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Identitas Responden
1. Nama
2. Usia
3. Jenis Kelamin

Petunjuk Pengisian

1. Berilah tanda check-list (V) terhadap jawaban yang sesuai

dengan pilihan anda. Kriteria Penelitian sebagai berikut :

No Jawaban Skor
1. Sangat Setuju (SS) 5
2. Setuju (S) 4
3. Netral (N) 3
4. Tidak Setuju (TS) 2
5. Sangat Tidak Setuju 1

(STS)

2. Setiap pernyataan hanya membutuhkan satu jawaban

saja

a. Iklan (Xi)

No. Pernyataan

Jawaban

ss |

S | N | TS | sTS

Attention (Mengandung Daya Tarik)

1. Iklan Honda Scopy memberikan daya
tarik bagi masayarakat

2. Iklan Honda Scopy sangat menarik
3 Iklan Honda Scoopy mudah untuk
dipahami
Interest (mengandung perhatian dan minat)
4 Iklan Honda Scoopy sangat menarik
5. Iklan Honda Scoopy menarik

perhatian masyarakat




Iklan Honda scoopy menumbuhkan
minat untuk membeli

Desire (memunculkan keinginan untuk mencoba)

Iklan Honda Scoopy menumbuhkan
keingan untuk memiliki

Dengan melihat Iklan Honda Scoopy
di televisi membuat penonton ingin
mencoba

Iklan Honda Scoopy pada papan iklan
menunjukkan beberapa type dan
warna yang menarik

Action (mengarah tindakan untuk membeli)

10

Iklan Honda Scoopy menjadi alasan
untuk membeli

11

Melakukan pembelian Honda Scoopy
setelah melihat Iklan

12

Dengan melihat iklan ditelevisi dan
dipapan iklan membuat orang
berkeinginan untuk membeli

b. Citra Merek (X2)

awaban
No. Pernyataan ss | s J| N | TS | STS
Atribut produk (product attribute)

1. Atribut produk honda sangat dikenal

oleh masyarakat
2. Merk Honda sudah melekat dibenak

masyarakat
3 Motor Honda Scoopy menjadi pilihan

konsumen ketika akan membeli motor

Keuntungan konsumen (consumer benefits)

4 Pemilik motor merasa beruntung

mempunyai motor Scoopy karena

harga purna jual yang tinggi
5 Pemilik motor merasa beruntung

mempunyai motor Scoopy karena irit
6 Motor Honda Scoopy mempunyai




desain yang bagus sehingga nyaman
untuk dikendarai

Kepribadian merek (brand personality)

7 Pemilik motor merasa beruntung
mempunyai motor Scoopy karena
mempunyai desain yang bagus

8 Motor Honda Scoopy mempunyai
desain yang unik

9 Motor Honda Scoopy memiliki desain

yang elegan.

c. Keputusan Pembelian (Y)

No.

Jawaban

Pernyataan

SS [ST| N | TS | sTs

Kesesuaian Dengan Kemampuan Finansial

Memutuskan pembelian motor Honda
Scoopy secara cash karena
mempunyai uang yang cukup

Memutuskan pembelian motor Honda
Scoopy dengan kredit karena
mempunyai penghasilan bulanan
yang cukup untuk mengangsur

Memutuskan membeli motor Honda
Scoopy karena harganya masih bias
dijangkau oleh konsumen

Produk mudah dijangkau

Harga motor Honda Scoopy bisa
dijangkau dan tidak terlalu mahal

Spare part Motor Honda Scoopy
mudah untuk didapatkan

Melakukan pembelian motor honda
scoopy karena ada garansi

Promosi Produ

Melakukan pembelian Motor Honda

Scoopy karena melihat promosi




produk di Televisi

Melakukan Pembelian Motor Honda
Scoopy karena ada promo penjualan
yang menarik

Melakukan pembelian motor honda
Scoopy karena sering melihat papan
promosi di jalan




Lampiran 7: Tabulasi

VARIABEL IKLAN
Responden | Indikator Attention Indikator Interest Indikator Desire Indikator Action TOTAL
Item | Item | Item TOTAL Item | Item | Item TOTAL Item | Item | Item TOTAL Item | Item | Item TOTAL
1 2 3 1 2 3 1 2 3 1 2 3
Resp_1 4 4 5 13 5 4 4 13 5 5 5 15 5 4 5 14 96
Resp_2 3 2 3 8 3 3 3 9 3 3 3 9 3 3 3 9 61
Resp_3 2 2 2 6 2 2 2 6 2 2 2 6 2 2 2 6 42
Resp_4 2 2 3 7 2 2 3 7 2 2 2 6 2 2 2 6 46
Resp_5 4 4 5 13 4 5 4 13 4 5 4 13 5 5 5 15 93
Resp_6 5 5 4 14 4 5 5 14 4 5 4 13 4 5 5 14 96
Resp_7 5 5 4 14 4 5 4 13 4 4 5 13 5 5 4 14 94
Resp_8 5 5 5 15 5 5 5 15 5 5 5 15 5 5 5 15 105
Resp_9 1 2 2 5 1 2 2 5 1 2 2 5 2 2 2 6 36
Resp_10 2 2 3 7 3 3 2 8 3 3 3 9 3 3 2 8 56
Resp_11 3 3 3 9 4 3 4 11 3 3 3 9 4 3 4 11 69
Resp_12 4 4 4 12 4 4 4 12 4 4 4 12 3 3 4 10 82
Resp_13 4 3 3 10 4 3 3 10 4 4 4 12 4 4 4 12 76
Resp_14 4 5 3 12 5 4 4 13 3 4 4 11 5 3 5 13 85




Resp_15

14

15

12

12

94

Resp_16

14

14

14

12

96

Resp_17

11

12

12

11

81

Resp_18

11

11

12

14

82

Resp_19

11

11

12

10

78

Resp_20

11

11

12

10

78

Resp_21

13

13

12

13

89

Resp_22

14

13

14

14

96

Resp_23

10

11

11

73

Resp_24

13

14

14

13

95

Resp_25

13

13

14

13

93

Resp_26

13

14

12

12

90

Resp_27

14

14

12

13

93

Resp_28

13

13

14

13

93

Resp_29

11

10

10

70

Resp_30

46

Resp_31

15

12

13

15

95

Resp_32

15

13

13

15

97




Resp_33

15

14

14

14

100

Resp_34

14

14

14

13

97

Resp_35

11

10

10

10

72

Resp_36

11

11

12

12

80

Resp_37

11

12

11

11

79

Resp_38

11

12

10

11

77

Resp_39

13

14

13

14

94

Resp_40

13

13

14

14

94

Resp_41

13

13

12

14

90

Resp_42

10

10

10

68

Resp_43

12

12

12

12

84

Resp_44

12

12

12

12

84

Resp_45

10

11

11

73

Resp_46

14

14

14

14

98

Resp_47

14

14

13

15

97

Resp_48

14

15

15

13

101

Resp_49

13

15

14

14

98

Resp_50

14

12

15

15

97




Resp_51

15

15

14

13

101

Resp_52

13

14

14

13

95

Resp_53

14

15

15

13

101

Resp_54

12

13

13

12

88

Resp_55

14

13

13

15

95

Resp_56

10

10

10

68

Resp_57

12

10

10

13

77

Resp_58

15

15

15

15

105

Resp_59

15

14

15

14

102

Resp_60

15

14

13

15

99

Resp_61

60

Resp_62

15

15

13

13

99

Resp_63

14

15

13

15

99

Resp_64

14

14

13

14

96

Resp_65

12

15

15

12

96

Resp_66

12

12

12

12

84

Resp_67

51

Resp_68

12

12

12

12

84




Resp_69

12

12

12

12

84

Resp_70

12

12

12

12

84

Resp_71

12

13

11

13

85

Resp_72

10

10

11

69

Resp_73

11

10

10

12

74

Resp_74

11

12

12

11

81

Resp_75

10

10

10

68

Resp_76

11

11

12

10

78

Resp_77

11

11

12

10

78

Resp_78

13

13

12

13

89

Resp_79

14

13

14

14

96

Resp_80

63

Resp_81

13

14

14

13

95

Resp_82

13

13

14

13

93

Resp_83

13

14

13

13

93

Resp_84

14

14

13

13

95

Resp_85

12

12

12

12

84

Resp_86

11

10

10

70




Resp_87

46

Resp_88

52

Resp_89

51

Resp_90

13

14

13

13

93

Resp_91

12

13

14

12

90

Resp_92

63

Resp_93

42

Resp_94

10

65

Resp_95

63

Resp_96

13

14

13

14

94

Resp_97

13

13

14

14

94

Resp_98

13

13

12

14

90

Resp_99

10

10

10

68

Resp_100

12

12

12

12

84




Nilai Rata-rata Masing-masing Indikator Variabel

Iklan Mean

Attention Interest Desire Action Total
43 6.8 6.8 43 5.5
2.7 4.0 43 3.0 3.5
2.0 3.0 3.0 2.0 2.5
2.3 3.5 3.5 2.3 2.9
43 6.5 6.8 4.3 55
4.7 6.8 6.8 47 5.7
4.7 6.8 6.8 4.3 5.6
5.0 7.5 7.5 5.0 6.3
1.7 2.5 2.5 1.7 2.1
2.3 3.8 4.0 2.7 32
3.0 4.8 4.8 3.7 4.0
4.0 6.0 6.0 4.0 5.0
3.3 5.0 5.0 3.3 42




4.0 6.3 6.0 4.3 51
4.7 7.0 7.0 5.0 59
47 6.8 7.0 47 5.8
3.7 55 5.8 4.0 4.7
3.7 55 6.0 3.7 4.7
3.7 53 55 3.7 4.5
3.7 53 55 37 4.5
43 6.5 6.8 43 55
47 7.0 7.0 43 5.8
3.3 53 5.0 3.7 4.3
43 6.8 6.5 47 5.6
4.3 6.5 6.8 43 5.5
43 6.8 6.5 47 5.6
4.7 6.8 7.0 4.7 5.8
43 6.8 6.5 43 55
3.7 53 53 3.0 4.3
2.0 3.3 3.3 2.3 2.7
5.0 7.3 7.0 4.0 5.8




5.0 7.5 7.3 4.3 6.0
5.0 7.5 7.3 47 6.1
47 7.0 7.0 47 5.8
3.7 53 55 3.3 44
3.7 53 53 3.7 4.5
3.7 5.8 5.8 4.0 4.8
3.7 55 55 4.0 4.7
43 6.8 6.5 47 5.6
43 6.8 6.5 43 5.5
43 6.8 6.5 4.3 5.5
3.3 5.0 5.0 3.0 41
4.0 6.0 6.0 4.0 5.0
4.0 6.0 6.0 4.0 5.0
3.3 4.8 5.0 3.7 4.2
4.7 7.0 6.8 47 5.8
47 7.0 7.0 4.7 5.8
4.7 7.0 7.3 5.0 6.0
43 6.5 6.8 5.0 5.6




4.7 6.8 6.5 4.0 5.5
5.0 7.5 7.5 5.0 6.3
43 6.8 6.5 47 5.6
4.7 7.0 73 5.0 6.0
4.0 6.3 6.3 43 52
4.7 73 7.0 43 5.8
3.3 5.0 5.0 3.0 41
4.0 6.3 5.8 3.3 4.8
5.0 7.5 7.5 5.0 6.3
5.0 7.5 7.5 47 6.2
5.0 7.3 7.3 47 6.0
3.0 4.5 4.5 3.0 3.8
5.0 7.5 7.5 5.0 6.3
4.7 7.0 7.0 5.0 59
4.7 7.0 6.8 47 5.8
4.0 6.3 6.5 5.0 54
4.0 6.0 6.0 4.0 5.0
2.3 3.5 3.8 2.3 3.0




4.0 6.0 6.0 4.0 5.0
4.0 6.0 6.0 4.0 5.0
4.0 6.0 6.0 4.0 5.0
4.0 6.3 6.0 43 51
3.3 5.0 5.0 3.0 41
3.7 5.8 55 3.3 4.6
3.7 55 5.8 4.0 4.7
3.3 5.0 5.0 3.0 41
3.7 53 5.5 3.7 4.5
3.7 53 5.5 3.7 4.5
43 6.5 6.8 4.3 5.5
47 7.0 7.0 43 5.8
3.0 4.5 4.5 3.0 3.8
4.3 6.8 6.5 4.7 5.6
43 6.5 6.8 43 55
43 6.8 6.5 47 5.6
4.7 6.8 7.0 47 5.8
4.0 6.0 6.0 4.0 5.0




3.7 53 53 3.0 4.3
2.0 3.3 3.3 2.3 2.7
2.3 3.8 3.8 2.7 3.1
2.7 3.8 4.0 23 3.2
43 6.8 6.8 47 5.6
4.0 6.0 6.3 43 51
3.0 4.5 45 3.0 3.8
2.0 3.0 3.0 2.0 2.5
3.0 4.5 4.5 3.0 3.8
3.0 4.5 4.5 3.0 3.8
43 6.8 6.5 47 5.6
4.3 6.8 6.5 43 5.5
43 6.8 6.5 43 5.5
3.3 5.0 5.0 3.0 41
4.0 6.0 6.0 4.0 5.0




Nilai Rata-rata Masing-masing
Indikator Variabel Citra Merek

VARIABEL CITRA MEREK
Indikator
Indikator Atribut Indikator
Responden Produk Keuntungan Kepribadian Merek TOTAL
Konsumen
Item Item | Item | Item | Item | Item | Item Item | Item
1 2 3 1 2 3 1 2 3
Resp_1 4 3 3 4 3 4 3 4 4 32
Resp_2 5 5 5 5 5 5 5 5 5 45
Resp_3 2 3 3 2 2 2 2 2 2 20
Resp_4 5 4 5 5 5 4 4 4 5 41
Resp_5 4 4 4 4 5 5 5 5 5 41
Resp_6 5 5 5 4 4 5 4 4 5 41
Resp_7 4 3 4 3 4 4 3 4 3 32
Resp_8 5 5 5 5 5 5 5 5 5 45
Resp_9 4 4 4 4 4 4 4 3 4 35
Resp_10 2 2 1 2 2 1 2 2 1 15
Resp_11 5 5 4 5 4 5 4 5 5 42

Mean
Atribut | Keuntungan | Kepribadian | Total
Produk Konsumen Merek
3.3 3.3 33 3.3
5.0 5.0 5.0 5.0
2.7 2.7 23 2.6
4.7 4.7 5.0 48
4.0 4.0 43 41
5.0 4.7 43 4.7
3.7 3.3 3.7 3.6
5.0 5.0 5.0 5.0
4.0 4.0 4.0 4.0
1.7 1.7 1.7 1.7
4.7 4.7 43 4.6




Resp_12

41

Resp_13

42

Resp_14

40

Resp_15

41

Resp_16

41

Resp_17

39

Resp_18

40

Resp_19

43

Resp_20

40

Resp_21

40

Resp_22

42

Resp_23

42

Resp_24

43

Resp_25

33

Resp_26

41

Resp_27

43

Resp_28

41

Resp_29

39

4.7 5.0 4.7 48
4.7 4.7 4.7 4.7
43 43 4.7 4.4
4.7 4.7 4.7 4.7
43 43 43 43
4.0 43 43 42
4.7 4.7 43 4.6
5.0 5.0 5.0 5.0
4.7 43 4.0 43
4.0 43 4.7 43
5.0 5.0 4.7 49
43 4.7 5.0 4.7
5.0 5.0 5.0 5.0
3.7 3.3 37 3.6
43 43 4.7 4.4
5.0 4.7 4.7 4.8
43 43 4.7 4.4
4.0 43 43 42




Resp_30

32

Resp_31

42

Resp_32

41

Resp_33

42

Resp_34

41

Resp_35

43

Resp_36

41

Resp_37

43

Resp_38

41

Resp_39

42

Resp_40

39

Resp_41

42

Resp_42

34

Resp_43

29

Resp_44

33

Resp_45

34

Resp_46

35

Resp_47

37

3.7 3.3 33 3.4
4.7 4.7 4.7 4.7
5.0 4.7 43 47
4.7 4.7 4.7 4.7
4.7 5.0 5.0 49
5.0 5.0 5.0 5.0
4.7 4.7 4.7 4.7
4.7 4.7 4.7 4.7
43 4.7 4.7 4.6
4.7 43 43 4.4
4.0 4.0 43 41
4.7 4.7 43 4.6
3.7 3.3 33 3.4
3.0 3.0 3.0 3.0
4.0 3.7 33 3.7
3.7 3.3 33 3.4
3.7 3.7 3.7 3.7
4.0 4.0 4.0 4.0




Resp_48

36

Resp_49

32

Resp_50

33

Resp_51

41

Resp_52

41

Resp_53

42

Resp_54

42

Resp_55

43

Resp_56

44

Resp_57

42

Resp_58

44

Resp_59

45

Resp_60

40

Resp_61

42

Resp_62

43

Resp_63

43

Resp_64

43

Resp_65

43

4.0 4.0 4.0 4.0
3.3 3.3 33 3.3
3.7 3.7 4.0 3.8
4.7 5.0 47 4.8
5.0 4.7 47 48
4.7 5.0 47 4.8
4.7 4.7 4.7 4.7
4.7 4.7 5.0 4.8
5.0 5.0 5.0 5.0
5.0 4.7 43 4.7
5.0 5.0 5.0 5.0
5.0 5.0 5.0 5.0
4.7 43 43 4.4
4.7 4.7 47 47
5.0 5.0 5.0 5.0
4.7 4.7 4.7 4.7
4.7 5.0 5.0 49
5.0 5.0 4.7 49




Resp_66

40

Resp_67

43

Resp_68

40

Resp_69

42

Resp_70

43

Resp_71

41

Resp_72

39

Resp_73

41

Resp_74

42

Resp_75

41

Resp_76

40

Resp_77

39

Resp_78

39

Resp_79

41

Resp_80

43

Resp_81

41

Resp_82

42

Resp_83

41

4.7 4.7 43 4.6
5.0 5.0 5.0 5.0
4.3 4.7 4.7 4.6
4.7 4.7 4.7 4.7
5.0 4.7 47 48
43 43 47 44
4.0 4.3 43 42
4.7 5.0 5.0 49
4.7 4.7 47 4.7
5.0 4.7 43 4.7
4.7 4.7 43 4.6
4.3 4.7 43 44
43 4.0 4.0 41
4.7 4.7 47 47
4.7 4.7 47 47
43 4.7 47 4.6
4.7 4.3 43 4.4
4.7 4.3 47 4.6




Resp_84

42

Resp_85

34

Resp_86

29

Resp_87

33

Resp_88

34

Resp_89

35

Resp_90

37

Resp_91

22

Resp_92

32

Resp_93

18

Resp_94

36

Resp_95

36

Resp_96

35

Resp_97

41

Resp_98

40

Resp_99

35

Resp_100

28

4.7 4.7 43 4.6
3.7 3.3 33 3.4
3.0 3.0 3.0 3.0
4.0 3.7 3.3 3.7
3.7 3.3 3.3 3.4
3.7 3.7 37 3.7
4.0 4.0 4.0 4.0
2.3 2.3 2.3 23
3.3 3.3 33 3.3
2.0 2.0 2.0 2.0
4.0 4.0 4.0 4.0
4.0 4.0 4.0 4.0
4.0 3.7 37 3.8
4.7 4.7 4.7 4.7
4.7 43 43 4.4
3.7 3.7 3.7 3.7
3.0 3.3 33 32




Nilai Rata-rata Masing-masing

KEPUTUSAN PEMBELIAN Indikator Variabel Keputusan
Pembelian Mean
Responden Indikator Kesesuaian Indikator Produk Indikator Promosi TOTAL Produk . Total
Finansial Mudah Dijangkau Produk K . Mudah Promosi
Item Item | Item | Item | Item | Item | Item | Item | Item e_sesua.lan . uda Produk
1 2 3 1 2 3 1 2 3 Finansial Dijangkau
Resp_1 4 5 4 4 4 5 4 5 5 40 4.3 43 4.0 43
Resp_2 4 5 4 4 5 4 5 5 4 40 4.3 43 43 4.3
Resp_3 2 3 2 2 3 3 3 3 3 24 23 23 23 27
Resp_4 2 3 2 3 3 3 2 3 3 24 2.3 2.7 2.7 3.0
Resp_5 5 5 5 4 5 4 5 5 4 42 5.0 47 47 43
Resp_6 5 5 5 5 5 5 4 5 4 43 5.0 5.0 5.0 5.0
Resp_7 5 5 4 4 5 4 5 5 5 42 4.7 43 43 43
Resp_8 5 5 5 5 5 5 5 5 5 45 5.0 5.0 5.0 5.0
Resp_9 4 3 4 4 4 3 4 4 4 34 3.7 3.7 4.0 3.7




Resp_10

15

Resp_11

40

Resp_12

42

Resp_13

42

Resp_14

41

Resp_15

42

Resp_16

42

Resp_17

40

Resp_18

41

Resp_19

43

Resp_20

39

Resp_21

39

Resp_22

39

Resp_23

41

Resp_24

39

Resp_25

41

Resp_26

40

Resp_27

42

1.7 1.7 1.7 1.7
4.3 4.7 5.0 4.7
4.7 5.0 4.7 4.7
4.7 5.0 4.7 4.7
4.7 4.7 43 4.7
4.3 4.7 5.0 5.0
4.3 4.7 4.7 4.7
4.3 4.7 4.7 4.7
4.3 43 4.0 43
5.0 5.0 4.7 4.7
4.3 43 43 4.0
4.3 4.0 43 4.3
4.0 43 4.7 4.7
4.3 43 4.7 4.7
4.3 4.0 4.0 43
4.3 43 4.7 4.7
4.3 4.7 4.7 4.7
5.0 5.0 4.7 4.7




Resp_28

39

Resp_29

41

Resp_30

25

Resp_31

33

Resp_32

31

Resp_33

43

Resp_34

43

Resp_35

41

Resp_36

41

Resp_37

38

Resp_38

40

Resp_39

43

Resp_40

40

Resp_41

44

Resp_42

42

Resp_43

33

Resp_44

41

Resp_45

42

4.7 43 43 4.0
4.7 47 47 4.7
2.3 2.7 3.0 3.0
3.7 3.7 3.7 3.7
3.3 3.3 3.3 3.3
4.7 5.0 5.0 5.0
5.0 5.0 5.0 4.7
4.0 43 43 4.7
5.0 5.0 5.0 4.7
43 47 47 43
43 47 47 47
4.7 5.0 5.0 5.0
4.0 4.0 43 4.7
5.0 5.0 5.0 5.0
4.3 4.7 5.0 5.0
3.3 3.7 3.7 4.0
43 43 43 4.7
4.7 47 47 4.7




Resp_46

42

Resp_47

42

Resp_48

42

Resp_49

43

Resp_50

43

Resp_51

43

Resp_52

41

Resp_53

41

Resp_54

42

Resp_55

40

Resp_56

41

Resp_57

42

Resp_58

40

Resp_59

42

Resp_60

42

Resp_61

40

Resp_62

41

Resp_63

38

4.7 4.7 5.0 4.7
4.7 4.7 4.7 5.0
4.7 4.7 4.7 4.7
4.7 4.7 4.7 5.0
4.7 4.7 5.0 4.7
5.0 5.0 4.7 4.7
4.3 4.7 43 4.7
4.7 43 43 4.3
4.7 4.7 4.7 43
4.3 43 43 4.7
4.3 4.7 4.7 5.0
4.7 5.0 5.0 5.0
4.3 43 4.0 4.3
4.3 4.7 4.7 5.0
5.0 5.0 4.7 43
4.3 4.0 43 4.7
4.7 43 4.7 4.3
4.3 4.0 4.0 4.3




Resp_64

45

Resp_65

29

Resp_66

29

Resp_67

32

Resp_68

36

Resp_69

38

Resp_70

34

Resp_71

35

Resp_72

40

Resp_73

42

Resp_74

40

Resp_75

42

Resp_76

43

Resp_77

42

Resp_78

39

Resp_79

39

Resp_80

41

Resp_81

40

5.0 5.0 5.0 5.0
3.0 3.3 3.3 3.3
3.0 3.0 3.3 3.3
3.3 3.7 4.0 4.0
4.0 4.0 4.0 4.0
4.0 4.0 4.0 4.0
3.7 3.7 3.7 4.0
4.0 3.7 3.7 3.7
43 43 4.7 4.7
43 47 47 4.7
43 47 47 47
4.7 4.7 43 4.3
5.0 5.0 4.7 47
4.3 4.7 5.0 5.0
4.3 4.0 43 43
4.0 43 47 47
43 43 47 4.7
43 4.0 43 43




Resp_82

38

Resp_83

40

Resp_84

42

Resp_85

41

Resp_86

38

Resp_87

35

Resp_88

45

Resp_89

18

Resp_90

41

Resp_91

26

Resp_92

42

Resp_93

20

Resp_94

38

Resp_95

40

Resp_96

32

Resp_97

37

Resp_98

41

Resp_99

45

4.0 4.0 43 4.7
43 47 47 4.7
5.0 5.0 47 47
4.7 4.7 5.0 4.7
4.0 4.0 43 4.7
3.7 3.7 4.0 4.0
5.0 5.0 5.0 5.0
2.0 2.0 2.0 2.0
4.7 43 4.7 4.7
2.7 3.0 3.0 3.0
4.7 5.0 5.0 5.0
2.0 2.0 23 23
4.3 4.7 4.7 4.3
4.3 4.7 4.7 4.7
3.3 33 3.7 3.7
4.0 4.0 43 43
5.0 5.0 47 43
5.0 5.0 5.0 5.0
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Lampiran 8: Output SPSS

DISTRIBUSI FREKUENSI JAWABAN RESPONDEN

1. Variabel Iklan
X1.1
Frequency Percent Valid Percent Cumulative
Percent
1.00 1 1.0 1.0 1.0
2.00 8 8.0 8.0 9.0
3.00 18 18.0 18.0 27.0
\Valid
4.00 49 49.0 49.0 76.0
5.00 24 24.0 24.0 100.0
Total 100 100.0 100.0
X1.2
Frequency Percent Valid Percent Cumulative
Percent
2.00 11 11.0 11.0 11.0
3.00 23 23.0 23.0 34.0
\Valid  4.00 30 30.0 30.0 64.0
5.00 36 36.0 36.0 100.0
Total 100 100.0 100.0




X1.3

Frequency | Percent | Valid Percent Cumulative
Percent
2.00 5 5.0 5.0 5.0
3.00 19 19.0 19.0 24.0
\Valid 4.00 51 51.0 51.0 75.0
5.00 25 25.0 25.0 100.0
Total 100 100.0 100.0
X1.4
Frequency Percent Valid Percent Cumulative
Percent
1.00 1 1.0 1.0 1.0
2.00 5 5.0 5.0 6.0
3.00 25 25.0 25.0 31.0
Valid
4.00 34 34.0 34.0 65.0
5.00 35 35.0 35.0 100.0
Total 100 100.0 100.0




X1.5

Frequency | Percent | Valid Percent Cumulative
Percent
2.00 7 7.0 7.0 7.0
3.00 21 21.0 21.0 28.0
\Valid 4.00 44 44.0 44.0 72.0
5.00 28 28.0 28.0 100.0
Total 100 100.0 100.0
X1.6
Frequency Percent Valid Percent Cumulative
Percent
2.00 8 8.0 8.0 8.0
3.00 20 20.0 20.0 28.0
\Valid 4.00 46 46.0 46.0 74.0
5.00 26 26.0 26.0 100.0
Total 100 100.0 100.0




X1.7

Frequency Percent Valid Percent Cumulative
Percent
1.00 1 1.0 1.0 1.0
2.00 6 6.0 6.0 7.0
3.00 16 16.0 16.0 23.0
Valid
4.00 51 51.0 51.0 74.0
5.00 26 26.0 26.0 100.0
Total 100 100.0 100.0
X1.8
Frequency | Percent | Valid Percent Cumulative
Percent
2.00 6 6.0 6.0 6.0
3.00 21 21.0 21.0 27.0
\Valid 4.00 41 41.0 41.0 68.0
5.00 32 32.0 32.0 100.0
Total 100 100.0 100.0




X1.9

Frequency | Percent | Valid Percent Cumulative
Percent
2.00 9 9.0 9.0 9.0
3.00 20 20.0 20.0 29.0
Valid  4.00 52 52.0 52.0 81.0
5.00 19 19.0 19.0 100.0
Total 100 100.0 100.0
X1.10
Frequency | Percent | Valid Percent Cumulative
Percent
2.00 9 9.0 9.0 9.0
3.00 23 23.0 23.0 32.0
Valid  4.00 33 33.0 33.0 65.0
5.00 35 35.0 35.0 100.0
Total 100 100.0 100.0




X1.11

Frequency Percent Valid Percent Cumulative
Percent
2.00 6 6.0 6.0 6.0
3.00 17 17.0 17.0 23.0
\Valid 4.00 47 47.0 47.0 70.0
5.00 30 30.0 30.0 100.0
Total 100 100.0 100.0
X1.12
Frequency Percent Valid Percent Cumulative
Percent
2.00 10 10.0 10.0 10.0
3.00 21 21.0 21.0 31.0
Valid  4.00 48 48.0 48.0 79.0
5.00 21 21.0 21.0 100.0
Total 100 100.0 100.0




2. Variabel Citra Merk
X2.1
Frequency Percent Valid Percent Cumulative
Percent
2.00 4 4.0 4.0 4.0
3.00 5 5.0 5.0 9.0
Valid  4.00 46 46.0 46.0 55.0
5.00 45 45.0 45.0 100.0
Total 100 100.0 100.0
X2.2
Frequency Percent Valid Percent Cumulative
Percent
2.00 2 2.0 2.0 2.0
3.00 10 10.0 10.0 12.0
Valid  4.00 39 39.0 39.0 51.0
5.00 49 49.0 49.0 100.0
Total 100 100.0 100.0




X2.3

Frequency Percent Valid Percent Cumulative
Percent
1.00 1 1.0 1.0 1.0
2.00 2 2.0 2.0 3.0
3.00 14 14.0 14.0 17.0
Valid
4.00 41 41.0 41.0 58.0
5.00 42 42.0 42.0 100.0
Total 100 100.0 100.0
X2.4
Frequency Percent Valid Percent Cumulative
Percent
2.00 4 4.0 4.0 4.0
3.00 14 14.0 14.0 18.0
Valid  4.00 36 36.0 36.0 54.0
5.00 46 46.0 46.0 100.0
Total 100 100.0 100.0




X2.5

Frequency Percent Valid Percent Cumulative
Percent
2.00 3 3.0 3.0 3.0
3.00 8 8.0 8.0 11.0
Valid  4.00 46 46.0 46.0 57.0
5.00 43 43.0 43.0 100.0
Total 100 100.0 100.0
X2.6
Frequency Percent Valid Percent Cumulative
Percent
1.00 1 1.0 1.0 1.0
2.00 2 2.0 2.0 3.0
3.00 8 8.0 8.0 11.0
\Valid
4.00 39 39.0 39.0 50.0
5.00 50 50.0 50.0 100.0
Total 100 100.0 100.0




X2.7

Frequency Percent Valid Percent Cumulative
Percent
2.00 3 3.0 3.0 3.0
3.00 6 6.0 6.0 9.0
\Valid  4.00 54 54.0 54.0 63.0
5.00 37 37.0 37.0 100.0
Total 100 100.0 100.0
X2.8
Frequency Percent Valid Percent Cumulative
Percent
2.00 4 4.0 4.0 4.0
3.00 7 7.0 7.0 11.0
Valid 4.00 46 46.0 46.0 57.0
5.00 43 43.0 43.0 100.0
Total 100 100.0 100.0




X2.9

Frequency Percent Valid Percent Cumulative
Percent
1.00 1 1.0 1.0 1.0
2.00 3 3.0 3.0 4.0
3.00 3 3.0 3.0 7.0
Valid
4.00 55 55.0 55.0 62.0
5.00 38 38.0 38.0 100.0
Total 100 100.0 100.0
3. Variabel Keputusan Pembelian
Y.l
Frequency Percent Valid Percent Cumulative
Percent
2.00 7 7.0 7.0 7.0
3.00 6 6.0 6.0 13.0
Valid  4.00 50 50.0 50.0 63.0
5.00 37 37.0 37.0 100.0
Total 100 100.0 100.0




Y.2

Frequency | Percent | Valid Percent Cumulative
Percent
1.00 1 1.0 1.0 1.0
2.00 3 3.0 3.0 4.0
3.00 12 12.0 12.0 16.0
Valid
4.00 39 39.0 39.0 55.0
5.00 45 45.0 45.0 100.0
Total 100 100.0 100.0
Y.3
Frequency Percent Valid Percent Cumulative
Percent
2.00 5 5.0 5.0 5.0
3.00 8 8.0 8.0 13.0
\Valid  4.00 43 43.0 43.0 56.0
5.00 44 44.0 44.0 100.0
Total 100 100.0 100.0




Y.4

Frequency | Percent | Valid Percent Cumulative
Percent
2.00 4 4.0 4.0 4.0
3.00 6 6.0 6.0 10.0
Valid  4.00 39 39.0 39.0 49.0
5.00 51 51.0 51.0 100.0
Total 100 100.0 100.0
Y.5
Frequency Percent Valid Percent Cumulative
Percent
1.00 1 1.0 1.0 1.0
2.00 1 1.0 1.0 2.0
3.00 9 9.0 9.0 11.0
Valid
4.00 36 36.0 36.0 47.0
5.00 53 53.0 53.0 100.0
Total 100 100.0 100.0




Y.6

Frequency | Percent | Valid Percent Cumulative
Percent
2.00 3 3.0 3.0 3.0
3.00 9 9.0 9.0 12.0
Valid  4.00 41 41.0 41.0 53.0
5.00 47 47.0 47.0 100.0
Total 100 100.0 100.0
Y.7
Frequency Percent Valid Percent Cumulative
Percent
1.00 1 1.0 1.0 1.0
2.00 3 3.0 3.0 4.0
3.00 8 8.0 8.0 12.0
Valid
4.00 45 45.0 45.0 57.0
5.00 43 43.0 43.0 100.0
Total 100 100.0 100.0




Y.8

Frequency | Percent | Valid Percent Cumulative
Percent
2.00 3 3.0 3.0 3.0
3.00 6 6.0 6.0 9.0
Valid  4.00 42 42.0 42.0 51.0
5.00 49 49.0 49.0 100.0
Total 100 100.0 100.0
Y.9
Frequency Percent Valid Percent Cumulative
Percent
2.00 2 2.0 2.0 2.0
3.00 11 11.0 11.0 13.0
Valid 4.00 49 49.0 49.0 62.0
5.00 38 38.0 38.0 100.0
Total 100 100.0 100.0




PENGUIJIAN VALIDITAS DATA

1. Variabel Iklan

Item-Total Statistics

Scale Mean if Scale Variance

Corrected Item- Cronbach's
Item Deleted if Item Deleted Total Alpha if Item
Correlation Deleted
X1.1 7.8700 2.660 .829 .739
X1.2 7.8300 2.506 744 .830
X1.3 7.7800 3.264 .697 .864
Item-Total Statistics
Scale Mean if ~ Scale Variance Corrected Item- Cronbach's
Item Deleted if Item Deleted Total Alpha if Item
Correlation Deleted
X1.4 7.8300 2.749 775 .872
X1.5 7.8700 3.023 147 .891
X1.6 7.9000 2.758 .869 .788
Item-Total Statistics
Scale Mean if ~ Scale Variance Corrected ltem- Cronbach's
Item Deleted if tem Deleted Total Alpha if Item
Correlation Deleted
X1.7 7.8000 2.646 .750 .867
X1.8 7.7600 2.467 .822 .803
X1.9 7.9400 2.663 772 .849




Item-Total Statistics

Scale Mean if Scale Variance

Corrected Item- Cronbach's
Item Deleted if Item Deleted Total Alpha if Iltem
Correlation Deleted
X1.10 7.8100 2.519 .850 .805
X1.11 7.7400 3.225 .706 .925
X1.12 7.9500 2.795 .844 .810
2. Variabel Citra Merek
Item-Total Statistics
Scale Mean if = Scale Variance = Corrected Item- Cronbach's
Item Deleted if Item Deleted Total Alpha if Item
Correlation Deleted
X2.1 8.5600 2.067 731 .795
X2.2 8.5300 2.090 728 .798
X2.3 8.6700 1.860 729 .800
Item-Total Statistics
Scale Mean if = Scale Variance = Corrected ltem- Cronbach's
Item Deleted if tem Deleted Total Alpha if Item
Correlation Deleted
X2.4 8.6400 1.950 744 .784
X2.5 8.5900 2.265 713 .814
X2.6 8.5300 2.090 732 .793




ltem-Total Statistics

Scale Mean if Scale Variance

Corrected Item- Cronbach's
Item Deleted if Item Deleted Total Alpha if Item
Correlation Deleted
X2.7 8.5400 1.766 .547 .703
X2.8 8.5100 1.485 .646 .585
X2.9 8.5300 1.666 .547 .703
3. Variabel Keputusan Pembelian
Item-Total Statistics
Scale Mean if = Scale Variance = Corrected Item- Cronbach's
Item Deleted if Item Deleted Total Alpha if Item
Correlation Deleted
Y.l 8.5000 2.293 744 .789
Y.2 8.4300 2.288 .709 .823
Y.3 8.4100 2.345 742 .791
Item-Total Statistics
Scale Mean if = Scale Variance = Corrected ltem- Cronbach's
Item Deleted if tem Deleted Total Alpha if Item
Correlation Deleted
Y.4 8.7100 1.865 .695 .726
Y.5 8.6900 1.913 .659 .764
Y.6 8.7600 1.942 .661 .761




ltem-Total Statistics

Scale Mean if Scale Variance

Corrected Item- Cronbach's
Item Deleted if Item Deleted Total Alpha if Item
Correlation Deleted
Y.7 8.6000 1.556 742 .636
Y.8 8.4900 1.889 .640 749
Y.9 8.6300 1.993 .589 .798

PENGUJIAN RELIABILITAS DATA

1. Variabel Iklan

Case Processing Summary

N %
Valid 100 100.0
Cases Excluded? 0 .0
Total 100 100.0

a. Listwise deletion based on all variables in the
procedure.

Reliability Statistics
Cronbach's N of Items
Alpha

.896 3




Reliability Statistics
Cronbach's

Alpha

N of ltems

.868 3

Reliability Statistics
Cronbach's

Alpha

N of Items

.888 3

Reliability Statistics
Cronbach's

Alpha

N of ltems

.896 3

2. Variabel Citra Merek

Case Processing Summary

N %
Valid 100 100.0
Cases Excluded? 0 0
Total 100 100.0

a. Listwise deletion based on all variables in the
procedure.



Reliability Statistics
Cronbach's

Alpha

N of ltems

.855 3

Reliability Statistics
Cronbach's

Alpha

N of Items

.855 3

Reliability Statistics
Cronbach's

Alpha

N of ltems

.751 3

3. Variabel Keputusan Pembelian

Case Processing Summary

N %
Valid 100 100.0
Cases Excluded? 0 0
Total 100 100.0

a. Listwise deletion based on all variables in the
procedure.



Reliability Statistics
Cronbach's N of ltems
Alpha

.858 3

Reliability Statistics
Cronbach's N of Items
Alpha

.819 3

Reliability Statistics
Cronbach's N of ltems
Alpha

.806 3

PENGUJIAN ASUMSI KLASIK
1. Uji Normalitas

One-Sample Kolmogorov-Smirnov

Unstandardized

Residual
N 100¢
Exponential parameter.2b Mean 2.7787784
Absolute .163
Most Extreme Differences Positive .055
Negative -.163

Kolmogorov-Smirnov Z 1.284



Asymp. Sig. (2-tailed)

.074

2. Uji Multikolinieritas

Coefficients?

Model Collinearity Statistics
Tolerance VIF
Iklan (X1) 847 1.180
Citra Merek (X2) .847 1.180

a. Dependent Variable: Keputusan Pembelian (YY)

3. Uji Autokorelasi

Model Summary®

Model Durbin-Watson

1 1.8182

a. Predictors: (Constant),
Citra Merek (X2), Iklan
(X1)

b. Dependent Variable:

Keputusan Pembelian (Y)



4. Uji Heterokedastisitas

Coefficients?

Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Beta
Error
(Constant) 12.510 2.103 5.947 .000
L Iklan (X1) -.073 .033 -.222 -.209 .130
Citra
Merek (X2) -.146 .055 -.267 -1.648 .089

a. Dependent Variable: Abs_Res

ANALISIS REGRESI LINIER BERGANDA

Model Summary®

Model R R Square Adjusted R Std. Error of the  Durbin-Watson
Square Estimate
1 .6092 371 .359 4.68938 1.818

a. Predictors: (Constant), Citra Merek (X2), Iklan (X1)
b. Dependent Variable: Keputusan Pembelian (Y)



Coefficients?

Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Beta
Error
(Constant) 12.763 3.461 3.688 .000
Iklan (X1) 182 .055 291  3.332 .001
Citra Merek
) 448 .090 433 4.955 .000
a. Dependent Variable: Keputusan Pembelian (Y)
PENGUJIAN HIPOTESIS
1. Ujit
Coefficients?
Model Unstandardized Coefficients Standardized t Sig.
Coefficients
B Std. Error Beta
(Constant) 12.763 3.461 3.688 .000
L Iklan (X1) .182 .055 291 3.332 .001
Citra Merek
448 .090 433 4.955 .000

(X2)

a. Dependent Variable: Keputusan Pembelian (Y)

2. UjiF



ANOVA?

Model Sum of Squares df Mean Square F Sig.
Regression 1260.735 2 630.368 28.666 .000P
1 Residual 2133.055 97 21.990
Total 3393.790 99

a. Dependent Variable: Keputusan Pembelian (YY)

b. Predictors: (Constant), Citra Merek (X2), Iklan (X1)



