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LAMPIRAN 

 

Lampiran 1. Karakteristik Responden 

 

 

 

P1 P2 P3 P3 P1 P2 P3 P4 P1 P2 P3 P4 P1 P2 P3 P4 P1 P2 P3 P4 P1 P2 P3 P4

1 Perempuan 35 SMA IRT 1.500.000 1 kali/minggu 4 4 4 4 5 5 5 4 5 5 5 5 4 4 5 4 5 4 4 5 5 5 5 5

2 Perempuan 42 SMA IRT 1.200.000 1 kali/bulan 3 4 3 4 4 5 4 5 5 4 5 5 4 4 4 4 4 5 4 4 4 5 4 4

3 Perempuan 28 Sarjana Wiraswasta 2.500.000 2-3 kali/minggu 4 4 4 3 5 4 5 4 5 5 4 5 5 4 4 4 5 4 5 4 5 4 5 5

4 Perempuan 45 SMA IRT 1.800.000 1 kali/minggu 5 4 4 5 5 5 5 5 5 5 5 5 4 5 4 5 5 5 4 5 5 5 5 5

5 Perempuan 32 SMA IRT 900 1 kali/bulan 3 4 4 3 4 4 4 4 4 4 5 4 3 4 4 3 4 4 4 4 4 4 4 4

6 Perempuan 38 SMA IRT 1.600.000 2-3 kali/minggu 4 4 3 4 5 5 4 5 5 5 4 5 4 4 5 4 5 4 5 4 5 5 4 5

7 Perempuan 29 Sarjana Wiraswasta 2.200.000 1 kali/minggu 4 5 4 4 5 5 5 5 5 5 5 5 5 5 4 5 5 5 5 5 5 5 5 5

8 Laki-laki 47 SMA Karyawan 2.800.000 1 kali/bulan 4 3 4 4 4 4 5 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4

9 Perempuan 33 SMA IRT 1.300.000 2-3 kali/minggu 4 4 4 4 5 5 5 4 5 5 5 4 4 4 5 4 4 4 5 4 4 5 4 5

10 Perempuan 41 SMA IRT 1.700.000 1 kali/minggu 3 4 3 4 5 5 4 5 5 5 5 5 4 4 4 4 4 5 4 4 5 5 5 4

11 Perempuan 36 SMA IRT 1.400.000 1 kali/bulan 4 4 4 3 4 5 5 4 5 4 4 5 4 4 5 4 5 4 4 5 4 4 5 5

12 Laki-laki 52 SD/SMP Lainnya 800 Jarang 3 3 4 3 4 4 4 4 4 4 4 4 3 3 4 3 4 4 3 4 4 4 3 4

13 Perempuan 31 SMA IRT 1.100.000 1 kali/minggu 4 4 4 4 5 5 5 5 5 5 5 5 4 5 4 5 5 5 5 5 5 5 5 5

14 Perempuan 39 SMA IRT 1.900.000 2-3 kali/minggu 4 5 4 4 5 5 5 4 5 5 4 5 5 4 5 4 4 5 5 4 5 5 4 5

15 Perempuan 27 Sarjana Wiraswasta 2.300.000 1 kali/minggu 5 4 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5

16 Laki-laki 44 SMA Karyawan 2.100.000 1 kali/bulan 4 3 4 4 4 4 5 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4

17 Perempuan 34 SMA IRT 1.400.000 1 kali/minggu 4 4 4 4 5 5 5 5 5 5 5 5 4 4 5 4 5 4 5 4 5 5 5 5

18 Perempuan 48 SD/SMP IRT 950 Jarang 3 3 3 4 4 4 4 4 4 4 4 4 3 4 4 3 4 4 3 4 4 4 4 4

19 Perempuan 30 SMA IRT 1.600.000 2-3 kali/minggu 4 4 4 4 5 5 4 5 5 5 5 4 4 4 5 4 4 4 5 4 4 5 4 5

20 Perempuan 37 SMA IRT 1.300.000 1 kali/bulan 3 4 4 3 4 5 4 4 4 4 5 4 4 3 4 4 4 4 4 4 4 4 4 4

21 Laki-laki 51 SD/SMP Lainnya 750 Jarang 3 3 4 3 4 4 4 3 4 4 4 4 3 3 4 3 4 4 3 4 4 4 3 4

22 Perempuan 33 SMA IRT 1.700.000 1 kali/minggu 4 5 4 4 5 5 5 5 5 5 5 5 5 4 5 5 5 5 5 5 5 5 5 5

23 Perempuan 40 SMA IRT 1.900.000 2-3 kali/minggu 4 4 4 4 5 5 5 4 5 5 4 5 4 4 5 4 5 4 5 4 5 5 4 5

24 Perempuan 26 Sarjana Wiraswasta 2.400.000 1 kali/minggu 5 4 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5

25 Laki-laki 46 SMA Karyawan 2.600.000 1 kali/bulan 4 4 4 4 4 5 4 4 4 4 5 4 4 4 4 4 4 4 4 4 4 4 4 4

26 Perempuan 31 SMA IRT 1.100.000 1 kali/minggu 4 4 3 4 5 5 5 5 5 5 5 5 4 4 5 4 5 4 5 4 5 5 5 5

27 Perempuan 43 SMA IRT 1.400.000 2-3 kali/minggu 3 4 4 3 4 5 4 5 5 4 5 5 4 4 4 4 4 5 4 4 4 5 4 4

28 Perempuan 36 SMA IRT 1.800.000 1 kali/bulan 4 4 4 4 5 5 5 4 5 5 5 4 4 4 5 4 4 4 5 4 4 5 4 5

29 Laki-laki 49 SD/SMP Lainnya 850 Jarang 3 3 3 4 4 4 4 4 4 4 4 4 3 4 4 3 4 4 3 4 4 4 4 4

30 Perempuan 29 Sarjana Wiraswasta 2.100.000 1 kali/minggu 5 5 4 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5

31 Perempuan 38 SMA IRT 1.600.000 2-3 kali/minggu 4 4 4 4 5 5 5 5 5 5 4 5 4 4 5 4 5 4 5 4 5 5 4 5

32 Perempuan 44 SMA IRT 1.900.000 1 kali/bulan 4 4 4 4 4 5 4 4 5 4 5 4 4 4 4 4 4 4 4 4 4 4 4 4

33 Perempuan 25 Sarjana Wiraswasta 2.400.000 1 kali/minggu 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5

34 Laki-laki 53 SD/SMP Lainnya 700 Jarang 3 3 3 3 4 4 4 3 4 4 4 4 3 3 4 3 4 4 3 4 4 4 3 4

35 Perempuan 34 SMA IRT 1.500.000 1 kali/minggu 4 4 4 4 5 5 5 4 5 5 5 5 4 4 5 4 5 4 5 4 5 5 5 5

36 Perempuan 41 SMA IRT 1.200.000 1 kali/bulan 3 4 4 3 4 5 4 5 5 4 5 5 4 4 4 4 4 5 4 4 4 5 4 4

37 Perempuan 30 Sarjana Wiraswasta 2.300.000 2-3 kali/minggu 5 4 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5

38 Perempuan 39 SMA IRT 1.700.000 1 kali/minggu 4 4 4 4 5 5 5 4 5 5 5 4 4 4 5 4 4 4 5 4 4 5 4 5

39 Laki-laki 48 SD/SMP Karyawan 2.900.000 1 kali/bulan 4 4 4 4 4 4 5 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4

40 Perempuan 35 SMA IRT 1.400.000 2-3 kali/minggu 4 4 4 4 5 5 5 5 5 5 5 5 4 4 5 4 5 4 5 4 5 5 5 5

41 Perempuan 43 SMA IRT 1.800.000 1 kali/bulan 3 4 3 4 4 5 4 5 5 4 5 5 4 4 4 4 4 5 4 4 4 5 4 4

42 Perempuan 29 Sarjana Wiraswasta 2.100.000 1 kali/minggu 5 5 4 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5

43 Perempuan 37 SMA IRT 1.600.000 2-3 kali/minggu 4 4 4 4 5 5 5 4 5 5 4 5 4 4 5 4 5 4 5 4 5 5 4 5

44 Laki-laki 50 SD/SMP Lainnya 950 Jarang 3 3 4 3 4 4 4 4 4 4 4 4 3 4 4 3 4 4 3 4 4 4 4 4

45 Perempuan 32 SMA IRT 1.300.000 1 kali/minggu 4 4 4 4 5 5 5 5 5 5 5 5 4 4 5 4 5 4 5 4 5 5 5 5

PenghasilanNo Jenis_Kelamin Usia Pendidikan Pekerjaan
Y

Frekuensi_Pembelian
X1 X2 X3 X4 X5



 

 

 
 

Lampiran 2 Statistik Deskriptif 

Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

harga 45 12.00 20.00 15.6667 1.89497 

merek 45 15.00 20.00 18.4222 1.55927 

kualitas produk 45 16.00 20.00 18.6000 1.54331 

kemasan 45 13.00 20.00 16.7556 1.90878 

kebiasaan & kebutuhan 45 15.00 20.00 17.5111 1.63237 

keputusan pembeli 45 15.00 20.00 18.1333 1.79139 

Valid N (listwise) 45     

 

 

Lampiran 3 Hasil Uji Validitas 

X1 

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

X1.1 Pearson Correlation 1 .534** .633** .813** .944** 

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

N 45 45 45 45 45 

X1.2 Pearson Correlation .534** 1 .300* .449** .711** 

Sig. (2-tailed) .000  .045 .002 .000 

N 45 45 45 45 45 

X1.3 Pearson Correlation .633** .300* 1 .338* .692** 

Sig. (2-tailed) .000 .045  .023 .000 

N 45 45 45 45 45 

X1.4 Pearson Correlation .813** .449** .338* 1 .835** 

Sig. (2-tailed) .000 .002 .023  .000 

N 45 45 45 45 45 

harga Pearson Correlation .944** .711** .692** .835** 1 

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

N 45 45 45 45 45 



 

 

 
 

X2 

 X2.1 X2.2 X2.3 X2.4 merek 

X2.1 Pearson Correlation 1 .591** .674** .470** .871** 

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

N 45 45 45 45 45 

X2.2 Pearson Correlation .591** 1 .303* .615** .793** 

Sig. (2-tailed) .000  .043 .000 .000 

N 45 45 45 45 45 

X2.3 Pearson Correlation .674** .303* 1 .202 .689** 

Sig. (2-tailed) .000 .043  .183 .000 

N 45 45 45 45 45 

X2.4 Pearson Correlation .470** .615** .202 1 .760** 

Sig. (2-tailed) .001 .000 .183  .000 

N 45 45 45 45 45 

merek Pearson Correlation .871** .793** .689** .760** 1 

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

N 45 45 45 45 45 

 

 

X3 

 X3.1 X3.2 X3.3 X3.4 kualitas_produk 

X3.1 Pearson Correlation 1 .739** .497** .774** .929** 

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

N 45 45 45 45 45 

X3.2 Pearson Correlation .739** 1 .341* .580** .826** 

Sig. (2-tailed) .000  .022 .000 .000 

N 45 45 45 45 45 

X3.3 Pearson Correlation .497** .341* 1 .283 .657** 

Sig. (2-tailed) .001 .022  .060 .000 

N 45 45 45 45 45 

X3.4 Pearson Correlation .774** .580** .283 1 .817** 

Sig. (2-tailed) .000 .000 .060  .000 

N 45 45 45 45 45 

kuali-

tas_produk 

Pearson Correlation .929** .826** .657** .817** 1 

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

N 45 45 45 45 45 



 

 

 
 

X4 

 X4.1 X4.2 X4.3 X4.4 kemasan 

X4.1 Pearson Correlation 1 .669** .470** .881** .920** 

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

N 45 45 45 45 45 

X4.2 Pearson Correlation .669** 1 .291 .807** .833** 

Sig. (2-tailed) .000  .052 .000 .000 

N 45 45 45 45 45 

X4.3 Pearson Correlation .470** .291 1 .398** .627** 

Sig. (2-tailed) .001 .052  .007 .000 

N 45 45 45 45 45 

X4.4 Pearson Correlation .881** .807** .398** 1 .939** 

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

N 45 45 45 45 45 

kemasan Pearson Correlation .920** .833** .627** .939** 1 

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

N 45 45 45 45 45 

X5 

 X5.1 X5.2 X5.3 X5.4 

kebiasaann-

kebutuhan 

X5.1 Pearson Correlation 1 .202 .637** .617** .820** 

Sig. (2-tailed)  .183 .000 .000 .000 

N 45 45 45 45 45 

X5.2 Pearson Correlation .202 1 .235 .602** .628** 

Sig. (2-tailed) .183  .121 .000 .000 

N 45 45 45 45 45 

X5.3 Pearson Correlation .637** .235 1 .297* .789** 

Sig. (2-tailed) .000 .121  .048 .000 

N 45 45 45 45 45 

X5.4 Pearson Correlation .617** .602** .297* 1 .774** 

Sig. (2-tailed) .000 .000 .048  .000 

N 45 45 45 45 45 

kebiasaann-

kebutuhan 

Pearson Correlation .820** .628** .789** .774** 1 

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

N 45 45 45 45 45 



 

 

 
 

Y 

 Y1.1 Y1.2 Y1.3 Y1.4 

kepu-

tusanpem-

belian 

Y1.1 Pearson Correlation 1 .629** .725** .744** .902** 

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

N 45 45 45 45 45 

Y1.2 Pearson Correlation .629** 1 .496** .674** .798** 

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

N 45 45 45 45 45 

Y1.3 Pearson Correlation .725** .496** 1 .633** .852** 

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

N 45 45 45 45 45 

Y1.4 Pearson Correlation .744** .674** .633** 1 .881** 

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

N 45 45 45 45 45 

kepu-

tusanpem

belian 

Pearson Correlation .902** .798** .852** .881** 1 

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

N 45 45 45 45 45 

 

 

Lampiran 4 Hasil Uji Reabilitas 

Reliability Statistics 

Cronbach's Alpha N of Items 

.814 4 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

.775 4 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

.818 4 



 

 

 
 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

.857 4 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

.729 4 

 

Lampiran 5 Hasil Uji Asumsi Klasik 

Descriptive Statistics 

 Mean Std. Deviation N 

keputusan pembeli 18.13 1.791 45 

harga 15.67 1.895 45 

merek 18.42 1.559 45 

kualitas produk 18.60 1.543 45 

kemasan 16.76 1.909 45 

kebiasaan & kebutuhan 17.51 1.632 45 

 

 



 

 

 
 

Correlations 

 

 

keputusan 

pembeli harga merek kualitas produk kemasan 

kebiasaan & 

kebutuhan 

Pearson Cor-

relation 

keputusan 

pembeli 

1.000 .743 .948 .924 .847 .909 

harga .743 1.000 .779 .668 .938 .850 

merek .948 .779 1.000 .931 .883 .895 

kualitas produk .924 .668 .931 1.000 .799 .859 

kemasan .847 .938 .883 .799 1.000 .945 

kebiasaan & 

kebutuhan 

.909 .850 .895 .859 .945 1.000 

Sig. (1-tailed) keputusan 

pembeli 

. .000 .000 .000 .000 .000 

harga .000 . .000 .000 .000 .000 

merek .000 .000 . .000 .000 .000 

kualitas produk .000 .000 .000 . .000 .000 

kemasan .000 .000 .000 .000 . .000 

kebiasaan & 

kebutuhan 

.000 .000 .000 .000 .000 . 

N keputusan 

pembeli 

45 45 45 45 45 45 

harga 45 45 45 45 45 45 

merek 45 45 45 45 45 45 

kualitas produk 45 45 45 45 45 45 

kemasan 45 45 45 45 45 45 

kebiasaan & 

kebutuhan 

45 45 45 45 45 45 

  



 

 

 
 

Lampiran 5. Hasil Uji Regresi Linier Berganda  

Descriptive Statistics 

 Mean Std. Deviation N 

keputusan pembeli 18.13 1.791 45 

harga 15.67 1.895 45 

merek 18.42 1.559 45 

kualitas produk 18.60 1.543 45 

kemasan 16.76 1.909 45 

kebiasaan & kebutuhan 17.51 1.632 45 

Correlations 

 

keputusan 

pembeli harga merek 

kualitas 

produk 

kema-

san 

kebiasaan 

& kebu-

tuhan 

Pearson Correla-

tion 

keputusan pembeli 1.000 .743 .948 .924 .847 .909 

harga .743 1.000 .779 .668 .938 .850 

merek .948 .779 1.000 .931 .883 .895 

kualitas produk .924 .668 .931 1.000 .799 .859 

kemasan .847 .938 .883 .799 1.000 .945 

kebiasaan & kebu-

tuhan 

.909 .850 .895 .859 .945 1.000 

Sig. (1-tailed) keputusan pembeli . .000 .000 .000 .000 .000 

 

Model Summaryb 

Model R R Square Adjusted R Square 

Std. Error of the Es-

timate Durbin-Watson 

1 .812 .659 .612 .612 2.014 

a. Predictors: (Constant), kebiasaan & kebutuhan, harga, kualitas produk, merek, kemasan 

b. Dependent Variable: keputusan pembeli 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

 Regression 92.45 5 18.49 49.32 .000b 

Residual 47.82 39 1.226   

Total 140.27 44    

a. Dependent Variable: keputusan pembeli 

b. Predictors: (Constant), kebiasaan & kebutuhan, harga, kualitas produk, merek, kemasan 

 

 



 

 

 
 

 

Coefficientsa 

 

Model 

  

t Sig. 

 

B Std. Error Beta 
Keterangan 

1 (Constant) -3.499 1.020  -3.432 .001 Signifikan 

harga .097 .124 .103 .786 .437 Tidak Signifikan 

merek .683 .168 .595 4.066 .000 Signifikan 

kualitas produk .212 .146 .183 1.455 .154 Tidak Signifikan 

kemasan -.400 .202 -.427 -1.979 .055 Hampir Signifikan 

(Negatif) 

kebiasaan & 

kebutuhan 

.587 .166 .535 3.547 .001 Signifikan 

a. Dependent Variable: keputusan pembeli  

 

Lampiran 6. Dokumentasi 

 

  



 

 

 
 

 


