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Lampiran 

 
KUESIONER 

 

PENGARUH BRAND IMAGE PADA LIPSTIK MAYBELLINE 

TERHADAP MINAT BELI KONSUMEN DI TEMBILAHAN 
 

 

 
Isilah data responden dibawah ini dengan pernyataan yang sudah di sediakan. 

 

1. Nama : 

 

2. Usia : 

 

3. Pembelian : a. 1-3 kali/bln 

 

2. >4 kali/bln 

 

 

DAFTAR KUESIONER 

Pertunjuk pengisian : 

 Jawablah pertanyaan dengan memilih salah satu dari 5 

alternatif jawaban yang sudah disediakan dan berikan 

tanda centang (√) pada kolom yang anda pilih. 

 Keterangan : 
Sangat Setuju (SS) 5 

Setuju(S) 4 

Cukup Setuju (CS) 3 

Tidak Setuju (TK) 2 
Sangat Tidak Setuju (STS) 1 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 



 

 

BIODATA 
 
 

A 

Nama     : Silatil Pitri 

Tempat Tanggal Lahir   : Kebelakang, 18 Juni 2001 

Jenis Kelamin    : Perempuan 

Alamat     : Jl. Sabilal Muhtadin Gg. Sabilal 10 

Agama     : Islam  

No Handphone    : 081266360504 

 

Riwayat Pendidikan  

1. SD NEGERI 038 BENTE (2009-2015) 

 

2. MTS SABOLAL MUHTADIN (2015-2018) 

 

3. SMA SABILAL MUHTADIN (2018-2021) 

 

 

Minat dan keahlian yang dimiliki 

 

1. Kesenian 

 

2. Olahraga 

 

3. Memasak



 

 

Branad Image (X) 
 

No Pernyataan SS S N TS STS 

Keunggulan Merek 

1 Liipstik Maybelline berkualitas      

2 Maybelline memiliki reputasi yang baik      

3 Lipstik Maybelline banyak dikenal 

masyarakat 

     

4 Harga Lipstik Maybelline terjangkau      

5 Saya merasa lebih nyaman ketika 

menggunakan lipstik Maybelline 

     

Kekuatan Merek 

6 Maybelline memiliki kualitas sesuai 

dengan kebutuhan 

     

7 Pemasaran Lipstik Maybelline mudah 

dijangkau 

     

8 Maybelline mudah untuk diucapkan dan 

diingat 

     

9 Maybelline dikenal sebagai merek yang 

terpercaya 

     

10 Maybelline memiliki kesan positif      

Keunikan Merek 

11 Lipstik Maybelline memiliki keunggulan 

nyata jika dibandingkan dengan Lipstik 

lainnya 

     

12 Lipstik Maybelline menyediakan berbagai 

varian lipstik yang dapat disesuaikan 

dengan budget konsumen 

     

13 Varian Maybelline mengikuti 

perkembangan zaman 

     

14 Lipstik Maybelline mempunyai kemasan 

yang mewah 

     

15 Merek Lipstik Maybelline mudah diingat      



 

 

 

Minat Beli (Y) 
 

No Pernyataan SS S N TS STS 

Minat Beli (Y) 

1 Lipstik Maybelline lebih menarik perhatian 

saya 

     

2 Saya menanyakan informasi Lipstik 

Maybelline kepada orang yang sudah 

menggunakannya 

     

3 Saya tertarik untuk membeli Lipstik 

Maybelline karena tersedia banyak varian 

     

4 Saya bersedia merekomendasikan Lipstik 

Maybelline kepada orang lain 

     



 

 

 

Rekapitulasi Tanggapan Responden 

 

1. Variabel Brand Image 

 

No X1 X2 X3 X4 X5 X6 X7 X8 X9 X10 X11 X12 X13 X14 X15 TOTAL 

1 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 75 

2 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 75 

3 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 75 

4 5 5 5 4 4 5 4 5 5 5 4 4 4 4 4 67 

5 4 4 4 4 4 5 5 5 4 4 4 4 4 4 4 63 

6 4 4 4 4 4 4 4 4 5 4 5 4 4 4 4 62 

7 4 4 4 4 4 4 4 4 4 4 4 3 4 3 3 57 

8 4 4 4 4 4 5 4 5 5 4 5 5 4 4 4 65 

9 5 5 5 5 5 5 5 5 5 5 4 4 4 4 4 70 

10 4 4 4 4 5 5 4 4 4 4 5 5 4 4 5 65 

11 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 60 

12 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 60 

13 5 4 4 4 4 5 4 5 4 5 4 4 5 5 5 67 

14 4 4 4 4 4 4 4 4 4 4 5 5 5 5 5 65 

15 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 60 

16 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 60 

17 4 4 4 4 4 4 4 4 4 4 5 5 5 5 5 65 

18 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 75 

19 4 4 4 4 4 5 4 4 4 4 4 4 5 4 4 62 

20 4 4 4 4 5 5 4 4 4 3 3 3 3 3 3 56 

21 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 60 

22 4 4 4 4 5 5 4 5 5 5 5 5 4 4 4 67 

23 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 60 

24 4 4 4 4 4 4 4 4 5 4 4 4 4 4 4 61 

25 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 75 

26 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 75 

27 5 5 5 5 5 5 5 5 5 4 4 4 4 4 4 69 

28 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 60 

29 4 4 3 3 3 4 3 4 4 3 3 3 4 4 4 53 

30 4 4 3 4 4 4 4 4 4 5 5 5 4 4 4 62 

31 4 4 4 4 5 5 4 4 4 3 3 3 3 3 3 56 

32 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 60 

33 4 4 4 4 5 5 4 5 5 5 5 5 4 4 4 67 

34 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 60 

35 4 4 4 4 4 4 4 4 5 4 4 4 4 4 4 61 

36 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 75 



 

 

 

37 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 75 

38 5 5 5 5 5 5 5 5 5 4 4 4 4 4 4 69 

39 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 60 

40 4 4 3 3 3 4 3 4 4 3 3 3 4 4 4 53 

 

 

 

 

2. Variabel Minat Beli (Y) 

 

No Y.1 Y.2 Y.3 Y.4 Total 

1 5 5 5 5 20 

2 5 4 4 4 17 

3 5 5 5 5 20 

4 4 4 4 4 16 

5 4 4 4 4 16 

6 4 4 4 4 16 

7 3 4 4 4 15 

8 4 5 5 5 19 

9 4 4 4 4 16 

10 5 5 5 5 20 

11 4 4 4 4 16 

12 4 4 4 4 16 

13 5 5 5 5 20 

14 5 5 5 5 20 

15 4 4 4 4 16 

16 4 4 4 4 16 

17 5 5 5 5 20 

18 5 5 5 5 20 

19 4 4 5 5 18 

20 3 3 3 3 12 

21 4 4 4 4 16 

22 4 4 5 5 18 

23 4 4 4 4 16 

24 4 4 4 4 16 

25 5 5 5 5 20 

26 5 5 5 5 20 

27 4 4 4 4 16 

28 4 4 4 4 16 

29 4 4 4 4 16 



 

 

 

30 5 5 5 5 20 

31 3 3 3 3 12 

32 4 4 4 4 16 

33 4 4 5 5 18 

34 4 4 4 4 16 

35 4 4 4 4 16 

36 5 5 5 5 20 

37 5 5 5 5 20 

38 4 4 4 4 16 

39 4 4 4 4 16 

40 4 4 4 4 16 



X7 

 

 

 

Uji Validitas 

 

Brand Image (X) 
 

 

Correlations 

X1 X2 X3 X4 X5 X6 X7 X8 X9 X10 X11 X12 X13 X14 X15 TOTAL 

Pearson 

Correlation 

1 .943
**
 .850

**
 .823

**
 .602

**
 .660

**
 .771

**
 .807

**
 .660

**
 .665

**
 .342

*
 .383

*
 .572

**
 .614

**
 .569

**
 .844

**
 

Sig. (2- 

tailed) 

 
<,001 <,001 <,001 <,001 <,001 <,001 <,001 <,001 <,001 .031 .015 <,001 <,001 <,001 <,001 

N 40 40 40 40 40 40 40 40 40 40 40 40 40 40 40 40 

Pearson 

Correlation 

.943
**
 1 .891

**
 .864

**
 .648

**
 .623

**
 .814

**
 .761

**
 .724

**
 .613

**
 .375

*
 .412

**
 .509

**
 .549

**
 .508

**
 .842

**
 

Sig. (2- 

tailed) 

<,001 
 

<,001 <,001 <,001 <,001 <,001 <,001 <,001 <,001 .017 .008 <,001 <,001 <,001 <,001 

N 40 40 40 40 40 40 40 40 40 40 40 40 40 40 40 40 

Pearson 

Correlation 

.850
**
 .891

**
 1 .920

**
 .756

**
 .639

**
 .880

**
 .726

**
 .701

**
 .617

**
 .432

**
 .448

**
 .471

**
 .489

**
 .461

**
 .851

**
 

Sig. (2- 

tailed) 

<,001 <,001 
 

<,001 <,001 <,001 <,001 <,001 <,001 <,001 .005 .004 .002 .001 .003 <,001 

N 40 40 40 40 40 40 40 40 40 40 40 40 40 40 40 40 

Pearson 

Correlation 

.823
**
 .864

**
 .920

**
 1 .821

**
 .600

**
 .957

**
 .693

**
 .667

**
 .671

**
 .544

**
 .559

**
 .512

**
 .531

**
 .501

**
 .888

**
 

Sig. (2- 

tailed) 

<,001 <,001 <,001 
 

<,001 <,001 <,001 <,001 <,001 <,001 <,001 <,001 <,001 <,001 <,001 <,001 

N 40 40 40 40 40 40 40 40 40 40 40 40 40 40 40 40 

Pearson 

Correlation 

.602
**
 .648

**
 .756

**
 .821

**
 1 .757

**
 .774

**
 .623

**
 .588

**
 .526

**
 .464

**
 .495

**
 .204 .251 .295 .734

**
 

Sig. (2- 

tailed) 

<,001 <,001 <,001 <,001 
 

<,001 <,001 <,001 <,001 <,001 .003 .001 .207 .118 .064 <,001 

N 40 40 40 40 40 40 40 40 40 40 40 40 40 40 40 40 

Pearson 

Correlation 

.660
**
 .623

**
 .639

**
 .600

**
 .757

**
 1 .630

**
 .818

**
 .558

**
 .462

**
 .289 .360

*
 .257 .252 .288 .673

**
 

Sig. (2- 

tailed) 

<,001 <,001 <,001 <,001 <,001 
 

<,001 <,001 <,001 .003 .070 .023 .110 .117 .072 <,001 

N 40 40 40 40 40 40 40 40 40 40 40 40 40 40 40 40 



X14 

 

 

 

Pearson 

Correlation 

.771
**
 .814

**
 .880

**
 .957

**
 .774

**
 .630

**
 1 .731

**
 .609

**
 .637

**
 .510

**
 .529

**
 .478

**
 .502

**
 .471

**
 .857

**
 

Sig. (2- 

tailed) 

<,001 <,001 <,001 <,001 <,001 <,001 
 

<,001 <,001 <,001 <,001 <,001 .002 <,001 .002 <,001 

N 40 40 40 40 40 40 40 40 40 40 40 40 40 40 40 40 

Pearson 

Correlation 

.807
**
 .761

**
 .726

**
 .693

**
 .623

**
 .818

**
 .731

**
 1 .747

**
 .711

**
 .466

**
 .516

**
 .448

**
 .509

**
 .460

**
 .829

**
 

Sig. (2- 

tailed) 

<,001 <,001 <,001 <,001 <,001 <,001 <,001 
 

<,001 <,001 .002 <,001 .004 <,001 .003 <,001 

N 40 40 40 40 40 40 40 40 40 40 40 40 40 40 40 40 

Pearson 

Correlation 

.660
**
 .724

**
 .701

**
 .667

**
 .588

**
 .558

**
 .609

**
 .747

**
 1 .605

**
 .518

**
 .494

**
 .328

*
 .397

*
 .349

*
 .743

**
 

Sig. (2- 

tailed) 

<,001 <,001 <,001 <,001 <,001 <,001 <,001 <,001 
 

<,001 <,001 .001 .039 .011 .028 <,001 

N 40 40 40 40 40 40 40 40 40 40 40 40 40 40 40 40 

Pearson 

Correlation 

.665
**
 .613

**
 .617

**
 .671

**
 .526

**
 .462

**
 .637

**
 .711

**
 .605

**
 1 .753

**
 .759

**
 .637

**
 .649

**
 .617

**
 .843

**
 

Sig. (2- 

tailed) 

<,001 <,001 <,001 <,001 <,001 .003 <,001 <,001 <,001 
 

<,001 <,001 <,001 <,001 <,001 <,001 

N 40 40 40 40 40 40 40 40 40 40 40 40 40 40 40 40 

Pearson 

Correlation 

.342
*
 .375

*
 .432

**
 .544

**
 .464

**
 .289 .510

**
 .466

**
 .518

**
 .753

**
 1 .944

**
 .655

**
 .673

**
 .706

**
 .753

**
 

Sig. (2- 

tailed) 

.031 .017 .005 <,001 .003 .070 <,001 .002 <,001 <,001 
 

<,001 <,001 <,001 <,001 <,001 

N 40 40 40 40 40 40 40 40 40 40 40 40 40 40 40 40 

Pearson 

Correlation 

.383
*
 .412

**
 .448

**
 .559

**
 .495

**
 .360

*
 .529

**
 .516

**
 .494

**
 .759

**
 .944

**
 1 .670

**
 .747

**
 .780

**
 .787

**
 

Sig. (2- 

tailed) 

.015 .008 .004 <,001 .001 .023 <,001 <,001 .001 <,001 <,001 
 

<,001 <,001 <,001 <,001 

N 40 40 40 40 40 40 40 40 40 40 40 40 40 40 40 40 

Pearson 

Correlation 

.572
**
 .509

**
 .471

**
 .512

**
 .204 .257 .478

**
 .448

**
 .328

*
 .637

**
 .655

**
 .670

**
 1 .921

**
 .880

**
 .728

**
 

Sig. (2- 

tailed) 

<,001 <,001 .002 <,001 .207 .110 .002 .004 .039 <,001 <,001 <,001 
 

<,001 <,001 <,001 

N 40 40 40 40 40 40 40 40 40 40 40 40 40 40 40 40 



 

 

 

Pearson 

Correlation 

.614
**
 .549

**
 .489

**
 .531

**
 .251 .252 .502

**
 .509

**
 .397

*
 .649

**
 .673

**
 .747

**
 .921

**
 1 .962

**
 .770

**
 

Sig. (2- 

tailed) 

<,001 <,001 .001 <,001 .118 .117 <,001 <,001 .011 <,001 <,001 <,001 <,001 
 

<,001 <,001 

N 40 40 40 40 40 40 40 40 40 40 40 40 40 40 40 40 

Pearson 

Correlation 

.569
**
 .508

**
 .461

**
 .501

**
 .295 .288 .471

**
 .460

**
 .349

*
 .617

**
 .706

**
 .780

**
 .880

**
 .962

**
 1 .756

**
 

Sig. (2- 

tailed) 

<,001 <,001 .003 <,001 .064 .072 .002 .003 .028 <,001 <,001 <,001 <,001 <,001 
 

<,001 

N 40 40 40 40 40 40 40 40 40 40 40 40 40 40 40 40 

Pearson 

Correlation 

.844
**
 .842

**
 .851

**
 .888

**
 .734

**
 .673

**
 .857

**
 .829

**
 .743

**
 .843

**
 .753

**
 .787

**
 .728

**
 .770

**
 .756

**
 1 

Sig. (2- 

tailed) 

<,001 <,001 <,001 <,001 <,001 <,001 <,001 <,001 <,001 <,001 <,001 <,001 <,001 <,001 <,001 
 

N 40 40 40 40 40 40 40 40 40 40 40 40 40 40 40 40 

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

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

 

 

Minat Beli (Y) 
 

 

Correlations 

Y1 Y2 Y3 Y4 Total 

Y1 Pearson Correlation 1 .885
**
 .790

**
 .790

**
 .911

**
 

Sig. (2-tailed) 
 

<,001 <,001 <,001 <,001 

N 40 40 40 40 40 

Y2 Pearson Correlation .885
**
 1 .890

**
 .890

**
 .962

**
 

Sig. (2-tailed) <,001 
 

<,001 <,001 <,001 

N 40 40 40 40 40 

Y3 Pearson Correlation .790
**
 .890

**
 1 1.000

**
 .967

**
 

Sig. (2-tailed) <,001 <,001 
 

<,001 <,001 

N 40 40 40 40 40 

Y4 Pearson Correlation .790
**
 .890

**
 1.000

**
 1 .967

**
 

Sig. (2-tailed) <,001 <,001 <,001 
 

<,001 

N 40 40 40 40 40 

Total Pearson Correlation .911
**
 .962

**
 .967

**
 .967

**
 1 

Sig. (2-tailed) <,001 <,001 <,001 <,001 
 

N 40 40 40 40 40 

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



 

 

 
Uji Realibilitas 

 
Reliability Statistics 

Cronbach's Alpha N of Items 

.956 15 

 

Uji Linearitas 

 

ANOVA Table 

Sum of 

Squares 
 

df 

Mean 

Square 
 

F 
 

Sig. 

Y * X Bet (Combined) 162.350 11 14.759 16.782 <,001 

 wee Linearity 89.922 1 89.922 102.246 <,001 

 n Deviation from 72.428 10 7.243 8.235 <,001 

 Gro Linearity      

 ups       

 Within Groups 24.625 28 .879   

 Total 186.975 39    

 
Uji Regresi Linear Sederhana 

 

Coefficients
a
 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

 
 

 
t 

 
 

 
Sig. Mode l B Std. Error Beta 

1 (Constant) 2.344 2.521  .930 .358 

X .231 .039 .693 5.934 <,001 

a. Dependent Variable: Y 

 
Uji Koefisien Determinasi 

 

Model Summary 

 
Model 

 
R 

 
R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .693a .481 .467 1.598 

a. Predictors: (Constant), X 



 

 

 
Uji Hipotesis 

 

Coefficients
a
 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

 
 

 
t 

 
 

 
Sig. Model  B Std. Error Beta 

1 (Constant) 2.344 2.521  .930 .358 

X .231 .039 .693 5.934 <,001 

a. Dependent Variable: Y 



 

 

 
 

 

 



 

 

 
 

 

 



 

 

 

 

 


