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Lampiran 7 

KUESIONER PENELITIAN 

Responden yang terhormat, 

Saya Bagus Wahyudi Putra mahasiswa program studi Manajemen 

Fakultas Ekonomi Universitas PGRI Adi Buana Surabaya 

bermaksud mengajukan kuesioner dalam rangka pengumpulan 

data yang selanjutnya akan dianalisis untuk kepentingan 

penyusunan skripsi dengan judul “Pengaruh Persepsi Harga dan 

Kualitas Produk Terhadap Nilai Pelanggan Batu Kapur Pada CV. 

Salsabilla Group“. Kuesioner dalam penelitian ini hanya bersifat 

akademik dan bukan untuk dipublikasikan. Mohon kesedian 

Bapak/Ibu/Saudara/i untuk bisa meluangkan waktu dalam 

pengisian kuesioner ini. Atas bantuan Bapak/ibu/Saudara/i saya 

ucapkan terima kasih. 

A. Petunjuk Pengisian : 

a. Isilah semua nomor dalam angket ini dan sebaiknya jangan 

ada yang terlewatkan. 

b. Pengisian jawaban cukup dengan pemberian tanda (√ ) 

check list pada pertanyaan yang dianggap sesuai dengan 

pendapat  Bapak/ Ibu/ Saudara (Tidak diperkenankan 

memberikan jawaban lebih dari satu pada setiap kolom 

yang tersedia). 

 

 



  
 

 
 

c. Pilihan jawaban : 

No. Jawaban Skor 

1. Sangat Setuju (SS) 5 

2. Setuju (S) 4 

3. Ragu – Ragu (R) 3 

4. Tidak Setuju (TS) 2 

5. Sangat Tidak Setuju (STS) 1 

 

B. Identitas Responden 

Tandai (√ ) pada salah satu pilihan yang diberikan. 

1 Jenis Kelamin Pria  

Wanita  

2 Usia ≤ 25 tahun  

26 - 35 tahun  

36 - 45 tahun  

≥ 46 tahun  

3 Penghasilan ≤ Rp. 1.000.000  

Rp. 1.000.000 – Rp. 2.000.000  

Rp. 2.000.000 – Rp. 3.000.000  

≥ Rp. 4.000.000  

 

 

 

 

 

 

 



 
 

 
 

C. Kuesioner Penelitian 

1. Persepsi Harga (𝐗𝟏) 

 

2. Kualitas Produk (𝐗𝟐) 

No. Pernyataan 
Jawaban 

SS S R TS STS 

 Daya Tahan (Durability)      

1 1. Produk batu kapur CV. Salsabilla Group 

memiliki daya tahan yang baik. 

     

No. Pernyataan 
Jawaban 

SS S R TS STS 

 Keterjangkauan harga      

1 1. Harga yang ditetapkan CV. Salsabilla 

Group tidak menjadi masalah bagi 

konsumen. 

     

2. Konsumen berlangganan karena harga 

yang di patok relatif sama. 

     

 Kesesuaian harga dengan kualitas produk      

2 1. Kualitas produk batu kapur CV. 

Salsabilla Group sesuai harapan 

konsumen. 

     

2. Harga yang ditawarkan sesuai harapan 

konsumen. 

     

 Perbandingan harga dengan competitor      

3 1. Harga yang ditetapkan lebih tinggi / 

rendah dari pesaing (competitor) 

     

2. Harga produk batu kapur CV. Salsabilla 

Group bisa bersaing. 

     



  
 

 
 

2. Batu kapur CV. Salsabilla Group tidak 

mudah pecah/rusak. 

     

 Kesesuaian (Conformance)      

2 1. Ukuran batu kapur bisa di custom sesuai 

kebutuhan konsumen. 

     

2. Batu kapur yang dihasilkan memenuhi 

standart kualitas yang ditetapkan. 

     

 Kehandalan (Reliability)      

3 1. Produk batu kapur CV. Salsabilla Group 

sudah terbukti kualitasnya. 

     

2. Konsumen merasa puas dengan produk 

batu kapur CV. Salsabilla Group. 

     

 Kemudahan perbaikan (Servicebiality)      

4 1. Jika terjadi ketidaksesuaian apa yang 

diminta konsumen, CV. Salsabilla Group 

langsung menanggani langsung. 

     

2. CV. Salsabilla Grup selalu tepat waktu 

dalam pengiriman batu kapur sesuai 

dengan permintaan pelanggan. 

     

 

4. Nilai Pelanggan (Y) 

No. Pernyataan 
Jawaban 

SS S R TS STS 

 Pengorbanan      

1 1. Konsumen mendapat atau memperoleh 

nilai produk sebanding dengan harga 

yang dibayarkan. 

     



 
 

 
 

2. CV. Salsabilla Group dapat memberi 

kepuasan kepada pelanggan dalam 

memberikan pelayanan. 

     

 Emosional      

2 1. Produk batu kapur yang dibeli konsumen 

dapat digunakan secara maksimal. 

     

2. CV. Salsabilla Group memberikan dampak 

manfaat bagi pelanggan. 

     

 Fungsional      

3 1. Pelanggan merasakan puas dengan 

produk batu kapur CV. Salsabilla Group. 

     

2. CV. Salsabilla Group menyediakan jenis – 

jenis batu kapur yang lengkap. 

     

 

 

 

 

 

 

 

 

 

 

 

 

 

 



  
 

 
 

Lampiran 8 

REKAPITULASI TABEL SKOR JAWABAN RESPONDEN 

No. Responden Total X1 Total X2 Total Y 

Resp_1 19 30 21 

Resp_2 23 30 23 

Resp_3 25 30 24 

Resp_4 25 32 23 

Resp_5 22 23 22 

Resp_6 16 29 16 

Resp_7 21 25 18 

Resp_8 26 26 17 

Resp_9 21 23 15 

Resp_10 24 20 17 

Resp_11 25 30 23 

Resp_12 22 30 21 

Resp_13 25 22 16 

Resp_14 26 32 23 

Resp_15 23 22 23 

Resp_16 17 25 17 

Resp_17 24 36 26 

Resp_18 26 30 27 

Resp_19 21 28 18 

Resp_20 25 25 20 

Resp_21 26 27 24 



 
 

 
 

Resp_22 25 27 24 

Resp_23 22 33 14 

Resp_24 26 32 21 

Resp_25 25 32 21 

Resp_26 25 27 27 

Resp_27 25 30 23 

Resp_28 20 30 18 

Resp_29 21 34 23 

Resp_30 19 28 22 

Resp_31 21 40 27 

Resp_32 18 40 27 

Resp_33 21 27 20 

Resp_34 29 27 20 

Resp_35 23 26 17 

Resp_36 21 28 22 

Resp_37 21 23 20 

Resp_38 18 26 17 

Resp_39 21 25 19 

Resp_40 21 26 19 

Resp_41 27 21 20 

Resp_42 25 23 16 

Resp_43 25 29 20 

Resp_44 26 25 19 

Resp_45 24 40 27 



  
 

 
 

Resp_46 25 40 28 

Resp_47 27 36 27 

Resp_48 25 26 21 

Resp_49 21 40 26 

Resp_50 24 32 24 

Resp_51 26 28 25 

Resp_52 22 28 18 

Resp_53 25 28 21 

Resp_54 25 26 21 

Resp_55 25 25 14 

Resp_56 22 40 25 

Resp_57 26 40 27 

Resp_58 22 27 25 

Resp_59 23 36 27 

Resp_60 23 35 26 

Resp_61 23 35 26 

Resp_62 27 35 27 

Resp_63 25 40 28 

Resp_64 24 17 20 

Resp_65 26 29 23 

Resp_66 23 32 25 

Resp_67 25 33 25 

Resp_68 22 38 26 

Resp_69 26 24 23 



 
 

 
 

Resp_70 28 40 28 

Resp_71 25 27 19 

Resp_72 25 23 22 

Resp_73 18 31 22 

Resp_74 21 26 24 

Resp_75 25 24 24 

Resp_76 24 32 22 

Resp_77 26 40 22 

Resp_78 24 32 24 

Resp_79 18 18 28 

Resp_80 27 34 28 

Resp_81 27 28 23 

Resp_82 24 31 21 

Resp_83 18 25 25 

Resp_84 29 18 29 

Resp_85 24 26 25 

Resp_86 23 22 25 

Resp_87 28 30 25 

Resp_88 16 36 13 

Resp_89 25 32 25 

Resp_90 26 34 22 

Resp_91 20 16 20 

Resp_92 21 28 20 

Resp_93 25 17 24 



  
 

 
 

Resp_94 25 30 28 

Resp_95 26 33 21 

Resp_96 27 35 24 

Resp_97 18 35 18 

Resp_98 20 28 23 

Resp_99 15 18 18 

Resp_100 18 40 20 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

 
 

Lampiran 9 

OUTPUT PENGOLAHAN DATA SPSS 

1. Frekuensi Jawaban Responden 

a. Frekuensi Variabel Persepsi Harga (X1) 

X1.1_1 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 2 2 2.0 2.0 2.0 

3 36 36.0 36.0 38.0 

4 51 51.0 51.0 89.0 

5 11 11.0 11.0 100.0 

Total 100 100.0 100.0  

 

X1.1_2 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 1 1 1.0 1.0 1.0 

2 2 2.0 2.0 3.0 

3 40 40.0 40.0 43.0 

4 54 54.0 54.0 97.0 

5 3 3.0 3.0 100.0 

Total 100 100.0 100.0  

 

 

X1.2_1 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 2 1 1.0 1.0 1.0 

3 31 31.0 31.0 32.0 

4 58 58.0 58.0 90.0 

5 10 10.0 10.0 100.0 

Total 100 100.0 100.0  

 

 



  
 

 
 

X1.2_2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2 6 6.0 6.0 6.0 

3 36 36.0 36.0 42.0 

4 30 30.0 30.0 72.0 

5 28 28.0 28.0 100.0 

Total 100 100.0 100.0  

 

X1.3_1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1 1 1.0 1.0 1.0 

2 9 9.0 9.0 10.0 

3 13 13.0 13.0 23.0 

4 19 19.0 19.0 42.0 

5 58 58.0 58.0 100.0 

Total 100 100.0 100.0  

 

X1.3_2 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 1 6 6.0 6.0 6.0 

2 4 4.0 4.0 10.0 

3 13 13.0 13.0 23.0 

4 17 17.0 17.0 40.0 

5 60 60.0 60.0 100.0 

Total 100 100.0 100.0  

 

 

 

 

 



 
 

 
 

b. Frekuensi Variabel Kualitas Produk (X2) 

X2.1_1 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 1 7 7.0 7.0 7.0 

2 3 3.0 3.0 10.0 

3 27 27.0 27.0 37.0 

4 34 34.0 34.0 71.0 

5 29 29.0 29.0 100.0 

Total 100 100.0 100.0  

 

X2.1_2 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 1 2 2.0 2.0 2.0 

2 7 7.0 7.0 9.0 

3 39 39.0 39.0 48.0 

4 25 25.0 25.0 73.0 

5 27 27.0 27.0 100.0 

Total 100 100.0 100.0  

 

X2.2_1 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 1 5 5.0 5.0 5.0 

2 15 15.0 15.0 20.0 

3 42 42.0 42.0 62.0 

4 16 16.0 16.0 78.0 

5 22 22.0 22.0 100.0 

Total 100 100.0 100.0  

 

 

 

 

 

 

 



  
 

 
 

X2.2_2 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 1 4 4.0 4.0 4.0 

2 16 16.0 16.0 20.0 

3 34 34.0 34.0 54.0 

4 26 26.0 26.0 80.0 

5 20 20.0 20.0 100.0 

Total 100 100.0 100.0  

 

X2.3_1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1 1 1.0 1.0 1.0 

2 5 5.0 5.0 6.0 

3 10 10.0 10.0 16.0 

4 54 54.0 54.0 70.0 

5 30 30.0 30.0 100.0 

Total 100 100.0 100.0  

 

X2.3_2 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 1 4 4.0 4.0 4.0 

2 5 5.0 5.0 9.0 

3 14 14.0 14.0 23.0 

4 46 46.0 46.0 69.0 

5 31 31.0 31.0 100.0 

Total 100 100.0 100.0  

 

 

 

 

 

 

 

 



 
 

 
 

X2.4_1 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 1 4 4.0 4.0 4.0 

2 10 10.0 10.0 14.0 

3 30 30.0 30.0 44.0 

4 30 30.0 30.0 74.0 

5 26 26.0 26.0 100.0 

Total 100 100.0 100.0  

 

X2.4_2 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 1 2 2.0 2.0 2.0 

2 13 13.0 13.0 15.0 

3 40 40.0 40.0 55.0 

4 26 26.0 26.0 81.0 

5 19 19.0 19.0 100.0 

Total 100 100.0 100.0  

 

c. Frekuensi Variabel Nilai Pelanggan (Y) 

Y.1_1 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 1 3 3.0 3.0 3.0 

2 12 12.0 12.0 15.0 

3 40 40.0 40.0 55.0 

4 29 29.0 29.0 84.0 

5 16 16.0 16.0 100.0 

Total 100 100.0 100.0  

 

 

 

 

 

 

 



  
 

 
 

Y.1_2 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 1 4 4.0 4.0 4.0 

2 8 8.0 8.0 12.0 

3 35 35.0 35.0 47.0 

4 30 30.0 30.0 77.0 

5 23 23.0 23.0 100.0 

Total 100 100.0 100.0  

 

Y.2_1 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 2 1 1.0 1.0 1.0 

3 23 23.0 23.0 24.0 

4 41 41.0 41.0 65.0 

5 35 35.0 35.0 100.0 

Total 100 100.0 100.0  

 

Y.2_2 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 1 1 1.0 1.0 1.0 

2 12 12.0 12.0 13.0 

3 25 25.0 25.0 38.0 

4 35 35.0 35.0 73.0 

5 27 27.0 27.0 100.0 

Total 100 100.0 100.0  

 

Y.3_1 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 1 1 1.0 1.0 1.0 

2 2 2.0 2.0 3.0 

3 40 40.0 40.0 43.0 

4 51 51.0 51.0 94.0 

5 6 6.0 6.0 100.0 

Total 100 100.0 100.0  



 
 

 
 

Y.3_2 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 2 9 9.0 9.0 9.0 

3 24 24.0 24.0 33.0 

4 45 45.0 45.0 78.0 

5 22 22.0 22.0 100.0 

Total 100 100.0 100.0  
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2. Uji Validitas  

a. Uji Validitas Persepsi Harga (X1) 
 

Correlations 

 X1.1_1 X1.1_2 X1.2_1 X1.2_2 X1.3_1 X1.3_2 TOTAL_X1 

X1.1_1 Pearson Correlation 1 .488** .403** .147 .069 .101 .518** 

Sig. (2-tailed)  .000 .000 .144 .494 .319 .000 

N 100 100 100 100 100 100 100 

X1.1_2 Pearson Correlation .488** 1 .495** .038 .322** .176 .613** 

Sig. (2-tailed) .000  .000 .710 .001 .079 .000 

N 100 100 100 100 100 100 100 

X1.2_1 Pearson Correlation .403** .495** 1 .024 -.007 .052 .427** 

Sig. (2-tailed) .000 .000  .811 .943 .610 .000 

N 100 100 100 100 100 100 100 

X1.2_2 Pearson Correlation .147 .038 .024 1 .206* .215* .502** 

Sig. (2-tailed) .144 .710 .811  .040 .032 .000 

N 100 100 100 100 100 100 100 

X1.3_1 Pearson Correlation .069 .322** -.007 .206* 1 .534** .696** 

Sig. (2-tailed) .494 .001 .943 .040  .000 .000 

N 100 100 100 100 100 100 100 

X1.3_2 Pearson Correlation .101 .176 .052 .215* .534** 1 .707** 



 
 

 
 

Sig. (2-tailed) .319 .079 .610 .032 .000  .000 

N 100 100 100 100 100 100 100 

TOTAL_X1 Pearson Correlation .518** .613** .427** .502** .696** .707** 1 

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

N 100 100 100 100 100 100 100 

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

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

 
b. Uji Validitas Kualitas Produk (X2) 

Correlations 

 X2.1_1 X2.1_2 X2.2_1 X2.2_2 X2.3_1 X2.3_2 X2.4_1 X2.4_2 TOTAL_X2 

X2.1_1 Pearson Correlation 1 .701** .300** .526** .095 .471** .246* .417** .666** 

Sig. (2-tailed)  .000 .002 .000 .349 .000 .014 .000 .000 

N 100 100 100 100 100 100 100 100 100 

X2.1_2 Pearson Correlation .701** 1 .486** .483** .230* .409** .422** .494** .742** 

Sig. (2-tailed) .000  .000 .000 .021 .000 .000 .000 .000 

N 100 100 100 100 100 100 100 100 100 

X2.2_1 Pearson Correlation .300** .486** 1 .602** .510** .290** .599** .482** .748** 

Sig. (2-tailed) .002 .000  .000 .000 .003 .000 .000 .000 

N 100 100 100 100 100 100 100 100 100 

X2.2_2 Pearson Correlation .526** .483** .602** 1 .353** .628** .394** .619** .808** 

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

N 100 100 100 100 100 100 100 100 100 



  
 

 
 

X2.3_1 Pearson Correlation .095 .230* .510** .353** 1 .353** .493** .297** .556** 

Sig. (2-tailed) .349 .021 .000 .000  .000 .000 .003 .000 

N 100 100 100 100 100 100 100 100 100 

X2.3_2 Pearson Correlation .471** .409** .290** .628** .353** 1 .367** .549** .704** 

Sig. (2-tailed) .000 .000 .003 .000 .000  .000 .000 .000 

N 100 100 100 100 100 100 100 100 100 

X2.4_1 Pearson Correlation .246* .422** .599** .394** .493** .367** 1 .647** .725** 

Sig. (2-tailed) .014 .000 .000 .000 .000 .000  .000 .000 

N 100 100 100 100 100 100 100 100 100 

X2.4_2 Pearson Correlation .417** .494** .482** .619** .297** .549** .647** 1 .786** 

Sig. (2-tailed) .000 .000 .000 .000 .003 .000 .000  .000 

N 100 100 100 100 100 100 100 100 100 

TOTAL_X2 Pearson Correlation .666** .742** .748** .808** .556** .704** .725** .786** 1 

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

N 100 100 100 100 100 100 100 100 100 

**. Correlation is significant at the 0.01 level (2-tailed). 
*. Correlation is significant at the 0.05 level (2-tailed). 

 

 

 

 

 



 
 

 
 

c. Uji Validitas Nilai Pelanggan (Y) 
Correlations 

 Y.1_1 Y.1_2 Y.2_1 Y.2_2 Y.3_1 Y.3_2 TOTAL_Y 

Y.1_1 Pearson Correlation 1 .694** .422** .644** .291** .189 .828** 

Sig. (2-tailed)  .000 .000 .000 .003 .059 .000 

N 100 100 100 100 100 100 100 

Y.1_2 Pearson Correlation .694** 1 .537** .602** .022 .184 .795** 

Sig. (2-tailed) .000  .000 .000 .825 .068 .000 

N 100 100 100 100 100 100 100 

Y.2_1 Pearson Correlation .422** .537** 1 .638** -.017 .203* .696** 

Sig. (2-tailed) .000 .000  .000 .867 .043 .000 

N 100 100 100 100 100 100 100 

Y.2_2 Pearson Correlation .644** .602** .638** 1 .156 .145 .814** 

Sig. (2-tailed) .000 .000 .000  .121 .149 .000 

N 100 100 100 100 100 100 100 

Y.3_1 Pearson Correlation .291** .022 -.017 .156 1 .297** .378** 

Sig. (2-tailed) .003 .825 .867 .121  .003 .000 

N 100 100 100 100 100 100 100 

Y.3_2 Pearson Correlation .189 .184 .203* .145 .297** 1 .478** 

Sig. (2-tailed) .059 .068 .043 .149 .003  .000 

N 100 100 100 100 100 100 100 



  
 

 
 

TOTAL_Y Pearson Correlation .828** .795** .696** .814** .378** .478** 1 

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

N 100 100 100 100 100 100 100 

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

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

 

3. Uji Reliabilitas 

a. Uji Reliabilitas Persepsi Harga (X1) 

Reliability Statistics 

Cronbach's Alpha N of Items 

.602 6 

 

 

 

 

 

 

 

Case Processing Summary 

  N % 

  Cases Valid 100 100.0 

Excludeda 0 .0 

Total 100 100.0 

a. Listwise deletion based on all variables in the 

procedure. 



 
 

 
 

b. Uji Reliabilitas Kualitas Produk (X2) 

Reliability Statistics 

Cronbach's Alpha N of Items 

.866 8 

 

 

 

 

 

c. Uji Reliabilitas Nilai Pelanggan (Y) 

Reliability Statistics 

Cronbach's Alpha N of Items 

.766 6 

 

 

Case Processing Summary 

 N % 

Cases Valid 100 100.0 

Excludeda 0 .0 

Total 100 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

Case Processing Summary 

 N % 

Cases Valid 100 100.0 

Excludeda 0 .0 

Total 100 100.0 

a.  Listwise deletion based on all variables in the 

procedure. 
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4. Uji Normalitas 

One-Sample Kolmogorov-Smirnov Test 

 

Unstandardized 

Residual 

N 100 

Normal Parametersa,b Mean .0000000 

Std. Deviation 3.21052676 

Most Extreme Differences Absolute .075 

Positive .059 

Negative -.075 

Test Statistic .075 

Asymp. Sig. (2-tailed) .180c 

a. Test distribution is Normal. 

b. Calculated from data. 

c. Lilliefors Significance Correction. 

 

 



 
 

 
 

 

5. Uji Multikolinieritas 

Coefficientsa 

Model 

Collinearity Statistics 

Tolerance VIF 

1 (Constant)   

Persepsi Harga (X1) .997 1.003 

Kualitas Produk (X2) .997 1.003 

a. Dependent Variable: Nilai Pelanggan (Y) 

 

6. Uji Autokorelasi 

Model Summaryb 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate Durbin-Watson 

1 .506a .256 .241 3.243 1.429 

a. Predictors: (Constant), Kualitas Produk (X2), Persepsi Harga (X1) 

b. Dependent Variable: Nilai Pelanggan (Y) 



  
 

 
 

7. Uji Heteroskedastisitas 

 

Uji Glejser 

Coefficientsa 

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. B 
Std. 

Error Beta 

1 (Constant) 5.983 1.700  3.519 .001 

Persepsi Harga (X1) -.085 .063 -.135 -1.359 .177 

Kualitas Produk (X2) -.049 .032 -.153 -1.539 .127 

a. Dependent Variable: Abs_RES 

 

 

 

 



 
 

 
 

 
8. Analisis Regresi Linier Berganda 

 
Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 6.318 2.899  2.180 .032 

Persepsi Harga (X1) .396 .107 .325 3.701 .000 

Kualitas Produk (X2) .230 .054 .370 4.217 .000 

 
 

9. Uji t 
Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 6.318 2.899  2.180 .032 

Persepsi Harga (X1) .396 .107 .325 3.701 .000 

Kualitas Produk (X2) .230 .054 .370 4.217 .000 

a. Dependent Variable: Nilai Pelanggan (Y) 

 

10. Uji F 
ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 351.269 2 175.635 16.695 .000b 

Residual 1020.441 97 10.520   

Total 1371.710 99    

a. Dependent Variable: Nilai Pelanggan (Y) 

b. Predictors: (Constant), Kualitas Produk (X2), Persepsi Harga (X1) 

 

 


