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Kuesioner Penelitian

Responden yang terhormat,

Terima kasih atas kesediaan Saudara/i untuk
berpartisipasi dalam mengisi dan menjawab seluruh
pertanyaan yang ada dalam kuesioner ini. Penelitian ini
digunakan untuk menyusun laporan penelitian dengan judul :
“Pengaruh Iklan Televisi, Brand Image, dan Kualitas Produk
Terhadap Keputusan Pembelian Pada Konsumen Teh Dalam
Kemasan Siap Minum Teh Pucuk Harum di Toko Cemilan
Perumtas Sidoarjo.”

Penelitian ini merupakan salah satu syarat kelulusan
di jenjang S1. Berkaitan dengan hal tersebut, saya mohon
kesediaan Saudara/i meluangkan waktu untuk mengisi
kuesioner ini.

Penelitian ini hanya ditujukan untuk responden yang
pernah Mengkonsumsi produk Teh Pucuk Harum. Atas
kesediaan waktu Saudara/i, saya ucapkan terima kasih.

Hormat saya,

Armanda Yuli Agasti Ningsih



A. BagianI: Screening Responden

Apakah saudara pernah mengkonsumsi teh

pucuk?

0 Ya (lanjutkan ke bagian selanjutnya)
[l Tidak (stop dan terimakasih)
B. Bagian II : Identitas Responden

1. Nama :

C. Bagian II : Pertanyaan

Penilaian dapat dilakukan berdasarkan skala

sebagai berikut :

NO | Jawaban

Skor

Sangat Setuju (SS)

5

Setuju (S)

Ragu-Ragu (RR)

Tidak Setuju (TS)

SH IR R e

Sangat Tidak Setuju

| N w| e

(STS)

Pertanyaan

Jawaban

SS‘S‘RRITSISTS

Iklan Televisi

(X1)

X1.1 Voice

1.

Menurut saya Iklan Teh Pucuk
Harum sangat menarik

Jingle Teh Pucuk Harum
menggunakan bahasa yang
sederhana sehingga mudah
dimengerti

X1.2.Music

3.

Ketika mendengarkan lagu dalam
Iklan Teh Pucuk Harum membuat




saya juga ingin menyanyikan lagu

tersebut.
X13. Screen Words
4. Penulisan huruf Teh Pucuk Harum

dalam Iklan sangatlah jelas

5. Pengucapan Teh Pucuk Harum
dalam iklan sangatlah jelas

X14 PICTURES

6. Menurut saya gambar pada iklan
Teh Pucuk Harum terarah dan dapat
dimengerti

7. Latar belakang iklan Teh Pucuk
Harum bernuansa alam

X1.5. Colors

8. Penceritaan Produk Teh Pucuk
Harum  dapat diterima oleh
masyarakat

9. Saya senang melihat iklan Teh
Pucuk Harum

X1.6. Movement

10. | Saya dapat memahami tujuan dan
maksud dari iklan Teh Pucuk
Harum

11. Iklan Teh Pucuk Harum
memberikan kesan jika Teh Pucuk
Harum terbuat dari daun teh pilihan

Brand Image (Citra Merek) (X2)

Xa2.1. Citra Perusahaan (Coorporate Image)

12. | Teh Pucuk Harum dibuat oleh
perusahaan PT. Mayora Indah Tbk
yang memiliki reputasi yang baik

13. Jaringan Distribusi Perusahaan Teh

Pucuk Harum sangatlah Luas.

Xa2. Citra Produk (Product Image)




14. | Produk Teh Pucuk Harum banyak
dipilih oleh masyarakat
15. Saya  merasa lebih  senang

mengkonsumsi produk Teh Pucuk
Harum karena rasa dan mutu yang
terjamin.

Xa3. Citra Pemakai (User Image)

16. Produk Teh  Pucuk Harum
merupakan produk yang telah
memiliki merek yang kuat sehingga
menjadi pilihan

17. Teh Pucuk Harum cocok dinikmati
semua kalangan

Kualitas Produk (X3)

X31.Rasa

18. Teh Pucuk Harum memiliki rasa
yang enak

19. Teh Pucuk Harum membuat

ketagihan

X3.2. Keragaman

20. Teh Pucuk Harum  memiliki
keberagaman kemasan
21. Teh Pucuk Harum menyediakan

dua pilihan varian

X33, Kesesuaian

22. | Teh Pucuk Harum sesuai dengan
lidah masyarakat Indonesia
23. | Teh Pucuk Harum cocok dinikmati

disegala suasana

X34, Daya Tahan

24, Teh Pucuk Harum dikenam as
dengan baik sehingga tahan lama.
25. Teh Pucuk Harum  memiliki

ketahanan yang kuat.




Keputusan Pembelian (Y)

Y11 Pembelian Produk

26. | Saya membeli produk Teh Pucuk
Harum karna dapat menghilangkan

dahaga

27. Teh Pucuk Harum merupakan
produk  minuman teh yang
berkualitas

Y12 Pembelian Merek

28. Saya membeli Teh Pucuk Harum
karna merek

Y13 Pemilihan Saluran Pembelian

29. | Teh Pucuk Harum menjadi pilihan
utama ketika membeli minuman teh

dalam kemasan

Y14 Penentuan waktu pembelian

30. | Ketika sedang berpergian saya
membeli teh pucuk

Y15 Jumlah

31. Saya membeli Teh Pucuk Harum
lembih dari satu




LAMPIRAN 6
VALIDITAS SAMPEL KECIL

Correlations

1 2 H1_4 1_G 1 _7 $1_10 21 _11 Iklan Televisi
x1_1 Pearson Correlation 1 CEr 587 587 567 TTE 1.0007" a04” 884" 5247
Sig. (2-tailsd) 000 001 001 001 000 000 ooo 000 000
N 30 20 20 20 20 30 20 20 30 20
X1_2 Pearson Gaorrelation ga4” 1 4767 476" 458" ao7” a4’ 10007 756" 8637
Sig. (2-tailed) 000 oos oos 011 o000 000 ooo 000 000
N 3o 3o EL] ao L] a0 30 EL] a0 3o L]
x1_3 Pearson Correlation 384” 756 1 5627 562" 5307 206" .884” 756 1.0007 876
Sig. (2-tailed) .000 o000 .001 .001 .003 .000 .000 .0oo .000 .0oo
N EL] ED] 30 EL] ED] 30 a0 30 30 a0 EL] 30
X1_4 Pearson Correlation 587 a7 5627 1 948" 1.000" 973" 382" 587 476" 5627 817"
Sig. (2-tailed) 001 oos 001 ooo 000 ooo 037 001 oos 001 000
N 30 20 20 20 20 20 20 30 20 20 30 20
®1_5 Pearson Caorrelation 5507 442" 500" aag” 1 gag” a18” 328 5507 442" 5007 773"
Sig. (2-tailed) 002 o014 oos ooo BLL ooo 076 002 014 005 000
[ 30 3o EL] EL] ED] EL| 3o 30 30 EL 30 EL|
1_6 Pearson Correlation 587 a7s 5627 1.000" a48” 1 a73 382" 587 476 562 17
Sig. (2-tailsd) 001 oos 001 0oo ooo ooo 037 001 oos 001 000
N 30 20 20 20 20 20 20 30 20 20 30 20
H1_7 Pearson Gaorrelation 5677 458" 5307 a73’” a18” 973" 1 355 567 458" 5307 7947
Sig. (2-tailed) 001 011 003 ooo ooo BLL 055 001 011 003 000
N 3o 3o EL] ao ED] L] a0 30 EL] a0 3o L]
x1_8 Pearson Correlation 778" 907" 206" 382" 328 3827 355 1 778" .a07” 206" 7aa”
Sig. (2-tailed) .000 o000 .0oo 037 076 .037 055 .000 .0oo .000 .0oo
N EL] ED] 30 EL] ED] 30 a0 30 30 a0 EL] 30
x1_9 Pearson Correlation 1.0007" g94” aga” 587 5507 587 567 778" 1 a94” as4” 9247
Sig. (2-tailed) 000 o000 ooo 001 ooz 001 001 000 ooo 000 000
N 30 20 20 20 20 20 20 30 20 20 30 20
®1_10 Pearson Caorrelation gaa” 1.000" 756 4767 442" 476" 458" ao7” gaq” 1 756 863"
Sig. (2-tailed) 000 ooo 000 oos o014 oos 011 o000 000 000 000
[ 30 3o EL] EL] ED] EL| 3o 30 30 EL 30 EL|
x1_11 Pearson Correlation a84” 756 1.000" 5627 5007 5627 5307 206 .884” TEE 1 876
Sig. (2-tailsd) 000 000 000 001 005 001 003 000 000 ooo 000
N 30 20 20 20 20 20 20 30 20 20 30 20
Iklan Televisi  Pearson Correlation a24™ 863" a7e’ a17" 7737 817" 794" 78a”" 924" 863" a7e" 1

Sig. (2-tailed) 000 ooo 000 ooo ooo BLL ooo o000 000 ooo 000
N 3o 3o a0 ao 3o a0 a0 30 EL| a0 3o a0

** Correlation is significant atthe 0.01 level (2-tailed).
* Carrelation is significant atthe 0.05 level (2-tailed)



Correlations

(2_1 X2_2 _3 W24 ®Z_5 WI2_6 Erand Image
W21 Pearson Correlation 1 aso0" 142 azs5"" 8117 TR 43"
Sig. (2-tailed) 000 454 .0oo .ooo 000 .ooo
I 30 30 30 30 30 30 30
x2_2 Pearson Correlation as507 1 250 783" 7217 Tar’ K=Is[o
Sig. (2-tailed) .ooo 183 .0oo .0oo .ooo .0oo
I 20 30 20 20 30 20 30
X2_3 Fearson Correlation 142 250 1 116 141 065 L3337
Sig. (2-tailed) 454 A3 543 456 T34 063
I 30 30 30 30 30 30 30
W2_4 Pearson Correlation azs 783" 116 1 - 8217 a1a””
Sig. (2-tailed) 000 000 543 .ooo 000 .ooo
I 30 30 30 30 30 30 30
X2_5 Pearson Correlation 8117 7217 141 788" 1 793" are
Sig. (2-tailed) .ooo 000 456 .0oo .ooo .0oo
I 20 30 20 20 30 20 30
K2_6 Pearson Carrelation 8417 Tav’ 065 g217" Fa3" 1 883"
Sig. (2-tailed) 000 .0oo T34 000 000 000
I 20 =0 20 20 30 20 30
Brand Image FPearson Correlation 43 .aoo™” 337 a14™ ara’ aea” 1
Sig. (2-tailed) 000 000 069 000 000 000
I a0 30 30 a0 30 a0 30

** Correlation is significant atthe 0.01 level (2-tailed)



Correlations

Kualitas
®3_1 W3_2 ®3_3 ®3_4 X3_5 ®3_6 ®3_T H3I_8 Produlk
X3_1 Pearson Correlation 1 957" 957" 882" 17 g’ 1.0007 as7” e85
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000
] 30 30 30 30 30 30 30 30 30
X3_z2 Pearson Correlation 957" 1 1.0007 847" as56 sa1” as7” 1.0007 .a88
Sig. (2-tailed) 000 000 000 o000 o000 000 000 o000
] 30 30 30 30 30 30 30 30 30
xX3_3 Pearson Correlation 957" 1.0007 1 847" as56 sa1” as7” 1.0007 .a88
Sig. (2-tailed) 000 000 000 o000 o000 000 000 o000
] 30 30 30 30 30 30 30 30 30
X3_4 Pearson Correlation 882" 8a7” Ba7" 1 |14’ 7a4” .saz2" Ba7” K1l
Sig. (2-tailed) 000 000 000 o000 o000 000 000 o000
] 30 30 30 30 30 30 30 30 30
X3_s5 Pearson Correlation 17 958" 956 8147 1 .BaE a7 .as58 .ass”
Sig. (2-tailed) 000 000 000 000 o000 000 000 o000
] 30 30 30 30 30 30 30 30 30
X3I_EB Pearson Correlation o18” 8817 8817 7E4 246 1 a1g” 2e1” 923"
Sig. (2-tailed) 000 000 000 000 000 000 000 000
M 30 30 30 30 30 30 30 30 30
X3I_T Pearson Correlation 1.0007 957 957 882" 17 g’ 1 57" .ags”
Sig. (2-tailad) 000 000 000 000 000 000 000 000
M 30 30 30 30 30 30 30 30 30
®3_8 FPearson Correlation as7” 1.0007 1.0007 a7 58" ee1’ a5y 1 .ag6
Sig. (2-tailad) 000 000 000 000 000 000 000 000
N 30 30 30 30 30 30 30 30 30
Kualitas Produk  Pearson Correlation L .a88" L 298 ass" az23” .azs” .ag6 1
Sig. (2-tailad) 000 000 000 000 000 000 000 000
N 30 30 30 30 30 30 30 30 30

** Correlation is significant atthe 0.01

level (2-tailed).



Correlations

Keputusan
Y_1 o3 Y3 Y_4 Y_5 Y_6 Pembelian
Y_1 Pearson Correlation 1 885" 8427 7347 7017 6117 883"
Sig. (2-tailed) .000 .000 000 000 .000 .000
] 30 30 30 30 30 30 30
N Pearson Correlation 885" 1 7397 778" 7397 7317 903"
Sig. (2-tailed) .000 .000 .000 .000 .000 .000
N 30 30 30 30 30 30 30
Y_3 Pearson Carrelation 8427 739" 1 657 627 547 817"
Sig. (2-tailed) .000 000 .000 .000 002 .000
] 30 30 30 30 30 30 30
Y_4 Pearson Correlation 7347 778" 657 1 978" 9627 9527
Sig. (2-tailed) .000 .000 .000 .000 .000 .000
N 30 30 30 30 30 30 30
Y. 5 Pearson Correlation 7017 7397 627 a78” 1 938" 929"
Sig. (2-tailed) .000 .000 .000 .000 .000 .000
] 30 30 30 30 30 30 30
Y_6 Pearson Correlation 6117 7317 547 9627 938" 1 .894”
Sig. (2-tailed) 000 .000 002 .000 .000 .000
N 30 30 30 30 30 30 30
Keputusan Pembelian  Pearson Correlation 883" 903" 817" 9527 929" .894”" 1
Sig. (2-tailed) .000 .000 .000 .000 .000 .000
™ 30 30 30 30 30 30 30

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



RELIABILITAS SAMPEL KECIL

X1
Reliability Statistics
Cronbach's
Alpha N of Items
.960 11
X2
Reliability Statistics
Cronbach's
Alpha N of Items
.899 6
X3
Reliability Statistics
Cronbach's
Alpha N of Items
.989 8
Y
Reliability Statistics
Cronbach's
Alpha N of Items

.951 6




LAMPIRAN 7

HASIL UJI FREKUENSI VARIABEL

IKLAN TELEVISI (X1)

X1_1
Cumulative
Frequency Percent Valid Percent Percent
Valid  Tidak Setuju 1 9 9 9
Ragu-Ragu 19 17.6 17.6 18.5
Setuju 60 55.6 55.6 74.1
Sangat Setuju 28 259 259 100.0
Total 108 100.0 100.0
X1_2
Cumulative
Frequency Percent Valid Percent Percent
Valid  Tidak Setuju 3 2.8 2.8 2.8
Ragu-Ragu 26 241 241 26.9
Setuju 54 50.0 50.0 76.9
Sangat Setuju 25 231 231 100.0
Total 108 100.0 100.0
X1_3
Cumulative
Frequency Percent Valid Percent Percent
Valid  Tidak Setuju 1 9 9 9
Ragu-Ragu 19 17.6 17.6 18.5
Setuju 53 49.1 49.1 67.6
Sangat Setuju 35 324 324 100.0
Total 108 100.0 100.0




X1_4

Cumulative
Frequency Percent Valid Percent Percent
Valid  Tidak Setuju 1 9 9 9
Ragu-Ragu 14 13.0 13.0 13.9
Setuju 54 50.0 50.0 63.9
Sangat Setuju 39 36.1 36.1 100.0
Total 108 100.0 100.0
X1_5
Cumulative
Frequency Percent Valid Percent Percent
Valid  Tidak Setuju 1 9 9 9
Ragu-Ragu 17 15.7 15.7 16.7
Setuju 50 46.3 46.3 63.0
Sangat Setuju 40 37.0 37.0 100.0
Total 108 100.0 100.0
X1_6
Cumulative
Frequency Percent Valid Percent Percent
Valid  Tidak Setuju 2 1.9 1.9 1.9
Ragu-Ragu 18 16.7 16.7 18.5
Setuju 54 50.0 50.0 68.5
Sangat Setuju 34 31.5 315 100.0
Total 108 100.0 100.0




X1_7

Cumulative
Frequency Percent Valid Percent Percent
Valid  Tidak Setuju 2 1.9 1.9 1.9
Ragu-Ragu 20 18.5 18.5 204
Setuju 52 48.1 48.1 68.5
Sangat Setuju 34 315 315 100.0
Total 108 100.0 100.0
X1_8
Cumulative
Frequency Percent Valid Percent Percent
Valid  Tidak Setuju 2 1.9 1.9 1.9
Ragu-Ragu 16 14.8 14.8 16.7
Setuju 61 56.5 56.5 73.1
Sangat Setuju 29 26.9 26.9 100.0
Total 108 100.0 100.0
X1.9
Cumulative
Frequency Percent Valid Percent Percent
Valid  Tidak Setuju 2 1.9 1.9 1.9
Ragu-Ragu 19 17.6 17.6 19.4
Setuju 59 54.6 54.6 74.1
Sangat Setuju 28 259 259 100.0
Total 108 100.0 100.0




X1_10

Cumulative
Frequency Percent Valid Percent Percent
Valid  Tidak Setuju 5 4.6 4.6 4.6
Ragu-Ragu 26 241 241 28.7
Setuju 52 48.1 48.1 76.9
Sangat Setuju 25 23.1 23.1 100.0
Total 108 100.0 100.0
X1_11
Cumulative
Frequency Percent Valid Percent Percent
Valid  Tidak Setuju 2 1.9 1.9 1.9
Ragu-Ragu 19 17.6 17.6 194
Setuju 53 49.1 49.1 68.5
Sangat Setuju 34 31.5 315 100.0
Total 108 100.0 100.0
BRAND IMAGE (X2)
X2_1
Cumulative
Frequency Percent Valid Percent Percent
Valid  Tidak Setuju 3 28 2.8 2.8
Ragu-Ragu 15 13.9 13.9 16.7
Setuju 53 49.1 49.1 65.7
Sangat Setuju 37 34.3 343 100.0
Total 108 100.0 100.0




X2_2

Cumulative
Frequency Percent Valid Percent Percent
Valid  Tidak Setuju 3 28 2.8 2.8
Ragu-Ragu 19 17.6 17.6 204
Setuju 49 454 454 65.7
Sangat Setuju 37 343 343 100.0
Total 108 100.0 100.0
X2_3
Cumulative
Frequency Percent Valid Percent Percent
Valid  Tidak Setuju 5 4.6 4.6 4.6
Ragu-Ragu 14 13.0 13.0 17.6
Setuju 43 39.8 39.8 574
Sangat Setuju 46 426 42.6 100.0
Total 108 100.0 100.0
X2_4
Cumulative
Frequency Percent Valid Percent Percent
Valid  Tidak Setuju 3 2.8 2.8 2.8
Ragu-Ragu 21 19.4 19.4 222
Setuju 53 49.1 49.1 71.3
Sangat Setuju 31 28.7 28.7 100.0
Total 108 100.0 100.0




X2_5

Cumulative
Frequency Percent Valid Percent Percent
Valid  Tidak Setuju 3 28 2.8 2.8
Ragu-Ragu 13 12.0 12.0 14.8
Setuju 48 444 444 59.3
Sangat Setuju 44 40.7 40.7 100.0
Total 108 100.0 100.0
X2_6
Cumulative
Frequency Percent Valid Percent Percent
Valid  Tidak Setuju 3 2.8 2.8 2.8
Ragu-Ragu 16 14.8 14.8 17.6
Setuju 47 43.5 43.5 61.1
Sangat Setuju 42 38.9 38.9 100.0
Total 108 100.0 100.0
KUALITAS PRODUK (X3)
X3_1
Cumulative
Frequency Percent Valid Percent Percent
Valid  Tidak Setuju 6 5.6 5.6 5.6
Ragu-Ragu 20 18.5 18.5 241
Setuju 44 40.7 40.7 64.8
Sangat Setuju 38 352 352 100.0
Total 108 100.0 100.0




X3_2

Cumulative
Frequency Percent Valid Percent Percent
Valid  Tidak Setuju 6 5.6 5.6 5.6
Ragu-Ragu 14 13.0 13.0 18.5
Setuju 53 49.1 49.1 67.6
Sangat Setuju 35 324 324 100.0
Total 108 100.0 100.0
X3_3
Cumulative
Frequency Percent Valid Percent Percent
Valid  Tidak Setuju 6 5.6 5.6 5.6
Ragu-Ragu 17 15.7 15.7 21.3
Setuju 54 50.0 50.0 71.3
Sangat Setuju 31 28.7 28.7 100.0
Total 108 100.0 100.0
X3_4
Cumulative
Frequency Percent Valid Percent Percent
Valid  Tidak Setuju 7 6.5 6.5 6.5
Ragu-Ragu 23 21.3 213 27.8
Setuju 46 42.6 42.6 704
Sangat Setuju 32 29.6 29.6 100.0
Total 108 100.0 100.0




X3_5

Cumulative
Frequency Percent Valid Percent Percent
Valid  Tidak Setuju 4 3.7 3.7 3.7
Ragu-Ragu 22 20.4 20.4 241
Setuju 53 49.1 49.1 73.1
Sangat Setuju 29 26.9 26.9 100.0
Total 108 100.0 100.0
X3_6
Cumulative
Frequency Percent Valid Percent Percent
Valid  Tidak Setuju 6 5.6 5.6 5.6
Ragu-Ragu 17 15.7 15.7 21.3
Setuju 46 42.6 42.6 63.9
Sangat Setuju 39 36.1 36.1 100.0
Total 108 100.0 100.0
X3_7
Cumulative
Frequency Percent Valid Percent Percent
Valid  Tidak Setuju 4 3.7 3.7 3.7
Ragu-Ragu 21 194 19.4 231
Setuju 47 43.5 435 66.7
Sangat Setuju 36 33.3 33.3 100.0
Total 108 100.0 100.0




X3_8

Cumulative
Frequency Percent Valid Percent Percent
Valid  Tidak Setuju 4 3.7 3.7 3.7
Ragu-Ragu 15 13.9 13.9 17.6
Setuju 55 50.9 50.9 68.5
Sangat Setuju 34 315 315 100.0
Total 108 100.0 100.0
KEPUTUSAN PEMBELIAN (Y)
Y 1
Cumulative
Frequency Percent Valid Percent Percent
Valid  Ragu-Ragu 26 241 241 241
Setuju 52 48.1 48.1 722
Sangat Setuju 30 27.8 27.8 100.0
Total 108 100.0 100.0
Y_ 2
Cumulative
Frequency Percent Valid Percent Percent
Valid  Ragu-Ragu 26 241 241 241
Setuju 57 52.8 52.8 76.9
Sangat Setuju 25 231 231 100.0
Total 108 100.0 100.0




Y3

Cumulative
Frequency Percent Valid Percent Percent
Valid  Ragu-Ragu 21 194 194 194
Setuju 45 417 417 61.1
Sangat Setuju 42 38.9 38.9 100.0
Total 108 100.0 100.0
Y_ 4
Cumulative
Frequency Percent Valid Percent Percent
Valid  Ragu-Ragu 26 241 241 241
Setuju 45 417 417 65.7
Sangat Setuju 37 34.3 343 100.0
Total 108 100.0 100.0
Y5
Cumulative
Frequency Percent Valid Percent Percent
Valid  Ragu-Ragu 19 17.6 17.6 17.6
Setuju 46 42.6 42.6 60.2
Sangat Setuju 43 39.8 39.8 100.0
Total 108 100.0 100.0




Y_6

Cumulative
Frequency Percent Valid Percent Percent
Valid  Ragu-Ragu 19 17.6 17.6 17.6
Setuju 44 40.7 40.7 58.3
Sangat Setuju 45 41.7 41.7 100.0
Total 108 100.0 100.0
HASIL UJI DESKRIPTIF VARIABEL
IKLAN TELEVISI (X1)
Descriptive Statistics
N Minimum = Maximum Mean Std. Deviation
X1_1 108 2 5 4.06 .687
X1_2 108 2 5 3.94 .765
X1_3 108 2 5 4.13 .725
X1_4 108 2 5 4.21 .698
X1._5 108 2 5 4.19 729
X1_6 108 2 5 4.11 .740
X1_7 108 2 5 4.09 .756
X1_8 108 2 5 4.08 .699
X1.9 108 2 5 4.05 715
X1_10 108 2 5 3.90 .808
X1_11 108 2 5 4.10 .748

Valid N (listwise) 108




BRAND IMAGE (X2)

Descriptive Statistics

Minimum  Maximum Mean Std. Deviation
X2 1 108 2 5 415 759
X2 2 108 2 5 411 .789
X2_3 108 2 5 4.20 .840
X2 4 108 2 5 4.04 772
X2_5 108 2 5 4.23 769
X2_6 108 2 5 4.19 787
Valid N (listwise) 108

KUALITAS PRODUK (X3)

Descriptive Statistics

Minimum  Maximum Mean Std. Deviation
X3_1 108 2 5 4.06 874
X3_2 108 2 5 4.08 822
X3_3 108 2 5 4.02 .820
X3_4 108 2 5 3.95 .880
X3_5 108 2 5 3.99 791
X3_6 108 2 5 4.09 .860
X3_7 108 2 5 4.06 .823
X3_8 108 2 5 4.10 773
Valid N (listwise) 108




KEPUTUSAN PEMBELIAN (Y)

Descriptive Statistics

Minimum  Maximum Mean Std. Deviation

Y 1 108 3 5 4.04 722
Y2 108 3 5 3.99 .690
Y 3 108 3 5 4.19 .742
Y 4 108 3 5 4.10 .760
Y5 108 3 5 4.22 728
Y 6 108 3 5 4.24 .735
Valid N (listwise) 108




LAMPIRAN 8

HASIL UJI VALIDITAS VARIABEL

IKLAN TELEVISI (X1)

Correlations

1_1 <1_2 _3 _6 <1_ ] _11 Iklan Televisi
1_1 Pearson Correlation 1 773 FF1 asg™" 42277 448" 3ga™” CEG g5 702" 7327 838™"
Sig. (2-tailed) .000 .0o0 .000 .000 .000 .000 .0o0 .000 000 .000 .000
[ 108 108 108 108 108 108 108 108 108 108 108 108
*1_2 Pearson Gorrelation 773 1 638 428" aaz" 4427 ECEN 640 706 a7 600 810
Sig. (2-tailed) ooo ooo ooo ooo ooo ooo ooo ooo ooo ooo ooo
™ 108 108 108 108 108 108 108 108 108 108 108 108
x1_3 Pearson Correlation 7717 B39 1 425" 420”7 428" asg” 643" 573 5407 872" 75
Sig. (2-tailed) .000 .0o0 .000 .0o0 .000 .0o0 .0o0 .000 .0o0 .000 .000
] 108 108 108 108 108 108 108 108 108 108 108 108
H1_4 Pearson Gorrelation 4587 4297 425" 1 873" 732" 6897 LT 41177 3547 LT 697
Sig. (2-tailed) ooo ooo ooo ooo ooo ooo ooz ooo ooo ooo ooo
™ 108 108 108 108 108 108 108 108 108 108 108 108
*1_5 Fearson Correlation 4227 442”7 aza” 873 1 BEE a7 2617 3597 383" 357 LR
Sig. (2-tailed) ooo ooo ooo ooo ooo ooo oos ooo ooo ooo ooo
] 108 108 108 108 108 108 108 108 108 108 108 108
*1_6 Pearson Gorrelation 4457 4427 4287 732" 586 1 17 .57a” 5197 5037 5707 77T
Sig. (2-tailed) ooo ooo ooo ooo ooo ooo ooo ooo ooo ooo ooo
™ 108 108 108 108 108 108 108 108 108 108 108 108
*1_T Fearson Correlation 3847 399 456" 689 Ta7” 817 1 146" 4557 as5a” 595 748"
Sig. (2-tailed) ooo ooo ooo ooo ooo ooo ooo ooo ooo ooo ooo
™ 108 108 108 108 108 108 108 108 108 108 108 108
*1_8 Pearson Correlation 6507 .sa0” 643" 289" 2817 578" 448" 1 72177 .5a4” .7ea” A7
Sig. (2-tailed) ooo ooo ooo ooz o6 ooo ooo ooo ooo ooo ooo
™ 108 108 108 108 108 108 108 108 108 108 108 108
*1_@ FPearson Correlation azs" To6" 673 4117 EEEN 519 as5a” 7217 1 7EE 794 sa8"
Sig. (2-tailed) ooo ooo ooo ooo ooo ooo ooo ooo ooo ooo ooo
™ 108 108 108 108 108 108 108 108 108 108 108 108
=1_10 Pearson Correlation 70277 sa7" 549" 35477 383 50377 a5 CI-Fia 7687 1 65177 8117
Sig. (2-tailed) ooo ooo ooo ooo ooo ooo ooo ooo ooo ooo ooo
™ 108 108 108 108 108 108 108 108 108 108 108 108
*1_11 FPearson Correlation 7327 600" 872" 388" 357 5707 585 e 7947 6517 1 8507
Sig. (2-tailed) ooo ooo ooo ooo ooo ooo ooo ooo ooo ooo ooo
™ 108 108 108 108 108 108 108 108 108 108 108 108
Iklan Telsvisi Pearson Carrslation a38” 8107 795" 5977 CEE 77T Fag™" FTT 848" a117" 850" 1
Sig. (2-tailed) ooo ooo ooo ooo ooo ooo ooo ooo ooo ooo ooo
™ 108 108 108 108 108 108 108 108 108 108 108 108

** Gorrelation is significant atthe 0.01 level (2-tailed)



Correlations

®2_1 ®2_2 ®2_3 H2_4 ®2_5 X2_6 Brand Image
21 Pearson Carrelation 1 Gan” 3637 o4 7107 7207 arva”
Sig. (2-tailed) .0oo 000 000 .ooo 000 000
] 108 108 108 108 108 108 108
®2_2 Pearson Correlation ED 1 5727 5917 527 5237 806
Sig. (2-tailed) 000 000 000 .ooo 000 000
] 108 108 108 108 108 108 108
®2_3 Pearson Carrelation 3637 5727 1 ATF 2747 235" 5a3”
Sig. (2-tailed) 000 .0oo 000 004 013 000
] 108 108 108 108 108 108 108
w24 Pearson Correlation 8047 5917 37T 1 8207 8197 a04”
Sig. (2-tailed) 000 .ooo 000 .ooo 000 000
] 108 108 108 108 108 108 108
H2_E Pearson Correlation 7107 527 2747 azo” 1 7o47 a44”
Sig. (2-tailed) .ooo .0oo 004 .0oo 000 .ooo
I 108 108 108 108 108 108 108
X2_6 FPearson Correlation Tz07 523 239" a1a Ta4” 1 a3a
Sig. (2-tailed) 000 .0oo 013 000 .0oo 000
] 108 108 108 108 108 108 108
Brand Image Pearson Correlation ave” 806" 5937 a4 a44™ 838" 1
Sig. (2-tailed) ooo .0oo 000 000 ooo 000
I 108 108 108 108 108 108 108

= Correlation is significant atthe 0.01 level (2-tailed).

* Correlation is significant at the 0.05 level (2-tailed).

KUALITAS PRODUK (X3)



Correlations

Kualitas
®3I_1 x3_2 X3_3 KI_d4 x3_a Produlk
®3_1 Pearson Correlation 1 sa2 a59 818" 825 TGS 878 753 937
Sig. (2-tailed) .000 .000 .000 .000 000 .000 .000 .000
] 108 108 108 108 108 108 108 108 108
X3_z Pearson Correlation .8g2" 1 .8a5" 7557 763 7437 73g” 826" 9107
Sig. (2-tailed) 000 ooo 000 000 000 000 000 000
i 108 108 108 108 108 108 108 108 108
X3_3 Pearson Correlation 859" .8as5™" 1 843" 7927 7137 759" 793" 918"
Sig. (2-tailed) 000 000 000 000 000 000 000 000
™ 108 108 108 108 108 108 108 108 108
X3_4 Pearson Correlation 818" 7E5 843" 1 814" 7607 7537 6817 889"
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000
™ 108 108 108 108 108 108 108 108 108
X3_5 Pearson Correlation 825 763 7a2™" 819 1 7717 876 827" a1
Sig. (2-tailed) .000 .000 000 .000 000 .000 .000 .000
] 108 108 108 108 108 108 108 108 108
X3_6 Pearson Correlation 7657 743" 7137 7607 7T 1 7847 788" 872"
Sig. (2-tailed) 000 000 ooo 000 000 000 000 000
i 108 108 108 108 108 108 108 108 108
X3a_7 Pearson Correlation 878" .73g” 7597 7537 876" 74" 1 871" 917"
Sig. (2-tailed) 000 000 ooo 000 000 000 000 000
™ 108 108 108 108 108 108 108 108 108
x3_8 Pearson Correlation 7537 826 793" 8817 827" 78" 8717 1 898"
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000
™ 108 108 108 108 108 108 108 108 108
Kualitas Produk  Pearson Correlation 837" 9107 916 889" 918" a7z’ 917" 8a8" 1
Sig. (2-tailed) .000 .000 000 .000 .000 000 .000 .000
] 108 108 108 108 108 108 108 108 108

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

KEPUTUSAN PEMBELIAN (Y)



Correlations

Keputusan

1 W_2 W_3 V_d4 V_5 (] Pembelian
W1 Pearson Correlation 1 LT 78a” 503 448 478" Te7"
Sig. (2-tailed) .0oo 000 000 000 000 000
I 108 108 108 108 108 108 108
¥_2 Pearsan Correlation Bas” 1 Fro” 447" 4697 ABS 707
Sig. (2-tailed) 000 000 000 000 000 000
I 108 108 108 108 108 108 108
v_3 Pearson Correlation 7aa” Fro” 1 4617 473" 445" Boz2"
Sig. (2-tailed) 000 .0oo 000 000 000 000
I 108 108 108 108 108 108 108
Y_4 Pearson Gorrelation 503 447 4617 1 837 859" 8447
Sig. (2-tailed) 000 000 000 000 000 000
M 108 108 108 108 108 108 108
Y_5 Pearson Correlation 448 4697 4737 837" 1 aze” 8317
Sig. (2-tailed) 000 .0oo 000 000 .0oo 000
M 108 108 10a 108 108 108 108
Y_6 Pearsan Correlation 476 ABS 445" g5a” 826 1 B36
Sig. (2-tailed) 000 .0oo 000 000 000 000
I 108 108 108 108 108 108 108
Keputusan Pembelian  Pearson Correlation a7 7eo” .eo2” 8447 a3 83 1
Sig. (2-tailed) 000 000 000 000 000 000
il 108 108 108 108 108 108 108

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



LAMPIRAN 9
HASIL UJI RELIABILITAS VARIABEL

IKLAN TELEVISI (X1)

Reliability Statistics
Cronbach's Alpha N of Items
938 11
BRAND IMAGE (X2)
Reliability Statistics
Cronbach's Alpha N of Items
.893 6

KUALITAS PRODUK (X3)

Reliability Statistics
Cronbach's Alpha N of Items
.969 8

KEPUTUSAN PEMBELIAN (Y)

Reliability Statistics

Cronbach's Alpha N of Items
.899 6




LAMPIRAN 10

ASUMSI KLASIK
HASIL UJI NORMALITAS
One-Sample Kolmogorov-Smirnov Test
Unstandardized
Residual
N 108
Normal Parametersab Mean .0000000
Std. Deviation 3.02841554
Most Extreme Differences Absolute .074
Positive .048
Negative -.074
Test Statistic .074
Asymp. Sig. (2-tailed) .190¢

a. Test distribution is Normal.
b. Calculated from data.
c. Lilliefors Significance Correction.

Histogram

Dependent Variable: Keputusan Pembelian

Normal P-P Plot of Regression Standardized Residual
Mean = 7.86E-16 Dependent Variable: Keputusan Pembelian
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LAMPIRAN 11
HASIL UJI MULTIKOLINEARITAS

Collinearity Statistics

Model Tolerance VIF

1 (Constant)
Iklan Televisi .980 1.020
Brand Image 973 1.027
Kualitas Produk .955 1.047

HASIL UJI HETEROKEDASTISITAS

Scatterplot
Dependent Variable: Keputusan Pembelian
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LAMPIRAN 12

REGRESI LINEAR BERGANDA dan HASIL UJIT

Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta Sig.
1 (Constant) 5.766 3.059 1.885 .062
Iklan Televisi 151 .047 .268 3.196 .002
Brand Image .287 .079 .306 3.634 .000
Kualitas Produk 157 .050 .265 3.110 .002
a. Dependent Variable: Keputusan Pembelian
HASILUJIF
ANOVA2
Model Sum of Squares df Mean Square F Sig.
1 Regression 382.773 3 127.591 13.522 .000P
Residual 981.329 104 9.436
Total 1364.102 107

a. Dependent Variable: Keputusan Pembelian
b. Predictors: (Constant), Kualitas Produk, Iklan Televisi , Brand Image



Tabulasi Data

Iklan Televisi (X1)

Responden_40

Skor_X1
Responden X1_1 | X1_2 | X1_3 1.4 | X1_5 | X1_6 | X1_7 1.8 1.9 | X110 X1_11
Responden_1 4 4 4 4 4 4 4 4 4 4 4 44
Responden_2 3 3 3 4 4 5 4 4 3 3 3 39
Responden_3 4 4 3 5 5 5 4 4 4 4 3 45
Responden_4 5 4 4 4 3 4 3 4 5 4 4 44
Responden_5 4 5 4 5 5 5 5 4 4 5 4 50
Responden_6 4 3 4 5 5 4 5 3 4 3 4 44
Responden_7 4 4 4 5 5 4 4 4 4 4 4 46
Responden_8 5 5 5 5 5 5 5 5 5 5 5 55
Responden_9 4 4 4 4 4 4 4 5 4 4 4 45
Responden_10 5 5 5 4 4 4 4 4 5 5 5 50
Responden_11 4 4 5 5 5 5 5 4 4 4 5 50
Responden_12 5 4 5 4 4 4 4 5 5 4 5 49
Responden_13 5 5 5 5 5 5 5 5 5 5 5 55
Responden_14 4 4 5 5 5 5 5 4 4 4 5 50
Responden_15 5 5 5 4 4 4 4 5 5 5 5 51
Responden_16 4 5 4 4 4 4 4 5 4 5 4 47
Responden_17 5 4 5 5 5 5 5 4 5 4 5 52
Responden_18 5 5 5 5 5 5 5 5 5 5 5 55
Responden_19 4 4 4 5 5 5 5 4 4 4 4 48
Responden_20 5 5 5 3 3 3 3 5 5 5 5 47
Responden_21 5 5 5 5 5 5 5 5 5 5 5 55
Responden_22 4 4 4 4 5 4 4 4 4 4 4 45
Responden_23 4 4 4 4 4 4 4 4 4 4 4 44
Responden_24 5 5 5 5 5 5 5 5 5 5 5 55
Responden_25 5 5 5 5 5 5 5 5 5 5 5 55
Responden_26 3 3 3 3 3 3 3 3 3 3 3 33
Responden_27 3 3 4 3 3 3 3 4 3 3 4 36
Responden_28 3 3 4 4 4 4 4 4 3 3 4 40
Responden_29 4 4 4 4 4 4 5 4 4 4 4 45
Responden_30 3 3 3 4 4 4 4 3 3 3 3 37
Responden_31 3 3 4 4 3 4 4 4 3 3 4 39
Responden_32 4 4 4 4 5 4 5 4 4 4 4 46
Responden_33 4 4 4 4 4 4 4 4 4 3 4 43
Responden_34 4 4 5 3 4 3 3 3 3 3 3 38
Responden_35 4 4 5 5 5 2 2 2 2 2 2 35
Responden_36 3 3 3 3 3 4 4 4 4 4 4 39
Responden_37 4 4 4 4 4 5 5 5 4 4 5 48
Responden_38 3 3 3 4 4 3 3 3 4 4 3 37
Responden_39 4 4 3 5 5 5 4 4 4 4 3 45
5 4 4 4 3 4 3 4 5 4 4

44
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Responden_81

42

4 3 4 4 4 4 4 4 4 3 4
Responden_82 3 3 3 4 4 3 4 3 3 3 3 36
Responden_83 2 2 2 2 2 2 2 2 2 2 2 22
Responden_84 4 4 4 4 4 4 4 4 4 4 4 44
Responden_85 4 4 5 5 4 4 4 5 4 4 5 48
Responden_86 4 4 3 4 4 3 4 3 4 4 3 40
Responden_87 4 4 4 4 4 4 4 4 4 4 4 44
Responden_88 4 3 4 4 4 4 4 4 4 4 4 43
Responden_89 4 4 3 4 4 3 3 3 3 3 3 37
Responden_90 4 4 4 5 4 4 4 4 4 2 4 43
Responden_91 5 5 5 5 5 5 5 5 5 5 5 55
Responden_92 4 4 4 4 5 4 4 4 4 4 4 45
Responden_93 4 4 4 4 4 4 4 4 4 4 4 44
Responden_94 5 5 5 5 5 5 5 5 5 5 5 55
Responden_95 5 5 5 5 5 5 5 5 5 5 5 55
Responden_96 3 3 3 3 3 3 3 3 3 3 3 33
Responden_97 3 3 4 3 3 3 3 4 3 3 4 36
Responden_98 3 3 4 4 4 4 4 4 3 3 4 40
Responden_99 4 4 4 4 4 4 5 4 4 4 4 45
Responden_100 3 3 3 4 4 4 4 3 3 3 3 37
Responden_101 3 3 4 4 3 4 4 4 3 3 4 39
Responden_102 4 4 4 4 5 4 5 4 4 4 4 46
Responden_103 4 4 4 3 3 3 3 4 4 4 4 40
Responden_104 4 4 4 4 4 4 4 4 4 4 4 44
Responden_105 3 3 3 3 3 3 3 3 3 3 3 33
Responden_106 4 2 4 4 4 4 4 4 4 2 4 40
Responden_107 4 3 4 4 4 4 4 4 4 3 4 42
Responden_108 3 3 3 4 4 3 4 3 3 3 3 36




Brand Image (X2)

Skor_X2
Responden X2 1| X2 2X2_3|X2_4|X2.5[|X2_6
Responden_1 5 5 5 5 5 5 30
Responden_2 5 5 5 4 4 4 27
Responden_3 4 3 4 4 4 4 23
Responden_4 5 4 4 5 5 5 28
Responden_5 3 4 5 3 3 3 21
Responden_6 3 3 3 3 3 3 18
Responden_7 4 4 4 3 3 4 22
Responden_8 5 5 2 5 5 5 27
Responden_9 4 5 5 4 5 5 28
Responden_10 4 4 5 4 4 4 25
Responden_11 5 4 5 5 5 5 29
Responden_12 4 5 5 4 4 4 26
Responden_13 3 3 3 3 3 3 18
Responden_14 3 3 3 3 3 3 18
Responden_15 4 4 5 5 5 5 28
Responden_16 4 4 4 4 5 4 25
Responden_17 5 5 5 4 5 5 29
Responden_18 5 5 5 4 5 5 29
Responden_19 4 4 4 4 5 5 26
Responden_20 5 5 5 5 5 4 29
Responden_21 5 5 4 5 4 5 28
Responden_22 4 4 5 4 5 4 26
Responden_23 5 5 5 5 5 4 29
Responden_24 4 4 4 4 4 5 25
Responden_25 2 2 5 2 2 2 15
Responden_26 4 5 5 4 4 4 26
Responden_27 5 5 5 5 5 5 30
Responden_28 5 5 5 5 4 5 29
Responden_29 4 4 4 4 4 4 24
Responden_30 4 3 4 4 4 4 23
Responden_31 4 4 4 4 4 5 25
Responden_32 4 4 4 3 4 3 22
Responden_33 5 4 5 4 4 4 26
Responden_34 5 5 5 5 5 5 30
Responden_35 4 4 4 4 4 4 24
Responden_36 3 3 3 3 3 3 18
Responden_37 3 3 3 3 3 3 18
Responden_38 4 4 4 4 4 4 24
Responden_39 4 4 4 3 4 4 23
Responden_40 5 5 5 4 4 4 27




Responden_41 3 3 3 3 3 3 18
Responden_42 3 3 3 3 4 4 20
Responden_43 3 3 4 4 5 4 23
Responden_44 5 5 5 4 4 5 28
Responden_45 5 4 4 5 5 5 28
Responden_46 4 4 4 4 5 5 26
Responden_47 4 5 5 4 5 4 27
Responden_48 4 4 4 5 5 5 27
Responden_49 5 5 5 5 5 5 30
Responden_50 4 5 5 4 4 4 26
Responden_51 5 5 5 5 5 5 30
Responden_52 4 4 5 5 5 5 28
Responden_53 5 5 5 4 4 4 27
Responden_54 4 5 4 4 4 4 25
Responden_55 5 4 5 5 5 5 29
Responden_56 5 5 5 5 5 5 30
Responden_57 5 5 5 5 5 5 30
Responden_58 4 4 4 4 4 4 24
Responden_59 3 4 4 4 4 4 23
Responden_60 5 4 4 5 5 5 28
Responden_61 4 4 4 4 4 4 24
Responden_62 5 4 4 5 5 5 28
Responden_63 4 4 4 4 4 4 24
Responden_64 3 3 3 3 3 3 18
Responden_65 5 5 5 5 5 5 30
Responden_66 4 3 3 4 4 4 22
Responden_67 4 3 4 4 4 4 23
Responden_68 5 4 4 5 5 5 28
Responden_69 3 4 5 3 3 3 21
Responden_70 3 3 3 3 3 3 18
Responden_71 4 4 4 3 3 4 22
Responden_72 5 5 2 5 5 5 27
Responden_73 4 5 5 4 5 5 28
Responden_74 4 4 5 4 4 4 25
Responden_75 5 4 5 5 5 5 29
Responden_76 4 5 5 4 4 4 26
Responden_77 3 4 4 3 4 4 22
Responden_78 4 4 4 4 4 4 24
Responden_79 4 5 5 4 4 3 25
Responden_80 4 4 2 3 4 4 21




Responden_81

24

5 3 3 4 5 4
Responden_82 4 3 3 4 4 5 23
Responden_83 5 5 5 5 5 5 30
Responden_84 4 4 4 4 5 5 26
Responden_85 4 4 4 4 5 4 25
Responden_86 5 5 5 5 5 5 30
Responden_87 2 2 2 2 2 2 12
Responden_88 4 4 4 4 5 4 25
Responden_89 4 4 4 4 4 3 23
Responden_90 4 3 4 4 q 4 23
Responden_91 4 4 4 5 5 5 27
Responden_92 5 5 5 3 3 3 24
Responden_93 5 5 5 5 5 5 30
Responden_94 4 4 4 4 5 4 25
Responden_95 2 2 5 2 2 2 15
Responden_96 4 5 5 4 4 4 26
Responden_97 5 5 5 5 5 5 30
Responden_98 5 5 5 5 4 5 29
Responden_99 4 4 4 4 4 4 24
Responden_100 4 4 4 4 4 4 24
Responden_101 4 4 4 4 4 5 25
Responden_102 4 4 4 3 q 3 22
Responden_103 3 4 4 3 4 4 22
Responden_104 4 4 4 4 4 4 24
Responden_105 4 5 5 4 4 3 25
Responden_106 4 4 2 3 4 4 21
Responden_107 5 3 3 4 5 4 24
Responden_108 4 3 3 4 4 5 23




Kualitas Produk (X3)

Skor_X3
Responden X3_1]X3_2]|X3_3|X3_4|X3_5|X3_6[X3_7[X3_8
Responden_1 2 2 2 2 2 2 2 2 16
Responden_2 5 5 5 5 5 5 5 5 40
Responden_3 3 4 3 3 3 4 3 4 27
Responden_4 3 3 3 3 3 4 3 3 25
Responden_5 4 4 4 4 4 4 4 4 32
Responden_6 3 4 4 3 3 3 3 4 27
Responden_7 3 4 4 3 3 4 3 4 28
Responden_8 5 5 5 5 5 5 5 5 40
Responden_9 5 5 5 4 5 5 5 5 39
Responden_10 5 4 4 5 4 5 5 4 36
Responden_11 4 4 4 4 4 5 4 4 33
Responden_12 5 5 5 5 5 5 5 5 40
Responden_13 5 5 5 5 5 5 5 5 40
Responden_14 4 4 4 4 4 4 4 4 32
Responden_15 5 5 5 5 5 5 5 5 40
Responden_16 4 4 4 4 4 4 4 4 32
Responden_17 4 4 4 5 4 4 4 4 33
Responden_18 5 5 5 5 5 5 5 5 40
Responden_19 4 4 4 4 4 4 4 4 32
Responden_20 5 5 5 5 4 5 5 5 39
Responden_21 5 5 5 5 5 5 5 5 40
Responden_22 4 4 4 5 4 4 4 4 33
Responden_23 4 4 4 4 4 4 4 4 32
Responden_24 5 5 5 5 5 5 5 5 40
Responden_25 5 5 5 5 5 5 5 5 40
Responden_26 5 5 5 5 5 5 5 5 40
Responden_27 4 4 4 4 4 4 4 4 32
Responden_28 5 5 5 5 5 5 5 5 40
Responden_29 3 3 3 3 3 3 3 3 24
Responden_30 3 3 3 3 3 3 3 3 24
Responden_31 4 4 4 3 3 3 4 4 29
Responden_32 4 4 4 3 4 3 4 4 30
Responden_33 3 3 3 4 4 4 4 4 29
Responden_34 4 4 4 4 4 4 4 4 32
Responden_35 4 3 4 4 5 5 5 5 35
Responden_36 2 2 2 2 4 2 4 4 22
Responden_37 2 2 2 2 3 3 4 4 22
Responden_38 5 5 5 5 4 4 4 4 36
Responden_39 3 4 3 3 3 4 3 4 27
Responden_40 3 3 3 3 3 4 3 3 25




Responden_41

32

4 4 4 4 4 4 4 4
Responden_42 3 4 4 3 3 3 3 4 27
Responden_43 4 3 4 4 3 4 4 3 29
Responden_44 4 4 4 4 4 4 4 4 32
Responden_45 3 4 5 5 4 4 3 4 32
Responden_46 4 4 4 2 3 4 4 4 29
Responden_47 4 5 3 3 4 5 4 5 33
Responden_48 5 4 3 3 4 4 5 4 32
Responden_49 5 5 5 5 5 5 5 5 40
Responden_50 5 4 4 4 4 5 5 4 35
Responden_51 4 4 4 4 4 5 4 4 33
Responden_52 5 5 5 5 5 5 5 5 40
Responden_53 2 2 2 2 2 2 2 2 16
Responden_54 4 4 4 4 4 5 4 5 34
Responden_55 4 4 4 4 4 4 3 3 30
Responden_56 4 4 3 4 4 4 4 3 30
Responden_57 5 5 4 4 4 5 5 5 37
Responden_58 5 5 4 4 5 5 5 5 38
Responden_59 4 4 4 4 4 4 4 4 32
Responden_60 5 5 5 4 4 4 5 5 37
Responden_61 3 3 3 4 3 4 3 3 26
Responden_62 4 4 4 4 4 4 4 4 32
Responden_63 4 3 4 4 4 3 4 3 29
Responden_64 2 2 2 2 2 2 2 2 16
Responden_65 2 2 2 2 2 2 2 2 16
Responden_66 5 5 5 5 5 5 5 5 40
Responden_67 3 4 3 3 3 4 3 4 27
Responden_68 3 3 3 3 3 4 3 3 25
Responden_69 4 4 4 4 4 4 4 4 32
Responden_70 3 4 4 3 3 3 3 4 27
Responden_71 3 4 4 3 3 4 3 4 28
Responden_72 5 5 5 5 5 5 5 5 40
Responden_73 5 5 5 4 5 5 5 5 39
Responden_74 5 4 4 5 4 5 5 4 36
Responden_75 4 4 4 4 4 5 4 4 33
Responden_76 5 5 5 5 5 5 5 5 40
Responden_77 4 4 4 4 4 4 4 4 32
Responden_78 3 3 3 3 4 3 3 3 25
Responden_79 5 5 5 5 5 5 5 5 40
Responden_80 4 4 4 4 4 4 4 4 32




Responden_81

32

4 4 4 4 4 4 4 4
Responden_82 4 4 4 4 4 4 4 4 32
Responden_83 5 5 5 5 5 5 5 5 40
Responden_84 4 4 4 4 4 2 4 4 30
Responden_85 4 4 4 4 3 3 4 4 30
Responden_86 4 4 4 4 4 4 4 4 32
Responden_87 5 5 4 4 4 4 4 4 34
Responden_88 5 5 4 4 4 3 3 3 31
Responden_89 4 4 4 4 5 5 5 5 36
Responden_90 5 5 5 4 4 4 4 4 35
Responden_91 5 5 5 5 5 5 5 5 40
Responden_92 4 4 4 5 4 4 4 4 33
Responden_93 4 4 4 4 4 4 4 4 32
Responden_9%4 5 5 5 5 5 5 5 5 40
Responden_95 5 5 5 5 5 5 5 5 40
Responden_96 5 5 5 5 5 5 5 5 40
Responden_97 4 4 4 4 4 4 4 4 32
Responden_98 5 5 5 5 5 5 5 5 40
Responden_99 3 3 3 3 3 3 3 3 24
Responden_100 3 3 3 3 3 3 3 3 24
Responden_101 4 4 4 3 3 3 4 4 29
Responden_102 4 4 4 3 4 3 4 4 30
Responden_103 4 4 4 4 4 4 4 4 32
Responden_104 3 3 3 3 4 3 3 3 25
Responden_105 5 5 5 5 5 5 5 5 40
Responden_106 4 4 4 4 4 4 4 4 32
Responden_107 4 4 4 4 4 4 4 4 32
Responden_108 4 4 4 4 4 4 4 4 32




Keputusan Pembelian (Y)

Skor_Y
Responden Y1 1|Y1 2|Y1 . 3|Y1 4(Y1 5|Y1_6
Responden_1 3 3 3 3 3 3 18
Responden_2 4 4 5 4 4 4 25
Responden_3 3 3 3 4 4 4 21
Responden_4 4 3 3 5 5 5 25
Responden_5 4 3 4 3 3 3 20
Responden_6 4 4 4 3 3 3 21
Responden_7 4 4 4 3 3 4 22
Responden_8 3 4 4 5 5 5 26
Responden_9 4 4 4 4 5 5 26
Responden_10 3 3 3 4 4 4 21
Responden_11 3 4 4 5 5 5 26
Responden_12 4 4 4 4 4 4 24
Responden_13 5 4 5 5 5 5 29
Responden_14 4 4 4 5 5 5 27
Responden_15 5 5 5 5 4 5 29
Responden_16 4 4 5 4 4 4 25
Responden_17 5 4 5 5 5 5 29
Responden_18 5 4 5 5 5 5 29
Responden_19 4 4 5 5 5 4 27
Responden_20 5 5 5 4 3 4 26
Responden_21 4 5 4 5 5 5 28
Responden_22 5 4 5 4 4 3 25
Responden_23 5 5 5 4 4 4 27
Responden_24 4 4 4 5 5 5 27
Responden_25 3 3 3 5 5 5 24
Responden_26 3 3 3 3 3 3 18
Responden_27 4 4 5 5 5 5 28
Responden_28 3 3 3 5 4 5 23
Responden_29 4 3 3 4 4 4 22
Responden_30 4 3 4 4 4 4 23
Responden_31 4 4 4 4 4 5 25
Responden_32 4 4 4 3 4 3 22
Responden_33 5 4 5 4 4 4 26
Responden_34 5 5 5 5 5 5 30
Responden_35 4 4 4 4 4 4 24
Responden_36 3 3 3 3 3 3 18
Responden_37 3 3 3 3 3 3 18
Responden_38 4 4 4 4 4 4 24
Responden_39 4 4 4 3 4 4 23
Responden_40 5 5 5 4 4 4 27




Responden_41

18

3 3 3 3 3 3
Responden_42 3 3 3 3 4 4 20
Responden_43 3 3 4 4 5 4 23
Responden_44 5 5 5 4 4 5 28
Responden_45 5 4 4 5 5 5 28
Responden_46 4 4 4 4 5 5 26
Responden_47 4 5 5 4 5 4 27
Responden_48 4 4 4 5 5 5 27
Responden_49 5 5 5 5 5 5 30
Responden_50 4 5 5 4 4 4 26
Responden_51 4 4 5 5 5 5 28
Responden_52 4 4 4 5 5 5 27
Responden_53 4 5 5 4 4 4 26
Responden_54 5 5 5 5 5 5 30
Responden_55 4 5 4 4 4 4 25
Responden_56 4 4 4 3 3 3 21
Responden_57 5 4 5 5 5 5 29
Responden_58 4 4 5 4 4 4 25
Responden_59 5 5 5 5 5 5 30
Responden_60 4 5 4 5 5 5 28
Responden_61 5 4 5 4 4 4 26
Responden_62 5 5 5 5 5 5 30
Responden_63 4 4 4 4 4 4 24
Responden_64 3 3 3 3 3 3 18
Responden_65 3 3 3 3 3 3 18
Responden_66 4 4 4 4 4 4 24
Responden_67 4 4 4 4 4 4 24
Responden_68 5 5 5 5 5 5 30
Responden_69 3 3 3 3 3 3 18
Responden_70 3 3 3 3 3 3 18
Responden_71 3 3 4 3 3 4 20
Responden_72 5 5 5 5 5 5 30
Responden_73 5 4 4 4 5 5 27
Responden_74 4 4 4 4 4 4 24
Responden_75 4 5 5 5 5 5 29
Responden_76 4 4 4 4 4 4 24
Responden_77 3 4 4 3 4 4 22
Responden_78 4 4 4 4 4 4 24
Responden_79 3 3 3 3 3 3 18
Responden_80 3 4 4 3 4 4 22




Responden_81 4 4 4 4 5 4 25
Responden_82 5 4 5 4 4 5 27
Responden_83 4 4 4 5 5 5 27
Responden_84 5 5 5 4 5 5 29
Responden_85 4 4 5 4 5 4 26
Responden_86 5 4 5 5 5 5 29
Responden_87 5 4 5 5 5 5 29
Responden_88 4 4 5 4 4 4 25
Responden_89 5 5 5 5 5 5 30
Responden_90 4 5 4 5 5 5 28
Responden_91 5 5 5 3 3 3 24
Responden_92 4 4 5 4 4 4 25
Responden_93 4 4 4 4 4 4 24
Responden_94 5 5 5 5 5 5 30
Responden_95 5 5 5 5 5 5 30
Responden_96 3 3 3 3 3 3 18
Responden_97 4 4 5 5 5 5 28
Responden_98 3 3 3 5 4 5 23
Responden_99 4 3 3 4 4 4 22
Responden_100 4 3 4 4 4 4 23
Responden_101 4 4 4 4 4 5 25
Responden_102 4 4 4 3 4 3 22
Responden_103 3 4 4 3 4 4 22
Responden_104 4 4 4 4 4 4 24
Responden_105 3 3 3 3 3 3 18
Responden_106 3 4 4 3 4 4 22
Responden_107 4 4 4 4 5 4 25
Responden_108 5 4 5 4 4 5 27




