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Lampiran 1 

 

 KUESIONER PENELITIAN 

 

Pengaruh Harga dan Promosi terhadap Keputusan Pembelian 

Smartphone Samsung di PStore Bogor  

Digunakan dalam Rangka Penyusunan Skripsi pada Program Studi Manajemen 

Fakultas Ekonomi dan Bisnis di Universitas Binaniaga  

Indonesia 

Responden Yang Terhormat, 

Mohon untuk mengisi kuesioner ini dengan lengkap dan jujur. Kuesioner ini 

bertujuan untuk mengetahui Pengaruh Harga dan Promosi terhadap Keputusan 

Pembelian Smartphone Samsung di PStore Bogor. Dengan segala kerendahan hati, 

peneliti mengharapkan kesediaan anda untuk membantu mengisi kuesioner guna 

melengkapi skripsi peneliti. Semua informasi yang diperoleh dari kuisioner ini akan 

disimpan dan dijaga kerahasiaannya dan hanya digunakan untuk kepentingan 

penelitian. 

 
Peneliti, 

 

 

 
 

    Merliana Herza 

 

  



102 
 

 
 

Petunjuk Pengisian: 

Bacalah setiap butir pernyataan dan berikan tanda checklist pada kolom jawaban 

yang sesuai dengan pilihan Anda. 

Keterangan Nilai 

Sangat Setuju (SS) 5 

Setuju (S) 4 

Netral (N) 3 

Tidak Setuju (TS) 2 

Sangat Tidak Setuju (STS) 1 

 

Profil Responden 

1.  Nama :  

2. Jenis Kelamin : Pria       Wanita 

 

3.  Alamat : Bogor Selatan  Bogor Tengah 

Bogor Barat  Bogor Utara 

Bogor Timur  Tanah Sareal 

 

4.  Usia : 7-12 Tahun  >41 Tahun 

13-19 Tahun   

20-25 Tahun  

26-40 Tahun  

 

5.  Pendidikan : SD/sederajat  Diploma 

SMP/sederajat  SMA/sederajat 

Sarjana/S2/S3 

 

6.  Pekerjaan : Wiraswasta   Mahasiswa  

Pegawai Negeri  Pegawai Swasta 

/TNI/Polri   

Ibu Rumah Tangga 
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7.  Penghasilan rata-rata per bulan (jika menikah, termasuk penghasilan suami/istri, 

untuk pelajar. Mahasiswa, jumlah kiriman/uang saku dari orangtua)? 

Dibawah Rp 1.000.000  Rp 4.000.000 - Rp 6.000.000  

Rp 1.000.000 - Rp 2.500.000  Di atas Rp. 6.000.000   

Rp 2.500.000 - Rp 4.000.000 

 

8. Pernahkah saudara berkunjung ke PStore Bogor? 

 Ya   Tidak, pengisian tidak dilajutkan 

 

Pertanyaan 

1. Harga 

NO PERNYATAAN 
JAWABAN 

SS S N TS STS 

Keterjangkauan harga 

1 Harga produk Samsung yang ditawarkan 
oleh PStore terjangaku 

     

2 Harga produk Samsung bervariasi sesuai 
dengan spesifikasi produk 

     

Kesesuaian harga dengan kualitas produk 

3 Harga Samsung sesuai dengan kualitas 
produk 

     

4 Harga Samsung sesuai dengan 
kinerjanya 

     

Kesesuaian harga dengan Manfaat 

5 Produk yang ditawarkan memberikan 
manfaat yang diharapkan konsumen 

     

6 Produk yang dijual sesuai dengan harga 
dan manfaat yang diberikan 

     

Daya Saing Harga 

7 Harga Samsung dapat bersaing dengan 
produk lain 

     

8 Harga Samsung lebih murah 
dibandingkan dengan produk yang lain 
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2. Promosi 

NO PERNYATAAN 
JAWABAN 

SS S N TS STS 

Pesan Promosi 

1 Saya sering menyaksikan dan mendengar 
promosi produk Samsung dari PStore 

     

2 Saya Melihat penyampaian informasi produk 
Samsung sangat kreatif 

     

Media Promosi 

3 Promosi yang dilakukan oleh Samsung 
melalui iklan sangat menarik 

     

4 Samsung melakukan komunikasi secara 
langsung untuk mendapatkan tanggapan 
konsumen melalui pegawai Samsung pada 
PStore 
 
 

     

Waktu Promosi 

5 Samsung memberikan promosi yang menarik 
dalam jangka waktu yang lama 

     

6 Promosi yang diberikan oleh Samsung tepat  
sesuai dengan keinginan pengguna 

     

Frekuensi Promosi 

7 Promosi yang dilakukan Samsung melalui 
iklan Televisi dan social media terhitung 
sering 

     

8 Promosi yang dilakukan wiraniaga Samsung 
pada PStore terhitung sering sehingga 
memudahkan saya mengetahui produk 
Samsung 

     

 

3. Keputusan Pembelian 

NO PERNYATAAN 
JAWABAN 

SS S N TS STS 

Kemantapan pada sebuah produk 

1 Samsung memiliki harga yang menarik 
sehingga saya tertarik untuk membeli produk 
Samsung 

     

2 Samsung memiliki promosi yang menarik 
sehingga saya tertarik untuk membeli produk 
Samsung 

     

Kebiasaan dalam membeli produk 

3 Ketika saya mencari smartphone pasti saya 
akan membeli produk Samsung 
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NO PERNYATAAN 
JAWABAN 

SS S N TS STS 

4 Ketika saya harus mengganti handphone pasti 
saya akan membeli produk Samsung 

     

Memberikan rekomendasi kepada orang lain 

5 Saya memberitahu kepada keluarga bahwa 
smartphone terbaik adalah Samsung 

     

6 Saya akan merekomendasikan produk 
Samsung kepada kerabat terdekat dan teman 
saya 

     

Melakukan pembelian ulang 

7 Saya akan melakukan pembelian ulang produk 
Samsung 

     

 

 

 

 

 

  



106 
 

 
 

Lampiran 2 

Uji Validitas 

A. Variabel Harga 

No X1.1 X1.2 X1.3 X1.4 X1.5 X1.6 X1.7 X1.8 TOTALX1 

1 4 5 4 4 4 4 5 3 33 

2 4 4 4 4 4 3 1 1 25 

3 4 5 4 5 4 5 4 5 36 

4 3 4 4 3 3 4 5 3 29 

5 4 4 5 4 3 4 3 3 30 

6 3 2 4 4 4 3 4 3 27 

7 3 4 4 4 4 4 4 4 31 

8 4 4 4 4 4 4 4 4 32 

9 4 4 4 4 4 4 4 4 32 

10 5 5 5 5 5 5 5 5 40 

11 4 4 5 4 5 5 4 3 34 

12 3 3 3 3 3 3 3 3 24 

13 5 4 4 3 3 4 4 3 30 

14 4 4 4 4 4 4 4 4 32 

15 4 4 2 2 1 3 4 3 23 

16 5 5 5 3 5 5 3 3 34 

17 4 4 4 4 4 5 4 4 33 

18 4 4 4 4 4 5 3 4 32 

19 4 4 4 4 4 4 4 4 32 

20 4 5 5 5 5 5 5 5 39 

21 4 5 4 4 4 4 3 4 32 

22 5 5 5 5 5 5 5 3 38 

23 5 5 4 5 4 4 4 1 32 

24 4 4 3 4 4 4 3 3 29 

25 4 4 4 4 4 4 4 4 32 

26 4 4 5 4 5 5 4 3 34 

27 4 4 4 4 4 4 4 4 32 

28 4 4 4 4 4 4 4 4 32 

29 3 5 5 4 5 4 5 5 36 

30 4 4 4 4 4 4 4 4 32 
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Correlations 

 X1.1 X1.2 X1.3 X1.4 X1.5 X1.6 X1.7 X1.8 Harga 

X1.1 Pearson 

Correlation 

1 .531** .259 .263 .212 .454* .000 -.182 .407* 

Sig. (2-tailed)  .003 .175 .167 .269 .013 1.000 .345 .029 

N 29 29 29 29 29 29 29 29 29 

X1.2 Pearson 

Correlation 

.531** 1 .395* .405* .376* .560** .284 .209 .675** 

Sig. (2-tailed) .003  .034 .029 .045 .002 .135 .277 .000 

N 29 29 29 29 29 29 29 29 29 

X1.3 Pearson 

Correlation 

.259 .395* 1 .541** .793** .650** .265 .205 .759** 

Sig. (2-tailed) .175 .034  .002 .000 .000 .165 .285 .000 

N 29 29 29 29 29 29 29 29 29 

X1.4 Pearson 

Correlation 

.263 .405* .541** 1 .683** .492** .238 .240 .713** 

Sig. (2-tailed) .167 .029 .002  .000 .007 .214 .209 .000 

N 29 29 29 29 29 29 29 29 29 

X1.5 Pearson 

Correlation 

.212 .376* .793** .683** 1 .642** .197 .257 .778** 

Sig. (2-tailed) .269 .045 .000 .000  .000 .307 .178 .000 

N 29 29 29 29 29 29 29 29 29 

X1.6 Pearson 

Correlation 

.454* .560** .650** .492** .642** 1 .348 .408* .841** 

Sig. (2-tailed) .013 .002 .000 .007 .000  .064 .028 .000 

N 29 29 29 29 29 29 29 29 29 

X1.7 Pearson 

Correlation 

.000 .284 .265 .238 .197 .348 1 .487** .573** 

Sig. (2-tailed) 1.000 .135 .165 .214 .307 .064  .007 .001 

N 29 29 29 29 29 29 29 29 29 

X1.8 Pearson 

Correlation 

-.182 .209 .205 .240 .257 .408* .487** 1 .562** 

Sig. (2-tailed) .345 .277 .285 .209 .178 .028 .007  .002 

N 29 29 29 29 29 29 29 29 29 

Harga Pearson 

Correlation 

.407* .675** .759** .713** .778** .841** .573** .562** 1 

Sig. (2-tailed) .029 .000 .000 .000 .000 .000 .001 .002  

N 29 29 29 29 29 29 29 29 29 
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B. Variabel Promosi 

No X2.1 X2.2 X2.3 X2.4 X2.5 X2.6 X2.7 X2.8 TOTAL X2 

1 4 4 4 4 4 4 5 5 34 

2 2 3 4 3 3 2 3 3 23 

3 4 5 4 5 4 5 4 5 36 

4 3 3 4 4 4 4 3 4 29 

5 3 4 4 3 4 4 5 4 31 

6 4 4 2 4 4 3 4 4 29 

7 4 4 4 4 4 4 4 4 32 

8 4 4 4 4 4 4 4 4 32 

9 4 4 4 4 4 4 4 4 32 

10 5 5 5 5 5 5 5 5 40 

11 5 4 5 4 4 4 4 4 34 

12 3 3 3 3 3 3 4 4 26 

13 4 4 4 4 4 3 4 4 31 

14 4 4 4 4 4 4 4 4 32 

15 2 3 3 3 3 3 4 4 25 

16 4 5 5 5 5 5 4 4 37 

17 4 4 4 4 4 3 4 4 31 

18 4 5 5 4 4 4 5 4 35 

19 4 4 4 4 3 3 4 3 29 

20 5 4 4 5 4 5 4 5 36 

21 4 3 4 4 5 4 4 4 32 

22 5 5 5 5 4 5 5 5 39 

23 4 4 4 5 4 4 4 4 33 

24 4 3 3 4 4 4 5 4 31 

25 4 4 4 4 4 4 4 4 32 

26 4 4 4 4 4 4 4 4 32 

27 4 4 4 4 4 4 4 4 32 

28 4 4 4 4 4 4 4 4 32 

29 5 5 5 5 5 5 5 5 40 

30 4 4 4 4 4 4 4 4 32 
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Correlations 

 X2.1 X2.2 X2.3 X2.4 X2.5 X2.6 X2.7 X2.8 Promosi 

X2.1 Pearson Correlation 1 .652** .493** .784** .621** .685** .470* .577** .851** 

Sig. (2-tailed)  .000 .007 .000 .000 .000 .010 .001 .000 

N 29 29 29 29 29 29 29 29 29 

X2.2 Pearson Correlation .652** 1 .641** .706** .510** .652** .506** .529** .834** 

Sig. (2-tailed) .000  .000 .000 .005 .000 .005 .003 .000 

N 29 29 29 29 29 29 29 29 29 

X2.3 Pearson Correlation .493** .641** 1 .501** .491** .563** .275 .291 .693** 

Sig. (2-tailed) .007 .000  .006 .007 .001 .148 .125 .000 

N 29 29 29 29 29 29 29 29 29 

X2.4 Pearson Correlation .784** .706** .501** 1 .649** .784** .266 .626** .855** 

Sig. (2-tailed) .000 .000 .006  .000 .000 .163 .000 .000 

N 29 29 29 29 29 29 29 29 29 

X2.5 Pearson Correlation .621** .510** .491** .649** 1 .710** .372* .518** .770** 

Sig. (2-tailed) .000 .005 .007 .000  .000 .047 .004 .000 

N 29 29 29 29 29 29 29 29 29 

X2.6 Pearson Correlation .685** .652** .563** .784** .710** 1 .470* .761** .899** 

Sig. (2-tailed) .000 .000 .001 .000 .000  .010 .000 .000 

N 29 29 29 29 29 29 29 29 29 

X2.7 Pearson Correlation .470* .506** .275 .266 .372* .470* 1 .554** .605** 

Sig. (2-tailed) .010 .005 .148 .163 .047 .010  .002 .001 

N 29 29 29 29 29 29 29 29 29 

X2.8 Pearson Correlation .577** .529** .291 .626** .518** .761** .554** 1 .759** 

Sig. (2-tailed) .001 .003 .125 .000 .004 .000 .002  .000 

N 29 29 29 29 29 29 29 29 29 

Pro

mosi 

Pearson Correlation .851** .834** .693** .855** .770** .899** .605** .759** 1 

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

N 29 29 29 29 29 29 29 29 29 

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

*. Correlation is significant at the 0.05 level (2-tailed). 
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C. Variabel Keputusan Pembelian  

No Y.1 Y.2 Y.3 Y.4 Y.5 Y.6 Y.7 TOTALY 

1 4 4 4 4 4 4 4 28 

2 2 2 2 2 2 2 2 14 

3 4 5 4 5 4 5 4 31 

4 3 4 4 4 4 4 4 27 

5 4 4 5 5 5 5 5 33 

6 3 4 3 4 4 3 5 26 

7 4 4 4 4 4 4 4 28 

8 4 4 4 4 4 4 4 28 

9 4 4 4 4 4 4 4 28 

10 5 5 5 5 5 5 5 35 

11 1 2 2 2 4 3 2 16 

12 3 3 3 3 3 3 3 21 

13 4 4 4 4 4 4 4 28 

14 4 4 4 4 4 4 4 28 

15 2 4 1 3 4 3 3 20 

16 5 5 3 3 4 4 3 27 

17 4 4 4 4 3 3 4 26 

18 4 4 4 4 3 3 4 26 

19 3 3 2 2 2 3 3 18 

20 5 5 4 5 4 5 5 33 

21 5 4 5 5 5 5 5 34 

22 5 5 5 5 5 5 5 35 

23 5 5 4 4 5 5 5 33 

24 4 4 3 1 3 3 3 21 

25 4 4 4 4 4 4 4 28 

26 4 3 3 3 3 3 3 22 

27 4 4 4 4 4 4 4 28 

28 4 4 4 4 4 4 4 28 

29 4 4 4 4 4 4 4 28 

30 4 4 4 4 4 4 4 28 
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Correlations 

 Y.1 Y.2 Y.3 Y.4 Y.5 Y.6 Y.7 

Keputusan 

Pembelian 

Y.1 Pearson Correlation 1 .799** .770** .607** .483** .723** .709** .836** 

Sig. (2-tailed)  .000 .000 .000 .008 .000 .000 .000 

N 29 29 29 29 29 29 29 29 

Y.2 Pearson Correlation .799** 1 .596** .662** .631** .763** .742** .841** 

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

N 29 29 29 29 29 29 29 29 

Y.3 Pearson Correlation .770** .596** 1 .810** .633** .775** .809** .891** 

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

N 29 29 29 29 29 29 29 29 

Y.4 Pearson Correlation .607** .662** .810** 1 .709** .797** .864** .896** 

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

N 29 29 29 29 29 29 29 29 

Y.5 Pearson Correlation .483** .631** .633** .709** 1 .839** .715** .809** 

Sig. (2-tailed) .008 .000 .000 .000  .000 .000 .000 

N 29 29 29 29 29 29 29 29 

Y.6 Pearson Correlation .723** .763** .775** .797** .839** 1 .777** .923** 

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

N 29 29 29 29 29 29 29 29 

Y.7 Pearson Correlation .709** .742** .809** .864** .715** .777** 1 .919** 

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

N 29 29 29 29 29 29 29 29 

Kep

utus

an 

Pem

belia

n 

Pearson Correlation .836** .841** .891** .896** .809** .923** .919** 1 

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

N 29 29 29 29 29 29 29 29 

**. Correlation is significant at the 0.01 level (2-tailed). 
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Lampiran 3 

Uji Reliabilitas 

A. Variabel Harga (X1) 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.808 8 

 

B. Variabel Promosi (X2) 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.910 8 

 

C. Variabel Keputusan Pembelian (Y) 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.947 7 
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Lampiran 4 

Tabulasi Data 

A. Variabel Harga (X1) 

No X1.1 X1.2 X1.3 X1.4 X1.5 X1.6 X1.7 X1.8 TOTALX1 

1 5 5 5 5 5 5 5 5 40 

2 4 4 4 4 5 5 4 4 34 

3 4 4 3 3 2 2 4 4 26 

4 4 4 4 4 3 3 4 4 30 

5 5 4 5 5 5 5 5 4 38 

6 4 3 3 3 3 4 4 4 28 

7 4 2 4 4 4 4 4 4 30 

8 4 4 3 4 3 4 4 4 30 

9 4 3 3 3 3 3 4 4 27 

10 5 5 5 5 4 5 5 5 39 

11 5 5 5 5 5 5 5 5 40 

12 4 4 4 4 5 5 4 4 34 

13 5 4 5 5 5 5 4 5 38 

14 4 4 4 5 4 4 5 5 35 

15 5 5 5 5 5 5 3 5 38 

16 5 5 5 4 5 5 4 4 37 

17 5 5 4 4 5 5 5 5 38 

18 4 4 4 4 5 4 4 5 34 

19 5 5 5 5 5 5 5 5 40 

20 5 4 5 4 4 5 4 4 35 

21 5 5 5 5 5 5 5 5 40 

22 5 5 5 5 5 5 5 5 40 

23 5 5 5 5 4 5 5 5 39 

24 5 4 5 4 5 5 5 5 38 

25 4 4 4 4 4 4 4 4 32 

26 4 4 4 4 4 4 4 4 32 

27 4 4 4 2 1 4 4 4 27 

28 4 4 4 2 1 4 4 4 27 

29 4 4 3 3 2 2 4 4 26 

30 4 4 4 4 3 3 4 4 30 

31 5 4 5 5 5 5 5 4 38 

32 4 3 3 3 3 4 4 4 28 

33 4 2 4 4 4 4 4 4 30 

34 4 4 3 4 3 4 4 4 30 

35 4 3 3 3 3 3 4 4 27 

36 5 5 5 5 4 5 5 5 39 

37 5 5 5 4 5 5 5 4 38 

38 4 4 4 4 5 4 4 4 33 
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No X1.1 X1.2 X1.3 X1.4 X1.5 X1.6 X1.7 X1.8 TOTALX1 

39 4 4 4 4 4 4 4 4 32 

40 5 5 5 5 5 5 4 5 39 

41 4 4 3 3 5 5 4 4 32 

42 5 4 4 4 4 4 4 5 34 

43 5 5 5 5 5 5 5 5 40 

44 4 4 4 4 3 3 4 4 30 

45 4 3 4 4 3 4 3 3 28 

46 5 5 5 5 5 5 5 5 40 

47 4 4 4 4 4 4 3 4 31 

48 4 3 3 3 4 4 3 3 27 

49 4 4 3 4 4 5 2 4 30 

50 5 4 5 5 4 5 5 4 37 

51 4 4 4 3 4 4 4 4 31 

52 5 5 5 5 5 5 5 5 40 

53 4 4 4 5 5 5 5 4 36 

54 4 3 4 3 3 5 3 4 29 

55 5 4 5 4 4 5 4 4 35 

56 5 5 5 5 5 5 4 5 39 

57 4 4 4 4 4 4 4 3 31 

58 4 4 4 5 3 3 5 4 32 

59 5 4 4 4 4 5 5 4 35 

60 4 4 4 4 5 4 4 4 33 

61 4 4 4 5 5 4 5 5 36 

62 5 4 4 4 4 4 4 4 33 

63 4 4 4 3 4 4 4 4 31 

64 5 5 4 4 5 4 5 4 36 

65 4 4 4 4 4 4 4 4 32 

66 4 4 4 3 4 4 4 4 31 

67 4 4 4 4 4 3 4 3 30 

68 3 4 4 4 4 4 5 4 32 

69 5 4 4 4 4 4 5 4 34 

70 5 4 4 5 4 5 5 5 37 

71 4 4 4 4 4 4 5 4 33 

72 4 4 4 4 4 5 5 4 34 

73 4 4 4 5 4 4 4 4 33 

74 4 4 4 4 4 5 5 4 34 

75 4 4 4 5 4 5 5 4 35 

76 4 4 4 4 4 4 4 4 32 

77 5 4 4 4 5 4 4 5 35 

78 4 4 4 5 4 5 4 4 34 
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No X1.1 X1.2 X1.3 X1.4 X1.5 X1.6 X1.7 X1.8 TOTALX1 

79 4 4 4 4 4 4 4 4 32 

80 4 4 3 3 4 4 3 3 28 

81 4 4 4 4 4 4 4 4 32 

82 4 4 4 4 4 4 4 4 32 

83 4 4 4 4 4 4 4 4 32 

84 4 4 4 4 4 4 4 4 32 

85 5 5 5 5 5 5 4 5 39 

86 4 5 5 5 5 4 4 4 36 

87 5 5 5 4 5 5 5 5 39 

88 5 5 5 4 5 5 5 5 39 

89 4 4 4 5 4 4 4 4 33 

90 4 4 4 5 4 3 3 4 31 

91 3 5 4 4 4 3 3 3 29 

92 4 4 5 4 5 5 5 4 36 

93 4 4 4 4 4 4 4 4 32 

94 5 4 4 4 5 5 4 4 35 

95 4 4 4 2 5 5 4 4 32 

96 2 4 4 4 5 5 4 4 32 

 

B. Variabel Promosi (X2) 

No X2.1 X2.2 X2.3 X2.4 X2.5 X2.6 X2.7 X2.8 TOTALX2 

1 4 5 4 4 5 4 4 4 34 

2 4 4 4 4 4 4 4 4 32 

3 4 4 4 4 5 5 4 4 34 

4 5 5 5 5 5 5 5 5 40 

5 4 4 4 4 5 5 4 4 34 

6 5 5 5 5 5 5 5 5 40 

7 4 4 5 5 5 4 5 5 37 

8 4 4 4 4 4 4 4 4 32 

9 5 4 5 5 5 5 5 5 39 

10 5 4 5 5 5 5 5 5 39 

11 5 5 5 5 5 5 5 5 40 

12 4 4 4 4 5 5 4 4 34 

13 5 4 5 5 5 5 4 5 38 

14 4 4 4 5 4 4 5 5 35 

15 5 5 5 5 5 5 3 5 38 

16 5 5 5 4 5 5 4 4 37 
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No X2.1 X2.2 X2.3 X2.4 X2.5 X2.6 X2.7 X2.8 TOTALX2 

17 5 2 5 1 4 4 5 5 31 

18 3 3 4 4 4 4 4 5 31 

19 5 5 5 5 5 5 5 5 40 

20 4 4 4 4 4 4 4 4 32 

21 5 5 5 4 4 5 5 5 38 

22 5 5 5 4 5 5 5 5 39 

23 4 4 4 4 4 4 4 4 32 

24 5 4 5 4 5 5 5 5 38 

25 4 4 4 2 1 4 4 4 27 

26 4 4 4 2 1 4 4 4 27 

27 4 4 3 3 2 2 4 4 26 

28 4 4 4 4 3 3 4 4 30 

29 5 4 5 5 5 5 5 4 38 

30 4 3 3 3 3 4 4 4 28 

31 4 2 4 4 4 4 4 4 30 

32 4 4 3 4 3 4 4 4 30 

33 4 3 3 3 3 3 4 4 27 

34 5 5 5 5 4 5 5 5 39 

35 5 5 5 5 5 5 5 5 40 

36 5 4 5 4 4 4 4 4 34 

37 5 5 5 5 5 5 5 5 40 

38 3 2 2 2 3 3 2 4 21 

39 4 2 4 4 4 4 4 4 30 

40 4 4 5 5 4 4 5 5 36 

41 3 4 4 2 2 4 2 2 23 

42 4 4 4 5 4 5 4 5 35 

43 5 4 5 5 5 5 5 5 39 

44 3 3 3 3 3 4 3 3 25 

45 3 3 3 3 3 3 3 3 24 

46 5 2 4 2 3 4 5 5 30 

47 4 3 4 4 4 4 4 4 31 

48 4 2 3 3 3 3 4 4 26 

49 5 1 2 2 2 3 3 3 21 

50 5 3 4 4 4 5 5 4 34 

51 4 4 4 4 4 4 5 5 34 

52 5 5 5 5 5 5 5 5 40 

53 4 4 4 4 4 4 4 4 32 

54 4 4 5 4 4 4 3 3 31 

55 4 2 3 3 3 4 3 3 25 

56 4 4 4 5 4 5 5 5 36 

57 4 4 3 4 4 4 4 4 31 

58 4 4 4 4 4 4 3 3 30 

59 4 3 4 3 3 3 4 4 28 

60 4 4 4 3 3 4 4 3 29 
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No X2.1 X2.2 X2.3 X2.4 X2.5 X2.6 X2.7 X2.8 TOTALX2 

61 4 3 4 4 4 4 4 4 31 

62 4 3 4 3 3 4 4 4 29 

63 4 4 4 4 4 4 4 3 31 

64 5 5 4 4 4 4 4 4 34 

65 4 4 4 4 4 4 4 3 31 

66 3 4 4 3 4 4 4 4 30 

67 4 4 4 3 4 4 4 4 31 

68 4 4 4 3 4 4 4 4 31 

69 5 5 5 4 4 4 5 4 36 

70 5 5 4 4 4 4 4 4 34 

71 4 4 5 5 5 5 5 4 37 

72 4 5 5 5 5 5 5 4 38 

73 4 4 4 3 4 4 5 5 33 

74 2 2 4 3 3 4 4 4 26 

75 3 3 5 3 3 3 5 5 30 

76 2 2 3 1 5 5 4 5 27 

77 3 3 2 4 4 4 5 5 30 

78 5 5 5 5 5 5 5 5 40 

79 4 4 4 3 4 4 4 4 31 

80 2 2 2 3 4 3 3 3 22 

81 5 5 5 3 1 1 1 5 26 

82 4 4 4 4 4 4 4 4 32 

83 3 2 4 4 5 5 5 5 33 

84 1 2 5 4 4 3 4 3 26 

85 4 4 4 4 5 5 5 5 36 

86 4 4 4 3 3 3 4 4 29 

87 4 4 4 4 5 4 4 5 34 

88 4 4 4 4 4 4 4 4 32 

89 4 4 2 2 3 3 4 3 25 

90 5 4 5 4 5 5 4 4 36 

91 4 4 5 4 5 4 4 4 34 

92 5 4 4 1 4 4 5 4 31 

93 4 5 1 4 4 5 4 4 31 

94 5 1 4 4 4 4 5 4 31 

95 1 4 4 4 4 4 4 4 29 

96 5 4 4 5 5 4 5 4 36 
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C. Variabel Keputusan Pembelian (Y) 

No Y.1 Y.2 Y.3 Y.4 Y.5 Y.6 Y.7 TOTALY 

1 4 5 4 4 5 5 5 32 

2 3 4 4 3 3 4 4 25 

3 4 4 4 4 5 4 4 29 

4 5 5 5 5 5 5 4 34 

5 4 4 4 4 4 4 4 28 

6 5 5 5 5 5 5 5 35 

7 5 5 5 5 5 5 4 34 

8 4 4 4 4 4 4 4 28 

9 5 5 5 5 5 5 4 34 

10 5 5 5 5 5 5 4 34 

11 5 5 5 5 5 5 5 35 

12 4 4 4 4 4 4 4 28 

13 4 5 5 5 5 5 4 33 

14 5 5 5 5 5 5 4 34 

15 3 5 5 5 5 5 4 32 

16 4 4 4 4 4 4 4 28 

17 5 5 4 4 4 4 5 31 

18 4 5 4 4 4 5 4 30 

19 5 5 5 5 5 5 5 35 

20 4 4 4 4 4 4 4 28 

21 5 5 5 5 5 5 4 34 

22 5 5 5 5 5 5 4 34 

23 5 5 5 5 5 5 4 34 

24 5 5 4 5 5 5 4 33 

25 4 4 4 4 4 4 2 26 

26 4 4 4 4 4 4 2 26 

27 4 4 4 4 4 3 3 26 

28 3 3 3 3 3 3 4 22 

29 4 5 5 5 5 5 5 34 

30 3 4 4 4 4 4 3 26 

31 4 4 4 4 4 4 4 28 

32 3 4 4 4 4 4 4 27 

33 4 4 4 4 4 4 3 27 

34 5 4 5 5 5 5 5 34 

35 5 5 5 5 5 5 5 35 

36 5 5 5 5 4 4 4 32 

37 5 4 4 4 5 4 5 31 

38 4 4 4 4 4 4 2 26 

39 4 4 4 4 4 4 4 28 

40 4 5 5 5 5 5 5 34 

41 4 4 3 3 3 3 2 22 

42 4 5 4 5 4 4 5 31 
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No Y.1 Y.2 Y.3 Y.4 Y.5 Y.6 Y.7 TOTALY 

43 5 5 5 5 5 5 5 35 

44 4 4 4 4 4 4 3 27 

45 3 3 4 4 3 3 3 23 

46 5 5 5 5 5 5 2 32 

47 3 4 4 4 4 4 4 27 

48 3 3 3 3 3 3 3 21 

49 2 4 4 3 4 4 2 23 

50 5 4 5 4 5 5 4 32 

51 4 4 3 3 4 5 4 27 

52 5 5 5 5 5 5 5 35 

53 5 4 5 5 5 5 4 33 

54 3 4 3 4 3 4 4 25 

55 4 4 4 4 4 4 3 27 

56 4 5 5 5 5 5 5 34 

57 4 3 4 3 4 3 4 25 

58 5 4 5 4 5 4 4 31 

59 5 4 4 4 4 4 3 28 

60 4 4 4 4 4 4 3 27 

61 5 5 5 5 5 5 4 34 

62 4 4 3 3 4 4 3 25 

63 4 4 4 4 4 4 4 28 

64 5 4 3 4 4 4 4 28 

65 4 4 4 4 4 4 4 28 

66 4 4 3 4 4 4 3 26 

67 4 3 4 4 4 3 3 25 

68 5 4 4 4 4 4 3 28 

69 5 4 4 4 4 4 4 29 

70 5 5 5 5 5 5 4 34 

71 5 4 4 4 4 4 5 30 

72 5 4 4 5 4 4 5 31 

73 5 4 5 4 5 4 3 30 

74 5 4 5 4 5 5 5 33 

75 5 4 5 5 4 5 4 32 

76 4 4 4 4 4 4 4 28 

77 4 5 4 4 5 4 4 30 

78 4 4 5 5 4 4 4 30 

79 5 4 5 4 5 4 4 31 

80 3 3 4 4 4 4 4 26 

81 4 3 4 3 3 2 5 24 
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No Y.1 Y.2 Y.3 Y.4 Y.5 Y.6 Y.7 TOTALY 

82 5 4 5 4 5 4 4 31 

83 5 4 5 4 5 4 4 31 

84 5 4 4 5 5 5 4 32 

85 4 5 4 5 4 4 4 30 

86 5 4 4 4 5 4 4 30 

87 5 4 4 5 4 5 4 31 

88 5 4 3 3 4 5 5 29 

89 5 4 5 5 4 4 2 29 

90 5 4 5 4 5 4 4 31 

91 4 4 4 4 4 4 4 28 

92 4 4 4 4 5 4 4 29 

93 4 4 4 5 5 5 5 32 

94 4 4 4 4 4 4 4 28 

95 4 5 4 4 4 4 5 30 

96 5 5 5 4 4 4 4 31 
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Lampiran 5 

Hasil Output SPSS 24 

A. Hasil Uji Normalitas 
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One-Sample Kolmogorov-Smirnov Test 
 Unstandardized Residual 

N 136 

Normal Parametersa,b Mean .0000000 

Std. Deviation 2.62127564 

Most Extreme 

Differences 

Absolute .050 

Positive .037 

Negative -.050 

Test Statistic .050 

Asymp. Sig. (2-tailed) .200c,d 

a. Test distribution is Normal. 
b. Calculated from data. 

c. Lilliefors Significance Correction. 

d. This is a lower bound of the true significance. 

 

B. Hasil Uji Multikolinearitas 

Coefficients
a
 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

Collinearity 

Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) 10.827 2.430  4.456 .000   

HARGA .395 .064 .448 6.128 .000 .970 1.031 

PROMOSI .166 .046 .261 3.564 .001 .970 1.031 

a. Dependent Variable: KEPUTUSAN PEMBELIAN 

 

C. Hasil Uji Heteroskedastisitas 
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D. Hasil Uji Linearitas 

Hasil Uji Linearitas X1 terhadap Y 

 
ANOVA Table 

 

Sum of 

Squares df 

Mean 

Square F Sig. 

KEPUTUSAN 

PEMBELIAN 

* HARGA 

Between 

Groups 

(Combined) 451.690 14 32.264 4.375 .000 

Linearity 327.786 1 327.786 44.450 .000 

Deviation from 

Linearity 

123.904 13 9.531 1.292 .226 

Within Groups 892.281 121 7.374   

Total 1343.971 135    

 

Hasil Uji Linearitas X2 terhadap Y 

 

 
ANOVA Table 

 
Sum of 
Squares df 

Mean 
Square F Sig. 

KEPUTUSAN 

PEMBELIAN 

* PROMOSI 

Between 

Groups 

(Combined) 238.313 19 12.543 1.316 .187 

Linearity 154.463 1 154.463 16.205 .000 

Deviation from 

Linearity 

83.851 18 4.658 .489 .959 

Within Groups 1105.657 116 9.532   

Total 1343.971 135    

 

E. Hasil Uji Korelasi 

Model Summary
b
 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .557a .310 .299 2.64091 

a. Predictors: (Constant), PROMOSI, HARGA 
b. Dependent Variable: KEPUTUSAN PEMBELIAN 

 

F. Analisis Regresi Linear Berganda 

Coefficients
a
 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients t Sig. 

Collinearity 

Statistics 
B Std. Error Beta   Tolerance VIF 

1 (Constant) 10.827 2.430  4.456 .000   

HARGA .395 .064 .448 6.128 .000 .970 1.031 

PROMOSI .166 .046 .261 3.564 .001 .970 1.031 
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a. Dependent Variable: KEPUTUSAN PEMBELIAN 

 

G. Uji Parsial (t) 

Hasil Uji t Harga (X1) terhadap Keputusan Pembelian (Y) 

 

Coefficients
a
 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients t Sig. 

Collinearity 

Statistics 
B Std. Error Beta   Tolerance VIF 

(Constant) 10.827 2.430  4.456 .000   

HARGA .395 .064 .448 6.128 .000 .970 1.031 

a. Dependent Variable: KEPUTUSAN PEMBELIAN 

 

Hasil Uji t Promosi (X2) terhadap Keputusan Pembelian (Y) 

 
Coefficients

a
 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients t Sig. 

Collinearity 

Statistics 

B Std. Error Beta   Tolerance VIF 

(Constant) 10.827 2.430  4.456 .000   

PROMOSI .166 .046 .261 3.564 .001 .970 1.031 

a. Dependent Variable: KEPUTUSAN PEMBELIAN 

 

H. Uji Simultan (f) 

ANOVA
a
 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 416.374 2 208.187 29.850 .000b 

Residual 927.597 133 6.974   
Total 1343.971 135    

a. Dependent Variable: KEPUTUSAN PEMBELIAN 
b. Predictors: (Constant), PROMOSI, HARGA 

 

I. Uji Koefisien Determinansi 

Model Summary
b
 

Model R R Square Adjusted R Square 
Std. Error of the 

Estimate 

1 .557a .310 .299 2.64091 

a. Predictors: (Constant), PROMOSI, HARGA 

b. Dependent Variable: KEPUTUSAN PEMBELIAN 
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Lampiran 6 

Tabel r 
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Lampiran 7 

Tabel t 
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Lampiran 8 

Tabel f 
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