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LAMPIRAN 

 

LAMPIRAN 1. Kuesioner Penelitian 

 

PENGARUH PERSEPSI HARGA, KUALITAS PRODUK, DAN BRAND 

IMAGE TERHADAP KEPUTUSAN PEMBELIAN PRODUK SUNSCREEN 

AZARINE PADA MAHASISWA PROGRAM STUDI MANAJEMEN 

UNIVERSITAS 17 AGUSTUS 1945 SURABAYA 

 

Kepada yang Terhormat Konsumen Azarine 

ditempat  

Assalamuallaikum salam sejahtera bagi kita semua  

Saya Aura Annisa Saraswati mahasiswa fakultas Ekonomi dan Bisnis sedang 

melakukan penelitian dengan judul tersebut. Mohon kesedian untuk membantu 

mengisi kuesioner dibawah ini atas perhatian dan bantuannya saya ucapkan 

Terimakasih. 

Surabaya, Oktober 2024 

Peneliti 

 

Aura Annisa Saraswati
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A. DESKRIPSI RESPONDEN : (Mohon Diisi Dengan Centang) 

Nama    : 

Jenis Kelamin  : Laki-Laki   Perempuan   

Usia   : 18 – 20 Tahun  

      20 – 25 Tahun     

Program Studi  :  

Pernah membeli produk Azarine : Ya   Tidak 

B. PETUNJUK UMUM KUESIONER  

 Kuesioner ini disajikan dalam bentuk pertanyaan, yang didalamnya tidak ada 

jawaban yang benar atau salah, sehingga memungkinkan ada untuk secara bebas 

memilih alternatif jawaban sesuai dengan pendapat atau pengalaman anda. Jawablah 

pertanyaan di bawah ini dengan memberikan (x) jika tidak dan benar ( √ ). 

C. KETERANGAN 

1. SS  = Sangat Setuju  (diberi skor 5) 

2. S  = Setuju   (diberi skor 4) 

3. N  = Netral   (diberi skor 3) 

4. TS  = Tidak Setuju   (diberi skor 2) 

5. STS  = Sangat Tidak Setuju  (diberi skor 1)  

 

D. DAFTAR PERTANYAAN 

1. Persepsi Harga 

NO PERNYATAAN 

Pilihan Jawaban 

SS S N TS STS 

Keterjangkauan Harga Terhadap Produk 

1. Sunscreen Azarine memiliki harga 

yang terjangkau 

     

2. Harga Sunscreen Azarine sangat 

terjangkau untuk kalangan 

Mahasiswa 

     

Harga Sesuai Dengan Kualitas Produk 

1. Sunscreen Azarine memiliki harga 

yang murah dengan kualitas terbaik 

     

2. Harga Sunscreen Azarine sesuai 

dengan kualitas   
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Daya Saing Produk 

1. Sunscreen Azarine mampu 

bersaing dengan Sunscreen merek 

lain 

     

2. Harga produk sunscreen ini 

bersaing dengan produk sejenis di 

pasaran. 

     

Kesesuaian Harga Dengan Manfaat 

1. Harga Sunscreen Azarine sudah 

sesuai dengan manfaat yang diberi 

     

2. Harga Sunscreen Azarine Sesuai 

dengan Hasil yang diinginkan 

     

 

2. Kualitas Produk  

NO PERNYATAAN 

Pilihan Jawaban 

SS S N TS STS 

Berbagai Macam Variasi Produk 

1. Variasi Sunscreen Azarine beragam       

2. Variasi Sunscreen Azarine beragam 

dan sesuai kebutuhan 

     

Daya Tahan Produk 

1. Sunscreen Azarine memiliki daya 

tahan yang baik 

     

2. Produk Sunscreen Azarine sangat 

hemat sehingga tidak membuat 

boros 

     

Kualitas Produk Sesuai Dengan Spesifikasi Dari Konsumen 

1. Sunscreen Azarine selalu berbenah 

ketika tidak ada kekurangan 

     

2. Sunscreen Azarine mendengarkan 

keluh kesah dari konsumen 
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NO PERNYATAAN 

Pilihan Jawaban 

SS S N TS STS 

Penampilan Kemasan Produk ( Estetika )  

1. Kemasan Sunscreen Azarine di 

kemas dengan Estetika yang sesuai 

dengan standart  

     

2. Sunscreen Azarine dikemas dengan 

baik sehingga produk tetap aman 

     

Kualitas Produk Terbaik Dibandingkan Dengan Merek Lain  

1. Sunscreen Azarine memiliki 

kualitas yang unggul  

     

2. Kualitas Sunscreen Azarine terbaik 

di setiap variasi yang dimiliki nya  

     

 

3. Brand Image  

NO PERNYATAAN 

Pilihan Jawaban 

SS S N TS STS 

 Merek Terkenal  

1. Sunscreen Azarine merupakan 

merek yang terkenal 

     

2. Sunscreen Azarine banyak 

dikenal  

     

Reputasi Merek Baik 

1. Sunscreen Azarine memiliki 

reputasi merek yang baik 

     

2. Dengan Reputasi Sunscreen 

Azarine yang baik saya percaya 

untuk membeli Sunscreen 

Azarine 

     

Daya Tarik 

1. Saya membeli Sunscreen 

Azarine karena tertarik dengan 

variasi yang beragam 
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NO PERNYATAAN 

Pilihan Jawaban 

SS S N TS STS 

2. Sunscreen Azarine memiliki 

daya tarik melalui promosi dan 

harga yang dimiliki 

     

Kesetiaan 

1. Saya akan membeli kembali 

Sunscreen Azarine 

     

2.  Saya akan mengenalkan 

Sunscreen Azarine kepada orang 

sekitar saya 

     

 

4. Keputusan Pembelian  

NO PERNYATAAN 

Pilihan Jawaban 

SS S N TS STS 

Pembelian Produk 

1. Saya akan melakukan pembelian 

berulang ketika Sunscreen Azarine 

saya habis 

     

 2. Saya akan merekomendasikan 

Sunscreen Azarine terhadap orang 

sekitar saya 

     

Pembelian Merek 

1. Merek Sunscreen Azarine meiliki 

reputasi yang baik 

     

2. Saya membeli Sunscreen Azarine 

karena merek sudah banyak dikenal 

     

Pemilihan Saluran Pembelian Penentuan Waktu Pembelian 

1. Saya membeli Sunscreen Azarine 

karena mudah di cari 

     

2. Sunscreen Azarine bisa dibeli 

kapan saja 
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NO PERNYATAAN 

Pilihan Jawaban 

SS S N TS STS 

Jumlah 

1. Saya akan membeli Sunscreen 

Azarine dengan jumlah banyak 

     

2.  Saya membeli Sunscreen Azarine 

dengan jumlah yang sesuai dengan 

kebutuhan 
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LAMPIRAN 2. Tabulasi Data Responden 

Responden Jenis Kelasmin Usia 

1  Perempuan 21 

2  Perempuan 21 

3  Laki - Laki 20 

4  Perempuan 21 

5  Perempuan 21 

6  Laki - Laki 21 

7  Laki - Laki 21 

8  Perempuan 22 

9  Perempuan 21 

10  Perempuan 20 

11  Laki - Laki 22 

12  Perempuan 22 

13  Perempuan 21 

14  Laki - Laki 23 

15  Perempuan 21 

16  Perempuan 21 

17  Laki - Laki 23 

18  Perempuan 21 

19  Perempuan 21 

20  Perempuan 22 

21  Laki - Laki 21 

22  Perempuan 22 

23  Perempuan 21 

24  Laki - Laki 21 

25  Laki - Laki 21 

26  Laki - Laki 21 

27  Perempuan 22 

28  Perempuan 22 

29  Laki - Laki 21 

30  Laki - Laki 21 

31  Perempuan 22 

32  Perempuan 21 

33  Laki - Laki 21 

34  Laki - Laki 22 
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Responden Jenis Kelasmin Usia 

35  Laki - Laki 21 

36  Laki - Laki 22 

37  Perempuan 22 

38  Perempuan 21 

39  Perempuan 25 

40  Laki - Laki 21 

41  Laki - Laki 21 

42  Perempuan 22 

43  Laki - Laki 21 

44  Perempuan 21 

45  Perempuan 21 

46  Perempuan 22 

47  Perempuan 21 

48  Laki - Laki 22 

49  Laki - Laki 22 

50  Perempuan 21 

51  Perempuan 25 

52  Laki - Laki 22 

53  Perempuan 23 

54  Perempuan 21 

55  Perempuan 21 

56  Perempuan 21 

57  Laki - Laki 23 

58  Laki - Laki 21 

59  Perempuan 21 

60  Perempuan 22 

61  Perempuan 22 

62  Laki - Laki 21 

63  Laki - Laki 22 

64  Perempuan 22 

65  Perempuan 22 

66  Perempuan 22 

67  Perempuan 23 

68  Laki - Laki 21 

69  Laki - Laki 22 

70  Laki - Laki 21 
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Responden Jenis Kelasmin Usia 

71  Laki - Laki 21 

72  Laki - Laki 22 

73  Laki - Laki 21 

74  Perempuan 23 

75  Laki - Laki 21 

76  Laki - Laki 22 

77  Perempuan 22 

78  Laki - Laki 21 

79  Perempuan 24 

80  Laki - Laki 22 
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LAMPIRAN 3. Tabulasi data Variabel Persepsi Harga (X1) 

PERSEPSI HARGA (X1) 
TOTAL 

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

5 4 5 5 4 5 4 5 37 

5 5 5 4 5 5 5 5 39 

5 5 4 4 4 5 4 4 35 

5 4 5 5 4 5 5 5 38 

5 5 4 5 5 5 5 5 39 

5 5 5 5 5 5 5 5 40 

4 4 5 5 4 5 5 4 36 

5 5 5 5 5 5 5 5 40 

5 4 5 4 5 4 5 4 36 

5 5 5 5 5 5 5 5 40 

5 4 5 5 4 5 5 5 38 

5 5 5 5 5 5 5 5 40 

5 4 4 4 4 5 5 5 36 

5 4 4 4 5 4 5 5 36 

5 5 5 5 4 4 4 4 36 

5 4 5 5 4 5 4 5 37 

5 5 4 4 5 5 4 5 37 

5 5 4 5 4 5 4 4 36 

5 4 4 4 5 5 5 5 37 

4 4 5 5 5 5 5 5 38 

4 4 4 4 4 4 4 4 32 

4 4 4 4 4 4 4 4 32 

3 4 4 4 5 5 3 5 33 

5 5 4 5 5 5 4 4 37 

4 5 4 5 5 4 4 5 36 

3 5 4 5 4 5 4 4 34 

4 4 4 4 4 4 4 4 32 

4 5 4 5 4 5 4 5 36 

5 5 5 5 5 5 5 5 40 

4 4 4 5 5 4 5 5 36 

5 4 5 4 4 5 4 5 36 

5 4 5 3 4 5 5 5 36 

4 4 4 4 4 3 4 4 31 
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PERSEPSI HARGA (X1) 
TOTAL 

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

4 5 4 5 4 5 4 5 36 

3 4 2 3 3 2 4 4 25 

4 4 4 4 4 4 4 4 32 

4 4 4 4 4 4 4 4 32 

4 4 5 4 4 4 4 4 33 

4 5 4 5 4 5 4 5 36 

4 4 4 4 4 4 4 4 32 

4 4 4 4 4 4 4 4 32 

5 4 4 5 5 5 4 4 36 

4 4 5 4 5 4 4 4 34 

5 5 5 5 5 5 5 5 40 

5 5 4 4 4 4 4 4 34 

4 4 4 4 4 4 4 4 32 

5 5 5 4 4 4 5 5 37 

5 5 5 5 5 5 5 5 40 

4 5 4 4 4 4 5 5 35 

5 5 5 5 5 5 5 5 40 

4 5 4 5 4 5 4 4 35 

4 5 4 4 5 5 5 4 36 

5 5 5 5 4 5 5 4 38 

4 4 4 5 5 5 5 5 37 

5 5 5 5 5 5 5 5 40 

5 4 5 4 5 4 5 4 36 

3 4 4 4 4 4 4 4 31 

1 1 2 1 2 2 2 2 13 

4 3 3 3 3 3 4 3 26 

5 5 5 5 5 5 5 4 39 

5 5 5 5 5 5 5 5 40 

4 5 4 5 4 5 4 5 36 

5 5 5 5 5 5 5 5 40 

4 4 4 4 5 4 5 4 34 

5 5 5 5 5 5 5 5 40 

5 5 5 4 5 5 4 4 37 

4 4 4 5 5 5 4 5 36 

4 4 4 4 5 4 4 5 34 
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PERSEPSI HARGA (X1) 
TOTAL 

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

4 4 5 5 4 4 4 5 35 

4 4 5 4 4 5 4 5 35 

5 5 5 5 5 4 4 4 37 

5 5 4 5 4 5 4 5 37 

5 5 5 5 5 5 5 5 40 

5 5 5 5 5 5 5 5 40 

4 4 5 5 5 4 5 5 37 

4 4 4 4 4 4 4 4 32 

4 4 4 4 5 5 5 4 35 

4 4 4 4 4 4 4 4 32 

4 5 4 5 4 1 2 4 29 

5 5 5 5 5 5 5 5 40 
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LAMPIRAN 4. Tabulasi data Variabel Kualitas Produk (X2) 

KUALITAS PRODUK (X2) 
TOTA

L 
X2.

1 

X2.

2 

X2.

3 

X2.

4 

X2.

5 

X2.

6 

X2.

7 

X2.

8 

X2.

9 

X2.1

0 

5 5 5 5 4 4 5 4 5 4 46 

5 4 5 5 5 5 5 5 5 4 48 

4 4 5 5 4 5 4 4 5 5 45 

5 5 4 5 4 5 5 5 4 5 47 

5 5 4 5 5 5 4 5 5 5 48 

5 5 5 5 5 5 5 5 5 5 50 

5 5 4 4 5 5 4 4 4 5 45 

5 5 5 5 5 5 5 5 5 5 50 

5 5 5 5 5 5 4 5 4 5 48 

5 4 5 5 5 5 5 5 5 5 49 

4 4 5 4 5 4 5 5 3 4 43 

5 5 5 5 5 5 5 5 5 5 50 

5 5 5 5 4 4 5 5 5 5 48 

4 4 5 5 4 5 5 4 5 5 46 

5 5 4 4 4 4 5 5 4 4 44 

5 5 4 5 5 5 4 4 5 4 46 

5 4 5 5 5 5 5 5 5 4 48 

5 5 5 5 4 4 4 4 4 4 44 

4 5 5 5 5 5 5 4 5 5 48 

5 5 4 4 4 4 4 4 4 5 43 

4 4 4 4 4 4 4 4 4 4 40 

3 4 3 4 4 4 4 4 4 4 38 

5 4 4 3 3 4 4 3 3 5 38 

5 5 5 4 4 5 5 5 5 5 48 

4 5 5 4 5 5 4 5 5 4 46 

4 5 5 4 5 4 5 3 5 5 45 

4 4 4 4 4 4 4 4 4 4 40 

5 4 5 4 5 4 4 5 4 5 45 

5 5 5 5 5 4 5 5 5 5 49 

5 5 5 4 5 5 4 5 5 5 48 

4 5 5 5 3 3 4 5 5 5 44 

5 5 5 5 5 5 5 5 5 5 50 
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KUALITAS PRODUK (X2) 
TOTA

L 
X2.

1 

X2.

2 

X2.

3 

X2.

4 

X2.

5 

X2.

6 

X2.

7 

X2.

8 

X2.

9 

X2.1

0 

4 4 4 3 4 4 5 5 4 4 41 

5 5 5 5 4 4 4 4 5 5 46 

4 3 4 5 3 2 3 4 5 4 37 

4 4 4 4 4 4 4 4 4 4 40 

4 4 4 4 4 4 4 4 4 4 40 

4 4 4 4 3 4 4 4 4 4 39 

4 5 3 4 3 4 5 4 5 5 42 

5 5 5 5 5 5 5 5 5 5 50 

4 4 4 4 4 4 4 4 4 4 40 

5 5 5 4 5 5 5 4 4 5 47 

4 5 5 4 4 4 4 5 5 5 45 

5 5 5 5 5 5 5 5 5 5 50 

4 4 4 4 5 5 4 5 4 4 43 

5 5 4 4 4 4 4 5 4 4 43 

5 5 4 5 4 4 4 4 4 4 43 

5 5 5 5 5 5 5 5 5 5 50 

5 5 5 4 5 5 4 5 4 5 47 

5 5 5 5 5 5 5 5 5 5 50 

5 5 4 4 5 4 4 5 5 4 45 

5 4 4 4 4 4 4 4 4 4 41 

5 5 5 5 4 4 4 5 5 5 47 

5 5 5 3 4 5 5 5 5 4 46 

5 5 5 5 5 5 5 5 5 5 50 

4 5 4 5 4 5 4 5 4 5 45 

5 4 4 4 5 5 4 4 5 5 45 

2 1 2 2 2 1 1 2 2 2 17 

4 4 3 3 2 3 3 4 4 4 34 

4 4 4 5 5 5 5 5 5 5 47 

5 4 5 5 5 5 5 5 5 5 49 

5 4 5 4 5 4 5 4 5 4 45 

5 5 5 5 5 5 5 5 5 5 50 

4 4 3 5 3 3 4 4 4 5 39 

5 4 4 4 4 3 3 4 4 4 39 

4 5 4 5 5 5 4 5 4 4 45 
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KUALITAS PRODUK (X2) 
TOTA

L 
X2.

1 

X2.

2 

X2.

3 

X2.

4 

X2.

5 

X2.

6 

X2.

7 

X2.

8 

X2.

9 

X2.1

0 

4 4 4 5 5 5 4 5 4 5 45 

5 4 5 5 5 4 5 5 4 5 47 

4 4 5 4 4 4 5 5 5 4 44 

4 4 5 4 4 4 5 4 4 4 42 

5 4 4 4 5 5 5 4 4 5 45 

4 4 5 5 5 4 5 4 5 5 46 

5 5 5 5 5 5 5 5 5 5 50 

4 5 4 5 4 5 4 4 4 5 44 

5 4 5 4 5 5 4 5 5 4 46 

4 4 4 4 4 4 4 4 4 4 40 

5 5 4 4 4 4 4 5 5 4 44 

4 4 4 4 4 4 4 4 4 4 40 

4 2 2 2 1 2 1 4 5 4 27 

5 5 5 5 5 5 5 5 5 5 50 
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LAMPIRAN 5. Tabulasi data Variabel Brand Image (X3) 

BRAND IMAGE (X3) 
TOTAL 

X3.1 X3.2 X3.3 X3.4 X3.5 X3.6 X3.7 X3.8 

5 5 4 5 4 5 4 4 36 

5 5 4 5 5 5 5 5 39 

4 5 5 4 5 5 5 4 37 

5 5 5 5 5 5 5 5 40 

5 5 4 5 5 5 4 5 38 

5 5 5 5 5 5 5 5 40 

5 5 5 4 4 4 4 4 35 

5 5 5 5 5 5 5 5 40 

4 5 4 5 4 5 4 5 36 

5 5 5 5 5 5 4 5 39 

5 4 5 4 4 5 5 5 37 

5 5 5 5 5 4 5 5 39 

5 5 4 5 5 4 4 4 36 

4 5 4 5 4 5 4 5 36 

5 5 5 5 5 5 5 5 40 

5 5 4 5 4 5 5 4 37 

5 5 4 5 5 4 5 5 38 

5 5 4 4 4 5 5 4 36 

5 5 4 5 5 5 5 5 39 

4 4 4 5 4 4 4 5 34 

4 4 4 4 4 4 4 4 32 

4 5 5 4 4 4 4 4 34 

3 4 4 3 4 4 3 3 28 

5 4 5 5 5 5 5 4 38 

4 4 5 5 4 5 5 5 37 

5 5 4 5 5 5 4 4 37 

4 4 4 4 4 4 4 4 32 

4 5 4 5 3 5 4 3 33 

5 5 5 5 5 5 5 5 40 

5 5 5 4 5 5 4 4 37 

5 5 4 5 5 4 4 4 36 

4 4 4 4 4 4 3 3 30 

5 5 5 4 3 3 3 4 32 



77 
 

 

BRAND IMAGE (X3) 
TOTAL 

X3.1 X3.2 X3.3 X3.4 X3.5 X3.6 X3.7 X3.8 

4 4 4 4 5 5 5 5 36 

5 3 2 4 4 3 5 4 30 

4 4 4 4 4 4 4 4 32 

4 4 4 4 4 4 4 4 32 

4 4 4 4 4 4 4 4 32 

4 5 4 4 5 4 5 4 35 

4 4 4 4 4 4 4 4 32 

4 4 4 4 4 4 4 4 32 

5 5 4 5 5 5 5 4 38 

4 4 4 4 5 5 4 5 35 

5 5 5 5 5 5 5 5 40 

4 4 4 4 4 5 5 5 35 

4 4 4 4 5 5 5 5 36 

5 5 5 5 5 5 5 5 40 

5 5 5 5 5 5 5 5 40 

4 5 4 5 5 5 5 4 37 

5 5 5 5 5 5 5 5 40 

4 5 4 5 4 5 4 5 36 

5 5 5 5 4 5 5 5 39 

5 5 5 5 4 5 5 5 39 

5 5 5 5 5 5 5 5 40 

5 5 5 5 5 5 5 5 40 

4 5 4 5 4 5 4 5 36 

4 4 5 5 4 4 4 3 33 

1 1 2 2 2 5 2 5 20 

3 3 3 3 3 3 3 2 23 

5 5 5 5 5 5 4 4 38 

5 5 5 5 5 5 5 5 40 

4 5 4 5 4 5 4 5 36 

5 5 5 5 5 5 5 5 40 

5 5 5 5 4 4 5 5 38 

5 5 5 5 5 5 4 4 38 

4 5 4 5 5 4 4 5 36 

4 4 5 4 4 5 5 4 35 

5 5 5 5 5 5 5 5 40 
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BRAND IMAGE (X3) 
TOTAL 

X3.1 X3.2 X3.3 X3.4 X3.5 X3.6 X3.7 X3.8 

5 4 5 4 4 4 4 4 34 

4 4 4 4 5 3 3 4 31 

5 5 5 5 4 4 4 4 36 

4 5 5 4 5 4 5 4 36 

5 5 5 5 5 5 5 5 40 

5 4 4 4 4 5 5 4 35 

5 4 4 4 5 5 5 5 37 

4 4 4 4 4 4 4 4 32 

4 5 4 5 4 5 5 5 37 

4 4 4 4 4 4 4 4 32 

4 4 5 2 4 2 4 5 30 

5 5 5 5 5 5 5 5 40 
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LAMPIRAN 6. Tabulasi data Variabel Keputusan Pembelian (Y) 

KEPUTSAN PEMBELIAN (Y) 
TOTAL 

Y.1 Y.2 Y.3 Y.4 Y.5 Y.6 Y.7 Y.8 

5 4 4 5 5 5 4 5 37 

5 5 5 4 5 4 5 5 38 

5 4 4 5 5 5 4 4 36 

5 5 5 5 5 5 5 5 40 

5 4 5 5 5 4 5 5 38 

5 5 5 5 5 5 4 5 39 

5 5 4 4 4 5 5 4 36 

5 5 5 5 5 5 5 5 40 

4 5 5 4 5 4 5 5 37 

5 5 5 5 5 5 5 5 40 

4 5 3 5 4 5 5 5 36 

5 5 5 5 5 4 5 5 39 

5 5 5 5 5 5 5 5 40 

5 4 4 5 5 4 5 5 37 

5 5 5 5 5 5 4 5 39 

5 4 5 5 5 4 5 4 37 

5 5 4 5 5 5 5 5 39 

4 4 4 4 4 4 5 4 33 

5 4 4 5 5 5 5 5 38 

5 5 5 5 5 5 5 5 40 

4 4 4 4 4 4 4 4 32 

3 3 4 4 4 4 3 4 29 

5 3 4 4 3 3 4 4 30 

5 4 5 4 5 5 5 5 38 

4 5 5 5 4 5 5 5 38 

4 5 3 3 3 4 5 4 31 

4 4 4 5 5 4 4 4 34 

5 4 5 4 3 5 4 4 34 

5 5 5 5 5 5 5 5 40 

4 4 5 4 4 5 4 5 35 

4 4 5 5 5 4 3 5 35 

4 4 4 4 4 5 5 4 34 

3 4 4 3 3 5 3 5 30 
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KEPUTSAN PEMBELIAN (Y) 
TOTAL 

Y.1 Y.2 Y.3 Y.4 Y.5 Y.6 Y.7 Y.8 

5 5 5 4 4 4 4 4 35 

3 3 4 3 4 5 4 2 28 

4 4 4 4 4 4 4 4 32 

4 4 4 4 4 4 4 4 32 

4 4 4 4 4 4 4 4 32 

4 5 4 5 4 4 4 5 35 

4 4 4 4 4 4 4 5 33 

4 4 4 4 4 4 4 4 32 

5 5 5 4 5 5 5 5 39 

4 5 4 5 4 5 4 4 35 

5 5 5 5 5 5 5 5 40 

4 4 5 4 4 5 4 4 34 

5 5 4 4 4 4 4 4 34 

5 5 5 5 5 5 4 4 38 

5 5 5 5 5 5 5 5 40 

4 5 5 5 5 5 5 4 38 

5 5 5 5 5 5 5 5 40 

5 5 4 4 5 4 5 4 36 

5 4 5 5 5 5 5 4 38 

5 4 5 5 5 5 4 5 38 

5 5 5 4 5 5 4 5 38 

5 5 5 5 5 5 5 5 40 

4 5 4 5 4 5 4 5 36 

3 3 5 4 4 4 3 4 30 

1 1 2 2 2 1 1 2 12 

2 3 3 3 3 4 2 3 23 

4 4 5 5 5 5 5 5 38 

5 5 5 5 5 5 5 5 40 

5 4 5 4 5 4 5 4 36 

5 5 5 5 5 5 5 5 40 

5 4 5 5 5 5 3 4 36 

4 4 4 5 5 5 2 5 34 

5 5 4 5 5 4 4 5 37 

4 5 4 4 5 5 4 4 35 

4 4 4 5 5 4 4 5 35 
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KEPUTSAN PEMBELIAN (Y) 
TOTAL 

Y.1 Y.2 Y.3 Y.4 Y.5 Y.6 Y.7 Y.8 

5 4 4 5 4 5 4 4 35 

5 4 4 5 4 4 5 5 36 

5 5 5 5 5 5 4 5 39 

5 4 5 4 5 4 5 4 36 

5 5 5 5 5 5 5 5 40 

5 4 4 4 5 5 5 5 37 

4 5 5 4 4 5 5 5 37 

4 4 4 4 4 4 4 4 32 

4 4 4 4 4 5 5 4 34 

4 4 4 4 4 4 4 4 32 

5 4 2 1 4 5 2 4 27 

5 5 5 5 5 5 5 5 40 
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LAMPIRAN 7. Karakteristik Responden 

Jenis Kelamin 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Laki-Laki 45 55,6 56,3 56,3 

Perempuan 35 43,2 43,8 100,0 

Total 80 98,8 100,0  

Missing System 1 1,2   

Total 81 100,0   

 

Usia 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 20 2 2,5 2,5 2,5 

21 42 51,9 52,5 55,0 

22 27 33,3 33,8 88,8 

23 6 7,4 7,5 96,3 

24 1 1,2 1,3 97,5 

25 2 2,5 2,5 100,0 

Total 80 98,8 100,0  

Missing System 1 1,2   

Total 81 100,0   
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LAMPIRAN 8. Hasil Uji Validitas SPSS 

Persepsi Harga (X1) 

Correlations 

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

X1.1 Pearson 

Correlation 

1 ,606** ,673** ,524** ,529** ,538** ,591** ,498** ,810** 

Sig. (2-

tailed) 
 

,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 

N 80 80 80 80 80 80 80 80 80 

X1.2 Pearson 

Correlation 

,606** 1 ,449** ,695** ,496** ,471** ,359** ,491** ,743** 

Sig. (2-

tailed) 

,000 
 

,000 ,000 ,000 ,000 ,001 ,000 ,000 

N 80 80 80 80 80 80 80 80 80 

X1.3 Pearson 

Correlation 

,673** ,449** 1 ,570** ,541** ,536** ,548** ,512** ,785** 

Sig. (2-

tailed) 

,000 ,000 
 

,000 ,000 ,000 ,000 ,000 ,000 

N 80 80 80 80 80 80 80 80 80 

X1.4 Pearson 

Correlation 

,524** ,695** ,570** 1 ,531** ,539** ,372** ,585** ,784** 

Sig. (2-

tailed) 

,000 ,000 ,000 
 

,000 ,000 ,001 ,000 ,000 

N 80 80 80 80 80 80 80 80 80 

X1.5 Pearson 

Correlation 

,529** ,496** ,541** ,531** 1 ,502** ,573** ,523** ,756** 
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Sig. (2-

tailed) 

,000 ,000 ,000 ,000 
 

,000 ,000 ,000 ,000 

N 80 80 80 80 80 80 80 80 80 

X1.6 Pearson 

Correlation 

,538** ,471** ,536** ,539** ,502** 1 ,561** ,573** ,780** 

Sig. (2-

tailed) 

,000 ,000 ,000 ,000 ,000 
 

,000 ,000 ,000 

N 80 80 80 80 80 80 80 80 80 

X1.7 Pearson 

Correlation 

,591** ,359** ,548** ,372** ,573** ,561** 1 ,512** ,732** 

Sig. (2-

tailed) 

,000 ,001 ,000 ,001 ,000 ,000 
 

,000 ,000 

N 80 80 80 80 80 80 80 80 80 

X1.8 Pearson 

Correlation 

,498** ,491** ,512** ,585** ,523** ,573** ,512** 1 ,756** 

Sig. (2-

tailed) 

,000 ,000 ,000 ,000 ,000 ,000 ,000 
 

,000 

N 80 80 80 80 80 80 80 80 80 

TOTAL.X1 Pearson 

Correlation 

,810** ,743** ,785** ,784** ,756** ,780** ,732** ,756** 1 

Sig. (2-

tailed) 

,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 
 

N 80 80 80 80 80 80 80 80 80 

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

 

 

 



85 
 

 

Kualitas Produk (X2) 

Correlations 

 

X2.

1 

X2.

2 

X2.

3 

X2.

4 

X2.

5 

X2.

6 

X2.

7 

X2.

8 

X2.

9 

X2.

10 

TOTAL.

X2 

X2.1 Pearson 

Correlation 

1 ,590
** 

,534
** 

,376
** 

,495
** 

,498
** 

,453
** 

,485
** 

,416
** 

,460
** 

,692** 

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

N 80 80 80 80 80 80 80 80 80 80 80 

X2.2 Pearson 

Correlation 

,59

0** 

1 ,548
** 

,536
** 

,507
** 

,627
** 

,594
** 

,506
** 

,419
** 

,564
** 

,782** 

Sig. (2-tailed) ,00

0 
 

,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 

N 80 80 80 80 80 80 80 80 80 80 80 

X2.3 Pearson 

Correlation 

,53

4** 

,548
** 

1 ,558
** 

,674
** 

,577
** 

,703
** 

,507
** 

,507
** 

,474
** 

,814** 

Sig. (2-tailed) ,00

0 

,000 
 

,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 

N 80 80 80 80 80 80 80 80 80 80 80 

X2.4 Pearson 

Correlation 

,37

6** 

,536
** 

,558
** 

1 ,548
** 

,514
** 

,548
** 

,437
** 

,467
** 

,559
** 

,738** 

Sig. (2-tailed) ,00

1 

,000 ,000 
 

,000 ,000 ,000 ,000 ,000 ,000 ,000 

N 80 80 80 80 80 80 80 80 80 80 80 

X2.5 Pearson 

Correlation 

,49

5** 

,507
** 

,674
** 

,548
** 

1 ,780
** 

,658
** 

,510
** 

,336
** 

,415
** 

,808** 

Sig. (2-tailed) ,00

0 

,000 ,000 ,000 
 

,000 ,000 ,000 ,002 ,000 ,000 
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N 80 80 80 80 80 80 80 80 80 80 80 

X2.6 Pearson 

Correlation 

,49

8** 

,627
** 

,577
** 

,514
** 

,780
** 

1 ,675
** 

,541
** 

,387
** 

,553
** 

,832** 

Sig. (2-tailed) ,00

0 

,000 ,000 ,000 ,000 
 

,000 ,000 ,000 ,000 ,000 

N 80 80 80 80 80 80 80 80 80 80 80 

X2.7 Pearson 

Correlation 

,45

3** 

,594
** 

,703
** 

,548
** 

,658
** 

,675
** 

1 ,473
** 

,421
** 

,508
** 

,816** 

Sig. (2-tailed) ,00

0 

,000 ,000 ,000 ,000 ,000 
 

,000 ,000 ,000 ,000 

N 80 80 80 80 80 80 80 80 80 80 80 

X2.8 Pearson 

Correlation 

,48

5** 

,506
** 

,507
** 

,437
** 

,510
** 

,541
** 

,473
** 

1 ,467
** 

,377
** 

,697** 

Sig. (2-tailed) ,00

0 

,000 ,000 ,000 ,000 ,000 ,000 
 

,000 ,001 ,000 

N 80 80 80 80 80 80 80 80 80 80 80 

X2.9 Pearson 

Correlation 

,41

6** 

,419
** 

,507
** 

,467
** 

,336
** 

,387
** 

,421
** 

,467
** 

1 ,449
** 

,630** 

Sig. (2-tailed) ,00

0 

,000 ,000 ,000 ,002 ,000 ,000 ,000 
 

,000 ,000 

N 80 80 80 80 80 80 80 80 80 80 80 

X2.10 Pearson 

Correlation 

,46

0** 

,564
** 

,474
** 

,559
** 

,415
** 

,553
** 

,508
** 

,377
** 

,449
** 

1 ,698** 

Sig. (2-tailed) ,00

0 

,000 ,000 ,000 ,000 ,000 ,000 ,001 ,000 
 

,000 

N 80 80 80 80 80 80 80 80 80 80 80 
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TOTAL.X

2 

Pearson 

Correlation 

,69

2** 

,782
** 

,814
** 

,738
** 

,808
** 

,832
** 

,816
** 

,697
** 

,630
** 

,698
** 

1 

Sig. (2-tailed) ,00

0 

,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 ,000 
 

N 80 80 80 80 80 80 80 80 80 80 80 

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

 

Brand Image (X3) 

Correlations 

 X3.1 X3.2 X3.3 X3.4 X3.5 X3.6 X3.7 X3.8 TOTAL.X3 

X3.1 Pearson 

Correlation 

1 ,687*

* 

,561*

* 

,639*

* 

,590*

* 

,245* ,599*

* 

,271* ,794** 

Sig. (2-tailed)  ,000 ,000 ,000 ,000 ,028 ,000 ,015 ,000 

N 80 80 80 80 80 80 80 80 80 

X3.2 Pearson 

Correlation 

,687
** 

1 ,600*

* 

,739*

* 

,562*

* 

,338*

* 

,463*

* 

,268* ,804** 

Sig. (2-tailed) ,000  ,000 ,000 ,000 ,002 ,000 ,016 ,000 

N 80 80 80 80 80 80 80 80 80 

X3.3 Pearson 

Correlation 

,561
** 

,600*

* 

1 ,393*

* 

,432*

* 

,221* ,419*

* 

,257* ,668** 

Sig. (2-tailed) ,000 ,000  ,000 ,000 ,049 ,000 ,022 ,000 

N 80 80 80 80 80 80 80 80 80 

X3.4 Pearson 

Correlation 

,639
** 

,739*

* 

,393*

* 

1 ,505*

* 

,529*

* 

,491*

* 

,360*

* 

,805** 

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

N 80 80 80 80 80 80 80 80 80 
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X3.5 Pearson 

Correlation 

,590
** 

,562*

* 

,432*

* 

,505*

* 

1 ,328*

* 

,570*

* 

,374*

* 

,749** 

Sig. (2-tailed) ,000 ,000 ,000 ,000  ,003 ,000 ,001 ,000 

N 80 80 80 80 80 80 80 80 80 

X3.6 Pearson 

Correlation 

,245
* 

,338*

* 

,221* ,529*

* 

,328*

* 

1 ,470*

* 

,450*

* 

,616** 

Sig. (2-tailed) ,028 ,002 ,049 ,000 ,003  ,000 ,000 ,000 

N 80 80 80 80 80 80 80 80 80 

X3.7 Pearson 

Correlation 

,599
** 

,463*

* 

,419*

* 

,491*

* 

,570*

* 

,470*

* 

1 ,482*

* 

,775** 

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

N 80 80 80 80 80 80 80 80 80 

X3.8 Pearson 

Correlation 

,271
* 

,268* ,257* ,360*

* 

,374*

* 

,450*

* 

,482*

* 

1 ,594** 

Sig. (2-tailed) ,015 ,016 ,022 ,001 ,001 ,000 ,000  ,000 

N 80 80 80 80 80 80 80 80 80 

TOTAL.X3 Pearson 

Correlation 

,794
** 

,804*

* 

,668*

* 

,805*

* 

,749*

* 

,616*

* 

,775*

* 

,594*

* 

1 

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

N 80 80 80 80 80 80 80 80 80 

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

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

Correlations 

 Y.1 Y.2 Y.3 Y.4 Y.5 Y.6 Y.7 Y.8 

TOTAL.

Y 

Y.1 Pearson 

Correlation 

1 ,627*

* 

,513*

* 

,509*

* 

,663*

* 

,474*

* 

,603*

* 

,556
** 

,810** 

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

N 80 80 80 80 80 80 80 80 80 

Y.2 Pearson 

Correlation 

,627
** 

1 ,467*

* 

,493*

* 

,532*

* 

,579*

* 

,604*

* 

,628
** 

,803** 

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

N 80 80 80 80 80 80 80 80 80 

Y.3 Pearson 

Correlation 

,513
** 

,467*

* 

1 ,594*

* 

,610*

* 

,429*

* 

,515*

* 

,488
** 

,749** 

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

N 80 80 80 80 80 80 80 80 80 

Y.4 Pearson 

Correlation 

,509
** 

,493*

* 

,594*

* 

1 ,653*

* 

,390*

* 

,487*

* 

,595
** 

,771** 

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

N 80 80 80 80 80 80 80 80 80 

Y.5 Pearson 

Correlation 

,663
** 

,532*

* 

,610*

* 

,653*

* 

1 ,475*

* 

,491*

* 

,572
** 

,809** 

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

N 80 80 80 80 80 80 80 80 80 

Y.6 Pearson 

Correlation 

,474
** 

,579*

* 

,429*

* 

,390*

* 

,475*

* 

1 ,379*

* 

,459
** 

,670** 
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Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000  ,001 ,000 ,000 

N 80 80 80 80 80 80 80 80 80 

Y.7 Pearson 

Correlation 

,603
** 

,604*

* 

,515*

* 

,487*

* 

,491*

* 

,379*

* 

1 ,460
** 

,757** 

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

N 80 80 80 80 80 80 80 80 80 

Y.8 Pearson 

Correlation 

,556
** 

,628*

* 

,488*

* 

,595*

* 

,572*

* 

,459*

* 

,460*

* 

1 ,767** 

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

N 80 80 80 80 80 80 80 80 80 

TOTAL.Y Pearson 

Correlation 

,810
** 

,803*

* 

,749*

* 

,771*

* 

,809*

* 

,670*

* 

,757*

* 

,767
** 

1 

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

N 80 80 80 80 80 80 80 80 80 

**. Correlation is significant at the 0.01 level (2-tailed). 
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LAMPIRAN 9. Hasil Uji Reabilitas SPSS 

Persepsi Harga (X1) 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

,900 8 

 

Kualitas Produk (X2) 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

,915 10 

 

Brand Image (X3) 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

,872 8 

 

Keptusan Pembelian (Y) 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

,899 8 
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LAMPIRAN 10. Uji Multikolinieritas SPSS 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients T Sig. 

Collinearity 

Statistics 

B Std. Error Beta   

Tolera

nce VIF 

1 (Constant) -

3,58

3 

1,537 

 

-

2,331 

,022 

  

Persepsi Harga ,540 ,088 ,501 6,114 ,000 ,195 5,130 

Kualitas 

Produk 

,192 ,058 ,228 3,314 ,001 ,277 3,606 

Brand Image ,317 ,081 ,275 3,939 ,000 ,268 3,728 

a. Dependent Variable: Keputusan Pembelian 
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LAMPIRAN 11. Heterokedastisitas SPSS 
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LAMPIRAN 12. Hasil Uji Regresi Linear Berganda SPSS 

Coefficientsa 

Model 

Unstandardiz

ed 

Coefficients 

Standardiz

ed 

Coefficien

ts t Sig. 

B 

Std. 

Error Beta   

1 (Constant) -

3,58

3 

1,537 

 

-2,331 ,0 

22 

Persepsi Harga ,540 ,088 ,501 6,114 ,000 

Kualitas Produk ,192 ,058 ,228 3,314 ,001 

Brand Image ,317 ,081 ,275 3,939 ,000 

a. Dependent Variable: Keputusan Pembelian 
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LAMPIRAN 13. Hasil Uji Koefisien Determinasi SPSS 

Model Summaryb 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

1 ,949a ,901 ,897 1,423 

a. Predictors: (Constant), Brand Image, Kualitas Produk, 

Persepsi Harga 

b. Dependent Variable: Keputusan Pembelian 
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LAMPIRAN 14. Hasil Uji F ( Simultan ) SPSS 

ANOVAa 

Model 

Sum of 

Squares df 

Mean 

Square F Sig. 

1 Regression 1395,890 3 465,297 229,630 ,000b 

Residual 153,998 76 2,026   

Total 1549,888 79    

a. Dependent Variable: Keputusan Pembelian 

b. Predictors: (Constant), Brand Image, Kualitas Produk, Persepsi Harga 
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LAMPIRAN 15. Hasil Uji T ( Parsial ) SPSS 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardize

d 

Coefficient

s t Sig. 

B Std. Error Beta   

1 (Constant) -3,583 1,537  -2,331 ,022 

Persepsi Harga ,540 ,088 ,501 6,114 ,000 

Kualitas Produk ,192 ,058 ,228 3,314 ,001 

Brand Image ,317 ,081 ,275 3,939 ,000 

a. Dependent Variable: Keputusan Pembelian 

 

  



98 
 

LAMPIRAN 16. Karakteristik Responeden (MEAN) 

Persepsi Harga (X1) 

Statistics 

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

TOTAL.

X1 

N Valid 80 80 80 80 80 80 80 80 80 

Missing 0 0 0 0 0 0 0 0 0 

Mean 4,425

0 

4,437

5 

4,400

0 

4,462

5 

4,4375 4,4875 4,4000 4,5125 35,5625 

Std. Error of Mean ,0791

1 

,0730

1 

,0724

8 

,0774

3 

,06854 ,08714 ,07248 ,06655 ,45903 

Std. Deviation ,7075

5 

,6530

1 

,6482

7 

,6925

2 

,61302 ,77938 ,64827 ,59521 4,10570 

Variance ,501 ,426 ,420 ,480 ,376 ,607 ,420 ,354 16,857 

Range 4,00 4,00 3,00 4,00 3,00 4,00 3,00 3,00 27,00 

Minimum 1,00 1,00 2,00 1,00 2,00 1,00 2,00 2,00 13,00 

Maximum 5,00 5,00 5,00 5,00 5,00 5,00 5,00 5,00 40,00 
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Kualitas Produk (X2) 

Statistics 

 X2.1 X2.2 X2.3 X2.4 X2.5 X2.6 X2.7 X2.8 X2.9 

X2.1

0 

TOTAL.X

2 

N Valid 80 80 80 80 80 80 80 80 80 80 80 

Missing 0 0 0 0 0 0 0 0 0 0 0 

Mean 4,55

00 

4,46

25 

4,43

75 

4,40

00 

4,33

75 

4,35

00 

4,35

00 

4,50

00 

4,50

00 

4,53

75 

44,4250 

Std. Error of 

Mean 

,066

32 

,079

44 

,079

24 

,078

76 

,092

34 

,089

12 

,087

33 

,068

90 

,068

90 

,064

00 

,58671 

Std. Deviation ,593

21 

,710

57 

,708

78 

,704

42 

,825

91 

,797

15 

,781

11 

,616

24 

,616

24 

,572

44 

5,24772 

Variance ,352 ,505 ,502 ,496 ,682 ,635 ,610 ,380 ,380 ,328 27,539 

Range 3,00 4,00 3,00 3,00 4,00 4,00 4,00 3,00 3,00 3,00 33,00 

Minimum 2,00 1,00 2,00 2,00 1,00 1,00 1,00 2,00 2,00 2,00 17,00 

Maximum 5,00 5,00 5,00 5,00 5,00 5,00 5,00 5,00 5,00 5,00 50,00 
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Brand Image (X3) 

Statistics 

 X3.1 X3.2 X3.3 X3.4 X3.5 X3.6 X3.7 X3.8 TOTAL.X3 

N Valid 80 80 80 80 80 80 80 80 80 

Missing 0 0 0 0 0 0 0 0 0 

Mean 4,487

5 

4,575

0 

4,400

0 

4,512

5 

4,437

5 

4,550

0 

4,425

0 

4,450

0 

35,8375 

Std. Error of Mean ,0754

6 

,0750

0 

,0724

8 

,0754

6 

,0708

1 

,0731

3 

,0750

0 

,0731

3 

,42895 

Std. Deviation ,6749

4 

,6708

2 

,6482

7 

,6749

4 

,6333

3 

,6541

0 

,6708

2 

,6541

0 

3,83668 

Variance ,456 ,450 ,420 ,456 ,401 ,428 ,450 ,428 14,720 

Range 4,00 4,00 3,00 3,00 3,00 3,00 3,00 3,00 20,00 

Minimum 1,00 1,00 2,00 2,00 2,00 2,00 2,00 2,00 20,00 

Maximum 5,00 5,00 5,00 5,00 5,00 5,00 5,00 5,00 40,00 
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Keputusan Pembelian (Y) 

Statistics 

 Y.1 Y.2 Y.3 Y.4 Y.5 Y.6 Y.7 Y.8 TOTAL.Y 

N Valid 80 80 80 80 80 80 80 80 80 

Missing 0 0 0 0 0 0 0 0 0 

Mean 4,462

5 

4,375

0 

4,425

0 

4,425

0 

4,487

5 

4,550

0 

4,325

0 

4,487

5 

35,5375 

Std. Error of Mean ,0852

1 

,0803

0 

,0770

8 

,0849

0 

,0754

6 

,0731

3 

,0954

3 

,0733

3 

,49521 

Std. Deviation ,7621

4 

,7182

1 

,6894

3 

,7593

3 

,6749

4 

,6541

0 

,8535

1 

,6559

1 

4,42931 

Variance ,581 ,516 ,475 ,577 ,456 ,428 ,728 ,430 19,619 

Range 4,00 4,00 3,00 4,00 3,00 4,00 4,00 3,00 28,00 

Minimum 1,00 1,00 2,00 1,00 2,00 1,00 1,00 2,00 12,00 

Maximum 5,00 5,00 5,00 5,00 5,00 5,00 5,00 5,00 40,00 
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LAMPIRAN 17. Data Penelitian Mahasiswa 
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LAMPIRAN 18. Hasil Turnitin 
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LAMPIRAN 19. Kartu Bimbingan 

 


