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LAMPIRAN 

Lampiran 1 Kuisioner 

KUESIONER PENELITIAN PENGARUH BRAND IMAGE, TRUST, 

DAN SALES PROMOTION TERHADAP KEPUASAN PELANGGAN 

DI KLINIK KECANTIKAN ATHENA SURABAYA 

 

Dengan hormat, 

Saya Ainur Rachmawati mahasiswa Jurusan Administrasi Bisnis, Fakultas Ilmu 

Sosial dan Ilmu Politik, Universitas 17 Agustus 1945 Surabaya, sedang melakukan 

penelitian dalam rangka menyelesaikan tugas akhir sebagai syarat mendapatkan gelar 

Sarjana Strata-1 (S1) dengan judul "Pengaruh Brand Image, Trust dan Sales 

Promotion Terhadap Kepuasan Pelanggan di Klinik Kecantikan Athena 

Surabaya”. Oleh karena itu, saya selaku peneliti mengharapkan bantuan Anda selaku 

pelanggan Klinik Kecantikan Athena Surabaya agar dapat mengisi kuesioner ini 

dengan keadaan yang sebenarnya. 

 

Hormat saya, 

 Ainur 

Rachmawati  

 

Petunjuk Pengisian Kuisoner  

Pilih poin yang Anda anggap sesuai ,     dan berikan tanda checklis ( √ ) pada poin yang 

Anda anggap sesuai. 

Keterangan : 

SS = Sangat Setuju 

 S = Setuju 

KS = KurangSetuju TS = Tidak Setuju 

STS = Sangat Tidak Setuju 

 

Nama lengkap responden :  

 

Jenis Kelamin : Usia 

o Laki-laki o    15 – 20 tahun 



2 

 

 

 

Perempuan o >20 – 30 tahun 

 o >20 – 40 tahun 

 o >40 – 50 tahun 

 o >50 – 60 tahun 

o >60 tahun 

 

Berapa pendapatan Saudara : 

o < 3.000.000 

o 3.000.000 – 5.000.000 

o > 5.000.000 

 

Apakah anda pernah melakukan transaksi pembelian di Klinik Kecantikan 

Athena Surabaya? 

o Ya 

o Tidak 



144 

 

 

 

Brand Image (Citra Merek) 

No Pernyataan ST

S 

TS K

S 

S SS 

1 Saya mengenal Klinik Kecantikan Athena 

karena merek. 

     

2 Saya merasa bahwa reputasi klinik kecantikan 

Athena  mencerminkan komitmen terhadap 

kepuasan pelanggan. 

     

3 Saya merasa tertarik untuk berkunjung ke 

klinik kecantikan Athena daripada Klinik 

Kecantikan lainnya. 

     

4 Saya merasa bahwa program reward dari 

klinik kecantikan ini membuat saya cenderung 

untuk menjadi pelanggan setia. 

     

Trust (Kepercayaan) 

No Pernyataan ST

S 

TS K

S 

S SS 

1 Saya merasa yakin bahwa klinik kecantikan 

Athena memiliki kemampuan yang tinggi 

dalam menyediakan perawatan yang 

berkualitas. 

     

2 Saya yakin bahwa klinik kecantikan Athena 

terus berkontribusi untuk kebaikan 

masyarakat diindustri perawatan kulit. 

     

3 Saya percaya bahwa klinik kecantikan Athena  

menjaga standar etika yang tinggi dalam 

semua aspek layanan yang mereka sediakan. 
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  Sales Promotion (Promosi Penjualan) 

No Pernyataan ST

S 

TS K

S 

S SS 

1  Saya merasa klinik kecantikan Athena di 

promosikan berkali-kali di sosial media. 

     

2 Saya percaya bahwa promosi klinik 

kecantikan Athena  memberikan informasi 

yang jelas dan komprehensif tentang layanan 

atau produk yang ditawarkan. 

     

3 Saya merasa bahwa promosi klinik 

kecantikan Athena relevan dengan preferensi 

dan minat saya dalam perawatan kulit. 

     

Kepuasan Pelanggan 

No Pernyataan STS TS KS S SS 

1 Saya merasa puas, karena klinik kecantikan 

Athena memberikan solusi yang sesuai 

dengan harapan saya terhadap perawatan 

yang diinginkan. 

     

2 Saya merasa puas, karena klinik kecantikan 

Athena memiliki potensi untuk memberikan 

hasil yang lebih baik lagi, sehingga saya ingin 

memberikan kesempatan untuk berkunjung 

kembali. 

     

3  Saya merasa puas, karena klinik kecantikan 

Athena sering direkomendasikan sebagai 

klinik yang berkualitas. 
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Lampiran 2 Uji Validitas dan Reliabilitas 

a. Variabel Brand Image (X1) 

 

Correlations 

 VAR00001 VAR00002 VAR00003 VAR00004 VAR00005 

VAR00001 Pearson Correlation 1 .382* .286 .576** .712** 

Sig. (2-tailed)  .037 .125 .001 .000 

N 30 30 30 30 30 

VAR00002 Pearson Correlation .382* 1 .499** .612** .823** 

Sig. (2-tailed) .037  .005 .000 .000 

N 30 30 30 30 30 

VAR00003 Pearson Correlation .286 .499** 1 .458* .719** 

Sig. (2-tailed) .125 .005  .011 .000 

N 30 30 30 30 30 

VAR00004 Pearson Correlation .576** .612** .458* 1 .846** 

Sig. (2-tailed) .001 .000 .011  .000 

N 30 30 30 30 30 

VAR00005 Pearson Correlation .712** .823** .719** .846** 1 

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

N 30 30 30 30 30 

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

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

 

Case Processing Summary 

 N % 

Cases Valid 30 100.0 

Excludeda 0 .0 

Total 30 100.0 

a. Listwise deletion based on all variables in the 

procedure. 
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Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based on 

Standardized 

Items N of Items 

.778 .779 4 

 

b. Variabel Trust (X2) 

 

Correlations 

 VAR00007 VAR00008 VAR00009 VAR00010 

VAR00007 Pearson Correlation 1 .386* .621** .867** 

Sig. (2-tailed)  .035 .000 .000 

N 30 30 30 30 

VAR00008 Pearson Correlation .386* 1 .371* .707** 

Sig. (2-tailed) .035  .044 .000 

N 30 30 30 30 

VAR00009 Pearson Correlation .621** .371* 1 .822** 

Sig. (2-tailed) .000 .044  .000 

N 30 30 30 30 

VAR00010 Pearson Correlation .867** .707** .822** 1 

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

N 30 30 30 30 

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

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

 

 

Case Processing Summary 

 N % 

Cases Valid 30 100.0 

Excludeda 0 .0 

Total 30 100.0 



148 

 

 

 

a. Listwise deletion based on all variables in the 

procedure. 

 

 

Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based on 

Standardized 

Items N of Items 

.716 .718 3 

 

 

 

c. Variabel Sales Promotion (X3) 

 

Correlations 

 VAR00012 VAR00013 VAR00014 VAR00015 

VAR00012 Pearson Correlation 1 .422* .684** .856** 

Sig. (2-tailed)  .020 .000 .000 

N 30 30 30 30 

VAR00013 Pearson Correlation .422* 1 .422* .749** 

Sig. (2-tailed) .020  .020 .000 

N 30 30 30 30 

VAR00014 Pearson Correlation .684** .422* 1 .856** 

Sig. (2-tailed) .000 .020  .000 

N 30 30 30 30 

VAR00015 Pearson Correlation .856** .749** .856** 1 

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

N 30 30 30 30 

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

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

 N % 

Cases Valid 30 100.0 

Excludeda 0 .0 

Total 30 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based on 

Standardized 

Items N of Items 

.757 .757 3 

 

d. Variabel Kepuasan Pelanggan (Y) 

Correlations 

 VAR00017 VAR00018 VAR00019 VAR00020 

VAR00017 Pearson Correlation 1 .343 .583** .807** 

Sig. (2-tailed)  .064 .001 .000 

N 30 30 30 30 

VAR00018 Pearson Correlation .343 1 .372* .740** 

Sig. (2-tailed) .064  .043 .000 

N 30 30 30 30 

VAR00019 Pearson Correlation .583** .372* 1 .818** 

Sig. (2-tailed) .001 .043  .000 

N 30 30 30 30 

VAR00020 Pearson Correlation .807** .740** .818** 1 

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

N 30 30 30 30 

**. Correlation is significant at the 0.01 level (2-tailed). 
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*. Correlation is significant at the 0.05 level (2-tailed). 

 

Case Processing Summary 

 N % 

Cases Valid 30 100.0 

Excludeda 0 .0 

Total 30 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 

Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based on 

Standardized 

Items N of Items 

.692 .696 3 
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Lampiran 3 Uji Asumsi Klasik 

a) Uji Normalitas  

 

 

 

 

 

 

 

 

 

 

 

 

Uji 

Normalitas Model Histogram  

 
 

 

One-Sample Kolmogorov-Smirnov Test 

 

Unstandardized 

Residual 

N 100 

Normal Parametersa,b Mean .0000000 

Std. Deviation 1.40819227 

Most Extreme Differences Absolute .067 

Positive .055 

Negative -.067 

Test Statistic .067 

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. 
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Uji P-Plot 

 
 

 

b) Uji Multikolinearitas  

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardize

d 

Coefficients 

t Sig. 

Collinearity 

Statistics 

B Std. Error Beta 

Toleranc

e VIF 

1 (Constant) 5.340 1.372  3.893 .000   

Brand image .062 .064 .091 .970 .335 .914 1.094 

Trust .171 .080 .200 2.140 .035 .914 1.094 

Sales 

promotion 
.329 .083 .365 3.959 .000 .940 1.064 

a. Dependent Variable: Kepuasan pelanggan 
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c) Uji heteroskedastisitas  

 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 2.254 .760  2.967 .004 

Brand image -.043 .036 -.127 -1.207 .230 

Trust .000 .044 .000 .004 .996 

Sales promotion -.035 .046 -.080 -.765 .446 

a. Dependent Variable: Kepuasan Pelanggan 
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Uji Scatterplot 

 
 

 

d) Uji Linearitas  

Uji Linearitas Brand Image (X1) 
 

ANOVA Table 

 

Sum of 

Squares df 

Mean 

Square F Sig. 

Kepuasan pelanggan 

* BRAND IMAGE 

Between 

Groups 

(Combined) 175.411 74 2.370 .719 .848 

Linearity 8.800 1 8.800 2.670 .117 

Deviation from 

Linearity 
166.611 73 2.282 .692 .873 

Within Groups 69.214 21 3.296   

Total 244.625 95    
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Uji Linearitas Trust (X2) 

 

ANOVA Table 

 

Sum of 

Squares df 

Mean 

Square F Sig. 

Kepuasan pelanggan 

* TRUST 

Between 

Groups 

(Combined) 175.411 74 2.370 .719 .848 

Linearity 4.848 1 4.848 1.471 .239 

Deviation from 

Linearity 
170.563 73 2.336 .709 .858 

Within Groups 69.214 21 3.296   

Total 244.625 95    

 

 

Uji Linearitas Sales Promotion (X3) 

 

ANOVA Table 

 

Sum of 

Squares df 

Mean 

Square F Sig. 

Kepuasan pelanggan 

* SALES 

PROMOTION 

Between 

Groups 

(Combined) 175.411 74 2.370 .719 .848 

Linearity 4.848 1 4.848 1.471 .239 

Deviation from 

Linearity 
170.563 73 2.336 .709 .858 

Within Groups 69.214 21 3.296   

Total 244.625 95    
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Lampiran 4 Uji Regresi Linear Berganda 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 5.340 1.372  3.893 .000 

Brand image .062 .064 .091 .970 .335 

Trust .171 .080 .200 2.140 .035 

Sales promotion .329 .083 .365 3.959 .000 

a. Dependent Variable: Kepuasan pelanggan 
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Lampiran 5 Uji Hipotesis 

Uji t  

 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 5.340 1.372  3.893 .000 

Brand image .062 .064 .091 .970 .335 

Trust .171 .080 .200 2.140 .035 

Sales promotion .329 .083 .365 3.959 .000 

a. Dependent Variable: Kepuasan pelanggan 

 

Uji F 

 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 59.392 3 19.797 9.681 .000b 

Residual 196.318 96 2.045   

Total 255.710 99    

a. Dependent Variable: Kepuasan pelanggan 

b. Predictors: (Constant), Sales promotion, Brand image, Trust 

 

Uji R2 

 

 Model Summaryb 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .482a .232 .208 1.43003 

a. Predictors: (Constant), Sales promotion, Brand image, Trust 

b. Dependent Variable: Kepuasan pelanggan 
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Lampiran 6 Bukti Foto Penelitian 
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Lampiran 7 Kartu Bimbingan Skripsi 
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Lampiran 8 Uji Turnitin 
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Lampiran 9 Lembar Revisi 
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