 4 4 4 3 23
Resp_83 4 3 3 3 3 3 19
Resp_84 3 4 4 5 4 3 23
Resp_85 4 4 4 4 4 4 24
Resp_86 4 4 4 4 4 4 24
Resp_87 4 4 4 4 4 4 24
Resp_88 5 5 5 5 4 2 26
Resp_89 4 4 4 4 4 4 24
Resp_90 4 3 4 4 4 4 23
Resp_91 4 4 4 5 5 5 27
Resp_92 5 5 5 3 3 3 24
Resp_93 5 5 5 5 5 5 30
Resp_94 4 4 4 4 5 4 25
Resp_95 2 2 5 2 2 2 15
Resp_96 4 5 5 4 4 4 26
Resp_97 5 5 5 5 5 5 30
Resp_98 5 5 5 5 4 5 29
Resp_99 4 4 4 4 4 4 24
Resp_100 4 4 4 4 4 4 24
Resp_101 4 4 4 4 4 5 25
Resp_102 4 4 4 3 4 3 22
Resp_103 3 4 4 3 4 4 22
Resp_104 4 4 4 4 4 4 24
Resp_105 4 5 5 4 4 3 25
Resp_106 4 4 2 3 4 4 21
Resp_107 5 3 3 4 5 4 24
Resp_108 4 3 3 4 4 5 23
Resp_109 5 5 5 5 5 5 30
Resp_110 5 5 5 4 4 4 27




Resp_111 4 3 4 4 4 4 23
Resp_112 5 4 4 5 5 5 28
Resp_113 3 4 5 3 3 3 21
Resp_114 3 3 3 3 3 3 18
Resp_115 4 4 4 3 3 4 22
Resp_116 5 5 2 5 5 5 27
Resp_117 4 5 5 4 5 5 28
Resp_118 4 4 5 4 4 4 25
Resp_119 5 4 5 5 5 5 29
D. Variabel Keputusan Pembelian
Keputusan Pembelian (Y)
Total
Pengenalan | Pencarian Evaluasi Keputusan Perilaku Pasca Y
Resp. kebutuhan | Informasi | Alternative Pembelian Pembelian
vi [ Y2 | Y| va | vs | ve | v7 | v8 | v9 | vao0
Resp_1 4 4 4 2 4 3 5 4 4 4 38
Resp_2 4 4 4 3 4 4 4 3 4 3 .
Resp_3 3 3 | 4| 4 3 3 5 4 3 3 33
Resp_4 4 4 2 4 3 3 2 4 3 4 33
Resp_5 4 4 5 4 4 4 3 5 2 3 e
Resp_6 3 3 4 5 4 4 3 5 5 4 40
Resp_7 3 3 3 4 4 4 4 5 3 4 s
Resp_8 4 4 3 4 4 4 5 4 4 4 40
Resp_9 3 3 | 4| 3 3 3 3 5 3 3 -
Resp_10 3 3 2 | 2 3 3 4 5 4 5 2




42

35

40

41

35

37

40

37

40

34

31

37

35

33

42

34

41

38

41

40

30

37

38

37

33

37

45

34

39

3
3

3
4

4

4
5
3
3
4

4

4
4

3
4
4

4

4

3

4
4

Resp_11

Resp_12

Resp_13

Resp_14

Resp_15

Resp_16

Resp_17

Resp_18

Resp_19

Resp_20

Resp_21

Resp_22

Resp_23

Resp_24

Resp_25

Resp_26

Resp_27

Resp_28

Resp_29

Resp_30

Resp_31

Resp_32

Resp_33

Resp_34

Resp_35

Resp_36

Resp_37

Resp_38

Resp_39




36

31

39

42

36

37

39

35

32

38

39

37

37

40

40

33

40

30

36

35

30

31

38

40

40

43

32

40

40

2
2

4

4

3
4
3
4

4

4

4

4
3
4
4

3

4

5

4
4

Resp_40

Resp_41

Resp_42

Resp_43

Resp_44

Resp_45

Resp_46

Resp_47

Resp_48

Resp_49

Resp_50

Resp_51

Resp_52

Resp_53

Resp_54

Resp_55

Resp_56

Resp_57

Resp_58

Resp_59

Resp_60

Resp_61

Resp_62

Resp_63

Resp_64

Resp_65

Resp_66

Resp_67

Resp_68




30

40

42

34

40

39

31

38

40

39

30

33

39

40

40

37

36

39

40

28

37

46

42

42

40

50

50

30

46

3
4

4

4

4
3
4

4
4
2
2
3

4
3
4
5
4
3

4

4

5

3

4

Resp_69

Resp_70

Resp_71

Resp_72

Resp_73

Resp_74

Resp_75

Resp_76

Resp_77

Resp_78

Resp_79

Resp_80

Resp_81

Resp_82

Resp_83

Resp_84

Resp_85

Resp_86

Resp_87

Resp_88

Resp_89

Resp_90

Resp_91

Resp_92

Resp_93

Resp_94

Resp_95

Resp_96

Resp_97




Resp_98 3 3 3 5 4 3 3 3 5 4 36
Resp_99 4 3 3 4 4 4 3 3 4 4 36
Resp_100 | 4 3 4 4 4 4 3 4 4 4 2l
Resp 101 | 4 4 4 4 4 4 4 4 4 4 &
Resp 102 | 4 4 4 3 4 4 4 4 3 4 38
Resp_103 3 4 4 3 4 3 4 4 3 4 36
Resp_104 4 4 4 4 4 4 4 4 4 4 40
Resp_105 3 3 3 3 3 3 3 3 3 3 30
Resp_106 3 4 4 3 4 3 4 4 3 4 36
Resp 107 | 4 4 4 4 5 4 4 4 4 5 42
Resp_108 | 5 4 5 4 4 5 4 5 4 4 i
Resp_ 109 | 3 3 3 3 3 3 3 3 3 3 30
Resp 110 | 4 4 5 4 4 4 4 5 4 4 —
Resp 111 | 3 3 3| 4 4 3 3 3 4 4 2
Resp 112 | 4 3 | 3] s 5 4 3 3 5 5 i
Resp_113 4 3 4 3 3 4 3 4 3 3 34
Resp_114 4 4 4 3 3 4 4 4 3 3 36
Resp_115 4 4 4 3 3 4 4 4 3 3 36
Resp_116 3 4 4 5 5 3 4 4 5 5 42
Resp 117 | 4 4 4 4 5 4 4 4 4 5 42
Resp 118 | 3 3 3 4 4 3 3 3 4 4 34
Resp_119 3 4 4 5 5 3 4 4 5 5 42




Lampiran 5

DISTRIBUSI FREKUENSI
Uji Frekuensi X1
X1_1
Curmnulative
Frequency Percent Valid Percent Percent
Valid | Tidak Setuju 7 59 589 59
Ragu-ragu 24 202 202 261
Setuju 46 387 387 64.7
Sangat Setuju 42 353 353 100.0
Total 119 100.0 100.0
X1_2
Cumulative
Freguency Fercent Valid Percent Percent
Valid | Tidak Setuju 7 59 59 59
Ragu-ragu 15 12.6 12.6 185
Setuju 59 49.6 49.6 63.1
Sangat Setuju 38 31.9 31.9 100.0
Total 119 100.0 100.0
X1 3
Cumulative
Frequency | Pement | Vald Pement Perment
valid | Tidak Setuiy 7 5.9 5.9 5.9
Ragu-ragy, 19 16.0 16.0 218
Setujy 59 49.6 49.6 71.4
Sangsat Setuiy 34 286 286 100.0
Taotsl 118 100.0 100.0




X1 4

Curnulative
Frequency | Pement | Vald Pement Pemrent
Valid | Tidak Setuiy 8 6.7 6.7 6.7
Ragu-ragy, 27 22.7 22.7 29.4
Setuiy 43 41.2 41.2 70.6
Sangst Setuiy 35 28.4 20.4 100.0
Total 118 100.0 100.0
¥1_5
Curmulative
Frequency | Pement | Vaeld Pement Permrent
Valid | Tidak Setujy 5 4.2 4.2 4.2
Ragu-ragu, 26 21.8 21.8 26.1
Setuiy 56 47.1 47.1 3.1
Sangat Setuju 32 26.9 26.9 100.0
Total 118 100.0 100.0
X1 6
Curmulative
Frequency Pement Valid Percent Pement
Valid | Tidak Setuiy 7 5.3 5.3 5.9
Ragu-ragu, 18 15.1 15.1 21.0
Setujy 50 42.0 42.0 653.0
Sangat Setuiy 44 37.0 37.0 100.0
Totsl 113 100.0 100.0




X1

Curmulative
Frequency Pement alid Percent Permrent
Valid | Tidak Setuiy 5 42 42 42
Ragu-ragy 25 21.0 21.0 252
Setuiy 49 41.2 41.2 65.4
Sangat Setuiy 40 338 33.8 100.0
Total 119 100.0 100.0
XA
Cumulative
Frequency Perment “alid Percent Percent
Valiid | Tidak Setujy 5 42 42 42
Ragu-agy 16 13.4 13.4 17.6
Setujy &1 1.3 1.3 68.9
Sangst Setuiy 3T 31.1 31.1 100.0
Taotal 118 100.0 100.0
Descriptive Statistics
N Minimum | Maximum Mean Std. Deviation
X111 119 2.00 5.00 40336 89189
X1_2 119 2.00 5.00 40756 82503
X1_3 119 2.00 5.00 4.0084 82847
X1_4 119 2.00 5.00 3.9328 88997
X1.5 119 2.00 5.00 3.9664 81233
X1_6 119 2.00 5.00 41008 86744
X1.7 119 2.00 5.00 4.0420 84768
X1_8 119 2.00 5.00 4.0924 78104
Personal selling 119 16.00 40.00 32.2521 6.14406
Valid N (listwise) 119




Uji Frekuensi X2

X2_1
Cumulative
Frequency Percent Valid Percent. Percent
Valid Tidak Setuju 1 .8 8 .8
Ragu-raqu 20 16.8 16.8 17.6
Setuju 67 56.3 56.3 73.9
Sangat Setujy 31 26.1 26.1 100.0
Total 119 100.0 100.0
X2 2
Cumulative
Frequency Percent, Walid Percent. Percent
Valid Tidak Setuju 3 2.5 25 2.5
Ragu-ragu 28 23.5 235 26.1
Setuju 60 50.4 50.4 76.5
Sangat Setuju 28 23.3 23.5 100.0
Total 119 100.0 100.0




X2 3

Curmnulative
Frequency Pement Valid Pemgeant Peament
Valid | Tidak Setuiy 1 ] R ]
Ragu-ragu, 21 17.6 17.6 18.5
Setujy 59 49.8 49.6 68.1
Sangst Setujy 38 31.9 31.9 100.0
Total 119 100.0 100.0
X2 4
Cumulative
Frequency Pement Valid Percent Perment
Valid | Tidak Setujy 1 ] K E]
Ragu-ragu 14 11.8 11.8 12.6
Setujy 59 49.5 49.5 62.2
Sangst Setujy 45 37.8 aT.e 100.0
Total 119 100.0 100.0
¥2 5
Curnulative
Frequency Pement Valid Percent Pement
Valid | Tidak Setujy 1 ] K] ]
Ragu-ragu 18 15.1 16.1 16.0
Setuiy 54 45.4 45.4 61.3
Sangst Setujy 46 38.7 387 100.0
Total 119 100.0 100.0




Cumulative
Frequency Pement Walid Percent Pement
Walid | Tidak Setuiy 2 1.7 1.7 1.7
Ragu-ragu, 18 16.1 15.1 16.8
Setujy 60 50.4 50.4 67.2
Sangst Setuiy 38 328 2.8 100.0
Total 118 100.0 100.0
X2 7
Curnulative
Frequency Pement Valid Pemrent Pement
valid | Tidak Setujy 2 1.7 1.7 1.7
Ragu-regu, 21 17.6 17.6 19.3
Setujy 58 48.7 48.7 68.1
Sangst Setujy 38 31.8 31.8 100.0
Total 119 100.0 100.0
X2 8
Cumulative
Fraquency Parmant Valid Percent Fement
Walid | Tidak Setuiy 2 1.7 1.7 1.7
Ragu-ragu, 17 14.3 14.3 16.0
Setujy (] 58.0 58.0 73.9
Sangst Setuiy 31 26.1 26.1 100.0
Total 118 100.0 100.0




Cumulative
Frequency | Beresnt | Valid Bereant Eereant
Valid | Tidak Seiviy 2z 1.7 1.7 1.7
Ragu-ragy 20 16.8 16.5 185
irﬁﬂmiu [ 55.5 55.5 Ti5
Sangst Setuiy &1 6.1 26.1 100.0
Tatal 115 100.0 100.0
x2_10
Cumulative
Frequency | Percent | Valid Pereent Eereent
Walid {I@a_lg&gt_mg 5 4.2 4.2 4.2
| Ragu-ragy 28 235 235 277
| Satuiy 52 487 47 76.5
ié@,@mm 2B el 235 100.0
| Total 18| 1000 100.0
Descriptive Statistics
Minimum | Maximum Mean | Std. Deviation
X2 1 118 2.00 5.00 4 0756 GTE4B
X2 2 118 2.00 5.00 3.5456 .TET43
¥z 3 118 .00 5.00 41281 71964
¥Z 4 118 .00 5.00 4.2437 .GER4E
X2 5 118 2.00 5.00 42185 T2ET3
26 119 200 5.0 4. 1425 .T2815
X2 T 118 .00 5.00 41082 74545
¥Z B iia 2.00 5.00 40840 BEIT
X235 119 200 5.0 4 D588 0463
210 115 200 5.0 315160 .T5805
Direct Marketing iia 20.00 5000 40.5244 557865
Walid M {listwiss) 13




Uji Frekuensi X3

X3
Curnulative
Frequency | Pement | Valid Pemrcent Pemeant
Walid | Tidak Setujy 3 2.5 2.5 2.5
Fagu-ragu, 17 14.3 14.3 16.8
Setuiy BY 47.9 47.9 64.7
Sangat Setuiy 432 35.3 356.3 100.0
Totsl 118 100.0 100.0
X3
Curnulative
Frequency | Pement | Valid Pemrcent Pemeant
Walid | Tidak Setuiy 3 2.5 2.5 2.5
Fagu-ragu, 21 17.6 17.6 20.2
Setuiy b4 45.4 45.4 65.5
Sangst Setuiy 41 34.5 24.5 100.0
Totsl 118 100.0 100.0
K3_
Curnulative
Frequency | Pement | “Walid Pemrcent Pemant
valid | TidakSetuiy ] 5.0 5.0 5.0
Ragu-ragu, 15 12.6 12.6 17.6
Setuiy 45 38T 387 56.3
Sangst Setuiy 52 43.7 43.7 100.0
Totsl 118 100.0 100.0




X3 4

Cumulstive
Frequency Perment Walid Percent Perment
Walid Tidak Setuiy 3 2.5 2.5 2.5
Ragu-ragu 24 20.2 20.2 227
Setujy 57 47.5 47.9 70.6
Sangsi Setuiy 35 29.4 29.4 100.0
Taotal 118 100.0 100.0
X3 5
Curmulative
Frequency Pement alid Pemcent Pement
Valid Tidak Setujy 3 25 2.5 25
Ragu-ragu 16 13.4 13.4 16.0
Setujy 51 42.9 42.9 58.8
Sangst Setuiy 439 412 412 100.0
Total 118 100.0 100.0
X3_B
Curmulative
Fraquency Perment Walid Permcent Pement
Valid Tidak Setujy 3 25 2.5 25
Ragu-ragy, 18 15.1 15.1 17.6
Setujy 51 423 429 60.5
Sangat Setuiy 47 39.5 39.5 100.0
Total 118 100.0 100.0




Descriptive Statistics

M Minimurm | Mazximum Mean Std. Deviation
xa_1 118 2.00 5.00 4.1587 .THED4
xa_2 118 2.00 5.00 41176 78305
¥3_3 119 2.00 5.00 42101 85245
X3_4 118 2.00 5.00 4.0420 TT454
Xa_h 118 2.00 5.00 4 22649 Frh00
X3 6 119 2.00 5.00 41933 TE414
Harga 118 12.00 30,00 24.9455 3.79082
Valid M {listwise) 118
i Frekuensi Y

Y1
Cumulative
Frequency | Pement | Vald Pement Pement
Walid | Ragu-ragu 31 251 251 26.1
Setuiy 58 48.7 487 T4.8
Sangat Setuju 30 25.2 252 100.0
Totsl 118 100.0 100.0
Y 2
Cumulstive
Frequency | Pement | Vald Pemrent Pement
Valid Reagu-ragu 31 26.1 26.1 26.1
Setuiy 63 2.9 52.9 T80
Sangat Setuiu 25 21.0 21.0 100.0
Taotal 119 100.0 100.0




Cumulative
Frequency | Percent | Walid Percent Percent
Valid | Ragu-ragu 25 210 21.0 21.0
Setuju B1 425 429 63.9
Sangat Setuju 43 35.1 36.1 100.0
Total 118 100.0 100.0
Y 4
Cumulative
Frequency | Percent | Walid Percent Pgrcent
Valid | Ragu-ragu 30 252 25.2 252
Setuju 45 412 41.2 56.4
Sangat Setuju 40 336 336 100.0
Total 118 100.0 100.0
¥_5
Cumulative
Frequency | Percent | Valid Percent Percent
Valid | Ragu-ragu 23 19.3 19.3 19.3
Setuju 45 412 412 60.5
Sangat Setuju 47 39.5 385 100.0
Total 118 100.0 100.0




Cumulative
Frequency | Percent | Valid Percent Percent
Valid | Ragu-ragu 3 26.1 26.1 26.1
Setuju 53 437 437 74.8
Sangat Setuju 30 252 252 100.0

Total 119 100.0 100.0

Y 7

Cumulative
Frequency | Percent | Valid Percent Percent
Valid | Ragu-ragu 3 26.1 26.1 26.1
Setuju 83 529 529 79.0
Sangat Setuju 25 210 21.0 100.0

Total 119 100.0 100.0

]

Cumulative
Frequency | Percent | Valid Percent Percent
Valid | Ragu-ragu 25 21.0 21.0 21.0
Setuju 51 429 429 63.9
Sangat Setuju 43 36.1 36.1 100.0

Total 1% 100.0 100.0




¥ 9
Cumulative
Frequency | Percent | Valid Percent Bercent

Valid Ragu-ragy 0 257 2532 25.2

r&ﬁm 43 41.2 412 6.4

Senasi S 40 36 326 100.0

| Totsl 118 100.0 100.0

Y_10
Cumulative
Frequency | Percent | Valid Percent Bercent

Valid r Ragu-ragy e 13.3 123 19.3

§ﬁmu 43 41.2 412 6.5

| Sangat Setuiy a7 85 85 100.0

{ Total 113 100.0 100.0

Descriptive Statistics
N Minimum | Maximum Mean Std. Deviation

Y_1 113 300 £.00 35316 71854
Y2 113 .00 5.00 2.9458 EBTOE
Y3 113 .00 5.00 41513 74377
Y 4 113 .00 £.00 4 QB4 _TB55T
¥ 5 112 .00 5.00 42017 .T4310
Ll 113 .00 5.00 28316 7884
Lk 118 .00 £.00 38456 EETOE
¥ B 113 2.00 5.00 41512 T4377
L) 113 .00 5.00 40840 _TEG5T
Y_10 118 .00 £.00 4. 2017 74310
Keputusan pembelian 113 0.00 50.0D( 40.7563 5.91460
Valid M {listwise) 118




Lampiran 6

Output Pengolahan Data Spss

Uji Validitas

Correlations
Personal
X1_1 X1_2 X1_3 X1_4 X1_5 X1_6 X1_7 X1_8 selling
X1_1 Pearson Correlation 1 883" 860" 836 844 73 895" 762" 942"
Sig. (2-tailed) 000 000 000 000 000 000 000 000
N 119 19 19 19 119 19 119 19 19
X2 Pearson Correlation 883" 1 892" 757" 775" 747 747 844" 911"
Sig. (2ailsd) 000 000 000 000 000 000 000 000
N 119 19 19 19 19 119 19 19 19
X1_3 Pearson Corslation 860" 892" 1 8407 806" 718" 7727 EIE 919"
Sig. (2-tailed) 000 000 000 000 000 000 000 000
N 119 19 19 19 119 19 119 19 19
X1_4 Pearson Correlation 836 757 840" 1 829" 766" 779" 6927 8947
Sig. (2-ailsd) 000 000 000 000 000 000 000 000
N 119 19 19 19 19 19 19 19 19
X156 Pearson Correlation 844" 778" 806" 829" 1 775" 888" 833" 925"
Sig. (2-tailed) 000 000 000 000 000 000 000 000
N 119 19 19 19 119 19 19 19 19
X1_8 Pearson Correlation 773" a7 718" 766" 775" 1 789" 787" 873"
Sig. (2-tailed) 000 000 000 000 000 000 000 000
N 119 19 19 19 19 19 19 119 119
X1_7 Pearson Correlation 895" 747" 772" 779" 888" 789" 1 864"
Sig. (2-tailed) 000 000 000 000 000 000 000 000
N 119 19 119 19 19 19 119 19 19
X1_8 Pearson Correlation 7627 844" 811" 6927 833" EC 864" 1 901"
Sig. (2-tailed) 000 000 000 000 000 000 000 000
N 119 19 119 119 119 119 119 119 119
Personal selling ~ Pearson Correlation 9427 911" 919" 894” 925" 873" 9247 901” 1
Sig. (2-tailed) 000 000 000 000 000 000 000 000
N 119 119 119 19 119 119 119 19 119
**_Correlation is significant at the 0.01 level (2-tailzd).
Correlations
Direct
X2_1 X2_2 X2_3 X2_4 X2_5 X2_6 X2_7 X2_8 X2_9 Marketing
X2_1 Pearson Corrslation 1 761 4327 37 407" T 626" 930" 81"
Sig. (2-tailed) 000 000 000 000 000 000 000 000
N 119 119 119 119 119 119 119 119 119 119
x2_2 Pearson Correlation 766" 1 6347 e 4207 428" 385 8307 7047 9047 819"
000 000 000 000 000 000 000 000 000 000
119 119 19 19 119 119 119 119 19 19 119
X233 Pearson Corrlation 761" 6347 1 399" 401" 386" as8” 816" 670" 550" 7587
Sig. (2-tailed) 000 000 000 000 000 000 000 000 000 000
N 119 119 119 119 119 119 119 119 119 119 119
X2_4 Pearson Correlation 4377 e 399" 1 875" 724" 8917 262" 389" 348" T
Sig. (2-tailed) 000 000 000 000 000 000 004 000 000 000
N 119 119 19 19 119 119 119 119 19 19 119
X2_5 Pearson Corslation 379" 4207 40" 875" 1 677" 753" 236" 322" 368" 7047
Sig. (2-tailed) 000 000 000 000 000 000 010 000 000 000
N 119 119 119 119 119 119 119 119 119 119 119
X2_6 Pearson Correlation 407" 428" 386" 7247 877" i 798" 554 479" 487" 770"
Sig. (2-tailed) 000 000 000 000 000 000 000 000 000 000
N 119 119 19 19 119 119 119 119 19 19 119
X7 Pearson Correlation 3527 385" 448" 6917 753" 798" 1 TS 423" 4437 742"
Sig. (2-tailed) 000 000 000 000 000 000 000 000 000 000
N 119 119 119 119 119 119 119 119 119 119 119
X2_8 Pearson Correlation 826" 630" 616 2627 236 5547 a4 1 693" 681" 739"
Sig. (2-tailed) 000 000 000 004 010 000 000 000 000 000
N 119 119 19 19 119 119 119 119 119 19 119
X2_9 Pearson Correlation 930" 704" 670" 389" 3227 479" 4237 593" 1 762" 828"
Sig. (2ailed) 000 000 000 000 000 000 000 000 000 000
N 119 119 119 119 119 119 119 119 119 119 119
X2_10 Pearson Correlation 700" 9047 550 46 368" 487" 443" 881" 762 1 815"
Sig. (2-tailed) 000 000 000 000 000 000 000 000 000 000
N 119 119 19 19 119 119 119 119 119 19 119
Direct Marketing _Pearson Correlation 821" 819" 758" 715" 704”7 7707 7427 739" 825" 815" 1
Sig. (2ailed) 000 000 000 000 000 000 000 000 000 000
N 119 119 119 119 119 119 119 119 119 119 119

*_Corelation is significant atthe 0.01 level (2-tailed),




Correlations

X3_1 X3_2 X3_3 X3_4 X3_5 X3_6 Harga
X3_1  Pearson Correlation 1 681 | 328" | 8100 | 716 | 731" [ 878"
Sig. (2-tailed) .000 .000 .000 .000 .000 .000
N 119 119 119 119 119 119 119
X3_2  Pearson Correlation 881" 1 5347 5797 528" 529" 799"
Sig. (2-tailed) .000 .000 .000 .000 .000 .000
N 119 119 119 119 119 119 119
X3_3  Pearson Correlation 328" 5347 1 333 248" 218 565
Sig. (2-tailed) .000 .000 .000 .007 .017 .000
N 119 119 119 119 119 119 119
X3_4  Pearson Correlation [ 8107 5797 3337 1 8317 8247 9017
Sig. (2-tailed) .000 .000 .000 .000 .000 .000
N 119 119 119 119 119 119 119
X3_5  Pearson Correlation 716 528" 248" 8317 1 806" 849"
Sig. (2-tailed) .000 .000 .007 .000 .000 .000
N 119 119 119 119 119 119 119
X3_6  Pearson Correlation | 731" 529" 218" 8247 806" 1 8447
Sig. (2-tailed) .000 .000 017 .000 .000 .000
N 119 119 119 119 119 119 119
Harga Pearson Correlation 878" 799" 565 901" 849" 844" 1
Sig. (2-tailed) .000 .000 .000 .000 .000 .000
N 119 119 119 119 119 119 119
** Correlation is significant atthe 0.01 level (2-tailed).
*. Correlation is significant atthe 0.05 level (2-tailed).
Correlations
Keputusan
Y_1 Y2 Y3 Y_4 Y5 Y6 N Y8 Y9 Y_10 pembelian
Y Pearson Correlation 1 685 779" 448" 400" | 1.000" 685~ 779" 448" 400" 815"
Sig. (2-tailed) 000 000 000 000 000 000 000 000 000 000
N 119 119 19 119 119 119 119 119 119 119 119
VD) Pearson Correlation 685" 1 778" a7 452" 685" | 1.0007 778" a7 4527 819"
Sig. (2-tailed) 000 000 000 000 000 000 000 000 000 000
N 119 119 119 119 119 119 119 119 119 119 119
Y3 Pearson Correlation 779" 778" 1 424" 435" 779" 7787 | 1.000” 4247 4357 841"
Sig. (2-tailed) 000 000 000 000 000 000 000 000 000 000
N 119 119 119 119 119 19 119 119 119 119 119
Y4 Pearson Conelation 448" ar 424 1 849" g ar 4247 | 000" 849" 787"
Sig. (2-tailed) 000 000 000 000 000 000 000 000 000 000
N 119 119 119 119 119 119 119 119 119 119 119
Y_§ Pearson Correlation 400" 452" 435" 849" 1 400" 452" 435" 849" | 1.000" 783"
Sig. (2-tailed) 000 000 000 000 000 000 000 000 000 000
N 119 119 119 119 119 119 119 119 119 119 119
Y6 Pearson Correlation | 1.000™ 685 779" 448" 400" 1 685 779" 448" 4007 815"
Sig. (2-tailed) 000 000 000 000 000 000 000 000 000 000
N 119 119 119 119 119 119 119 119 119 119 119
Y7 Pearson Correlation 685 | 1.000" 778" a7 452" 885" 1 778" a1 452" 819"
Sig. (2-tailed) 000 000 000 000 000 000 000 000 000 000
N 119 119 119 119 19 19 18 119 119 119 18
Y8 Pearson Correlation 779" 778" | 1.000" 4247 435" a1d 778" 1 4247 4357 841"
Sig. (2-tailed) 000 000 000 000 000 000 000 000 000 000
N 119 119 119 119 119 119 119 119 119 119 119
Y8 Pearson Correlation 448" 4t 4247 | 1.0007 849" 448" a7 4247 1 849" 787"
Sig. (2-tailed) 000 000 000 000 000 000 000 000 000 000
N 119 119 119 119 119 119 119 119 119 119 119
Y_10 Pearson Correlation 400" 452" 435" 849" | 1.000" 4007 452" 435" 849" 1 783"
Sig. (2-tailed) 000 000 000 000 000 000 000 000 000 000
N 119 119 119 119 119 119 19 119 119 119 119
Keputusan pembelian  Pearson Conelation 815 819" 841" 787" 783" 815" 819" 841" 787" 783" 1
Sig. (2-tailed) 000 000 000 000 000 000 000 000 000 000
N 119 119 119 119 119 119 118 119 119 119 119

**. Correlation is significantatthe 0.01 level (2-tailed).




Uji reliabilitas X1

Reliability Statistics

Cronbach's Alpha

N of Items

.970 8
Uji reliabilitas X2
Reliability Statistics
Cronbach's Alpha N of Items
.924 10
Uji reliabilitas X3
Reliability Statistics
Cronbach's Alpha N of ltems
.888 6
Uji reliabilitas Y
Reliability Statistics
Cronbach's Alpha N of Items
941 10




One-Sample Kolmogorov-Smirnov Test

Unstandardized

Residual
N 119
Normal Parametersa® Mean .0000000
Std. Deviation 5.05530822
Most Extreme Differences Absolute .063
Positive 044
Negative -.063
Test Statistic .063
Asymp. Sig. (2-tailed) .200¢°4d

a. Test distribution is Normal.

b. Calculated from data.

c. Lilliefors Significance Correction.

d. This is a lower bound of the true significance.




Coefficients®

Standardized
Unstandardized Coefficients Coefficients
Maodel B Std. Emor Beata T Sig.
1 Constant) 9788 4 950 1.875 J061
Personal selling 273 078 284 3.485 001
Direct Marketing 260 085 245 3.049 003
Harga 461 126 285 3.651 000
Model Summary®
R Adjusted R | Std. Error of the Durbin-
Model R Square Square Estimate Watson
1 5192 .269 .250 5.12082 1.781

a. Predictors: (Constant), Harga, Direct marketing, Personal selling

b. Dependent Variable: Keputusan pembelian




Scatterplot

Dependent Variable: Keputusan pembelian
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Regression Standardized Predicted Value

Analsisi regresi linier berganda

Uji F
ANOVA-
Model Sum of Squares| df |Mean Square| F Sig.
1  Regression 1112.308 3 370.769 14.139 .0004
Residual 3015.625 115 26.223
Total 4127.933 118

a. Dependent Variable: Keputusan pembelian

b. Predictors: (Constant), Harga, Direct marketing, Personal selling



Uji t

Coefficients?
Unstandardized |Standardized
Coefficients Coefficients

Model B Std. Error Beta T Sig.

1 (Constant) 9.799 4.960 1.97¢ .051
Personal selling 273 .078 2841 3.48¢ .001
Direct marketing .260, .085) 246 3.049  .003]
Harga 461 126 .295] 3.661]  .000

a. Dependent Variable: Keputusan pembelian



Lampiran 7
Dokumentasi
Dokumentasi 1 - Toko Petshop
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Dokumentasi 2 - Mengisi Kuisioner
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Dokumentasi 3 - Bersama Pegawai Lotus Petshop Sidoarjo

Dokumentasi 4 & 5
Kegiatan Salon Hewan (Grooming) & Vaksin Kucing Bersama
Dokter Hewan







