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Lampiran 1 : Pengisian Kuesioner
Angket Instrumen Penelitian
Petunjuk :

Isilah data redponden dibawah ini kemudian beri tanda
(V) pada pilihan jawaban.

Identitas responden

1. Nama Responden :
2. Jenis Kelamin :

[ Laki-laki [ ]Perempuan

3. Usia:
[ ]<20 tahun [] 21- 29 tahun
[ ]30-39 tahun [ ] >40 tahun

4. Pekerjaan:
[ |Pelajar/Mahasiswa [ ]Karyawan Swasta
[ ]PNS [ ]Wirausaha
[ JLainnya (sebutkan)....
5. Penghasilan (uang saku perbulan) :
[]< Rp. 1000.000
[ JRp. 1.000.000 - Rp. 2.000.000
[ ]Rp. 2.001.000 - Rp. 3.000.000
[ ]JRp. 3.001.000 - Rp. 4.000.000
[ ]> Rp. 4.000.000
6. Berapa kali anda mengunjungi Cafe Kopi Konco dalam
kurung waktu 1 bulan :
[]1-2 kali []3-4 kali
[ ]> 5 kali



Petunjuk Pengisian Kuesioner:

Isilah semua pertanyaan dalam kuisioner dengan kenyataan,
dengan cara memberikan tanda (\) pada tabel pilihan yang sudah
tersedia.

Keterangan :
No | Pernyataan
1 Sangat Setuju (SS)
2 Setuju S)
3 Ragu-ragu (RR)
4 Tidak Setuju (TS)
5 Sangat Tidak Setuju ~ (STS)




Word Of Mouth (Xi)

Pernyataan

Jawaban

SS\S\RR\TS\STS

Mendapatkan informasi

sering mendengar orang lain
membicarakan tentang Cafe Kopi
Konco kemudahan apa saja yang
ada pada Cafe tersebut

Mendengar orang lain
menceritakan kepuasaanya
setelah mengunjungi Cafe Kopi
Konco

Dor

ongan

Mendapatkan = dorongan  dari
teman untuk mencoba ke Cafe
Kopi Konco

Keinginan sendiri untuk
mengunjungi Cafe Kopi Konco

Rek

omendasi

Mendapatkan rekomedasi dari
teman tentang Cafe Kopi Konco

Mendengar promosi dari teman

tentang Cafe Kopi Konco




B.

Store Atmosphere (X2)

No

Pernyataan

Jawaban

SS|S|RR| TS | STS

Bagian Luar (Exterior)

1

Papan nama Cafe Kopi Konco
terlihat jelas

2

Cafe Kopi Konco memiliki
tempat parkir yang luas

Interior Umum (General Interior )

Pencahayaan pada Cafe Kopi

1 | Konco mampu meningkatkan
daya tarik pada cafe tersebut
Musik yang ada pada Cafe Kopi

2 | Konco membuat pengunjung

merasa nyaman di dalamnya

Tata Letak (Store Layout )

1

Tata letak meja dan kursi pada
Cafe Kopi Konco rapi

2

Kondisi ruangan pada Cafe Kopi
Konco sangat bersih

Interior Displays (Point Of Purchase)

Pemasangan dekorasi yang unik

1
membuat pengunjung nyaman
Adanya fasilitas lainnya seperti
2 | mushola dan toilet pada Cafe

Kopi Konco




C. Harga ( X3)

N
o

Pernyataan

Jawaban

ss [S| RR | TS | sTS

Harga yang sesuai dengan manfaat

Harga pada Cafe Kopi Konco sesuai

1 dengan kualitas yang ditawarkan
) Harga pada Cafe Kopi Konco sesuai
dengan harapan Pengunjung
Persepsi harga dan manfaat
Persepsi pengunjung tentang harga
1 | pada Cafe Kopi Konco murah dan
sesuai dengan kualitas
Persepsi pengunjung tentang harga
2 | pada Cafe Kopi Konco Ilebih

ekonomi

Harga barang terjangkau

Harga makanan dan minuman pada

! Cafe Kopi Konco terjangkau

) Harga Makanan dan minuman pada
Cafe Kopi Konco murah

Persaingan harga

Harga pada Cafe Kopi Konco relatif

! murah dengan Cafe lainnya
Harga yang ditawarkan pada Cafe
5 Kopi Konco sesuai dengan yang

diharapkan pengunjung dari pada
Cafe lain

Kesesuaian harga dengan kualitasnya

Harga makanan dan minuman pada
Cafe Kopi Konco sesuai dengan rasa

makanan




Porsi pada Cafe Kopi Konco sesuai

2
dengan dengan yang dibayarkan
D. Kualitas Pelayanan (X4)
Jawaban
No Pernyataan

SS\S\RR\TS \STs

Bukti fisik (Tangibles)

Cafe Kopi Konco memiliki tempat

1

yang rapi dan bersih

bangunan pada Cafe Kopi Konco
2 | menarik sehingga memberikan

kenyamaan bagi pengunjung

Keandalan(Reliability)

memberikan pelayanan yang baik

1
kepada pengunjung cafe kopi konco
karyawan di cafe kopi konco selalu
2 | memberikan informasi yang jelas

kepada Pengunjung

Daya tanggap (Responsiveness)

bersedia membantu pengunjung

1 | yang mengalami kesulitan dalam
memesan makanan
kecepatan  dalam  memproses
2 | keluhan pengunjung cafe kopi

konco

Jaminan (Assurance)

cafe kopi konco mampu bersedia

1 | berkomunikasi  dengan  baik
terhadap pengunjung
) cafe  kopi  konco  memiliki

kemampuan yang memadai dalam




menjawab pertanyaan dari

pengunjung
Empati (Emphaty)
pelayanan yang diberikan dengan
1 | tulus tanpa membedakan
pengunjung yang lainnya
) keramahan yang diberikan kepada

pengunjung sangat tinggi

E. Keputusan pembelian (Y)

No

Pernyataan

jawaban

SS| S| RR| TS | sTS

Produk yang dijual sesuai dengan keinginan kons

umen

1 Ada aneka minuman pada cafe
kopi konco yang sesuai dengan
keinginan konsumen

2 Beranekan ragam makanan pada

Cafe Kopi Konco sehingga
konsumen bisa memilih yang
diinginkan

kons

Memberikan prosedur pembelian dan p

umen

embayara

n yang mudah bagi

1

Cafe Kopi Konco menyediakan
daftar menu untuk
memudahkan dalam memesan
makanan

Metode pembayaran pada Cafe
Kopi konco melalui kasir
sehingga lebih memudahkan
konsumen




Konsumen melakukan pembelian kembali

1 Konsumen mengunjungi Cafe
Kopi Konco karena suasananya
cafenya nyaman

2 Konsumen keyakinan untuk
mengunjungi ulang Cafe Kopi
Konco




Lampisan 2 : Hasil Olah SPSS

Frekuensi
X1.1
Frequency Percent Valid Cumulative
Percent Percent
RR 40 40,0 40,0 40,0
Valid 48 48,0 48,0 88,0
12 12,0 12,0 100,0
Total 100 100,0 100,0
X1.2
Frequency Percent Valid Cumulative
Percent Percent
TS 9 9,0 9,0 9,0
RR 31 31,0 31,0 40,0
Valid S 52 52,0 52,0 92,0
SS 8 8,0 8,0 100,0
Total 100 100,0 100,0
X1.3
Frequency Percent Valid Cumulative
Percent Percent
TS 5 5,0 5,0 5,0
RR 28 28,0 28,0 33,0
Valid S 54 54,0 54,0 87,0
SS 13 13,0 13,0 100,0

Total 100 100,0 100,0




X1.4

Frequency Percent Valid Cumulative
Percent Percent
TS 5 5,0 5,0 50
RR 33 33,0 33,0 38,0
Valid S 46 46,0 46,0 84,0
SS 16 16,0 16,0 100,0
Total 100 100,0 100,0
X1.5
Frequency  Percent Valid Cumulative
Percent Percent
TS 3 3,0 3,0 3,0
RR 31 31,0 31,0 34,0
Valid S 50 50,0 50,0 84,0
SS 16 16,0 16,0 100,0
Total 100 100,0 100,0
X1.6
Frequency  Percent Valid Cumulative
Percent Percent
RR 37 37,0 37,0 37,0
Valid 49 49,0 49,0 86,0
SS 14 14,0 14,0 100,0

Total 100 100,0 100,0




X2.1

Frequency  Percent Valid Cumulative
Percent Percent
TS 9 9,0 9,0 9,0
RR 46 46,0 46,0 55,0
Valid S 35 35,0 35,0 90,0
SS 10 10,0 10,0 100,0

Total 100 100,0 100,0

X2.2

Frequency Percent Valid Cumulative
Percent Percent
TS 15 15,0 15,0 15,0
RR 51 51,0 51,0 66,0
Valid S 19 19,0 19,0 85,0
SS 15 15,0 15,0 100,0

Total 100 100,0 100,0

X2.3

Frequency  Percent Valid Cumulative
Percent Percent
TS 19 19,0 19,0 19,0
RR 46 46,0 46,0 65,0
Valid S 34 34,0 34,0 99,0
SS 1 1,0 1,0 100,0

Total 100 100,0 100,0




X2.4

Frequency  Percent Valid Cumulative
Percent Percent
TS 15 15,0 15,0 15,0
RR 52 52,0 52,0 67,0
Valid S 31 31,0 31,0 98,0
SS 2 2,0 2,0 100,0

Total 100 100,0 100,0

X2.5

Frequency  Percent Valid  Cumulative
Percent Percent
TS 18 18,0 18,0 18,0
RR 52 52,0 52,0 70,0
Valid S 22 22,0 22,0 92,0
SS 8 8,0 8,0 100,0

Total 100 100,0 100,0

X2.6

Frequency  Percent Valid Cumulative
Percent Percent
TS 20 20,0 20,0 20,0
RR 49 49,0 49,0 69,0
Valid S 26 26,0 26,0 95,0
SS 5 5,0 5,0 100,0

Total 100 100,0 100,0




X2.7

Frequency  Percent Valid Cumulative
Percent Percent
TS 13 13,0 13,0 13,0
RR 53 53,0 53,0 66,0
Valid S 27 27,0 27,0 93,0
SS 7 7,0 7,0 100,0

Total 100 100,0 100,0

X2.8

Frequency  Percent Valid Cumulative
Percent Percent
TS 7 7,0 7,0 7,0
RR 49 49,0 49,0 56,0
Valid S 36 36,0 36,0 92,0
SS 8 8,0 8,0 100,0

Total 100 100,0 100,0

X3.1

Frequency  Percent Valid Cumulative
Percent Percent
TS 14 14,0 14,0 14,0
RR 49 49,0 49,0 63,0
Valid S 31 31,0 31,0 94,0
SS 6 6,0 6,0 100,0

Total 100 100,0 100,0




X3.2

Frequency  Percent Valid Cumulative
Percent Percent
TS 25 25,0 25,0 25,0
RR 40 40,0 40,0 65,0
Valid S 32 32,0 32,0 97,0
SS 3 3,0 3,0 100,0
Total 100 100,0 100,0
X3.3
Frequency  Percent Valid Cumulative
Percent Percent
TS 25 25,0 25,0 25,0
RR 49 49,0 49,0 74,0
Valid S 23 23,0 23,0 97,0
SS 3 3,0 3,0 100,0
Total 100 100,0 100,0
X3.4
Frequency  Percent Valid Cumulative
Percent Percent
TS 27 27,0 27,0 27,0
RR 44 44,0 44,0 71,0
Valid S 20 20,0 20,0 91,0
SS 9 9,0 9,0 100,0
Total 100 100,0 100,0




X3.5

Frequency  Percent Valid Cumulative
Percent Percent
TS 30 30,0 30,0 30,0
Valid RR 40 40,0 40,0 70,0
30 30,0 30,0 100,0
Total 100 100,0 100,0
X3.6
Frequency  Percent Valid Cumulative
Percent Percent
RR 24 24,0 24,0 24,0
Valid 50 50,0 50,0 74,0
SS 26 26,0 26,0 100,0
Total 100 100,0 100,0
X3.7
Frequency  Percent Valid Cumulative
Percent Percent
TS 25 25,0 25,0 25,0
RR 43 43,0 43,0 68,0
Valid S 25 25,0 25,0 93,0
SS 7 7,0 7,0 100,0
Total 100 100,0 100,0




X3.8

Frequency  Percent Valid Cumulative
Percent Percent
TS 19 19,0 19,0 19,0
RR 56 56,0 56,0 75,0
Valid S 24 24,0 24,0 99,0
SS 1 1,0 1,0 100,0
Total 100 100,0 100,0
X3.9
Frequency  Percent Valid Cumulative
Percent Percent
TS 23 23,0 23,0 23,0
RR 51 51,0 51,0 74,0
Valid S 23 23,0 23,0 97,0
SS 3 3,0 3,0 100,0
Total 100 100,0 100,0
X3.10
Frequency  Percent Valid Cumulative
Percent Percent
TS 12 12,0 12,0 12,0
RR 46 46,0 46,0 58,0
Valid S 37 37,0 37,0 95,0
SS 5 5,0 5,0 100,0
Total 100 100,0 100,0




X4.1

Frequency  Percent Valid Cumulative
Percent Percent
TS 18 18,0 18,0 18,0
RR 57 57,0 57,0 75,0
Valid
25 25,0 25,0 100,0
Total 100 100,0 100,0
X4.2
Frequency  Percent Valid Cumulative
Percent Percent
TS 18 18,0 18,0 18,0
RR 63 63,0 63,0 81,0
Valid
19 19,0 19,0 100,0
Total 100 100,0 100,0
X4.3
Frequency  Percent Valid Cumulative
Percent Percent
TS 22 22,0 22,0 22,0
RR 59 59,0 59,0 81,0
Valid
19 19,0 19,0 100,0
Total 100 100,0 100,0




X4.4

Frequency  Percent Valid Cumulative
Percent Percent
TS 22 22,0 22,0 22,0
RR 59 59,0 59,0 81,0
Valid
19 19,0 19,0 100,0
Total 100 100,0 100,0
X4.5
Frequency  Percent Valid Cumulative
Percent Percent
TS 32 32,0 32,0 32,0
RR 48 48,0 48,0 80,0
Valid
20 20,0 20,0 100,0
Total 100 100,0 100,0
X4.6
Frequency  Percent Valid Cumulative
Percent Percent
TS 25 25,0 25,0 25,0
RR 55 55,0 55,0 80,0
Valid
20 20,0 20,0 100,0
Total 100 100,0 100,0




X4.7

Frequency  Percent Valid Cumulative
Percent Percent
TS 22 22,0 22,0 22,0
RR 50 50,0 50,0 72,0
Valid
28 28,0 28,0 100,0
Total 100 100,0 100,0
X4.8
Frequency  Percent Valid Cumulative
Percent Percent
TS 29 29,0 29,0 29,0
RR 49 49,0 49,0 78,0
Valid
22 22,0 22,0 100,0
Total 100 100,0 100,0
X4.9
Frequency  Percent Valid Cumulative
Percent Percent
TS 27 27,0 27,0 27,0
RR 54 54,0 54,0 81,0
Valid
19 19,0 19,0 100,0
Total 100 100,0 100,0




X4.10

Frequency  Percent Valid Cumulative
Percent Percent
TS 11 11,0 11,0 11,0
Valid RR 68 68,0 68,0 79,0
21 21,0 21,0 100,0

Total 100 100,0 100,0

Y.1

Frequency  Percent Valid Cumulative
Percent Percent
TS 4 4,0 4,0 4,0
RR 35 35,0 35,0 39,0
Valid S 56 56,0 56,0 95,0
SS 5 5,0 50 100,0

Total 100 100,0 100,0

Y.2

Frequency  Percent Valid Cumulative
Percent Percent
TS 1 1,0 1,0 1,0
RR 46 46,0 46,0 47,0
Valid S 41 41,0 41,0 88,0
SS 12 12,0 12,0 100,0

Total 100 100,0 100,0




Y.3

Frequency  Percent Valid Cumulative
Percent Percent
TS 2 2,0 2,0 2,0
RR 41 41,0 41,0 43,0
Valid S 42 42,0 42,0 85,0
SS 15 15,0 15,0 100,0

Total 100 100,0 100,0

Y4

Frequency  Percent Valid Cumulative
Percent Percent
TS 1 1,0 1,0 1,0
Valid RR 40 40,0 40,0 41,0
59 59,0 59,0 100,0

Total 100 100,0 100,0

Y.5

Frequency  Percent Valid Cumulative
Percent Percent
TS 3 3,0 3,0 3,0
RR 48 48,0 48,0 51,0
Valid S 44 44,0 44,0 95,0
SS 5 5,0 5,0 100,0

Total 100 100,0 100,0




Y.6

Frequency  Percent Valid Cumulative
Percent Percent
TS 2 2,0 2,0 2,0
RR 48 48,0 48,0 50,0
Valid S 49 49,0 49,0 99,0
SS 1 1,0 1,0 100,0
Total 100 100,0 100,0




Validitas

Validitas X1
iteml Item2 Item3 Item4 Item5 item6 TOTALX1
Pearson Correlation 1 ,523* 569" ,545%  A71* 613" 749"
i 1
teml - sie (0-tailed) 000,000 000 000 000 ,000
N 100 100 100 100 100 100 100
Pearson Correlation 523" 1 ,633™ 650" 628" 554" ,820™
Ttem2 Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000
N 100 100 100 100 100 100 100
Pearson Correlation ,569* ,633* 1 ,675" ,654* ,585* ,843*
Item3 . .
Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000
N 100 100 100 100 100 100 100
Item4 Item4 545" 650" 675" 1 660" ,636 857+
Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000
N 100 100 100 100 100 100 100
Item5 Item5
A71% 628" 654" 660" 1 584~ 820"
Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000
N 100 100 100 100 100 100 100
Pearson Correlation ,613* ,554* ,585 ,636™ ,584* 1 ,804*
item6 Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000
N 100 100 100 100 100 100 100
Pearson Correlation , 749 ,820* ,843* 857 ,820" ,804* 1
TOTAL
X1 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).



Validitas X2

Item Item Item Item Item Item Item Item TOTAL
7 8 9 10 11 12 13 14 X2
,602" 535 A25¢
Pearson Correlation 1 A78™ 374 409 363" ,683
Item7
Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000
N 100 100 100 100 100 100 100 100 100
,602 ,587* ,630*
Pearson Correlation 1 ,626™ ,616™ 575" ,636™ ,865*
Item8
Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000
N 100 100 100 100 100 100 100 100 100
535 587" ,587*
Pearson Correlation 1 492 ,551* ,390" ,521* ,754*
Ttem9
Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000
N 100 100 100 100 100 100 100 100 100
A78° 626" 492" ,532"
Pearson Correlation 1 ,565* A63" ,554* ,759*
Item10
Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000
N 100 100 100 100 100 100 100 100 100
425 ,630° 587"
Pearson Correlation ,532* 1 ,652* ,538* ,590* ,808*
Item11
Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000
N 100 100 100 100 100 100 100 100 100
374 ,616* 551" ,652*
Pearson Correlation ,565* 1 ,526™ ,540* ,785*
Item12
Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000
N 100 100 100 100 100 100 100 100 100



409" 575" 390" ,538*
Pearson Correlation 463" ,526™ 1 ,565™ 726"
Item13
Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000
N 100 100 100 100 100 100 100 100 100
363" ,636" 521" ,590"
Pearson Correlation ,554* ,540™ ,565™ 1 771
Item14
Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000
N 100 100 100 100 100 100 100 100 100
,683" 865" 754" ,808"
Pearson Correlation ,759* ,785* 726" 771" 1
TOTAL v v v v
X2 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).
ValiditasX3
Item Item Item Item Item Item Item Item Item Item TOTALX
15 16 17 18 19 20 21 22 23 24 3
612" 580 514" 498" 692" 565 ,478" ,680*
Pearson Correlation 1 536" 771
Item15
Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 000 ,000
N 100 100 100 100 100 100 100 100 100 100 100
638" ,749* 645" 668" 645" 538" ,614* 590"
Pearson Correlation ,536* 1 ,834*
Item16
Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 000 ,000
N 100 100 100 100 100 100 100 100 100 100 100
666" 584" 547" 688" 582" 524 542"
Pearson Correlation ,612* ,638 1 ,801
Ttem17 . . . . . . .
Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 000 ,000



Ttem18

Item19

Ttem?20

Ttem21

Ttem?22

Ttem?23

Item?24

N

Pearson Correlation

Sig. (2-tailed)

N

Pearson Correlation

Sig. (2-tailed)

N

Pearson Correlation

Sig. (2-tailed)
N

Pearson Correlation

Sig. (2-tailed)

N

Pearson Correlation

Sig. (2-tailed)

N

Pearson Correlation

Sig. (2-tailed)

N

Pearson Correlation

Sig. (2-tailed)

/565"

,000

100

100

,749™

,000

100

,645™

,000

100

668"

,000

100

,645™

,000

100

/538"

,000

100

,000
100

584"

,000
100

/547

,000
100

,688"

,000
100

/582"

,000
100

,524*

,000

100

,542*

,000

100

100

714"

,000
100

669

,000
100

/589"

,000
100

636

,000

100

100

714"

,000

100

100

676

,000
100

/533"

,000
100

/568"

,000
100

578"

,000

100

,583*

,000

100

669

,000

100

076"

,000

100

/536

,000

100

,625"

,000

100

/589"

,000
100

/533"

,000
100

531"

,000

100

100

/589"

,000
100

592"

,000

100

1626

,000

,595*

,000

591"

,000

100

100

619

,000
100

583"

,000
100

625

,000
100

626

,000
100

595

,000
100

435"

,000

100

7697

,000

100

,786™

,000



N 100 100 100 100 100 100 100 100 100 100 100
801" ,863* ,800" ,788" 817" ,769* ,753* 786"
Pearson Correlation 771,834 1
TOTAL * * * *
X3 Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 000
N 100 100 100 100 100 100 100 100 100 100 100
**_Correlation is significant at the 0.01 level (2-tailed).
ValiditasX4
Item Item Item Item Item Item Item Item Item Item TOTAL X4
25 26 27 28 29 30 31 32 33 34
326" 269" 341" 471" A21" A64" 332"
Pearson Correlation 1 ,252* ,229* ,608*
Ttem25
Sig. (2-tailed) ,001 ,007 ,001 ,000 ,000 ,011 ,000 ,001 ,022 ,000
N 100 100 100 100 100 100 100 100 100 100 100
361" ,438* 327 321" 279" ,349* ,270°
Pearson Correlation 326" 1 ,204* ,564*
Ttem?26
Sig. (2-tailed) ,001 ,000 ,000 ,001 ,001 ,005 ,000 ,006 ,042 ,000
N 100 100 100 100 100 100 100 100 100 100 100
361" 340" 5427 464" 426" A79" 459"
Pearson Correlation ,269* 1 ,205* ,675%
Ttem?27
Sig. (2-tailed) ,007 ,000 ,001  ,000 ,000 ,000 ,000 ,000 ,041 ,000
N 100 100 100 100 100 100 100 100 100 100 100
A38" 340" A98" 464" 559" 545" ,289*
Pearson Correlation 341 1 ,250* ,699*
Ttem?28
Sig. (2-tailed) ,001  ,000 ,001 ,000 ,000 ,000 ,000 ,012 ,004 ,000
N 100 100 100 100 100 100 100 100 100 100 100
327 542" 498" A92" 473+ 537" 418 308"
Item29 Pearson Correlation A71™ 1 ,758*



Item30

Ttem31

Ttem32

Item33

Item34

TOTAL

X4

Sig. (2-tailed)

N

Pearson Correlation

Sig. (2-tailed)

N

Pearson Correlation

Sig. (2-tailed)
N

Pearson Correlation

Sig. (2-tailed)

N

Pearson Correlation

Sig. (2-tailed)

N

Pearson Correlation

Sig. (2-tailed)

N

Pearson Correlation

Sig. (2-tailed)

N

,000

100

4217

,000

100

,252°

011

100

A64™

,000

100

,608™

,000

100

349

,000
100

270

,006

100

,204*

,042
100

,564*

,000

100

,000
100

A64"

,000
100

426"

,000
100

A79

,000
100

459

,000

100

,205*

,041
100

,075*

,000

100

/545

,000

100

,250"

,012
100

,289*

,004
100

,699*

,000

100

100

492"

,000
100

A73"

,000
100

/537

,000

100

A97

,000

100

,000
100

,346"

,000

100

100

/568"

,000

100

,000
100

A97"

,000
100

568"

,000

100

,000
100

413"

,000
100

389"

,000
100

531"

,000

100

,002

100

418"

,000
100

A22

,000

100

,000

100

,705™

,000

100

,703™

,000

100

804

,000

100

100

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

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



ValiditasY

Item Item Item Item Item Item TOTALY

35 36 37 38 39 40

Pearson A50" 556" 485" 445" 463"
1 746

Item Correlation v v M

35 Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000
N 100 100 100 100 100 100 100
Pearson ,620° 469 476" 427"

A50™ 1 770"

Item Correlation v v v v

36 Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000
N 100 100 100 100 100 100 100
Pearson ,620* 562" 554*  A77*

556" 1 843"

Item Correlation ’ * * *

37 Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000
N 100 100 100 100 100 100 100
Pearson 469 562" 469 440"

A85™ 1 730"

Item Correlation * * * *

38 Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000
N 100 100 100 100 100 100 100
Pearson A76* 554" 469" ,505*

A45* 1 757"

Item Correlation "

39 Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 ,000
N 100 100 100 100 100 100 100
Pearson 427 A77* 440" ,505*

A63™ 1 ,710™

Item Correlation M M

40 Sig. (2-tailed) ,000 ,000 ,000 ,000 000 ,000
N 100 100 100 100 100 100 100



Pearson 770" 843 730" 7577 710"
,746™ 1
TOT Correlation *
ALY 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).
Reliabilitas
Reliability X1
Cronbach's N of Items
Alpha
,900 6
Item-Total Statistics X1
Scale Mean if Scale Corrected Cronbach's
Item Deleted  Variance if Item-Total Alpha if Item
Item Deleted  Correlation Deleted
Item1 18,6300 9,730 ,648 ,893
Ttem2 18,7600 8,952 727 ,882
Item3 18,6000 8,929 ,764 876
Ttem4 18,6200 8,642 778 874
Itemb5 18,5600 9,057 ,731 ,881
Item6 18,5800 9,418 ,719 ,883

Reliability Statistics X2

Cronbach's N of Items
Alpha

,901 8




Item-Total Statistics X2

Scale Mean if Scale Corrected Cronbach's
Item Deleted ~ Varianceif = Item-Total  Alpha if Item
Item Deleted  Correlation Deleted
Item?7 22,8000 19,030 579 ,899
Item8 22,9200 16,842 ,803 877
Item9 23,0900 18,810 ,676 ,890
Item10 23,0600 18,946 ,685 ,889
Item11 23,0600 17,855 ,735 ,884
Item12 23,1000 18,212 ,708 ,887
Item13 22,9800 18,787 ,635 ,893
Item14 22,8100 18,661 ,697 ,888
Reliability Statistics X3
Cronbach's N of Items
Alpha
,936 10
Item-Total Statistics X3
Scale Mean Scale Corrected Cronbach's
if ltem Variance if Item-Total Alpha if Item
Deleted Item Deleted  Correlation Deleted

Item15 27,9200 32,620 ,713 ,931
Item16 28,0800 31,630 ,786 ,928
Item17 28,1700 32,365 ,750 ,930
Item18 28,1000 30,556 ,818 ,926
Item19 28,2100 32,370 , 748 ,930



Item?20 28,1900 33,065 ,738 ,930
Item21 28,0700 31,359 , 762 ,929
Item22 28,1400 33,435 ,719 ,931
Item23 28,1500 32,957 ,692 ,932
Item24 27,8600 32,687 , 732 ,930
Reliability Statistics X4
Cronbach's N of Items
Alpha
,869 10
Item-Total Statistics X4
Scale Mean Scale Corrected Item- Cronbach's
if Item Variance if Total Alpha if Item
Deleted Item Deleted Correlation Deleted
Item25 26,7900 16,955 ,503 ,863
Item26 26,8500 17,381 460 ,866
Item27 26,8900 16,624 ,585 ,857
Ite218 26,8900 16,483 ,614 ,855
Item29 26,9800 15,757 ,676 ,849
Item30 26,9100 16,305 ,616 ,854
Item31 26,8000 16,141 ,608 ,855
Item32 26,9300 15,460 ,736 ,844
Item33 26,9400 16,481 575 ,858
Item34 26,7600 17,598 A66 ,865




Reliability Statistics Y

Cronbach's N of Items
Alpha
,852 6
Item-Total Statistics Y
Scale Mean Scale Corrected Item- Cronbach's
if Item Variance if Total Alpha if Item
Deleted Item Deleted Correlation Deleted
Item35 17,9200 6,095 ,619 ,831
Item36 17,9000 5,828 ,638 ,828
Item37 17,8400 5,388 737 ,807
Item38 17,9600 6,564 ,629 ,831
Item39 18,0300 6,070 ,634 ,828
Ttem40 18,0500 6,492 ,592 ,836
Normalitas
One-Sample Kolmogorov-Smirnov Test
Unstandardized
Residual
N 100
Mean 0E-7
Normal Parametersab
Std. Deviation 1,33407740
Absolute ,095
Most Extreme Differences Positive ,052
Negative -,095
Kolmogorov-Smirnov Z ,954
Asymp. Sig. (2-tailed) ,323

a. Test distribution is Normal.



b. Calculated from data.

Uji Multikolonieritas
Coefficientsa
Model Unstandardized Standardized t Sig. Collinearity
Coefficients Coefficients Statistics
B Std. Error Beta Tolerance VIF
(Constant) 5,535 965 5,738 ,000
TOTALX1 ,185 ,092 228 2,006 ,048 171 5,856
1 TOTALX2 147 ,069 245 2,128 036 ,166 6,008
TOTALX3 136 ,045 294 3,059 ,003 ,238 4,200
TOTALX4 126 ,051 194 2,451 016 ,353 2,832
a. Dependent Variable: TOTALY
Uji Heteroskedastisitas
Coefficients2
Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Error Beta
(Constant) 1,657 ,566 2,929 ,004
-,097 ,052 -413 -1,869 065
Word Of Mouth X1
1 Store AtmospereX2 ,033 ,040 ,199 ,822 A13
HargaX3 -,001 ,026 -,007 -035 972
Kualitas PelayananX4 ,044 ,030 241 1,451 150

a. Dependent Variable: RES2



Uji Autokolerasi

Model Summary?
Model R RSquare  Adjusted R Std. Error of Durbin-
Square the Estimate Watson
1 ,889a ,790 ,782 1,36187 1,789

a. Predictors: (Constant), TOTALX4, TOTALX3, TOTALX1, TOTALX2
b. Dependent Variable: TOTALY

Regresi Linier Berganda
Coefficients?
Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Error Beta
(Constant) 1,657 ,566 2,929 004
-,097 ,052 -A13 -1,869 065
Word Of Mouth X1
1 Store AtmospereX2 ,033 ,040 ,199 ,822 A13
HargaX3 -,001 ,026 -,007 -035 972
Kualitas PelayananX4 ,044 ,030 241 1,451 150

a. Dependent Variable: RES2



Uji F

ANOVAa
Model Sum of df Mean F Sig.
Squares Square
Regression 664,644 4 166,161 89,589 0000
1 Residual 176,196 95 1,855
Total 840,840 99
a. Dependent Variable: TOTALY
b. Predictors: (Constant), TOTALX4, TOTALX3, TOTALX1, TOTALX2
Ujit
Coefficientsa
Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Error Beta
(Constant) 5,535 ,965 5,738 ,000
TOTALX1 ,185 ,092 ,228 2,006 ,048
1 TOTALX2 ,147 ,069 ,245 2,128 ,036
TOTALX3 ,136 ,045 ,294 3,059 ,003
TOTALX4 ,126 ,051 ,194 2,451 ,016

a. Dependent Variable: TOTALY



