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Lampiran 8 Kuisioner 

 

Kuisioner Penelitian 

Kepada : 

Yth. Bapak/Ibu Warga Desa Suwaluh 

Dengan Hormat, 

Dalam rangka memenuhi tugas akhir Perguruan Tinggi yang 
berkaitan dengan penelitian, saya mahasiswi Prodi Manajemen 
Fakultas Ekonomi dan Bisnis dari Universitas PGRI Adi Buana 
Surabaya memohon kesediaan Bapak/Ibu untuk memberikan 
dukungan kepada saya dengan mengisi kuisioner dibawah ini. 
Adapun judul penelitian saya tentang Pengaruh Word Of Mouth, 
Brand Trust, Dan Kualitas Produk Minyak Goreng Sunco Terhadap 

 

Kuisioner ini hanya dipergunakan untuk kepentingan 
akademis, sifatnya rahasia, terbatas dan tidak di publikasikan. Atas 
kesedian dan waktunya saya sampaikan terimakasih. 
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I. Identitas Responden 
 

1. Nama   
2. Usia   tahun 
3. Jenis Kelamin :  

  

Cara pengisian kuesioner :  
Pilihlah jawaban yang sesuai pendapat Bapak/Ibu dengan 
memberi tanda ( ) pada kolom yang tersedia dengan keterangan 
sebagai berikut : 

SS     :  Sangat Setuju 
S       :  Setuju 
N    :  Netral 
TS     :  Tidak Setuju 
STS   :  Sangat Tidak Setuju 
 

1. Variabel  Word Of Mouth  (X1) 

No Pernyataan Pilihan Jawaban 
SS S N TS STS 

Credible  

1. Pemberi informasi adalah pemakai 
minyak goreng Sunco 

     

2. Informasi yang diberikan mengenai 
minyak goreng Sunco sangat jelas 

     

Personality  

3. Pemberi informasi mengenai minyak 
goreng Sunco dapat dipercaya 

     

4. Pemberi informasi mengenai minyak 
goreng Sunco bukan sales dari Sunco 

     

Timely  
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5. 
Informasi yang diberikan mengenai 
minyak goreng sunco tidak begitu 
lama 

     

6. 
Keterbaruan informasi mengenai 
minyak goreng sunco menentukan 
minat beli saya  

     

 

2. Variabel Brand Trust  (X2) 

No Pernyataan Pilihan Jawaban 
SS S N TS STS 

Achieving result 

1. Kualitas minyak goreng Sunco sesuai 
dengan harapan konsumen 

     

2. Harga  minyak goreng Sunco sesuai 
dengan harapan konsumen 

     

Acting with integrity 
 

3. 
Minyak goreng Sunco tetap 
memberikan kualitas produk yang 
baik 

     

4. 
Minyak goreng Sunco memberikan 
pelayanan yang baik kepada 
konsumen 

     

Demonstrate concern  
 

5. 

PT Mikie Oleo Nabati Industri sebagai 
produsen minyak goreng Sunco 
membuka layanan pengaduan 
konsumen apabila ada keluhan 

     

6. 

PT Mikie Oleo Nabati Industri sebagai 
produsen minyak goreng Sunco 
menerima keluhan konsumen dan 
memberikan solusi atas keluhan 
tersebut 
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3. Variabel Kualitas produk  (X3) 

No Pernyataan Pilihan Jawaban 
SS S N TS STS 

Performance (kinerja) 

1. Minyak goreng Sunco mempunyai 
kualitas produk yang baik 

     

2. Minyak goreng Sunco disukai 
konsumen untuk memasak 

     

Durability (daya tahan) 

3. Minyak goreng Sunco bisa dipakai 
untuk menggoreng lebih dari 2x 

     

4. Minyak goreng Sunco tidak mudah 
berubah warna 

     

Reliability (reliabilitas)  

5. Minyak goreng Sunco tahan lama  
     

6. Kemasan minyak goreng kuat dan 
tidak mudah pecah  

     

Aesthetics (estetika) 

7 Kemasan minyak goreng Sunco sangat 
menarik  

     

8 Kemasan minyak goreng Sunco 
memiliki ukuran yang berbeda-beda 

     

Perceived quaility (kesan kualitas) 

 Minyak goreng Sunco memiliki kesan 
yang menarik 

     

 Minyak goreng Sunco memiliki kesan 
kualitas yang baik 
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4. Variabel Minat Beli  (Y) 

No Pernyataan Pilihan Jawaban 
SS S N TS STS 

Product quality 

1. 
Saya berminat melakukan pembelian 
minyak goreng Sunco karena 
mempunyai kualitas produk yang baik 

     

2. 
Saya berminat melakukan pembelian 
minyak goreng Sunco karena harga 
nya cukup terjangkau 

     

Reputable  

3 
Saya berminat melakukan pembelian 
minyak goreng Sunco karena 
mempunyai reputasi yang baik 

     

4. 
Saya berminat melakukan pembelian 
minyak goreng Sunco karena 
mereknya sudah terkenal 

     

Benefit  

5. 

Saya berminat melakukan pembelian 
minyak goreng Sunco karena kualitas 
produknya sebanding dengan 
harganya 

     

6. 
Saya berminat melakukan pembelian 
minyak goreng Sunco karena saya 
membutuhkan 

     

Promotion 

7 

Saya berminat melakukan pembelian 
minyak goreng Sunco karena 
terpengaruh dengan promosi yang 
dilakukan 

     

8 
Saya berminat melakukan pembelian 
minyak goreng Sunco karena ada 
discount 
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Lampiran 9 Hasil Tabulasi Kuisioner 

1. Variabel Word Of Mouth 

Resp 

VARIABEL WORD OF MOUTH 

TOTAL X1_1 X1_2 X1_3 X1_4 X1_5 X1_6 

Resp_1 5 5 5 5 5 5 30 

Resp_2 5 5 5 5 5 5 30 

Resp_3 1 1 1 2 2 1 8 

Resp_4 4 4 4 4 4 4 24 

Resp_5 4 4 4 4 5 4 25 

Resp_6 3 3 3 4 4 3 20 

Resp_7 4 4 3 4 4 3 22 

Resp_8 4 4 4 4 4 4 24 

Resp_9 4 4 4 4 4 4 24 

Resp_10 2 2 2 3 2 2 13 

Resp_11 4 4 4 4 4 2 22 

Resp_12 3 3 3 3 3 3 18 

Resp_13 3 3 3 4 3 3 19 

Resp_14 4 4 4 4 4 4 24 

Resp_15 5 5 4 4 4 4 26 

Resp_16 3 3 4 3 3 4 20 

Resp_17 4 4 4 4 4 4 24 

Resp_18 4 4 4 4 4 4 24 

Resp_19 5 5 4 4 4 4 26 

Resp_20 4 4 4 4 4 4 24 

Resp_21 3 3 3 3 3 3 18 

Resp_22 4 4 4 4 3 4 23 

Resp_23 4 4 4 4 4 4 24 
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Resp_24 3 3 3 3 3 3 18 

Resp_25 4 4 4 4 4 4 24 

Resp_26 3 3 3 3 3 3 18 

Resp_27 4 4 3 4 3 3 21 

Resp_28 4 4 3 3 3 3 20 

Resp_29 3 3 3 4 4 3 20 

Resp_30 4 4 3 4 4 3 22 

Resp_31 4 4 4 4 4 4 24 

Resp_32 4 4 4 4 4 4 24 

Resp_33 2 2 2 3 2 2 13 

Resp_34 4 4 4 4 4 2 22 

Resp_35 3 3 3 3 3 3 18 

Resp_36 3 3 3 4 3 3 19 

Resp_37 4 4 4 4 4 4 24 

Resp_38 5 5 4 4 4 4 26 

Resp_39 3 3 4 3 3 4 20 

Resp_40 3 3 3 4 4 3 20 

Resp_41 4 4 3 4 4 3 22 

Resp_42 4 4 4 4 4 4 24 

Resp_43 4 4 4 4 4 4 24 

Resp_44 2 2 2 3 2 2 13 

Resp_45 4 4 4 4 4 2 22 

Resp_46 3 3 3 3 3 3 18 

Resp_47 3 3 3 4 3 3 19 

Resp_48 4 4 4 4 4 4 24 

Resp_49 5 5 4 4 4 4 26 

Resp_50 3 3 4 3 3 4 20 

Resp_51 4 4 4 4 4 4 24 

Resp_52 4 4 4 4 4 4 24 
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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 4 4 24 

Resp_57 2 2 2 3 2 2 13 

Resp_58 4 4 4 4 4 2 22 

Resp_59 3 3 3 3 3 3 18 

Resp_60 3 3 3 4 3 3 19 

Resp_61 4 4 4 4 4 4 24 

Resp_62 5 5 4 4 4 4 26 

Resp_63 3 3 4 3 3 4 20 

Resp_64 4 4 4 4 4 4 24 

Resp_65 4 4 4 4 4 4 24 

Resp_66 5 5 4 4 4 4 26 

Resp_67 4 4 4 4 4 4 24 

Resp_68 3 3 3 3 3 3 18 

Resp_69 4 4 4 4 3 4 23 

Resp_70 4 4 4 4 4 4 24 

Resp_71 3 3 3 3 3 3 18 

Resp_72 4 4 4 4 4 4 24 
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2. Variabel Brand Trust 

Resp 

VARIABEL BRAND TRUST 

TOTAL X2_1 X2_2 X2_3 X2_4 X2_5 X2_6 

Resp_1 5 5 5 5 5 5 30 

Resp_2 2 2 2 2 2 2 12 

Resp_3 3 3 3 3 4 4 20 

Resp_4 2 2 2 2 2 2 12 

Resp_5 5 4 5 5 4 4 27 

Resp_6 3 3 4 3 3 3 19 

Resp_7 4 3 4 3 4 4 22 

Resp_8 4 4 4 4 4 4 24 

Resp_9 4 4 4 4 3 3 22 

Resp_10 4 3 2 2 4 4 19 

Resp_11 4 4 4 2 3 3 20 

Resp_12 3 3 3 3 3 3 18 

Resp_13 3 3 3 3 3 3 18 

Resp_14 4 4 4 4 4 4 24 

Resp_15 5 4 4 4 5 4 26 

Resp_16 3 4 3 4 3 4 21 

Resp_17 4 4 4 4 4 4 24 

Resp_18 4 4 4 4 4 4 24 

Resp_19 5 4 4 4 5 4 26 

Resp_20 4 4 4 4 4 4 24 

Resp_21 3 3 3 3 3 3 18 

Resp_22 4 4 3 4 4 4 23 

Resp_23 4 4 4 4 4 4 24 

Resp_24 3 3 3 3 3 3 18 

Resp_25 4 4 4 4 4 4 24 
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Resp_26 3 3 3 3 3 3 18 

Resp_27 4 3 3 3 4 3 20 

Resp_28 4 3 3 3 4 3 20 

Resp_29 3 3 4 3 3 3 19 

Resp_30 4 3 4 3 4 3 21 

Resp_31 4 4 4 4 4 4 24 

Resp_32 4 4 4 4 4 4 24 

Resp_33 4 3 2 2 2 2 15 

Resp_34 4 4 4 2 4 4 22 

Resp_35 3 3 3 3 3 3 18 

Resp_36 3 3 3 3 3 3 18 

Resp_37 4 4 4 4 4 4 24 

Resp_38 5 4 4 4 5 4 26 

Resp_39 3 4 3 4 3 4 21 

Resp_40 3 3 4 3 3 3 19 

Resp_41 4 3 4 3 4 3 21 

Resp_42 4 4 4 4 4 4 24 

Resp_43 4 4 4 4 4 4 24 

Resp_44 4 3 2 2 2 2 15 

Resp_45 4 4 4 2 4 4 22 

Resp_46 3 3 3 3 3 3 18 

Resp_47 3 3 3 3 3 3 18 

Resp_48 4 4 4 4 4 4 24 

Resp_49 5 4 4 4 5 4 26 

Resp_50 3 4 3 4 3 4 21 

Resp_51 4 4 4 4 4 4 24 

Resp_52 4 4 4 4 4 4 24 

Resp_53 3 3 4 3 3 3 19 

Resp_54 4 3 4 3 4 3 21 



107 
 

 
 

Resp_55 4 4 4 4 4 4 24 

Resp_56 4 4 4 4 4 4 24 

Resp_57 4 3 2 2 2 2 15 

Resp_58 4 4 4 2 4 4 22 

Resp_59 3 3 3 3 3 3 18 

Resp_60 3 3 3 3 3 5 20 

Resp_61 4 4 4 4 4 4 24 

Resp_62 5 4 4 4 5 5 27 

Resp_63 3 4 3 4 3 4 21 
Resp_64 4 4 4 4 4 4 24 

Resp_65 4 4 4 4 4 4 24 

Resp_66 5 4 4 4 5 5 27 

Resp_67 4 4 4 4 4 4 24 

Resp_68 3 3 3 3 5 3 20 

Resp_69 4 4 3 4 4 4 23 

Resp_70 4 4 4 4 4 4 24 

Resp_71 3 3 3 3 3 5 20 

Resp_72 4 4 4 4 5 4 25 
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3. Variabel Kualitas Produk 

Resp VARIABEL KUALITAS PRODUK TOTAL 
X3_1 X3_2 X3_3 X3_4 X3_5 X3_6 X3_7 X3_8 X3_9 X3_10 

Resp_1 2 2 2 2 2 2 2 2 2 2 20 

Resp_2 2 2 2 2 2 2 2 2 2 2 20 

Resp_3 4 2 4 2 4 2 2 2 2 4 28 

Resp_4 5 5 5 5 5 5 5 5 5 5 50 

Resp_5 5 5 5 5 4 5 5 4 5 4 47 

Resp_6 5 5 5 5 5 5 5 5 5 5 50 

Resp_7 5 5 5 5 5 5 5 5 5 5 50 

Resp_8 5 5 5 5 5 5 5 5 5 5 50 

Resp_9 5 5 5 5 5 5 5 5 5 5 50 

Resp_10 2 2 2 2 2 2 1 2 2 1 18 

Resp_11 2 3 2 3 2 2 2 3 3 3 25 

Resp_12 4 5 4 4 4 5 5 5 5 5 46 

Resp_13 4 4 4 4 4 4 4 4 3 3 38 

Resp_14 4 4 4 4 4 4 4 4 4 4 40 

Resp_15 5 5 4 4 5 4 5 5 5 5 47 

Resp_16 3 3 4 4 3 4 3 3 3 3 33 

Resp_17 4 4 4 4 4 4 4 4 4 4 40 

Resp_18 3 3 3 3 3 3 3 3 3 3 30 

Resp_19 3 3 3 3 3 3 3 3 3 3 30 

Resp_20 4 4 3 3 4 3 4 4 4 4 37 

Resp_21 4 4 3 3 4 3 4 4 4 4 37 

Resp_22 4 4 4 4 4 4 4 4 4 4 40 

Resp_23 3 3 3 3 3 3 3 3 3 3 30 

Resp_24 4 4 3 3 4 3 4 4 4 4 37 

Resp_25 4 4 4 4 4 4 4 4 4 4 40 

Resp_26 4 4 4 4 4 4 4 4 4 4 40 
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Resp_27 4 4 4 4 4 4 4 4 4 4 40 

Resp_28 2 2 2 2 2 2 2 2 2 2 20 

Resp_29 4 4 4 4 4 4 4 4 4 4 40 

Resp_30 4 4 4 4 4 4 4 4 4 4 40 

Resp_31 3 3 3 3 3 3 3 3 3 3 30 

Resp_32 3 3 3 3 3 3 3 3 3 3 30 

Resp_33 4 4 4 4 4 4 4 4 4 4 40 

Resp_34 5 5 4 4 5 4 5 5 5 5 47 

Resp_35 3 3 4 4 3 4 3 3 3 3 33 

Resp_36 4 4 4 4 4 4 4 4 4 4 40 

Resp_37 4 4 3 3 4 3 4 4 4 4 37 

Resp_38 4 4 3 3 4 3 4 4 4 4 37 

Resp_39 4 4 4 4 4 4 4 4 4 4 40 

Resp_40 3 3 3 3 3 3 3 3 3 3 30 

Resp_41 4 4 3 3 4 3 4 4 4 4 37 

Resp_42 4 4 4 4 4 4 4 4 4 4 40 

Resp_43 4 4 4 4 4 4 4 4 4 4 40 

Resp_44 4 4 4 4 4 4 4 4 4 4 40 

Resp_45 2 2 2 2 2 2 2 2 2 2 20 

Resp_46 4 4 4 4 4 4 4 4 4 4 40 

Resp_47 4 4 4 4 4 4 4 4 4 4 40 

Resp_48 3 3 3 3 3 3 3 3 3 3 30 

Resp_49 3 3 3 3 3 3 3 3 3 3 30 

Resp_50 4 4 4 4 4 4 4 4 4 4 40 

Resp_51 5 5 4 4 5 4 5 5 5 5 47 

Resp_52 3 3 4 4 3 4 3 3 3 3 33 

Resp_53 4 4 4 4 4 4 4 4 4 4 40 

Resp_54 3 3 3 3 3 3 3 3 3 3 30 

Resp_55 3 3 3 3 3 3 3 3 3 3 30 
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Resp_56 4 4 3 3 4 3 4 4 4 4 37 

Resp_57 4 4 3 3 4 3 4 4 4 4 37 

Resp_58 4 4 4 4 4 4 4 4 4 4 40 

Resp_59 3 3 3 3 3 3 3 3 3 3 30 

Resp_60 4 4 3 3 4 3 4 4 4 4 37 

Resp_61 4 4 4 4 4 4 4 4 4 4 40 

Resp_62 4 4 4 4 4 4 4 4 4 4 40 

Resp_63 4 4 4 4 4 4 4 4 4 4 40 

Resp_64 2 2 2 2 2 2 2 2 2 2 20 

Resp_65 4 4 4 4 4 4 4 4 4 4 40 

Resp_66 4 4 4 4 4 4 4 4 4 4 40 

Resp_67 3 3 3 3 3 3 3 3 3 3 30 

Resp_68 3 3 3 3 3 3 3 3 3 3 30 

Resp_69 4 4 4 4 4 4 4 4 4 4 40 

Resp_70 5 5 4 4 5 4 5 5 5 5 47 

Resp_71 3 3 4 4 3 4 3 3 3 3 33 

Resp_72 4 4 4 4 4 4 4 4 4 4 40 
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4. Variabel Minat Beli 

Resp VARIABEL MINAT BELI TOTAL 
Y_1 Y_2 Y_3 Y_4 Y_5 Y_6 Y_7 Y_8 

Resp_1 5 5 5 5 5 5 5 5 40 

Resp_2 2 3 2 2 3 2 3 3 20 

Resp_3 2 2 3 2 2 3 3 2 19 

Resp_4 4 4 4 4 4 5 5 4 34 

Resp_5 5 5 5 5 5 5 4 5 39 

Resp_6 5 5 5 5 5 5 5 5 40 

Resp_7 5 4 5 4 5 4 4 5 36 

Resp_8 5 5 5 5 5 5 5 5 40 

Resp_9 5 5 5 5 5 5 5 5 40 

Resp_10 2 2 2 3 2 2 3 2 18 

Resp_11 5 5 5 5 5 4 5 5 39 

Resp_12 5 5 5 5 5 5 4 5 39 

Resp_13 2 2 3 2 3 2 3 3 20 

Resp_14 5 5 5 5 5 5 4 5 39 

Resp_15 5 5 5 5 5 4 5 5 39 

Resp_16 5 5 5 5 5 4 5 5 39 

Resp_17 5 5 5 5 5 5 5 5 40 

Resp_18 2 2 2 2 2 2 2 2 16 

Resp_19 5 5 5 5 5 5 5 5 40 

Resp_20 4 4 4 4 4 4 4 4 32 

Resp_21 3 3 3 3 3 3 3 3 24 

Resp_22 4 4 4 4 3 4 4 4 31 

Resp_23 4 4 4 4 4 4 4 4 32 

Resp_24 3 3 3 3 3 3 3 3 24 

Resp_25 4 4 4 4 4 4 4 4 32 
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Resp_26 3 3 3 3 3 3 3 3 24 

Resp_27 4 4 3 4 3 4 4 3 29 

Resp_28 4 4 3 3 3 4 3 3 27 

Resp_29 3 3 3 4 4 3 4 3 27 

Resp_30 4 4 3 4 4 4 4 3 30 

Resp_31 4 4 4 4 4 4 4 4 32 

Resp_32 4 4 4 4 4 4 4 4 32 

Resp_33 2 2 2 3 2 2 3 2 18 

Resp_34 4 4 4 4 4 4 4 2 30 

Resp_35 3 3 3 3 3 3 3 3 24 

Resp_36 3 3 3 4 3 3 4 3 26 

Resp_37 4 4 4 4 4 4 4 4 32 

Resp_38 5 5 4 4 4 5 4 4 35 

Resp_39 3 3 4 3 3 3 3 4 26 

Resp_40 3 3 3 4 4 3 4 3 27 

Resp_41 4 4 3 4 4 4 4 3 30 

Resp_42 4 4 4 4 4 4 4 4 32 

Resp_43 4 4 4 4 4 4 4 4 32 

Resp_44 2 2 2 3 2 2 3 2 18 

Resp_45 4 4 4 4 4 4 4 2 30 

Resp_46 3 3 3 3 3 3 3 3 24 

Resp_47 3 3 3 4 3 3 4 3 26 

Resp_48 4 4 4 4 4 4 4 4 32 

Resp_49 5 5 4 4 4 5 4 4 35 

Resp_50 3 3 4 3 3 3 3 4 26 

Resp_51 4 4 4 4 4 4 4 4 32 

Resp_52 4 4 4 4 4 4 4 4 32 

Resp_53 3 3 3 4 4 3 4 3 27 

Resp_54 4 4 3 4 4 4 4 3 30 
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Resp_55 4 4 4 4 4 4 4 4 32 

Resp_56 4 4 4 4 4 4 4 4 32 

Resp_57 4 4 3 4 3 4 4 3 29 

Resp_58 4 4 3 3 3 4 3 3 27 

Resp_59 3 3 3 4 4 3 4 3 27 

Resp_60 4 4 3 4 4 4 4 3 30 

Resp_61 4 4 4 4 4 4 4 4 32 

Resp_62 4 4 4 4 4 4 4 4 32 

Resp_63 2 2 2 3 2 2 3 2 18 

Resp_64 4 4 4 4 4 4 4 2 30 

Resp_65 3 3 3 3 3 3 3 3 24 

Resp_66 3 3 3 4 3 3 4 3 26 

Resp_67 4 4 4 4 4 4 4 4 32 

Resp_68 5 5 4 4 4 5 4 4 35 

Resp_69 3 3 4 3 3 3 3 4 26 

Resp_70 3 3 3 4 4 3 4 3 27 

Resp_71 4 4 3 4 4 4 4 3 30 

Resp_72 4 4 4 4 4 4 4 4 32 
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Lampiran 10 Output SPSS Karakteristik Responden 

 
1. DISTRIBUSI FREKUENSI JAWABAN RESPONDEN 

a. Variabel Word Of Mouth 

X1_1 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

1.00 1 1.4 1.4 1.4 

2.00 4 5.6 5.6 6.9 

3.00 21 29.2 29.2 36.1 

4.00 38 52.8 52.8 88.9 

5.00 8 11.1 11.1 100.0 

Total 72 100.0 100.0  

 
X1_2 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

1.00 1 1.4 1.4 1.4 

2.00 4 5.6 5.6 6.9 

3.00 21 29.2 29.2 36.1 

4.00 38 52.8 52.8 88.9 

5.00 8 11.1 11.1 100.0 

Total 72 100.0 100.0  
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X1_3 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

1.00 1 1.4 1.4 1.4 

2.00 4 5.6 5.6 6.9 

3.00 23 31.9 31.9 38.9 

4.00 42 58.3 58.3 97.2 

5.00 2 2.8 2.8 100.0 

Total 72 100.0 100.0  

 

 
X1_4 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

2.00 1 1.4 1.4 1.4 

3.00 18 25.0 25.0 26.4 

4.00 51 70.8 70.8 97.2 

5.00 2 2.8 2.8 100.0 

Total 72 100.0 100.0  
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X1_5 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

2.00 5 6.9 6.9 6.9 

3.00 21 29.2 29.2 36.1 

4.00 43 59.7 59.7 95.8 

5.00 3 4.2 4.2 100.0 

Total 72 100.0 100.0  

 

 
X1_6 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

1.00 1 1.4 1.4 1.4 

2.00 8 11.1 11.1 12.5 

3.00 23 31.9 31.9 44.4 

4.00 38 52.8 52.8 97.2 

5.00 2 2.8 2.8 100.0 

Total 72 100.0 100.0  
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b. Variabel Brand Trust 

X2_1 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

2.00 2 2.8 2.8 2.8 

3.00 22 30.6 30.6 33.3 

4.00 40 55.6 55.6 88.9 

5.00 8 11.1 11.1 100.0 

Total 72 100.0 100.0  

 

 
X2_2 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

2.00 2 2.8 2.8 2.8 

3.00 28 38.9 38.9 41.7 

4.00 41 56.9 56.9 98.6 

5.00 1 1.4 1.4 100.0 

Total 72 100.0 100.0  
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X2_3 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

2.00 6 8.3 8.3 8.3 

3.00 22 30.6 30.6 38.9 

4.00 42 58.3 58.3 97.2 

5.00 2 2.8 2.8 100.0 

Total 72 100.0 100.0  

 
X2_4 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

2.00 10 13.9 13.9 13.9 

3.00 24 33.3 33.3 47.2 

4.00 36 50.0 50.0 97.2 

5.00 2 2.8 2.8 100.0 

Total 72 100.0 100.0  

 
X2_5 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

2.00 5 6.9 6.9 6.9 

3.00 22 30.6 30.6 37.5 

4.00 36 50.0 50.0 87.5 

5.00 9 12.5 12.5 100.0 

Total 72 100.0 100.0  
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X2_6 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

2.00 5 6.9 6.9 6.9 

3.00 22 30.6 30.6 37.5 

4.00 40 55.6 55.6 93.1 

5.00 5 6.9 6.9 100.0 

Total 72 100.0 100.0  

 
 

c. Variabel Kualitas Produk 

 
X3_1 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

2.00 7 9.7 9.7 9.7 

3.00 17 23.6 23.6 33.3 

4.00 38 52.8 52.8 86.1 

5.00 10 13.9 13.9 100.0 

Total 72 100.0 100.0  
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X3_2 

 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 

2.00 7 9.7 9.7 9.7 

3.00 18 25.0 25.0 34.7 

4.00 36 50.0 50.0 84.7 

5.00 11 15.3 15.3 100.0 

Total 72 100.0 100.0  

 
X3_3 

 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 

2.00 7 9.7 9.7 9.7 

3.00 22 30.6 30.6 40.3 

4.00 37 51.4 51.4 91.7 

5.00 6 8.3 8.3 100.0 

Total 72 100.0 100.0  

 
 

X3_4 

 Frequency Percent Valid Percent Cumulative 
Percent 

Valid 

2.00 7 9.7 9.7 9.7 

3.00 23 31.9 31.9 41.7 

4.00 36 50.0 50.0 91.7 
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5.00 6 8.3 8.3 100.0 

Total 72 100.0 100.0  

 
X3_5 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

2.00 7 9.7 9.7 9.7 

3.00 17 23.6 23.6 33.3 

4.00 39 54.2 54.2 87.5 

5.00 9 12.5 12.5 100.0 

Total 72 100.0 100.0  

 
X3_6 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

2.00 8 11.1 11.1 11.1 

3.00 22 30.6 30.6 41.7 

4.00 35 48.6 48.6 90.3 

5.00 7 9.7 9.7 100.0 

Total 72 100.0 100.0  

 
X3_7 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid 
1.00 1 1.4 1.4 1.4 

2.00 7 9.7 9.7 11.1 
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3.00 17 23.6 23.6 34.7 

4.00 36 50.0 50.0 84.7 

5.00 11 15.3 15.3 100.0 

Total 72 100.0 100.0  

 

 
X3_8 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

2.00 7 9.7 9.7 9.7 

3.00 18 25.0 25.0 34.7 

4.00 37 51.4 51.4 86.1 

5.00 10 13.9 13.9 100.0 

Total 72 100.0 100.0  

 

 
X3_9 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

2.00 7 9.7 9.7 9.7 

3.00 19 26.4 26.4 36.1 

4.00 35 48.6 48.6 84.7 

5.00 11 15.3 15.3 100.0 

Total 72 100.0 100.0  
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X3_10 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

1.00 1 1.4 1.4 1.4 

2.00 5 6.9 6.9 8.3 

3.00 19 26.4 26.4 34.7 

4.00 37 51.4 51.4 86.1 

5.00 10 13.9 13.9 100.0 

Total 72 100.0 100.0  

 
 

d. Variabel Minat Beli 
 

Y_1 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

2.00 8 11.1 11.1 11.1 

3.00 17 23.6 23.6 34.7 

4.00 31 43.1 43.1 77.8 

5.00 16 22.2 22.2 100.0 

Total 72 100.0 100.0  
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Y_2 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

2.00 7 9.7 9.7 9.7 

3.00 18 25.0 25.0 34.7 

4.00 32 44.4 44.4 79.2 

5.00 15 20.8 20.8 100.0 

Total 72 100.0 100.0  

 
Y_3 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

2.00 6 8.3 8.3 8.3 

3.00 25 34.7 34.7 43.1 

4.00 28 38.9 38.9 81.9 

5.00 13 18.1 18.1 100.0 

Total 72 100.0 100.0  
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Y_4 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

2.00 4 5.6 5.6 5.6 

3.00 15 20.8 20.8 26.4 

4.00 41 56.9 56.9 83.3 

5.00 12 16.7 16.7 100.0 

Total 72 100.0 100.0  

 
Y_5 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

2.00 6 8.3 8.3 8.3 

3.00 19 26.4 26.4 34.7 

4.00 34 47.2 47.2 81.9 

5.00 13 18.1 18.1 100.0 

Total 72 100.0 100.0  

 
Y_6 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

2.00 7 9.7 9.7 9.7 

3.00 18 25.0 25.0 34.7 

4.00 34 47.2 47.2 81.9 

5.00 13 18.1 18.1 100.0 

Total 72 100.0 100.0  
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Y_7 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

2.00 1 1.4 1.4 1.4 

3.00 18 25.0 25.0 26.4 

4.00 43 59.7 59.7 86.1 

5.00 10 13.9 13.9 100.0 

Total 72 100.0 100.0  

 

 
Y_8 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

2.00 9 12.5 12.5 12.5 

3.00 25 34.7 34.7 47.2 

4.00 25 34.7 34.7 81.9 

5.00 13 18.1 18.1 100.0 

Total 72 100.0 100.0  
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3. PENGUJIAN RELIABILITAS DATA 
a. Variabel Word Of Mouth 

 
Case Processing Summary 

 N % 

Cases 
Valid 72 100.0 
Excludeda 0 .0 
Total 72 100.0 

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

 
Reliability Statistics 

Cronbach's 
Alpha 

N of Items 

.947 6 
 
 

b. Variabel Brand Trust 
 

Case Processing Summary 
 N % 

Cases 
Valid 72 100.0 
Excludeda 0 .0 
Total 72 100.0 

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

 
 

Reliability Statistics 
Cronbach's 

Alpha 
N of Items 

.909 6 
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c. Variabel Kualitas Produk 
 

Case Processing Summary 
 N % 

Cases 
Valid 72 100.0 
Excludeda 0 .0 
Total 72 100.0 

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

 
Reliability Statistics 

Cronbach's 
Alpha 

N of Items 

.987 10 
 

 
d. Variabel Minat Beli 

 
Case Processing Summary 

 N % 

Cases 
Valid 72 100.0 
Excludeda 0 .0 
Total 72 100.0 

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

 
 

Reliability Statistics 
Cronbach's 

Alpha 
N of Items 

.972 8 
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4. PENGUJIAN ASUMSI KLASIK 
a. Uji Normalitas 

One-Sample Kolmogorov-Smirnov Test 

 Unstandardized 

Residual 

N 72 

Normal Parametersa,b 
Mean 0E-7 

Std. Deviation 5.01156883 

Most Extreme Differences 

Absolute .120 

Positive .120 

Negative -.091 

Kolmogorov-Smirnov Z 1.020 

Asymp. Sig. (2-tailed) .250 

a. Test distribution is Normal. 

b. Calculated from data. 

 
 

b. Uji Multikolinieritas 

Coefficientsa 

Model Collinearity Statistics 

Tolerance VIF 

1 

Word Of Mouth (X1) .585 1.709 

Brand Trust (X2) .585 1.709 

Kualitas Produk (X3) .998 1.002 

a. Dependent Variable: Minat Beli (Y) 
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c. Uji Autokorelasi 

Model Summaryb 

Model Durbin-Watson 

1 1.971a 

a. Predictors: (Constant), Kualitas Produk (X3), Word Of Mouth 

(X1), Brand Trust (X2) 

b. Dependent Variable: Minat Beli (Y) 

 
d. Uji Heterokedastisitas 
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5. ANALISIS REGRESI LINIER BERGANDA 

 

Model Summaryb 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .593a .352 .323 5.12093 

a. Predictors: (Constant), Kualitas Produk (X3), Word Of Mouth (X1), 

Brand Trust (X2) 

b. Dependent Variable: Minat Beli (Y) 

 

 

Coefficientsa 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) 1.531 4.914  .312 .756 

Word Of Mouth (X1) .535 .205 .333 2.610 .011 

Brand Trust (X2) .487 .226 .275 2.154 .035 

Kualitas Produk (X3) .172 .077 .218 2.228 .029 

a. Dependent Variable: Minat Beli (Y) 
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6. PENGUJIAN HIPOTESIS 
a. Uji t 

Coefficientsa 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. 

Error 

Beta 

1 

(Constant) 1.531 4.914  .312 .756 

Word Of Mouth (X1) .535 .205 .333 2.610 .011 

Brand Trust (X2) .487 .226 .275 2.154 .035 

Kualitas Produk (X3) .172 .077 .218 2.228 .029 

a. Dependent Variable: Minat Beli (Y) 
 

b. Uji  F 

ANOVAa 

Model Sum of 

Squares 

df Mean 

Square 

F Sig. 

1 

Regression 968.721 3 322.907 12.313 .000b 

Residual 1783.223 68 26.224   

Total 2751.944 71    

a. Dependent Variable: Minat Beli (Y) 

b. Predictors: (Constant), Kualitas Produk (X3), Word Of Mouth (X1), 

Brand Trust (X2) 

 
 
 
 


