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LAMPIRAN 1
TABULASI DATA HASIL KUISIONER

VARIABEL X1 (ATRIBUT PRODUK)

No.Res X111 X1.1_2 X1.2 1 X1.2_2 X1.3_1 X1.3_2 TOTAL
1 5 5 5 5 5 5 30
2 5 5 5 5 5 5 30
3 4 4 4 4 4 4 24
4 5 5 5 5 5 4 29
5 4 4 4 4 5 4 25
6 5 5 5 5 5 5 30
7 5 5 5 5 5 5 30
8 5 4 5 5 5 4 28
9 4 4 4 4 4 4 24

10 5 5 5 5 5 4 29
11 5 5 5 4 4 4 27
12 5 5 4 5 5 4 28
13 5 5 5 5 5 5 30
14 5 5 5 5 5 5 30
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LAMPIRAN 2

TABEL FREKUENSI JAWABAN RESPONDEN

1. ATRIBUT PRODUK

X111
Cumulative
Frequency | Percent | Valid Percent Percent
Valid |3 17 16.7 16.7 16.7
4 49 48.0 48.0 64.7
5 36 35.3 35.3 100.0
Total 102 100.0 100.0
X1.1_2
Cumulative
Frequency | Percent | Valid Percent Percent
Valid |2 1 1.0 1.0 1.0
c) 18 17.6 17.6 18.6
4 47 46.1 46.1 64.7
5 36 35.3 35.3 100.0
Total 102 100.0 100.0
X1.2_1
Cumulative
Frequency | Percent | Valid Percent Percent
Valid |3 16 15.7 15.7 15.7
4 45 44.1 441 59.8
5 41 40.2 40.2 100.0
Total 102 100.0 100.0




X1.2_2

Cumulative
Frequency | Percent | Valid Percent Percent
Valid |3 13 12.7 12.7 12.7
4 48 47.1 47.1 59.8
5 41 40.2 40.2 100.0
Total 102 100.0 100.0
X1.3_1
Cumulative
Frequency | Percent | Valid Percent Percent
Valid |3 13 12.7 12.7 12.7
4 48 47.1 47.1 59.8
5 41 40.2 40.2 100.0
Total 102 100.0 100.0
X1.3_2
Cumulative
Frequency | Percent | Valid Percent Percent
Valid |3 19 18.6 18.6 18.6
4 54 52.9 52.9 71.6
5 29 28.4 28.4 100.0
Total 102 100.0 100.0




2. PROMOSI

X211
Cumulative
Frequency | Percent | Valid Percent Percent
Valid |2 20 19.6 19.6 19.6
3 52 51.0 51.0 70.6
4 30 294 29.4 100.0
Total 102 100.0 100.0
X212
Cumulative
Frequency | Percent | Valid Percent Percent
Valid |2 22 21.6 21.6 21.6
3 48 47.1 471 68.6
4 32 314 31.4 100.0
Total 102 100.0 100.0
X221
Cumulative
Frequency | Percent | Valid Percent Percent
Valid |2 20 19.6 19.6 19.6
3 56 54.9 54.9 74.5
4 26 25.5 25.5 100.0
Total 102 100.0 100.0




X222

Cumulative
Frequency | Percent | Valid Percent Percent
Valid |2 21 20.6 20.6 20.6
3 52 51.0 51.0 71.6
4 29 284 28.4 100.0
Total 102 100.0 100.0
X232
Cumulative
Frequency | Percent | Valid Percent Percent
Valid |2 20 19.6 19.6 19.6
3 54 52.9 52.9 72.5
4 28 27.5 27.5 100.0
Total 102 100.0 100.0
X241
Cumulative
Frequency | Percent | Valid Percent Percent
Valid |2 5 4.9 49 4.9
3 68 66.7 66.7 71.6
4 29 284 28.4 100.0
Total 102 100.0 100.0




X242

Cumulative
Frequency | Percent | Valid Percent Percent
Valid |2 4 3.9 3.9 3.9
3 67 65.7 65.7 69.6
4 31 30.4 30.4 100.0
Total 102 100.0 100.0
X251
Cumulative
Frequency | Percent | Valid Percent Percent
Valid |2 4 3.9 3.9 3.9
3 55 53.9 53.9 57.8
4 43 42.2 42.2 100.0
Total 102 100.0 100.0
X252
Cumulative
Frequency | Percent | Valid Percent Percent
Valid |2 3 29 29 29
3 52 51.0 51.0 53.9
4 47 46.1 46.1 100.0
Total 102 100.0 100.0




3. HARGA

X3.1_1
Cumulative
Frequency | Percent | Valid Percent Percent
Valid |3 25 24.5 24.5 24.5
4 58 56.9 56.9 81.4
5 19 18.6 18.6 100.0
Total 102 100.0 100.0
X3.1_2
Cumulative
Frequency | Percent | Valid Percent Percent
Valid |3 20 19.6 19.6 19.6
4 55 53.9 53.9 73.5
5 27 26.5 26.5 100.0
Total 102 100.0 100.0
X3.2_1
Cumulative
Frequency | Percent | Valid Percent Percent
Valid |3 17 16.7 16.7 16.7
4 60 58.8 58.8 75.5
5 25 24.5 24.5 100.0
Total 102 100.0 100.0




X3.2_2

Cumulative
Frequency | Percent | Valid Percent Percent
Valid |3 14 13.7 13.7 13.7
4 68 66.7 66.7 80.4
5 20 19.6 19.6 100.0
Total 102 100.0 100.0
X3.3_1
Cumulative
Frequency | Percent | Valid Percent Percent
Valid |3 20 19.6 19.6 19.6
4 62 60.8 60.8 80.4
5 20 19.6 19.6 100.0
Total 102 100.0 100.0
X3.3_.2
Cumulative
Frequency | Percent | Valid Percent Percent
Valid |3 19 18.6 18.6 18.6
4 53 52.0 52.0 70.6
5 30 294 29.4 100.0
Total 102 100.0 100.0




X3.4_1

Cumulative
Frequency | Percent | Valid Percent Percent
Valid |3 23 225 22.5 22.5
4 61 59.8 59.8 82.4
5 18 17.6 17.6 100.0
Total 102 100.0 100.0
X3.4_2
Cumulative
Frequency | Percent | Valid Percent Percent
Valid |3 22 21.6 21.6 21.6
4 46 45.1 451 66.7
5 34 33.3 33.3 100.0
Total 102 100.0 100.0
X3.5_1
Cumulative
Frequency | Percent | Valid Percent Percent
Valid |3 19 18.6 18.6 18.6
4 50 49.0 49.0 67.6
5 33 324 32.4 100.0
Total 102 100.0 100.0




X3.5_2

Cumulative
Frequency | Percent | Valid Percent Percent
Valid |3 15 14.7 14.7 14.7
4 68 66.7 66.7 81.4
5 19 18.6 18.6 100.0
Total 102 100.0 100.0
4. KEPUASAN KONSUMEN
Y11 1
Cumulative
Frequency | Percent | Valid Percent Percent
Valid |3 10 9.8 9.8 9.8
4 51 50.0 50.0 59.8
5 41 40.2 40.2 100.0
Total 102 100.0 100.0
Y1.1_2
Cumulative
Frequency | Percent | Valid Percent Percent
Valid |3 15 14.7 14.7 14.7
4 43 42.2 42.2 56.9
5 44 43.1 431 100.0
Total 102 100.0 100.0




Y1.2 1

Cumulative
Frequency | Percent | Valid Percent Percent
Valid |3 12 11.8 11.8 11.8
4 46 45.1 45.1 56.9
5 44 43.1 43.1 100.0
Total 102 100.0 100.0
Y1.2 2
Cumulative
Frequency | Percent | Valid Percent Percent
Valid |3 13 12.7 12.7 12.7
4 51 50.0 50.0 62.7
5 38 37.3 37.3 100.0
Total 102 100.0 100.0
Y1.3_1
Cumulative
Frequency | Percent | Valid Percent Percent
Valid |2 1 1.0 1.0 1.0
3 15 14.7 14.7 15.7
4 47 46.1 46.1 61.8
5 39 38.2 38.2 100.0
Total 102 100.0 100.0




Y1.3_2

Cumulative
Frequency | Percent | Valid Percent Percent
Valid |2 1 1.0 1.0 1.0
3 16 15.7 15.7 16.7
4 42 41.2 41.2 57.8
5 43 42.2 422 100.0
Total 102 100.0 100.0
Y14 1
Cumulative
Frequency | Percent | Valid Percent Percent
Valid |3 16 15.7 15.7 15.7
4 52 51.0 51.0 66.7
5 34 33.3 33.3 100.0
Total 102 100.0 100.0
Y1.4_2
Cumulative
Frequency | Percent | Valid Percent Percent
Valid |3 16 15.7 15.7 15.7
4 42 41.2 41.2 56.9
5 44 43.1 431 100.0
Total 102 100.0 100.0




LAMPIRAN 3
UJI INSTRUMEN PENELITIAN

1. UJIVALIDITAS
A. ATRIBUT PRODUK
Correlations
X1.1_1 X1.1_2 X1.2_1 X122 X1.3_1 X1.3_2 TOTAL
X1.1_1 Pearson Correlation 1 783" 824" 789" 789" 687" 904
Sig. (2-tailed) .000 .000 .000 .000 .000 .000
N 102 102 102 102 102 102 102
X1.1_2 Pearson Correlation 783" 1 736" 781" 742" 752" .892~
Sig. (2-tailed) .000 .000 .000 .000 .000 .000
N 102 102 102 102 102 102 102
X1.2_1 Pearson Correlation 824~ .736™ 1 .806™ 8277 747" 916~
Sig. (2-tailed) .000 .000 .000 .000 .000 .000
N 102 102 102 102 102 102 102
X1.2_2 Pearson Correlation 789" 781" .806™ 1 892" 691" 919"
Sig. (2-tailed) .000 .000 .000 .000 .000 .000
N 102 102 102 102 102 102 102
X131 Pearson Correlation 789" 742" 827 892 1 691" 915"
Sig. (2-tailed) .000 .000 .000 .000 .000 .000
N 102 102 102 102 102 102 102
X1.3 2 Pearson Correlation 687" 752" 747" 691" 691" 1 847"




Sig. (2-tailed) .000 .000 .000 .000 .000 .000
N 102 102 102 102 102 102 102
TOTAL Pearson Correlation .904™ .892™ 916™ 919~ 915™ 847 1
Sig. (2-tailed) .000 .000 .000 .000 .000 .000
N 102 102 102 102 102 102 102
** Correlation is significant at the 0.01 level (2-tailed).
B. PROMOSI
Correlations
X211 | X212 | X221 | X222 | X231 | X232 | X241 | X242 | X251 | X252 | TOTAL
X2.1_1 |Pearson 1 962" 812~ 797" 707 710™ 527 551" 433" 454~ 849~
Correlation
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000 .000
N 102 102 102 102 102 102 102 102 102 102 102
X2.1_2 | Pearson 962" 1 862" .845™ 736™ 743 558~ .530™ 416™ 485" 872"
Correlation
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000 .000
N 102 102 102 102 102 102 102 102 102 102 102
X221 |Pearson 812~ 862~ 1 .938™ 821~ 807~ .628™ 572~ 437" 542~ 902~
Correlation
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000 .000




N 102 102 102 102 102 102 102 102 102 102 102
X2.2 2 |Pearson 797" .845™ .938™ 1 .884™ .835™ .645™ .590™ 451~ 551~ 916™

Correlation

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

N 102 102 102 102 102 102 102 102 102 102 102
X2.3_1 |Pearson 707" .736™ 821~ .884™ 1 .882” 713" .634™ 489~ 559" .898~

Correlation

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

N 102 102 102 102 102 102 102 102 102 102 102
X2.3_2 | Pearson .710™ 743" 807~ .835™ .882” 1 794 657" 5117 562" 903~

Correlation

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

N 102 102 102 102 102 102 102 102 102 102 102
X2.4 1 |Pearson 527~ 558" 628~ .645™ 713” 794~ 1 .806™ 558" 595" .801™

Correlation

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

N 102 102 102 102 102 102 102 102 102 102 102
X2.4 2 | Pearson 551" 530" 5727 .590™ .634™ 657 .806™ 1 .725™ .692™ .786™

Correlation

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

N 102 102 102 102 102 102 102 102 102 102 102
X2.5_1 |Pearson 433~ 416~ 437 451~ 489~ 5117 558~ 725" 1 925" 683"

Correlation




Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000 .000
N 102 102 102 102 102 102 102 102 102 102 102
X2.5_2 | Pearson 454 485™ 542 551~ 559~ 562~ .595™ 692~ 925" 1 738"
Correlation
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000 .000
N 102 102 102 102 102 102 102 102 102 102 102
TOTAL | Pearson .849~ 872" 902" 916™ .898™ .903™ 801 .786™ .683™ 738" 1
Correlation
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000 .000
N 102 102 102 102 102 102 102 102 102 102 102
** Correlation is significant at the 0.01 level (2-tailed).
C. HARGA
Correlations
X311 | X312 | X321 | X322 | X331 | X332 | X341 | X34.2 | X351 | X352 | TOTAL
X3.1_1 | Pearson 1 .786™ .858™ 844~ .790™ 758 799" 7117 .638™ 787" 917"
Correlation
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000 .000
N 102 102 102 102 102 102 102 102 102 102 102




X3.1_2 | Pearson .786™ 1 717" 773" 6727 .620™ .881" 658" .685™ 749~ .869™

Correlation

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

N 102 102 102 102 102 102 102 102 102 102 102
X3.2_1 | Pearson .858™ 717" 1 8727 762~ .768™ 691" 738" 701~ 767" .906™

Correlation

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

N 102 102 102 102 102 102 102 102 102 102 102
X3.2_2 | Pearson 844~ 773" 872" 1 .845™ .682” 737" 614~ .638™ .882” 902~

Correlation

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

N 102 102 102 102 102 102 102 102 102 102 102
X3.3_1 | Pearson .790™ 672" 762" .845™ 1 .640™ .669” 621" 581" 788~ 844~

Correlation

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

N 102 102 102 102 102 102 102 102 102 102 102
X3.3_2 | Pearson 758" .620™ 768" 682" .640™ 1 692" 679" .603™ .636™ 819~

Correlation

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

N 102 102 102 102 102 102 102 102 102 102 102
X3.4_1 | Pearson 799" 881~ .691” 737" .669™ 692 1 .606™ 613~ .759” 857~

Correlation

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




N 102 102 102 102 102 102 102 102 102 102 102
X3.4_2 | Pearson 711" .658™ 738 .614™ 621" 679" .606™ 1 944~ .664™ .844~

Correlation

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

N 102 102 102 102 102 102 102 102 102 102 102
X3.5_1 | Pearson .638™ .685™ 701 .638™ 581" .603™ 613" 944~ 1 715" .829™

Correlation

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

N 102 102 102 102 102 102 102 102 102 102 102
X3.5_2 | Pearson 787" .749™ 767" .882" 788" .636™ 759" .664™ 715" 1 .887*

Correlation

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

N 102 102 102 102 102 102 102 102 102 102 102
TOTA | Pearson 917~ .869™ .906™ .902* 844~ 819~ .857* .844~ .829~ .887~ 1
L Correlation

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

N 102 102 102 102 102 102 102 102 102 102 102

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




D. KEPUASAN KONSUMEN

Correlations
Y1.1_1 Y1.1_2 Y1.2_1 Y1.2_2 Y1.3_1 Y1.3_2 Y1.4_1 Y14 2 TOTAL
Y1.1_1 | Pearson Correlation 1 722 .830™ 727 .708™ 687 647" 761" 849
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000
N 102 102 102 102 102 102 102 102 102
Y1.1_2 | Pearson Correlation 722" 1 .826™ 773" 726" 780" 757" 777" 892"
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000
N 102 102 102 102 102 102 102 102 102
Y1.2 1 Pearson Correlation 830" .826™ 1 774" 770" 825" 697" 800" 913"
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000
N 102 102 102 102 102 102 102 102 102
Y1.2_2 |Pearson Correlation 727 773" 774" 1 .892™ .789* 776" .746™ 908"
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000
N 102 102 102 102 102 102 102 102 102
Y1.3_1 |Pearson Correlation .708™ 726" 770" .892* 1 .829~ .763™ .738™ 902
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000
N 102 102 102 102 102 102 102 102 102




Y1.3_2 | Pearson Correlation 687 780 825" .789™ .829™ 1 787 773" 910™
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000
N 102 102 102 102 102 102 102 102 102
Y141 Pearson Correlation 647 757" 697" 776" 763" 787" 1 749" .866™
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000
N 102 102 102 102 102 102 102 102 102
Y1.4_2 | Pearson Correlation 761" 777 .800™ .746™ .738™ 773" .749™ 1 .890
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000
N 102 102 102 102 102 102 102 102 102
TOTAL | Pearson Correlation .849~ 892 913~ .908™ .902™ .910™ .866™ .890™ 1
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000
N 102 102 102 102 102 102 102 102 102

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




LAMPIRAN 4

UJI ASUMSI KLASIK

1. Uji Normalitas

One-Sample Kolmogorov-Smirnov Test
Unstandardized
Residual
N 102
Normal Parametersab Mean .0000000
Std. Deviation 4.16958363
Most Extreme Differences Absolute .046
Positive .046
Negative -.044
Test Statistic .046
Asymp. Sig. (2-tailed) .200¢d
a. Test distribution is Normal.
b. Calculated from data.
c. Lilliefors Significance Correction.
d. This is a lower bound of the true significance.
2. Uji Multikolnieritas
Coefficients?
Unstandardized | Standardized Collinearity
Coefficients Coefficients Statistics
Std.
Model B Error Beta t | Sig. | Tolerance | VIF
1| (Constant) | 10.277| 3.800 2.704 | .008
ATRIBUT 281 123 .21312.290 | .024 .83111.203
PROMOSI 212 .091 .230|2.330 | .022 741 1.349
HARGA .245 .082 .27912.998 | .003 .83111.203

a. Dependent Variable: KEPUASAN KONSUMEN




3. Uji Autokorelasi

Model Summary®
R Adjusted R | Std. Error of | Durbin-
Model| R |Square| Square | the Estimate | Watson
1 4512 204 175 2.169 1.903

a. Predictors: (Constant), HARGA, PROMOSI, ATRIBUT
b. Dependent Variable: KEPUASAN KONSUMEN

4. Uji Heteroskedastisitas

Seatterplot

Dependent Variable: KEPUASAN KONSUMEN

lon Studentized Residual

Regrassi

Regression Standardized Residual

LAMPIRAN 5
UJI ANALISIS REGRESI LINIER BERGANDA

Coefficients?
Unstandardized | Standardized
Coefficients Coefficients
Std.

Model B Error Beta t Sig.
1 (Constant) 10.277 3.800 2.704 .008

ATRIBUT 281 123 2131 2290 .024

PROMOSI 212 .091 230 2.330( .022

HARGA .245 .082 2791 2.998 .003

a. Dependent Variable: KEPUASAN KONSUMEN




LAMPIRAN
KUESIONER PENELITIAN

A.  Umum
Responden yang terhormat,

Bersama ini saya memohon kesediaan
bapak/Ibu untuk mengisi kuesioner penelitian
dengan judul “Pengaruh Atribut Produk,
Promosi, dan Harga Terhadap Kepuasan
Konsumen Mie Sedap Goreng Ayam Istimewa
Produksi PT. Wings Surya Surabaya”. Informasi
Yang Bapak/Ibu berikan adalah bantuan yang
bernilai bagi saya dalam penyelesaian Skripsi ini
sebagai salah satu syarat untuk menyelesaikan
program S-1 di Fakultas Ekonomi Universitas
PGRI Adi Buana Surabaya. Atas kerjasamanya
Bapak/Ibu, saya ucapkan terima kasih.

Sidoarjo, 1 Maret 2019
Hormat saya,

Achmad Fachrul Rachman



KUISIONER
PENGARUH ATRIBUT PRODUK, PROMOSI DAN
HARGA TERHADAP KEPUASAN KONSUMEN MIE
SEDAP GORENG AYAM ISTIMEWA PRODUKSI
PT.WINGS SURYA SURABAYA

Berikan jawaban mengenai persepsi anda mengenai Atribut
Produk, Promosi Dan Harga yang ada di produk mie goreng
ayam istimewa produksi PT. Wings Surya Surabaya dengan
memberikan tanda gambar lingkaran (O) pada salah satu
jawaban yang paling sesuai dengan penilaian anda.

A. Identitas Reponden

a. Nama e

b. Alamat PSP
1. Jenis kelamin :

a. Laki-Laki

b. Perempuan
2. Usia:

a. <20tahun

b. 20 - 35 tahun

c. 35-55tahun

d. 55-60 tahun

e. 60-100 tahun

3. Pekerjaan:

a. Pelajar / mahasiswa
Wiraswasta
Pegawai negeri
Pegawai Swasta

o0 o

Lainnya,................



B.

Tanggapan Responden Mengenai Atribut Produk,
Promosi Dan Harga Yang Ada Di Produk Mie Sedap
Goreng Ayam Istimewa Produksi PT. Wings Surya
Surabaya

Berikan jawaban mengenai persepsi anda
mengenai Atribut Produk, Promosi Dan Harga yang
ada di produk mie goreng ayam istimewa produksi
PT. Wings Surya Surabaya dengan memberikan
tanda check list (V) pada salah satu jawaban yang
paling sesuai dengan penilaian anda. Kriteria
penilaiannya adalah sebagai berikut :
SS = Sangat Setuju dengan nilai (5 Point)
S = Setuju dengan nilai (4 Point)
N = Netral dengan nilai (3 Point)
TS = Tidak Setuju dengan nilai (2 Point)
STS  =Sangat Tidak Setuju dengan nilai (1 point)

A. Kuisioner untuk variabel X (X1,X2,dan X3)
Variabel X1 Atribut Produk

No

| Pernyataan | ss | s | KS| TS | STS

X1.1 Kualitas

1.

Kualitas Produk Mie
Sedap Goreng Ayam
Istimewa sangat baik
dan berkualitas

Kualitas Produk Mie
Sedap Goreng Ayam
Istimewa mampu
bersaing dengan Mie
Instan lainnya

X1.2 De

sain

Mie Sedap Goreng
Ayam Istimewa




desainya menarik

2. | Mie Sedap Goreng
Ayam Istimewa
desainya unik

X1.3 Kemasan

1. | Kemasan Mie Sedap
Goreng Ayam
Istimewa ramah
lingkungan

2. | Kemasan Mie Sedap
Goreng Ayam
Istimewa ekonomis

Variasi X2 Promosi

No | Pernyataan | ss | s|KS| TS | STS

X2.1 Keterjangkauan Promosi

1. | Informasi dari orang

dekat sangat
mempengaruhi
konsumen untuk
membeli Mie Sedap
Goreng Ayam
Istimewa

2. | Memberikan informasi
secara langsung saat
event demo masak

X2.2 Kualitas Penanyangan Iklan

1. | Memberikan informasi
melalui media social
(facebook dan
Instagram)

2. | Memberikan Informasi
secara tidak Langsung
(majalah, televise,
Koran, radio)




X2.3 Kualitas Penyampaian Pesan

1. | Pemberian hadiah
langsung saat membeli
mie sedap goreng
ayam istimewa

2. | Memberikan potongan
harga

X2.4 Frekuensi Penjualan

1. | Pelayanan yang ramah

2. | Cepat dan tanggap
dalam menanggapi
keluhan konsumen

X2.5 Waktu Promosi

1. | Waktu penanyangan
iklan sangat tepat

2. | Waktu promosi harga
sangat tepat

Variasi X3 Harga

No | Pernyataan | ss | s | KS| TS | STS

X3.1 Keterjangkauan Harga

1. | Harga mie sedap
goreng ayam istimewa
relatif murah

2. | Harga mie sedap
goreng ayam istimewa
terjangkau

X3.2 Kesesuaian Harga Dengan Manfaat Yang Dirasakan

1. | Harga mie sedap
goreng ayam istimewa
tidak sesuai dengan
kualitas yang
ditawarkan




2. | Harga mie sedap
goreng ayam istimewa
tidak sesuai dengan
harapan konsumen

X3.3 Perbandingan harga yang ditawarkan produk pesaing

1. | Harga mie sedap
goreng ayam istimewa
kurang ekonomis
dibandingkan dengan
harga mie instan lain.

2. | Dari segi harga yang

ditawarkan tidak
memenuhi harapan
konsumen

X3.4 Daya Saing Harga

1. | Harga mie sedap
goreng ayam istimewa
sangat bersaing
dengan kompetitornya

2. | Harga mie sedap
goreng ayam istimewa
terjangkau konsumen

X3.5 Pesaingan Harga

1. | Harga mie sedap
goreng ayam istimewa
sangat murah

2. | Harga mie sedap
goreng ayam istimewa
sangat ekonomis

B. Kuisioner Untuk Variabel Y
Variasi Y Kepuasan Konsumen

No | Pernyataan | ss [ S| KS | TS | STS

Y1.1 Kesesuaian Harapan

1. |Kualitas rasa mie| | | | |




sedap goreng ayam
istimewa sesuai
harapan

Harga mie sedap
goreng ayam istimewa
sesuai harapan

Y2.2 Mi

nat Berkunjung Kembali

1.

Mie sedap goreng
ayam istimewa sangat
diminati konsumen

Mie sedap goreng
ayam istimewa
membuat  pelanggan
kembeali lagi

Y3.3 Ke

sediaan merekomendasi

1.

Kesedaiaan barang mie
sedap goreng ayam
istimewa sangat
banyak

mie sedap goreng
ayam istimewa
rekomendet para
konsumen mie instan

Y3.4 kepuasan keseluruan

1. | Konsumen merasa
puas dengan  mie
sedap goreng ayam
istimewa

2. | Cita rasa khas mie

sedap goreng ayam
istimewa membuat
konsumen ingin
membelinya




WINGS

X

PT. WINGS SURYA
Jalan menanggal II/I Surabaya
Teil. (031) 8290138, Fax: (031) 8297232
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