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Lampiran 1 : Surat Keterangan Ijin Penelitian 
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Lampiran 2 : Berita Acara Bimbingan Skripsi 
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Lampiran 3 : Berita Acara Ujian Proposal 
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Lampiran 4 : Kuisioner Penelitian 

 

LEMBAR KUESIONER 

“PENGARUH CITRA MEREK, PROMOSI, HARGA, DAN 

KUALITAS PRODUK TERHADAP KEPUTUSAN PEMBELIAN 

PRODUK HERBALIFE DI RUMAH NUTRISI ISTANA BUGAR 

MANDIRI RESIDENCE SIDOARJO” 

Responden yang terhormat, 

Saya memohon kesediaan anda untuk meluangkan waktu 

sejenak guna mengisi lembar kuesioner ini. Saya berharap anda 

menjawab dengan leluasa tanpa ada rasa khawatir karena hasil 

penelitian ini murni hanya untuk kepentingan kuliah saya. 

Mohon seluruh kuesioner diisi dengan lengkap sesuai dengan 

pendapat pribadi. Sesuai dengan kode etik penelitian, saya 

menjamin kerahasiaan semua data. Ketersediaan anda mengisi 

lembar kuesioner ini adalah bantuan yang tak ternilai bagi saya. 

Akhirnya, saya sampaikan terimakasih atas kerjasamanya. 

I. IDENTITAS RESPONDEN 

a. Nama   : 

b. Jenis Kelamin  : 

Laki-Laki    Perempuan  

c. Dalam waktu 1 minggu sudah berapa kali anda 

mengunjungi Rumah Nutrisi Istana Bugar Mandiri 

Residence Sidoarjo ? 

1 Kali     3 Kali  

2 Kali    >3 Kali 
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d. Umur anda saat ini : 

<25 tahun    25-32 tahun 

33-45 tahun   >45 tahun 

e. Pekerjaan  :  

        Mahasiswa/Pelajar        TNI/POLRI         

        Wirswasta                        Wirausaha 

        PNS                              Ibu Rumah Tangga 

f. Penghasilan  : 

        ≤ Rp. 1.000.000       

        Rp. 1.000.000 – Rp. 2.000.000 

        Rp. 2.000.000 – Rp. 4.000.000 

        Rp. 4.000.0000 – Rp. 6.000.000 

        > Rp. 6.000.000 

 

II. PETUNJUK PENGISIAN 

a. Kepada Bapak/Ibu/Sdr/I diharapkan untuk menjawab 
seluruh pertanyaan dengan jujur dan sebenarnya. 

b. Berilah tanda checklist ( √ ) pada slah satu kolom jawaban 

yang sesuai dengan keadaan yang sebenarnya. 
c. Ada 5 (lima) pilihan jawaban, antara lain : 

No Pernyataan 

1. Sangat Tidak Setuju    (STS) 

2.  Sangat Setuju               (SS) 

3. Setuju                             (S) 

4. Ragu - Ragu                  (RR) 

5. Tidak Setuju                  (TS) 
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A. Citra Merek (X1) 

No Pernyataan 
Jawaban 

SS S RR TS STS 

Citra Produk  

1 Merek Herbalife yang 

sudah dikenal banyak 

konsumen  

     

2 Merek Herbalife 

mudah diingat 

     

Citra Pemakai 

1 Produk Herbalife 

memberikan kesan 

yang positif kepada 

konsumen 

     

2 Produk Herbalife 

dikembangkan di 

pabrik yang 

berteknologi tinggi 

     

 

B. Promosoi (X2) 

No Pernyataan 
Jawaban 

SS S RR TS STS 

Komunikasi dalam promosi 

1 Tawaran promo untuk 

member baru 

membuat konsumen 

tertarik mengenai 

produk herbalife 
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2 Banyaknya produk-

produk baru yang 

ditawarkan kepada 

konsumen membuat 

konsumen semakin 

tertarik untuk 

membeli 

     

Saluran (media) promosi 

1 Seringnya promosi 

produk baru di 

instagram menarik 

minat konsumen 

untuk membeli  

     

2 Produk herbalife 

melakukan promosi 

penjualan melalui 

instagram, facebook, 

secara langsung dan 

lain-lain 

     

Waktu promosi 

1 Saya senang jika ada 

promosi contoh 

produk dengan 

bentuk penawaran 

gratis yang diberikan 

langsung kepada 

konsumen 

     

2. Waktu promosi 

dilakukan melalui 

media sosial dan face 

to face  kepada 
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konsumen 

Frekuensi promosi 

 1 Rumah Nutrisi Istana 

Bugar Mandiri 

Residence 

menayangkan iklan 

promosi pada media 

social 

     

2 Saluran promosi 

dapat diketahui oleh 

semua konsumen 

melalui media sosial 

     

 

C. Harga (X3) 

No Pernyataan 
Jawaban 

SS S RR TS STS 

Keterjangkauan harga 

1 Harga produk 

herbalife sesuai 

dengan hasil yang 

diinginkan 

     

2 Harga produk 

herbalife dapat 

dijangkau oleh semua 

konsumen 

     

Kesesuain harga dengan kualitas produk 

1 Harga produk 

herbalife sesuai 

dengan kualitas yang 

ada 
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2 Harga produk 

herbalife bervariasi 

     

Daya saing harga 

1 Harga produk 

herbalife lebih murah 

dibandingkan dengan 

yang lain 

     

2. harga produk 

herbalife yang dapat 

bersaing dengan 

produk yang lain 

     

Kesesuaian harga dengan manfaat 

 1 Harga produk 

herbalife memiliki 

manfaat yang bagus 

dibandingkan dengan 

yang lain. 

     

2 Harga produk 

herbalife sesuai 

dengan manfaat yang 

konsumen rasakan 

     

 

D. Kualitas Produk (X4) 

No Pernyataan 
Jawaban 

SS S RR TS STS 

Kinerja 

1 Produk herbalife yang 

dirasakan cocok pada 

konsumen 
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2 Produk herbalife 

bermanfaat untuk 

Kesehatan 

     

Daya tahan 

1 Produk herbalife 

mempunyai beberapa 

macam produk sesuai 

usia 

     

2 Produk herbalife yang 

mempunyai beberapa 

macam produk yang 

sesuai dengan 

kesehatan tubuh 

     

Kesesuaian 

1 Produk herbalife 

memiliki masa pakai 

yang lama ketika 

digunakan 

     

2. Produk herbalife 

cocok digunakan 

untuk kesehatan 

tubuh 

     

Keistimewaan 

 1 Produk herbalife 

memiliki banyak 

manfaat 

     

2 Produk herbalife 

mempunyai 

bermacam-macam 

produk nutrisi 

makanan dan 
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minuma sehat 

Keandalan 

1 Produk herbalife 

tidak menimbulkan 

masalah pada 

kesehatan tubuh 

     

2 Ketepatan waktu 

pengiriman produk 

dalam memberikan 

pelayanan konsumen 

     

Estetika 

1 Keunikan desain 

kemasan Herbalife 

yang menarik 

     

2 Warna kemasan 

produk herbalife yang 

menarik 

     

Kesan dan Kualitas 

1 Herbalife 

memberikan 

pelayanan secara face 

to face langsung 

     

2 Herbalife memiliki 

reputasi berkualitas 

tinggi 
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E. Keputusan Pembelian (Y) 

No Pernyataan 
Jawaban 

SS S RR TS STS 

Kemantapan membeli dari konsumen 

1 Saya membeli produk 

herbalife di Rumah 

Istana Bugar Mandiri 

sesuai dengan 

keinginan karena 

harga dan kualitas 

barang bagus 

     

2 Kualitas produk yang 

sangat baik 

dibandingkan dengan 

yang lain 

     

Pertimbangan dalam membeli produk 

1 Saya membeli produk 

herbalife karena 

adanya kebutuhan 

     

2 Saya memutuskan 

untuk membeli 

produk herbalife 

setelah 

membandingkan 

dengan toko yang lain 

     

Prioritas dalam membeli merek 

1 Saya memutuskan 

untuk membeli 

produk herbalife 

berdasarkan 

pengalaman orang 
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lain 

2. Setelah melihat 

macam-macam 

produk herbalife yang 

dijual saya tertarik 

untuk membeli 

     

Kecepatan memutuskan memilih merek 

 1 Informasi yang 

diberikan tentang 

produk sesuai dengan 

kenyataan yang ada 

sehingga konsumen 

berminat untuk 

membeli produk 

     

2 Anda sebagai 

konsumen setuju 

bahwa produk 

herbalife di Rumah 

Nutrisi Istana Bugar 

Mandiri Residence 

mengikuti kebutuhan 

dalam pola menjaga 

kesehatan masa kini 

     

Kemudahan mendapatkan produk 

1 Produk herbalife 

dapat dibeli melaui 

website atau e-

commerce 
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2 Produk herbalife bisa 

dibeli secara offline 

yang berada di toko-

toko terdekat. 
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Lampiran 5 : Data Tabulasi 

1. Citra Merek (X1) 

Responden 

Citra Merek (X1) 

TOTAL X1 Citra Produk  Citra Pemakai 

X1.1 X1.2 X1.3 X1.4 

Resp_1 4 5 4 4 17 

Resp_2 5 4 4 4 17 

Resp_3 4 5 4 5 18 

Resp_4 4 4 4 4 16 

Resp_5 4 3 2 2 11 

Resp_6 5 5 4 5 19 

Resp_7 5 5 5 5 20 

Resp_8 4 4 4 4 16 

Resp_9 3 5 5 5 18 

Resp_10 4 5 4 4 17 

Resp_11 5 5 5 5 20 

Resp_12 4 5 4 4 17 

Resp_13 5 5 4 4 18 

Resp_14 5 5 5 5 20 

Resp_15 5 5 5 3 18 

Resp_16 5 5 4 4 18 

Resp_17 4 4 5 5 18 
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Resp_18 3 4 2 3 12 

Resp_19 5 4 4 4 17 

Resp_20 5 5 4 3 17 

Resp_21 3 4 5 4 16 

Resp_22 4 4 4 5 17 

Resp_23 5 5 5 5 20 

Resp_24 2 1 3 2 8 

Resp_25 4 4 4 4 16 

Resp_26 1 1 3 3 8 

Resp_27 4 4 5 4 17 

Resp_28 5 4 4 5 18 

Resp_29 4 4 4 4 16 

Resp_30 3 3 4 4 14 

Resp_31 4 4 4 4 16 

Resp_32 4 5 4 3 16 

Resp_33 5 5 4 4 18 

Resp_34 4 5 4 5 18 

Resp_35 4 5 5 4 18 

Resp_36 5 5 5 5 20 

Resp_37 4 5 4 4 17 

Resp_38 4 5 4 3 16 

Resp_39 4 4 4 4 16 

Resp_40 5 5 5 5 20 

Resp_41 4 4 4 4 16 
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Resp_42 3 3 3 3 12 

Resp_43 5 5 3 4 17 

Resp_44 4 4 4 2 14 

Resp_45 4 4 4 3 15 

Resp_46 2 2 2 2 8 

Resp_47 4 4 4 4 16 

Resp_48 4 4 3 4 15 

Resp_49 4 5 5 4 18 

Resp_50 1 2 2 2 7 

Resp_51 3 4 3 4 14 

Resp_52 5 5 5 5 20 

Resp_53 5 5 5 5 20 

Resp_54 5 4 5 5 19 

Resp_55 5 5 5 5 20 

Resp_56 4 4 4 4 16 

Resp_57 5 5 4 4 18 

Resp_58 5 5 5 4 19 

Resp_59 3 3 2 3 11 

Resp_60 4 5 5 5 19 

Resp_61 3 2 2 4 11 

Resp_62 4 4 3 4 15 

Resp_63 5 5 4 5 19 

Resp_64 5 5 5 5 20 

Resp_65 4 4 5 3 16 
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Resp_66 4 4 4 4 16 

Resp_67 3 3 4 3 13 

Resp_68 4 4 4 4 16 

Resp_69 4 4 4 4 16 

Resp_70 4 4 4 3 15 

Resp_71 5 5 5 5 20 

Resp_72 4 4 5 5 18 

Resp_73 5 5 5 5 20 

Resp_74 3 4 4 4 15 

Resp_75 3 4 1 1 9 

Resp_76 3 1 4 5 13 

Resp_77 4 4 4 4 16 

Resp_78 4 4 4 4 16 

Resp_79 5 5 4 4 18 

Resp_80 2 4 4 4 14 

Resp_81 5 5 5 5 20 

Resp_82 5 5 4 4 18 

Resp_83 5 5 5 5 20 

Resp_84 5 5 5 5 20 

Resp_85 5 5 5 5 20 

Resp_86 4 4 4 4 16 

Resp_87 4 5 4 4 17 

Resp_88 5 4 4 4 17 

Resp_89 4 5 4 5 18 
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Resp_90 4 4 4 4 16 

Resp_91 4 3 2 2 11 

Resp_92 5 5 4 5 19 

Resp_93 5 5 5 5 20 

Resp_94 4 4 4 4 16 

Resp_95 3 5 5 5 18 

Resp_96 4 5 4 4 17 

Resp_97 5 5 5 5 20 

Resp_98 4 5 4 4 17 

Resp_99 5 5 4 4 18 

Resp_100 5 5 5 5 20 

Resp_101 5 5 5 3 18 

Resp_102 5 5 4 4 18 

Resp_103 4 4 5 5 18 

Resp_104 3 4 2 3 12 

Resp_105 5 4 4 4 17 

Resp_106 5 5 4 3 17 

Resp_107 3 4 5 4 16 

Resp_108 4 4 4 5 17 

Resp_109 5 5 5 5 20 

Resp_110 2 1 3 2 8 
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2. Promosi (X2) 

Responden 

Promosi (X2) 

TOTAL X2 Komunikasi dalam 
Promosi 

Saluran (Media) 
promosi 

Waktu Promosi 
Frekuensi Promosi 

1 2 1 2 1 2 1 2 

Resp_1 5 4 4 4 4 4 4 4 33 

Resp_2 4 4 3 4 4 4 4 4 31 

Resp_3 5 4 5 5 5 5 3 5 37 

Resp_4 4 4 5 5 5 5 4 5 37 

Resp_5 2 3 3 3 2 2 2 3 20 

Resp_6 4 4 3 5 5 4 3 4 32 

Resp_7 5 5 5 5 4 4 4 4 36 

Resp_8 4 5 5 5 5 4 3 4 35 

Resp_9 5 5 4 5 5 5 5 5 39 

Resp_10 4 4 5 5 4 4 3 4 33 

Resp_11 5 5 5 5 5 5 5 5 40 

Resp_12 3 4 5 4 4 4 5 4 33 

Resp_13 4 5 4 5 4 5 5 5 37 

Resp_14 5 5 5 5 5 5 5 5 40 

Resp_15 4 5 5 5 5 5 5 5 39 

Resp_16 5 4 5 3 5 5 3 4 34 

Resp_17 4 4 5 5 4 4 4 4 34 

Resp_18 5 5 4 4 5 5 2 5 35 
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Resp_19 4 4 3 4 4 4 3 4 30 

Resp_20 3 4 3 4 5 4 3 3 29 

Resp_21 4 4 5 5 5 5 5 5 38 

Resp_22 4 4 4 4 3 4 5 4 32 

Resp_23 5 5 5 5 5 5 5 5 40 

Resp_24 3 2 3 4 1 1 2 2 18 

Resp_25 4 4 4 4 4 4 4 4 32 

Resp_26 2 4 5 4 5 4 4 4 32 

Resp_27 4 4 3 3 5 4 4 4 31 

Resp_28 4 4 5 5 5 5 5 4 37 

Resp_29 5 5 4 5 4 4 5 4 36 

Resp_30 2 2 3 3 4 4 3 3 24 

Resp_31 4 4 4 4 4 4 4 4 32 

Resp_32 4 4 3 5 3 2 3 3 27 

Resp_33 4 4 4 5 4 3 3 3 30 

Resp_34 4 3 4 4 4 3 4 4 30 

Resp_35 3 3 4 5 3 3 4 4 29 

Resp_36 5 5 5 5 5 1 2 3 31 

Resp_37 3 4 2 4 3 4 3 3 26 

Resp_38 3 2 4 5 5 4 4 5 32 

Resp_39 4 4 4 4 4 5 4 4 33 

Resp_40 4 4 4 4 5 5 4 5 35 

Resp_41 4 4 4 4 4 4 4 4 32 

Resp_42 5 5 5 5 5 5 5 5 40 
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Resp_43 2 2 1 4 2 1 2 3 17 

Resp_44 5 2 3 3 5 4 4 4 30 

Resp_45 4 4 3 4 5 4 3 4 31 

Resp_46 1 1 1 1 1 1 1 1 8 

Resp_47 4 4 4 4 4 4 4 4 32 

Resp_48 4 3 4 3 4 3 3 5 29 

Resp_49 4 5 5 4 5 4 4 3 34 

Resp_50 2 3 2 2 2 3 3 2 19 

Resp_51 3 4 4 4 3 4 3 4 29 

Resp_52 5 5 4 5 2 1 4 2 28 

Resp_53 3 3 3 5 5 5 5 5 34 

Resp_54 4 5 5 5 5 5 4 5 38 

Resp_55 5 4 5 4 4 4 4 4 34 

Resp_56 4 3 4 4 4 3 4 3 29 

Resp_57 5 4 5 4 4 4 4 4 34 

Resp_58 4 4 3 4 5 5 4 4 33 

Resp_59 1 3 2 4 3 2 2 2 19 

Resp_60 4 5 5 4 5 5 5 5 38 

Resp_61 3 2 2 4 3 3 3 3 23 

Resp_62 4 5 5 4 3 4 3 4 32 

Resp_63 4 5 5 2 3 3 2 5 29 

Resp_64 4 5 5 5 4 5 5 5 38 

Resp_65 5 2 4 3 5 3 5 2 29 

Resp_66 4 4 4 4 4 4 4 4 32 
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Resp_67 4 3 4 3 4 3 4 4 29 

Resp_68 4 3 4 3 3 3 3 3 26 

Resp_69 4 4 4 4 3 4 4 4 31 

Resp_70 4 4 4 3 4 4 4 4 31 

Resp_71 5 5 5 5 5 5 5 5 40 

Resp_72 5 4 5 5 5 3 4 5 36 

Resp_73 5 5 5 5 5 5 5 5 40 

Resp_74 5 4 3 5 5 3 5 5 35 

Resp_75 1 2 2 2 2 1 1 1 12 

Resp_76 2 4 3 2 1 4 5 1 22 

Resp_77 4 4 4 4 5 5 5 4 35 

Resp_78 4 4 4 4 4 4 4 4 32 

Resp_79 5 5 5 4 4 4 4 4 35 

Resp_80 4 5 5 5 5 3 3 2 32 

Resp_81 5 3 5 4 4 4 2 2 29 

Resp_82 4 5 5 5 5 3 3 2 32 

Resp_83 5 5 5 5 3 3 2 3 31 

Resp_84 5 5 5 5 4 4 4 4 36 

Resp_85 5 5 5 5 5 5 5 5 40 

Resp_86 4 4 4 4 1 4 1 4 25 

Resp_87 5 4 4 4 4 4 4 4 33 

Resp_88 4 4 3 4 4 4 4 4 31 

Resp_89 5 4 5 5 5 5 3 5 37 

Resp_90 4 4 5 5 5 5 4 5 37 
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1Resp_91 2 3 3 3 2 2 2 3 20 

Resp_92 4 4 3 5 5 4 3 4 32 

Resp_93 5 5 5 5 4 4 4 4 36 

Resp_94 4 5 5 5 5 4 3 4 35 

Resp_95 5 5 4 5 5 5 5 5 39 

Resp_96 4 4 5 5 4 4 3 4 33 

Resp_97 5 5 5 5 5 5 5 5 40 

Resp_98 3 4 5 4 4 4 5 4 33 

Resp_99 4 5 4 5 4 5 5 5 37 

Resp_100 5 5 5 5 5 5 5 5 40 

Resp_101 4 5 5 5 5 5 5 5 39 

Resp_102 5 4 5 3 5 5 3 4 34 

Resp_103 4 4 5 5 4 4 4 4 34 

Resp_104 5 5 4 4 5 5 2 5 35 

Resp_105 4 4 3 4 4 4 3 4 30 

Resp_106 3 4 3 4 5 4 3 3 29 

Resp_107 4 4 5 5 5 5 5 5 38 

Resp_108 4 4 4 4 3 4 5 4 32 

Resp_109 5 5 5 5 5 5 5 5 40 

Resp_110 3 2 3 4 1 1 2 2 18 
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3. Harga (X3) 

Responden 

Harga (X3) 

TOTAL X2 Keterjangkauan 
harga 

Kesesuaian harga dengan 
kualitas produk 

Daya saing harga 
Kesesuaian harga 
dengan manfaat 

1 2 1 2 1 2 1 2 

Resp_1 4 4 5 5 4 5 4 4 35 

Resp_2 4 3 4 4 3 4 3 4 29 

Resp_3 3 4 4 4 4 4 4 4 31 

Resp_4 4 4 4 4 3 4 4 4 31 

Resp_5 4 5 3 1 5 5 2 3 28 

Resp_6 5 5 5 3 4 3 5 5 35 

Resp_7 5 5 4 5 4 5 5 4 37 

Resp_8 4 5 4 4 5 4 4 4 34 

Resp_9 4 3 4 4 3 5 5 5 33 

Resp_10 4 4 4 4 5 4 4 5 34 

Resp_11 5 5 5 5 5 5 5 5 40 

Resp_12 2 3 4 3 3 3 4 4 26 

Resp_13 5 4 5 5 5 5 5 4 38 

Resp_14 5 5 5 5 5 5 5 5 40 

Resp_15 5 5 5 5 3 5 5 5 38 

Resp_16 3 3 3 5 3 3 3 3 26 

Resp_17 4 4 4 4 4 4 4 4 32 

Resp_18 4 4 4 4 1 3 1 2 23 
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Resp_19 3 4 3 4 2 4 5 4 29 

Resp_20 3 3 3 5 3 4 4 5 30 

Resp_21 3 3 5 5 4 5 4 5 34 

Resp_22 5 4 4 5 4 4 3 4 33 

Resp_23 5 5 1 1 2 2 4 5 25 

Resp_24 3 4 4 3 4 3 3 3 27 

Resp_25 4 4 4 4 4 4 4 4 32 

Resp_26 4 4 4 4 4 5 4 4 33 

Resp_27 5 3 5 4 2 3 4 5 31 

Resp_28 3 3 4 3 2 2 3 3 23 

Resp_29 5 5 5 4 5 4 4 4 36 

Resp_30 4 2 4 4 1 3 3 3 24 

Resp_31 4 3 4 4 3 4 4 4 30 

Resp_32 5 4 3 3 4 2 4 3 28 

Resp_33 4 3 3 3 4 5 4 5 31 

Resp_34 5 5 5 5 5 5 5 5 40 

Resp_35 3 3 4 4 4 2 2 3 25 

Resp_36 1 4 2 5 5 5 5 5 32 

Resp_37 3 2 2 5 1 4 2 2 21 

Resp_38 3 3 4 5 3 3 3 3 27 

Resp_39 3 3 3 4 3 4 3 3 26 

Resp_40 5 5 5 5 5 5 5 5 40 

Resp_41 4 4 4 4 4 4 4 4 32 

Resp_42 4 4 4 4 4 4 4 4 32 
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Resp_43 2 2 2 2 1 2 3 3 17 

Resp_44 3 5 3 3 4 4 4 3 29 

Resp_45 3 3 3 3 3 3 4 4 26 

Resp_46 2 2 2 2 2 2 2 2 16 

Resp_47 4 4 4 4 4 4 4 4 32 

Resp_48 4 4 4 4 3 3 4 4 30 

Resp_49 3 4 4 4 4 4 4 3 30 

Resp_50 2 2 2 2 3 2 2 2 17 

Resp_51 2 2 3 3 2 2 3 3 20 

Resp_52 5 5 5 3 4 4 4 3 33 

Resp_53 5 2 5 5 3 4 5 5 34 

Resp_54 4 4 4 5 5 4 4 4 34 

Resp_55 5 4 4 5 4 4 5 4 35 

Resp_56 4 4 3 4 4 3 3 4 29 

Resp_57 5 4 5 4 3 4 4 5 34 

Resp_58 4 3 5 4 3 4 4 4 31 

Resp_59 2 5 4 3 2 3 3 2 24 

Resp_60 4 3 5 5 4 5 5 5 36 

Resp_61 3 4 3 3 4 2 3 3 25 

Resp_62 4 5 4 3 4 3 4 5 32 

Resp_63 4 5 4 4 4 5 5 5 36 

Resp_64 5 5 4 4 4 5 5 5 37 

Resp_65 4 3 5 3 3 4 3 5 30 

Resp_66 3 4 4 4 4 4 4 4 31 
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Resp_67 4 3 4 4 3 4 4 3 29 

Resp_68 4 4 4 4 5 4 5 4 34 

Resp_69 4 3 3 4 4 4 3 4 29 

Resp_70 4 4 4 4 4 4 3 4 31 

Resp_71 5 5 5 5 5 5 4 4 38 

Resp_72 5 2 4 4 2 3 4 5 29 

Resp_73 5 5 5 5 5 5 5 5 40 

Resp_74 3 4 4 4 5 5 4 4 33 

Resp_75 2 1 1 1 1 2 1 1 10 

Resp_76 4 2 1 1 1 3 4 5 21 

Resp_77 4 4 5 5 5 4 4 4 35 

Resp_78 4 4 4 4 4 4 4 4 32 

Resp_79 4 4 5 5 5 4 4 4 35 

Resp_80 1 1 2 5 4 5 3 2 23 

Resp_81 5 5 5 5 1 1 5 5 32 

Resp_82 4 4 4 5 5 5 4 4 35 

Resp_83 4 5 5 4 5 4 4 4 35 

Resp_84 4 3 4 4 4 5 5 5 34 

Resp_85 5 5 5 5 5 5 5 3 38 

Resp_86 4 3 3 3 3 3 4 4 27 

Resp_87 4 4 5 5 4 5 4 4 35 

Resp_88 4 3 4 4 3 4 3 4 29 

Resp_89 3 4 4 4 4 4 4 4 31 

Resp_90 4 4 4 4 3 4 4 4 31 
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Resp_91 4 5 3 1 5 5 2 3 28 

Resp_92 5 5 5 3 4 3 5 5 35 

Resp_93 5 5 4 5 4 5 5 4 37 

Resp_94 4 5 4 4 5 4 4 4 34 

Resp_95 4 3 4 4 3 5 5 5 33 

Resp_96 4 4 4 4 5 4 4 5 34 

Resp_97 5 5 5 5 5 5 5 5 40 

Resp_98 2 3 4 3 3 3 4 4 26 

Resp_99 5 4 5 5 5 5 5 4 38 

Resp_100 5 5 5 5 5 5 5 5 40 

Resp_101 5 5 5 5 3 5 5 5 38 

Resp_102 3 3 3 5 3 3 3 3 26 

Resp_103 4 4 4 4 4 4 4 4 32 

Resp_104 4 4 4 4 1 3 1 2 23 

Resp_105 3 4 3 4 2 4 5 4 29 

Resp_106 3 3 3 5 3 4 4 5 30 

Resp_107 3 3 5 5 4 5 4 5 34 

Resp_108 5 4 4 5 4 4 3 4 33 

Resp_109 5 5 1 1 2 2 4 5 25 

Resp_110 3 4 4 3 4 3 3 3 27 
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4. Kualitas Produk (X4) 

Responden 

Kualitas Produk (X4) 

TOTAL 
X4 Kinerja 

Daya 
Tahan 

Kesesuaian 
Keistimewaan Keandalan Estetika 

Kesan dari 
kualitas 

1 2 1 2 1 2 1 2 1 2 1 2 1 2 

Resp_1 4 4 4 4 4 4 4 4 4 4 4 4 4 4 40 

Resp_2 4 4 4 4 3 5 5 4 3 3 4 4 4 4 39 

Resp_3 3 4 3 4 4 5 4 4 3 4 4 4 4 4 38 

Resp_4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 40 

Resp_5 4 3 3 3 2 2 3 2 3 2 5 5 3 3 27 

Resp_6 5 5 5 5 5 5 5 4 3 4 4 4 5 4 46 

Resp_7 5 5 4 5 5 5 5 5 5 5 4 4 4 5 49 

Resp_8 5 5 4 4 4 4 4 4 5 4 4 4 4 3 43 

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

Resp_10 4 4 4 5 4 4 4 4 4 4 4 5 4 4 41 

Resp_11 5 5 5 5 5 5 5 5 5 5 5 5 5 5 50 

Resp_12 3 4 4 4 5 3 3 3 4 3 3 3 3 3 36 

Resp_13 5 4 5 5 5 5 5 5 5 5 5 5 5 5 49 

Resp_14 5 5 5 5 4 5 5 5 5 5 5 5 5 5 49 

Resp_15 5 5 5 5 4 5 5 5 5 5 5 5 5 5 49 

Resp_16 3 3 3 4 3 3 3 3 3 3 3 3 5 3 31 

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

Resp_18 2 2 3 4 5 5 5 4 4 5 4 5 4 5 39 
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Resp_19 4 5 4 4 4 4 4 3 4 3 3 3 4 2 39 

Resp_20 4 5 4 4 4 5 5 5 5 3 3 3 4 4 44 

Resp_21 5 5 5 5 4 5 5 5 3 5 5 5 5 5 47 

Resp_22 4 4 4 5 4 4 4 4 3 4 4 4 4 4 40 

Resp_23 5 5 4 5 5 5 5 5 5 5 5 5 5 5 49 

Resp_24 4 2 2 2 3 2 1 1 4 1 2 2 2 3 22 

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

Resp_26 4 5 4 3 5 3 5 3 5 3 2 5 3 5 40 

Resp_27 5 4 5 5 4 4 4 5 4 4 4 4 4 5 44 

Resp_28 3 5 4 4 4 5 5 5 4 4 4 5 5 5 43 

Resp_29 4 5 5 4 4 5 4 4 4 4 5 4 4 4 43 

Resp_30 3 5 1 5 5 5 5 1 5 3 2 3 5 5 38 

Resp_31 4 4 5 5 3 5 5 5 4 4 3 4 5 5 44 

Resp_32 3 4 4 3 5 2 3 5 2 1 4 4 3 3 32 

Resp_33 4 4 3 4 3 4 4 4 4 4 5 4 4 5 38 

Resp_34 3 3 4 3 4 3 5 3 4 4 3 4 3 5 36 

Resp_35 3 3 4 4 3 4 3 3 2 3 3 2 2 3 32 

Resp_36 5 1 5 2 4 5 5 5 4 5 5 4 5 4 41 

Resp_37 3 2 5 2 4 3 2 3 3 2 4 3 2 4 29 

Resp_38 3 3 4 4 3 4 4 5 4 4 4 4 4 4 38 

Resp_39 4 4 3 4 4 3 4 4 4 4 4 4 4 4 38 

Resp_40 5 5 5 5 4 5 5 5 5 5 4 4 5 5 49 

Resp_41 4 4 4 4 4 4 4 4 4 4 4 4 4 4 40 

Resp_42 2 2 2 2 2 2 2 2 2 2 2 2 2 2 20 
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Resp_43 3 3 2 3 4 4 4 5 3 3 3 3 2 3 34 

Resp_44 3 3 2 5 3 2 5 2 4 3 4 5 2 4 32 

Resp_45 3 3 4 3 4 4 4 4 3 4 3 3 3 3 36 

Resp_46 1 1 1 1 1 1 1 1 2 2 2 2 2 2 12 

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

Resp_48 4 4 4 4 4 4 4 4 4 3 4 4 3 4 39 

Resp_49 4 3 4 3 3 4 4 3 4 4 4 4 4 3 36 

Resp_50 2 2 3 3 2 2 2 3 3 2 2 2 3 2 24 

Resp_51 3 3 3 3 3 3 3 3 3 3 3 3 3 3 30 

Resp_52 5 3 4 3 3 4 5 5 3 3 4 4 3 4 38 

Resp_53 5 5 5 5 5 5 5 5 5 5 5 5 5 5 50 

Resp_54 5 5 5 5 5 5 5 5 5 5 5 5 5 5 50 

Resp_55 4 5 4 4 4 5 4 5 5 4 5 5 4 4 44 

Resp_56 3 4 3 3 3 4 4 3 4 4 3 4 3 4 35 

Resp_57 4 5 4 4 4 5 5 4 4 3 4 4 4 5 42 

Resp_58 4 3 4 4 5 4 5 4 5 4 4 4 5 4 42 

Resp_59 2 1 3 3 5 4 2 4 2 4 2 3 3 2 30 

Resp_60 5 4 5 5 5 5 5 5 5 4 4 4 5 5 48 

Resp_61 3 3 3 2 2 2 3 2 2 4 3 2 2 4 26 

Resp_62 5 4 4 5 4 4 5 3 4 4 3 4 4 5 42 

Resp_63 5 5 4 4 4 5 5 4 3 5 5 5 5 5 44 

Resp_64 4 4 5 5 5 5 5 5 5 5 4 4 4 4 48 

Resp_65 3 2 5 5 5 3 2 5 4 5 5 4 5 5 39 

Resp_66 4 4 4 4 4 5 4 4 4 4 4 4 4 4 41 
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Resp_67 4 4 4 4 4 4 3 4 4 3 4 4 3 3 38 

Resp_68 4 4 4 4 4 4 3 5 4 3 3 4 4 3 39 

Resp_69 4 4 3 4 4 4 4 4 4 4 4 4 4 4 39 

Resp_70 4 3 4 4 3 4 4 4 3 4 4 4 4 3 37 

Resp_71 4 4 4 5 4 4 5 5 4 5 5 5 4 5 44 

Resp_72 3 4 4 4 3 4 4 3 4 4 3 3 3 4 37 

Resp_73 5 5 5 5 5 5 5 5 5 5 5 5 5 5 50 

Resp_74 3 4 4 5 3 4 4 5 3 3 4 3 5 4 38 

Resp_75 5 5 4 4 5 5 5 2 4 3 4 3 4 2 42 

Resp_76 2 3 2 5 3 4 1 2 4 5 1 5 1 2 31 

Resp_77 4 5 5 5 5 5 5 5 4 4 4 4 5 5 47 

Resp_78 4 4 4 4 4 4 4 4 4 4 4 4 4 4 40 

Resp_79 4 4 4 5 5 5 4 4 4 4 4 4 4 4 43 

Resp_80 4 3 2 4 5 2 4 5 3 2 1 5 4 3 34 

Resp_81 5 3 4 5 5 4 4 4 2 4 5 5 5 4 40 

Resp_82 4 4 3 3 2 2 4 5 4 5 5 4 4 4 36 

Resp_83 4 5 5 5 5 5 4 4 4 4 4 4 5 5 45 

Resp_84 5 5 5 5 5 5 5 5 5 5 5 5 5 5 50 

Resp_85 5 5 4 4 4 4 4 4 4 5 5 5 5 5 43 

Resp_86 4 4 3 3 3 4 4 4 4 4 3 3 3 3 37 

Resp_87 4 4 4 4 4 4 4 4 4 4 4 4 4 4 40 

Resp_88 4 4 4 4 3 5 5 4 3 3 4 4 4 4 39 

Resp_89 3 4 3 4 4 5 4 4 3 4 4 4 4 4 38 

Resp_90 4 4 4 4 4 4 4 4 4 4 4 4 4 4 40 
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Resp_91 4 3 3 3 2 2 3 2 3 2 5 5 3 3 27 

Resp_92 5 5 5 5 5 5 5 4 3 4 4 4 5 4 46 

Resp_93 5 5 4 5 5 5 5 5 5 5 4 4 4 5 49 

Resp_94 5 5 4 4 4 4 4 4 5 4 4 4 4 3 43 

Resp_95 5 5 5 5 5 5 5 5 5 5 5 5 5 5 50 

Resp_96 4 4 4 5 4 4 4 4 4 4 4 5 4 4 41 

Resp_97 5 5 5 5 5 5 5 5 5 5 5 5 5 5 50 

Resp_98 3 4 4 4 5 3 3 3 4 3 3 3 3 3 36 

Resp_99 5 4 5 5 5 5 5 5 5 5 5 5 5 5 49 

Resp_100 5 5 5 5 4 5 5 5 5 5 5 5 5 5 49 

Resp_101 5 5 5 5 4 5 5 5 5 5 5 5 5 5 49 

Resp_102 3 3 3 4 3 3 3 3 3 3 3 3 5 3 31 

Resp_103 4 4 4 4 4 4 4 4 4 4 4 4 4 4 40 

Resp_104 2 2 3 4 5 5 5 4 4 5 4 5 4 5 39 

Resp_105 4 5 4 4 4 4 4 3 4 3 3 3 4 2 39 

Resp_106 4 5 4 4 4 5 5 5 5 3 3 3 4 4 44 

Resp_107 5 5 5 5 4 5 5 5 3 5 5 5 5 5 47 

Resp_108 4 4 4 5 4 4 4 4 3 4 4 4 4 4 40 

Resp_109 5 5 4 5 5 5 5 5 5 5 5 5 5 5 49 

Resp_110 4 2 2 2 3 2 1 1 4 1 2 2 2 3 22 
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5. Keputusan Pembelian (Y) 

Responden 

Keputusan Pembelian (Y) 

TOTAL X2 
Kemantapan 

membeli 
produk 

Pertimbngan 
dalam 

membeli 
produk 

Prioritas 
dalam 

membeli 
merek 

Kecepatan 
memutuskan 

memilih merek 

Kemudahan 
mendapatkan 

produk 

1 2 1 2 1 2 1 2 1 2 

Resp_1 5 5 4 3 5 5 5 5 5 5 37 

Resp_2 4 4 4 3 4 3 4 4 4 4 30 

Resp_3 4 4 4 4 4 4 5 5 5 5 34 

Resp_4 4 4 3 4 4 4 4 4 4 4 31 

Resp_5 2 3 4 3 3 2 4 2 4 3 23 

Resp_6 2 3 1 3 1 1 3 3 4 5 17 

Resp_7 4 5 5 4 4 4 4 5 4 5 35 

Resp_8 5 5 4 5 4 4 3 5 4 4 35 

Resp_9 5 5 5 5 5 5 5 5 5 5 40 

Resp_10 3 4 5 4 4 4 4 4 3 4 32 

Resp_11 5 5 5 5 5 5 5 5 5 5 40 

Resp_12 3 3 3 3 4 3 4 4 3 3 27 

Resp_13 5 5 5 5 5 4 4 5 4 5 38 

Resp_14 5 5 5 4 5 5 5 5 4 5 39 

Resp_15 5 5 5 5 5 5 5 5 5 5 40 

Resp_16 4 4 3 3 3 4 5 3 3 4 29 



123 

 

Resp_17 4 4 4 4 4 4 4 4 4 4 32 

Resp_18 2 2 3 3 4 3 4 3 4 3 24 

Resp_19 4 3 3 4 4 5 3 5 5 4 31 

Resp_20 5 4 4 4 3 4 4 4 3 4 32 

Resp_21 5 5 4 5 5 5 5 5 5 5 39 

Resp_22 4 4 4 4 4 4 4 4 4 4 32 

Resp_23 5 5 5 5 5 5 5 5 5 5 40 

Resp_24 3 3 2 3 3 2 5 4 3 3 25 

Resp_25 4 4 4 4 4 4 4 4 4 4 32 

Resp_26 4 3 5 5 4 4 4 4 5 3 33 

Resp_27 5 4 5 4 4 4 5 5 4 1 36 

Resp_28 4 4 4 4 4 3 4 5 5 5 32 

Resp_29 5 4 5 4 4 4 4 4 4 4 34 

Resp_30 3 3 3 1 5 4 4 4 1 1 27 

Resp_31 3 4 5 4 5 4 4 5 5 5 34 

Resp_32 4 5 3 3 4 3 4 4 2 3 30 

Resp_33 4 4 3 4 4 3 4 4 4 4 30 

Resp_34 4 3 5 4 4 3 5 4 4 3 32 

Resp_35 2 2 3 2 4 2 3 2 3 2 20 

Resp_36 5 4 3 2 1 2 4 3 5 5 24 

Resp_37 4 4 3 4 3 5 3 3 4 3 29 

Resp_38 3 3 4 4 4 3 3 5 5 2 29 

Resp_39 4 4 4 4 4 4 3 4 4 4 31 

Resp_40 4 5 5 4 2 5 4 5 5 5 34 
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Resp_41 4 4 4 4 4 4 4 4 4 4 32 

Resp_42 1 1 1 1 1 1 1 1 1 1 8 

Resp_43 1 3 1 1 1 1 1 2 4 3 11 

Resp_44 4 4 3 5 3 4 5 5 4 4 33 

Resp_45 3 3 3 3 4 3 3 3 3 3 25 

Resp_46 2 2 2 2 2 2 2 2 2 2 16 

Resp_47 4 4 4 4 4 4 4 4 4 4 32 

Resp_48 4 4 4 4 4 4 4 4 4 4 32 

Resp_49 4 4 4 4 5 5 5 5 5 4 36 

Resp_50 2 2 3 2 2 2 2 2 2 2 17 

Resp_51 3 3 3 3 3 3 3 3 3 3 24 

Resp_52 4 5 4 3 4 4 4 4 3 4 32 

Resp_53 5 5 5 5 5 5 5 5 5 5 40 

Resp_54 5 5 5 5 4 5 4 4 4 4 37 

Resp_55 4 4 4 4 5 4 4 4 5 4 33 

Resp_56 3 4 3 3 4 4 4 3 4 4 28 

Resp_57 4 4 5 4 5 4 4 4 4 5 34 

Resp_58 4 4 5 4 5 4 4 5 4 5 35 

Resp_59 2 1 2 2 4 3 3 2 3 3 19 

Resp_60 4 4 4 4 4 4 4 4 4 5 32 

Resp_61 4 4 3 2 2 2 2 4 2 3 23 

Resp_62 3 4 4 4 4 4 3 4 4 4 30 

Resp_63 5 4 4 5 4 4 5 4 3 4 35 

Resp_64 5 5 5 5 5 5 5 5 5 5 40 
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Resp_65 5 5 4 4 4 5 5 4 4 5 36 

Resp_66 4 4 4 4 4 4 4 4 4 4 32 

Resp_67 4 3 4 4 3 4 4 3 4 4 29 

Resp_68 3 4 4 3 4 4 4 4 3 4 30 

Resp_69 4 3 3 3 4 4 4 3 3 4 28 

Resp_70 4 3 4 4 3 4 3 4 4 3 29 

Resp_71 5 5 4 4 4 5 5 5 5 5 37 

Resp_72 4 4 3 3 4 4 4 4 4 3 30 

Resp_73 5 5 5 5 5 5 5 5 5 5 40 

Resp_74 3 4 3 4 2 5 4 4 5 5 29 

Resp_75 1 4 5 4 4 4 4 3 4 2 29 

Resp_76 3 5 2 4 2 1 2 3 4 5 22 

Resp_77 5 5 5 4 4 4 4 4 4 4 35 

Resp_78 4 4 4 4 4 4 4 4 4 4 32 

Resp_79 4 5 5 5 5 5 5 5 5 5 39 

Resp_80 2 4 4 5 5 5 3 5 5 5 33 

Resp_81 4 4 4 3 3 2 5 5 5 4 30 

Resp_82 4 5 5 5 4 4 4 4 5 5 35 

Resp_83 5 5 5 4 4 4 4 5 5 5 36 

Resp_84 5 5 5 5 4 4 4 4 4 4 36 

Resp_85 5 5 5 5 5 5 5 5 4 4 40 

Resp_86 3 4 4 4 4 3 3 3 4 4 28 

Resp_87 5 5 4 3 5 5 5 5 5 5 37 

Resp_88 4 4 4 3 4 3 4 4 4 4 30 
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Resp_89 4 4 4 4 4 4 5 5 5 5 34 

Resp_90 4 4 3 4 4 4 4 4 4 4 31 

Resp_91 2 3 4 3 3 2 4 2 4 3 23 

Resp_92 2 3 1 3 1 1 3 3 4 5 17 

Resp_93 4 5 5 4 4 4 4 5 4 5 35 

Resp_94 5 5 4 5 4 4 3 5 4 4 35 

Resp_95 5 5 5 5 5 5 5 5 5 5 40 

Resp_96 3 4 5 4 4 4 4 4 3 4 32 

Resp_97 5 5 5 5 5 5 5 5 5 5 40 

Resp_98 3 3 3 3 4 3 4 4 3 3 27 

Resp_99 5 5 5 5 5 4 4 5 4 5 38 

Resp_100 5 5 5 4 5 5 5 5 4 5 39 

Resp_101 5 5 5 5 5 5 5 5 5 5 40 

Resp_102 4 4 3 3 3 4 5 3 3 4 29 

Resp_103 4 4 4 4 4 4 4 4 4 4 32 

Resp_104 2 2 3 3 4 3 4 3 4 3 24 

Resp_105 4 3 3 4 4 5 3 5 5 4 31 

Resp_106 5 4 4 4 3 4 4 4 3 4 32 

Resp_107 5 5 4 5 5 5 5 5 5 5 39 

Resp_108 4 4 4 4 4 4 4 4 4 4 32 

Resp_109 5 5 5 5 5 5 5 5 5 5 40 

Resp_110 3 3 2 3 3 2 5 4 3 3 25 



127 

 

Lampiran 6 : Hasil Olahan Data SPSS 

1. Distribusi Frekuensi Identitas Responden 

Jenis Kelamin 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Laki-Laki 39 35.5 35.5 35.5 

Perempuan 71 64.5 64.5 100.0 

Total 110 100.0 100.0  

 

Dalam 1Minggu Brapa Kali Berkunjung 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1 Kali 18 16.4 16.4 16.4 

2 Kali 26 23.6 23.6 40.0 

3 Kali 49 44.5 44.5 84.5 

>3 Kali 17 15.5 15.5 100.0 

Total 110 100.0 100.0  

 

Usia 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid <25 Tahun 14 12.7 12.7 12.7 

33-45 Tahun 40 36.4 36.4 49.1 

25-32 Tahun 48 43.6 43.6 92.7 

>45 Tahun 8 7.3 7.3 100.0 

Total 110 100.0 100.0  
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Pekerjaan 

 Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

 

 

Valid 

Mahasiswa / Pelajar 8 7.3 7.3 7.3 

Wiraswasta 35 31.8 31.8 39.1 

PNS 4 3.6 3.6 42.7 

Wirausaha 16 14.5 14.5 57.3 

Ibu Rumah Tangga 47 42.7 42.7 100.0 

Total 110 100.0 100.0  

 

Penghasilan 

 Frequency Percent Valid Percent Cumulative Percent 

 

 

 

Valid 

≤ 1 jt 17 15.5 15.5 15.5 

1 jt – 2 jt 8 7.3 7.3 22.7 

2 jt – 4 jt 33 30.0 30.0 52.7 

4 jt – 6 jt 40 36.4 36.4 89.1 

6 jt 12 10.9 10.9 100.0 

Total 110 100.0 100.0  
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2. Distribusi Frekuensi Jawaban Responden 

a. Citra Merek (X1) 

X1.1_1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

 

Valid 

RR 13 11.8 11.8 11.8 

S 52 47.3 47.3 59.1 

SS 45 40.9 40.9 100.0 

Total 110 100.0 100.0  

 

X1.1_2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

 

Valid 

RR 24 21.8 21.8 21.8 

S 56 50.9 50.9 72.7 

SS 30 27.3 27.3 100.0 

Total 110 100.0 100.0  

 

X1.2_1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

 

Valid 

RR 22 20.0 20.0 20.0 

S 61 55.5 55.5 75.5 

SS 27 24.5 24.5 100.0 

Total 110 100.0 100.0  
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X1.2_2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

 

Valid 

RR 14 12.7 12.7 12.7 

S 53 48.2 48.2 60.9 

SS 43 39.1 39.1 100.0 

Total 110 100.0 100.0  

 

b. Promosi (X2) 

X2.1_1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

 

 

Valid 

TS 3 2.7 2.7 2.7 

RR 28 25.5 25.5 28.2 

S 54 49.1 49.1 77.3 

SS 25 22.7 22.7 100.0 

Total 110 100.0 100.0  

 
X2.1_2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

 

 

Valid 

TS 3 2.7 2.7 2.7 

RR 24 21.8 21.8 24.5 

S 60 54.5 54.5 79.1 

SS 23 20.9 20.9 100.0 

Total 110 100.0 100.0  
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X2.2_2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

 

 

Valid 

TS 2 1.8 1.8 1.8 

RR 26 23.6 23.6 25.5 

S 54 49.1 49.1 74.5 

SS 28 25.5 25.5 100.0 

Total 110 100.0 100.0  

 

X2.3_1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

 

 

Valid 

TS 3 2.7 2.8 2.8 

RR 27 24.5 24.8 27.5 

S 53 48.2 48.6 76.1 

SS 26 23.6 23.9 100.0 

Total 109 99.1 100.0  

Missing System 1 .9   

Total 110 100.0   

X2.2_1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

 

Valid 

RR 31 28.2 28.2 28.2 

S 44 40.0 40.0 68.2 

SS 35 31.8 31.8 100.0 

Total 110 100.0 100.0  
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X2.3_2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

 

 

Valid 

TS 2 1.8 1.8 1.8 

RR 26 23.6 23.6 25.5 

S 58 52.7 52.7 78.2 

SS 24 21.8 21.8 100.0 

Total 110 100.0 100.0  

 

X2.4_1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

 

 

Valid 

TS 3 2.7 2.8 2.8 

RR 36 32.7 33.0 35.8 

S 57 51.8 52.3 88.1 

SS 13 11.8 11.9 100.0 

Total 109 99.1 100.0  

Missing System 1 .9   

Total 110 100.0   

 
X2.4_2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

 

 

Valid 

TS 1 .9 .9 .9 

RR 27 24.5 24.5 25.5 

S 48 43.6 43.6 69.1 

SS 34 30.9 30.9 100.0 

Total 110 100.0 100.0  
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c. Harga (X3)  

X3.1_1 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

 
 
Valid 

STS 2 1.8 1.8 1.8 

TS 7 6.4 6.4 8.2 

RR 23 20.9 20.9 29.1 

S 50 45.5 45.5 74.5 

SS 28 25.5 25.5 100.0 

Total 110 100.0 100.0  

 

X3.1_2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

 

 

Valid 

STS 2 1.8 1.8 1.8 

TS 9 8.2 8.2 10.0 

RR 26 23.6 23.6 33.6 

S 47 42.7 42.7 76.4 

SS 26 23.6 23.6 100.0 

Total 110 100.0 100.0  

 

X3.2_1 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

 
 
Valid 

STS 3 2.7 2.7 2.7 

TS 6 5.5 5.5 8.2 

RR 18 16.4 16.4 24.5 

S 58 52.7 52.7 77.3 

SS 25 22.7 22.7 100.0 

Total 110 100.0 100.0  
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X3.3_2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

 

 

Valid 

STS 1 .9 .9 .9 

TS 10 9.1 9.1 10.0 

RR 20 18.2 18.2 28.2 

S 51 46.4 46.4 74.5 

SS 28 25.5 25.5 100.0 

Total 110 100.0 100.0  

X3.4_2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

 

 

Valid 

STS 1 .9 .9 .9 

TS 6 5.5 5.5 6.4 

RR 24 21.8 21.8 28.2 

S 46 41.8 41.8 70.0 

SS 33 30.0 30.0 100.0 

Total 110 100.0 100.0  

 

X3.4_1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

 

 

Valid 

STS 2 1.8 1.8 1.8 

TS 5 4.5 4.5 6.4 

RR 25 22.7 22.7 29.1 

S 54 49.1 49.1 78.2 

SS 24 21.8 21.8 100.0 

Total 110 100.0 100.0  
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d. Kualitas Produk (X4) 
X4.1_1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

 

 

Valid 

STS 1 .9 .9 .9 

TS 6 5.5 5.5 6.4 

RR 23 20.9 20.9 27.3 

S 48 43.6 43.6 70.9 

SS 32 29.1 29.1 100.0 

Total 110 100.0 100.0  

 

X4.1_2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

 

 

Valid 

STS 3 2.7 2.7 2.7 

TS 6 5.5 5.5 8.2 

RR 19 17.3 17.3 25.5 

S 46 41.8 41.8 67.3 

SS 36 32.7 32.7 100.0 

Total 110 100.0 100.0  

 

X4.2_1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

 

 

Valid 

STS 2 1.8 1.8 1.8 

TS 5 4.5 4.5 6.4 

RR 19 17.3 17.3 23.6 

S 55 50.0 50.0 73.6 

SS 29 26.4 26.4 100.0 

Total 110 100.0 100.0  
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X4.2_2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

 

 

Valid 

STS 1 .9 .9 .9 

TS 4 3.6 3.6 4.5 

RR 16 14.5 14.5 19.1 

S 46 41.8 41.8 60.9 

SS 43 39.1 39.1 100.0 

Total 110 100.0 100.0  

 

X4.3_1 

 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

 

 

Valid 

STS 1 .9 .9 .9 

TS 6 5.5 5.5 6.4 

RR 21 19.1 19.1 25.5 

S 49 44.5 44.5 70.0 

SS 33 30.0 30.0 100.0 

Total 110 100.0 100.0  

 

X4.3_1 

 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

 

 

Valid 

STS 1 .9 .9 .9 

TS 6 5.5 5.5 6.4 

RR 21 19.1 19.1 25.5 

S 49 44.5 44.5 70.0 
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SS 33 30.0 30.0 100.0 

Total 110 100.0 100.0  

 

X4.4_1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

 

 

Valid 

STS 2 1.8 1.8 1.8 

TS 5 4.5 4.5 6.4 

RR 12 10.9 10.9 17.3 

S 45 40.9 40.9 58.2 

SS 46 41.8 41.8 100.0 

Total 110 100.0 100.0  

X4.4_2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

 

 

Valid 

STS 2 1.8 1.8 1.8 

TS 7 6.4 6.4 8.2 

RR 17 15.5 15.5 23.6 

S 42 38.2 38.2 61.8 

SS 42 38.2 38.2 100.0 

Total 110 100.0 100.0  

 

X4.5_1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

 

 

TS 7 6.4 6.4 6.4 

RR 24 21.8 21.8 28.2 
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Valid S 51 46.4 46.4 74.5 

SS 28 25.5 25.5 100.0 

Total 110 100.0 100.0  

 

X4.5_2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

 

 

Valid 

STS 1 .9 .9 .9 

TS 7 6.4 6.4 7.3 

RR 24 21.8 21.8 29.1 

S 47 42.7 42.7 71.8 

SS 31 28.2 28.2 100.0 

Total 110 100.0 100.0  

 

X4.6_1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

 

 

Valid 

STS 2 1.8 1.8 1.8 

TS 7 6.4 6.4 8.2 

RR 20 18.2 18.2 26.4 

S 51 46.4 46.4 72.7 

SS 30 27.3 27.3 100.0 

Total 110 100.0 100.0  
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X4.6_2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

 

 

Valid 

TS 6 5.5 5.5 5.5 

RR 19 17.3 17.3 22.7 

S 51 46.4 46.4 69.1 

SS 34 30.9 30.9 100.0 

Total 110 100.0 100.0  

 
X4.7_1 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

 
 
Valid 

STS 1 .9 .9 .9 

TS 8 7.3 7.3 8.2 

RR 17 15.5 15.5 23.6 

S 48 43.6 43.6 67.3 

SS 36 32.7 32.7 100.0 

Total 110 100.0 100.0  

 

X4.7_2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

 

 

Valid 

TS 8 7.3 7.3 7.3 

RR 20 18.2 18.2 25.5 

S 43 39.1 39.1 64.5 

SS 39 35.5 35.5 100.0 

Total 110 100.0 100.0  
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e. Keputusan Pembelian (Y) 

 

Y1.1_1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

 

 

Valid 

TS 3 2.7 2.7 2.7 

RR 23 20.9 20.9 23.6 

S 56 50.9 50.9 74.5 

SS 28 25.5 25.5 100.0 

Total 110 100.0 100.0  

Y1.1_2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

 

Valid 

RR 22 20.0 20.0 20.0 

S 70 63.6 63.6 83.6 

SS 18 16.4 16.4 100.0 

Total 110 100.0 100.0  

Y1.2_1 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

 

 

Valid 

TS 1 .9 .9 .9 

RR 34 30.9 30.9 31.8 

S 55 50.0 50.0 81.8 

SS 20 18.2 18.2 100.0 

Total 110 100.0 100.0  
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Y1.2_2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

 

 

Valid 

TS 1 .9 .9 .9 

RR 26 23.6 23.6 24.5 

S 67 60.9 60.9 85.5 

SS 16 14.5 14.5 100.0 

Total 110 100.0 100.0  

Y1.3_1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

 

 

Valid 

TS 3 2.7 2.7 2.7 

RR 22 20.0 20.0 22.7 

S 67 60.9 60.9 83.6 

SS 18 16.4 16.4 100.0 

Total 110 100.0 100.0  

Y1.3_2 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

 

 

Valid 

STS 1 .9 .9 .9 

TS 3 2.7 2.7 3.6 

RR 21 19.1 19.1 22.7 

S 68 61.8 61.8 84.5 

SS 17 15.5 15.5 100.0 

Total 110 100.0 100.0  
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Y1.4_1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

 

 

Valid 

TS 2 1.8 1.8 1.8 

RR 25 22.7 22.7 24.5 

S 62 56.4 56.4 80.9 

SS 21 19.1 19.1 100.0 

Total 110 100.0 100.0  

 

Y1.4_2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

 

 

Valid 

TS 1 .9 .9 .9 

RR 24 21.8 21.8 22.7 

S 63 57.3 57.3 80.0 

SS 22 20.0 20.0 100.0 

Total 110 100.0 100.0  

 

Y1.5_1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

 

 

Valid 

TS 1 .9 .9 .9 

RR 25 22.7 22.7 23.6 

S 67 60.9 60.9 84.5 

SS 17 15.5 15.5 100.0 

Total 110 100.0 100.0  
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Y1.5_2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

 

 

Valid 

TS 1 .9 .9 .9 

RR 23 20.9 20.9 21.8 

S 48 43.6 43.6 65.5 

SS 38 34.5 34.5 100.0 

Total 110 100.0 100.0  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



144 

 

3. Pengujian Validitas Data 

a. Variabel Citra Merek (X1) 
Correlations 

 X1.1_1 X1.1_2 X1.2_1 X1.2_2 X1 

X1.1_1 Pearson Correlation 1 .181 .298** .501** .673** 

Sig. (2-tailed)  .058 .002 .000 .000 

N 110 110 110 110 110 

X1.1_2 Pearson Correlation .181 1 .561** .358** .727** 

Sig. (2-tailed) .058  .000 .000 .000 

N 110 110 110 110 110 

X1.2_1 Pearson Correlation .298** .561** 1 .360** .760** 

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

N 110 110 110 110 110 

X1.2_2 Pearson Correlation .501** .358** .360** 1 .758** 

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

N 110 110 110 110 110 

X1 Pearson Correlation .673** .727** .760** .758** 1 

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

N 110 110 110 110 110 

**. Correlation is significant at the 0.01 level (2-tailed). 
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b. Variabel Promosi (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 X2 

X2.1_1 Pearson 

Correlation 

1 .512** .589** .520** .550** .600** .403** .595** .763** 

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

N 110 110 110 110 109 110 109 110 110 

X2.1_2 Pearson 

Correlation 

.512** 1 .503** .645** .578** .596** .414** .655** .781** 

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

N 110 110 110 110 109 110 109 110 110 

X2.2_1 Pearson 

Correlation 

.589** .503** 1 .486** .571** .539** .491** .564** .761** 

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

N 110 110 110 110 109 110 109 110 110 

X2.2_2 Pearson 

Correlation 

.520** .645** .486** 1 .536** .617** .391** .649** .774** 
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Sig. (2-tailed) .000 .000 .000  .000 .000 .000 .000 .000 

N 110 110 110 110 109 110 109 110 110 

X2.3_1 Pearson 

Correlation 

.550** .578** .571** .536** 1 .617** .395** .593** .785** 

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

N 109 109 109 109 109 109 109 109 109 

X2.3_2 Pearson 

Correlation 

.600** .596** .539** .617** .617** 1 .494** .626** .810** 

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

N 110 110 110 110 109 110 109 110 110 

X2.4_1 Pearson 

Correlation 

.403** .414** .491** .391** .395** .494** 1 .397** .637** 

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

N 109 109 109 109 109 109 109 109 109 

X2.4_2 Pearson 

Correlation 

.595** .655** .564** .649** .593** .626** .397** 1 .815** 

Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000  .000 
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N 110 110 110 110 109 110 109 110 110 

X2 Pearson 

Correlation 

.763** .781** .761** .774** .785** .810** .637** .815** 1 

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

N 110 110 110 110 109 110 109 110 110 

**. Correlation is significant at the 0.01 level (2-tailed). 
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c. Variabel Harga (X3) 

Correlations 

 X3.1_1 X3.1_2 X3.2_1 X3.2_2 X3.3_1 X3.3_2 X3.4_1 X3.4_2 X3 

X3.1_1 Pearson 

Correlation 

1 .519** .557** .292** .295** .315** .488** .533** .692** 

Sig. (2-tailed)  .000 .000 .002 .002 .001 .000 .000 .000 

N 110 110 110 110 110 110 110 110 110 

X3.1_2 Pearson 

Correlation 

.519** 1 .466** .250** .575** .345** .470** .365** .701** 

Sig. (2-tailed) .000  .000 .009 .000 .000 .000 .000 .000 

N 110 110 110 110 110 110 110 110 110 

X3.2_1 Pearson 

Correlation 

.557** .466** 1 .570** .451** .407** .452** .398** .748** 

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

N 110 110 110 110 110 110 110 110 110 
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X3.2_2 Pearson 

Correlation 

.292** .250** .570** 1 .413** .540** .452** .316** .668** 

Sig. (2-tailed) .002 .009 .000  .000 .000 .000 .001 .000 

N 110 110 110 110 110 110 110 110 110 

X3.3_1 Pearson 

Correlation 

.295** .575** .451** .413** 1 .624** .432** .336** .735** 

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

N 110 110 110 110 110 110 110 110 110 

X3.3_2 Pearson 

Correlation 

.315** .345** .407** .540** .624** 1 .499** .392** .722** 

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

N 110 110 110 110 110 110 110 110 110 

X3.4_1 Pearson 

Correlation 

.488** .470** .452** .452** .432** .499** 1 .691** .773** 

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

N 110 110 110 110 110 110 110 110 110 
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X3.4_2 Pearson 

Correlation 

.533** .365** .398** .316** .336** .392** .691** 1 .694** 

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

N 110 110 110 110 110 110 110 110 110 

X3 Pearson 

Correlation 

.692** .701** .748** .668** .735** .722** .773** .694** 1 

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

N 110 110 110 110 110 110 110 110 110 

**. Correlation is significant at the 0.01 level (2-tailed). 
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d. Kualitas Produk (X4) 
Correlations 

 
X4.1_

1 
X4.1_

2 
X4.2_

1 
X4.2_

2 
X4.3_

1 
X4.3_

2 
X4.4_

1 
X4.4_

2 
X4.5_

1 
X4.5_

2 
X4.6_

1 
X4.6_

2 
X4.7_

1 
X4.7_

2 X4 

X4.1
_1 

Pearson 
Correlation 

1 .662** .677** .542** .422** .534** .664** .545** .522** .475** .629** .538** .617** .528** .800** 

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

N 110 110 110 110 110 110 110 110 110 110 110 110 110 110 110 

X4.1
_2 

Pearson 
Correlation 

.662** 1 .470** .598** .405** .560** .601** .382** .575** .332** .375** .367** .501** .470** .701** 

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

N 110 110 110 110 110 110 110 110 110 110 110 110 110 110 110 

X4.2
_1 

Pearson 
Correlation 

.677** .470** 1 .501** .462** .561** .481** .636** .431** .481** .592** .372** .557** .523** .742** 

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

N 110 110 110 110 110 110 110 110 110 110 110 110 110 110 110 

X4.2
_2 

Pearson 
Correlation 

.542** .598** .501** 1 .551** .603** .521** .479** .528** .550** .391** .537** .616** .564** .761** 

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

N 110 110 110 110 110 110 110 110 110 110 110 110 110 110 110 

X4.3
_1 

Pearson 
Correlation 

.422** .405** .462** .551** 1 .564** .461** .463** .503** .402** .272** .429** .498** .462** .658** 

Sig. (2-tailed) .000 .000 .000 .000  .000 .000 .000 .000 .000 .004 .000 .000 .000 .000 

N 110 110 110 110 110 110 110 110 110 110 110 110 110 110 110 

X4.3
_2 

Pearson 
Correlation 

.534** .560** .561** .603** .564** 1 .676** .564** .534** .621** .456** .424** .641** .566** .798** 

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

N 110 110 110 110 110 110 110 110 110 110 110 110 110 110 110 
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X4.4
_1 

Pearson 
Correlation 

.664** .601** .481** .521** .461** .676** 1 .528** .567** .507** .475** .502** .609** .701** .795** 

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

N 110 110 110 110 110 110 110 110 110 110 110 110 110 110 110 

X4.4
_2 

Pearson 
Correlation 

.545** .382** .636** .479** .463** .564** .528** 1 .400** .537** .536** .477** .595** .552** .739** 

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

N 110 110 110 110 110 110 110 110 110 110 110 110 110 110 110 

X4.5
_1 

Pearson 
Correlation 

.522** .575** .431** .528** .503** .534** .567** .400** 1 .531** .324** .439** .464** .534** .700** 

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

N 110 110 110 110 110 110 110 110 110 110 110 110 110 110 110 

X4.5
_2 

Pearson 
Correlation 

.475** .332** .481** .550** .402** .621** .507** .537** .531** 1 .549** .553** .551** .640** .739** 

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

N 110 110 110 110 110 110 110 110 110 110 110 110 110 110 110 

X4.6
_1 

Pearson 
Correlation 

.629** .375** .592** .391** .272** .456** .475** .536** .324** .549** 1 .635** .603** .594** .712** 

Sig. (2-tailed) .000 .000 .000 .000 .004 .000 .000 .000 .001 .000  .000 .000 .000 .000 

N 110 110 110 110 110 110 110 110 110 110 110 110 110 110 110 

X4.6
_2 

Pearson 
Correlation 

.538** .367** .372** .537** .429** .424** .502** .477** .439** .553** .635** 1 .506** .621** .703** 

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

N 110 110 110 110 110 110 110 110 110 110 110 110 110 110 110 

X4.7
_1 

Pearson 
Correlation 

.617** .501** .557** .616** .498** .641** .609** .595** .464** .551** .603** .506** 1 .617** .803** 

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

N 110 110 110 110 110 110 110 110 110 110 110 110 110 110 110 
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X4.7
_2 

Pearson 
Correlation 

.528** .470** .523** .564** .462** .566** .701** .552** .534** .640** .594** .621** .617** 1 .800** 

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

N 110 110 110 110 110 110 110 110 110 110 110 110 110 110 110 

X4 Pearson 
Correlation 

.800** .701** .742** .761** .658** .798** .795** .739** .700** .739** .712** .703** .803** .800** 1 

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

N 110 110 110 110 110 110 110 110 110 110 110 110 110 110 110 

**. Correlation is significant at the 0.01 level (2-tailed). 
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e. Keputusan Pembelian (Y) 

Correlations 

 Y1.1_1 Y1.1_2 Y1.2_1 Y1.2_2 Y1.3_1 Y1.3_2 Y1.4_1 Y1.4_2 Y1.5_1 Y1.5_2 Y 

Y1.1_

1 

Pearson 

Correlation 

1 .458** .453** .375** .351** .364** .412** .445** .223* .366** .652** 

Sig. (2-tailed)  .000 .000 .000 .000 .000 .000 .000 .019 .000 .000 

N 110 110 110 110 110 110 110 110 110 110 110 

Y1.1_

2 

Pearson 

Correlation 

.458** 1 .433** .558** .302** .408** .319** .378** .298** .447** .655** 

Sig. (2-tailed) .000  .000 .000 .001 .000 .001 .000 .002 .000 .000 

N 110 110 110 110 110 110 110 110 110 110 110 

Y1.2_

1 

Pearson 

Correlation 

.453** .433** 1 .446** .554** .444** .437** .539** .370** .419** .739** 

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

N 110 110 110 110 110 110 110 110 110 110 110 

Y1.2_

2 

Pearson 

Correlation 

.375** .558** .446** 1 .459** .564** .289** .457** .399** .402** .707** 

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

N 110 110 110 110 110 110 110 110 110 110 110 
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Y1.3_

1 

Pearson 

Correlation 

.351** .302** .554** .459** 1 .513** .407** .468** .439** .390** .706** 

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

N 110 110 110 110 110 110 110 110 110 110 110 

Y1.3_

2 

Pearson 

Correlation 

.364** .408** .444** .564** .513** 1 .488** .533** .370** .406** .738** 

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

N 110 110 110 110 110 110 110 110 110 110 110 

Y1.4_

1 

Pearson 

Correlation 

.412** .319** .437** .289** .407** .488** 1 .382** .393** .394** .658** 

Sig. (2-tailed) .000 .001 .000 .002 .000 .000  .000 .000 .000 .000 

N 110 110 110 110 110 110 110 110 110 110 110 

Y1.4_

2 

Pearson 

Correlation 

.445** .378** .539** .457** .468** .533** .382** 1 .435** .488** .742** 

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

N 110 110 110 110 110 110 110 110 110 110 110 

Y1.5_

1 

Pearson 

Correlation 

.223* .298** .370** .399** .439** .370** .393** .435** 1 .433** .623** 

Sig. (2-tailed) .019 .002 .000 .000 .000 .000 .000 .000  .000 .000 

N 110 110 110 110 110 110 110 110 110 110 110 
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Y1.5_

2 

Pearson 

Correlation 

.366** .447** .419** .402** .390** .406** .394** .488** .433** 1 .693** 

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

N 110 110 110 110 110 110 110 110 110 110 110 

Y Pearson 

Correlation 

.652** .655** .739** .707** .706** .738** .658** .742** .623** .693** 1 

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

N 110 110 110 110 110 110 110 110 110 110 110 

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

*. Correlation is significant at the 0.05 level (2-tailed). 
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4. Pengujian Reliabilitas Data 

a. Variabel Citra Merek (X1) 

Case Processing Summary 

 N % 

Cases Valid 110 100.0 

Excludeda 0 .0 

Total 110 100.0 

a. Listwise deletion based on all variables in 

the procedure. 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.707 4 

 

b. Variabel Promosi (X2) 

Case Processing Summary 

 N % 

Cases Valid 109 99.1 

Excludeda 1 .9 

Total 110 100.0 

a. Listwise deletion based on all variables in 

the procedure. 
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Reliability Statistics 

Cronbach's 

Alpha N of Items 

.904 8 

 
c. Variabel Harga (X3) 

Case Processing Summary 

 N % 

Cases Valid 110 100.0 

Excludeda 0 .0 

Total 110 100.0 

a. Listwise deletion based on all variables in 

the procedure. 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.864 8 

 

d. Kualitas Produk (X4) 

Case Processing Summary 

 N % 

Cases Valid 110 100.0 

Excludeda 0 .0 

Total 110 100.0 
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a. Listwise deletion based on all variables in 

the procedure. 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.939 14 

 

e. Keputusan Pembelian (Y) 

Case Processing Summary 

 N % 

Cases Valid 110 100.0 

Excludeda 0 .0 

Total 110 100.0 

a. Listwise deletion based on all variables in 

the procedure. 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.878 10 

 

 

 

 

 

 



160 

 

5. Pengujian Asumsi Klasik 

a. Uji Normalitas 

 

One-Sample Kolmogorov-Smirnov Test 

 

Unstandardize

d Residual 

N 110 

Normal Parametersa,b Mean .0000000 

Std. Deviation 3.53962803 

Most Extreme 

Differences 

Absolute .068 

Positive .068 

Negative -.050 

Kolmogorov-Smirnov Z .711 

Asymp. Sig. (2-tailed) .692 

a. Test distribution is Normal. 

b. Calculatedfrom data. 

 

 



161 

 

 
b. Uji Multikolinieritas 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardi

zed 

Coefficie

nts 

t Sig. 

Collinearity Statistics 

B 

Std. 

Error Beta Tolerance VIF 

1 (Constant) 11.683 3.411  3.425 .001   

Citra Merek .436 .187 .180 2.328 .022 .868 1.153 

Promosi .198 .089 .194 2.223 .028 .683 1.464 

Harga .201 .085 .227 2.366 .020 .565 1.770 

Keputusan 

Pembelian 

.144 .050 .287 2.894 .005 .529 1.889 

a. Dependent Variable: Keputusan Pembelian (Y) 

 

 



162 

 

c. Uji Autokorelasi 

One-Sample Kolmogorov-Smirnov Test 

 

Unstandardized 

Residual 

N 110 

Normal Parametersa,b Mean .0000000 

Std. Deviation 3.53962803 

Most Extreme Differences Absolute .068 

Positive .068 

Negative -.050 

Kolmogorov-Smirnov Z .711 

Asymp. Sig. (2-tailed) .692 

a. Test distribution is Normal. 

b. Calculated from data. 

d. Uji Heteroskedestisitas 
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e. Analisis Linier Regresi Berganda 

Variables Entered/Removeda 

Model 

Variables 

Entered 

Variables 

Removed Method 

1 Kualitas Produk, 

Citra Merek, 

Promosi, Hargab 

. Enter 

a. Dependent Variable: Keputusan Pembelian 

b. All requested variables entered. 

b. Dependent Variable: Keputusan Pembelian 

 

Model Summaryb 

Model R R Square Adjusted R Square 

Std. Error of 

the Estimate 

Durbin-

Watson 

1 .673a .453 .432 3.60642 1.731 

a. Predictors: (Constant), Kualitas Produk, Citra Merek, Promosi, Harga 

b. Dependent Variable: Keputusan Pembelian 

 

ANOVAa 

Model 

Sum of 

Squares df Mean Square F Sig. 

1 Regression 1128.934 4 282.233 21.700 .000b 

Residual 1365.657 105 13.006   

Total 2494.591 109    

a. Dependent Variable: Keputusan Pembelian 

b. Predictors: (Constant), Kualitas Produk, Citra Merek, Promosi, Harga 
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Collinearity Diagnosticsa 

Mod
el 

Dimen
sion 

Eigenv
alue 

Conditio
n Index 

Variance Proportions 

(Const
ant) 

Citra 
merek Promosi Harga 

Kualitas 
Produk 

1 1 4.948 1.000 .00 .00 .00 .00 .00 

2 .023 14.799 .08 .16 .00 .27 .10 

3 .012 20.372 .01 .09 .95 .01 .14 

4 .011 21.448 .08 .00 .04 .61 .68 

5 .006 27.719 .83 .74 .01 .11 .07 

a. Dependent Variable: Keputusan Pembelian  
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Uji T (Parsial) 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardize

d 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 11.683 3.411  3.425 .001 

Citra Merek .436 .187 .180 2.328 .022 

Promosi .198 .089 .194 2.223 .028 

Harga .201 .085 .227 2.366 .020 

Kualitas 

Produk 

.144 .050 .287 2.894 .005 

a. Dependent Variable: Keputusan Pembelian 
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Uji F (Simultan) 

ANOVAa 

Model 

Sum of 

Squares df 

Mean 

Square F Sig. 

1 Regression 1128.934 4 282.233 21.700 .000b 

Residual 1365.657 105 13.006   

Total 2494.591 109    

a. Dependent Variable: Keputusan Pembelian 

b. Predictors: (Constant), Kualitas Produk, Citra Merek, Promosi, Harga 
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Lampiran 7 : Daftar Tabel DW (Durbin Watson) 
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