LAMPIRAN

Pernyataan yang ada dalam kuesioner ini hanya semata-mata untuk
data penelitian dengan judul “PENGARUH STRATEGI
BAURAN PROMOSI TERHADAP KEPUTUSAN
PEMBELIAN DI PIZZA HUT DITENGAH PANDEMI
COVID-19” Oleh karena itu, Saya selaku peneliti mengharapkan
bantuan bapak/ibu atau Saudara/i agar mengisi kuesioner ini sesuai
dengan keadaan yang sebenarnya.

Format Kuesioner

Berilah tanda ceklis (\) pada kolom yang sesuai dengan keadaan
dan situasi andasaat ini.
I. Karakteristik Responden

1. Nama

. Laki — laki

2. Jenis Kelamin [1a
[] b. Perempuan

3. Usia
[] a.13-19 Tahun [ ]d. 33 Tahun — 40 Tahun
[ ] b.20 Tahun — 26 Tahun [ ]e. 40 Tahun — 50 Tahun

)¢ 27 Tahun — 33 Tahun

4. Pendidikan terakhir

[]a.SMP [ 1d.s1
[ 1b.SMA [ le.S2
[]c.Diploma []fS3



1. Berilah tanda ceklis (V) pada kolom yang sesuai dengan

keadaan dansituasi anda saat ini.

SS : Sangat Setuju

S : Setuju

RR : Ragu-ragu

TS : Tidak Setuju

STS : Sangat Tidak Setuju

PERTANYAAN PENELITIAN

Variabel Advertising (X1)

Jawaban
No. Pernyataan- Pernyataan STS(5)| TS(4) | N(3) S(2) SS (1)
Fl|% |F|% |F|%|F|%|F|%
Massage

Pesan yang di sampaikan Pizza
Hut mudah di pahami

Media pemasaran yang digunakan
pizza hut sering banyak kita
jumpai, sperti social-social media
besar

Media

Acrtikel berita mengenai produk
Pizza yang saya baca memberikan
informasi yang menarik

Frekuensi penayangan iklan Pizza
hut termasuk sering jika
dibandingkan dengan iklan yang
lain




Variabel Sales Promotion (X;)

No.

Jawaban

Pernyataan- Pernyataan

STS (1)

TS (2)

N (3)

S (4)

SS (5)

F| %

F| %

F| %

F| %

F| %

Pengurangan harga

Potongan harga dalam pembelian
produk menarik perhatian anda
untuk membeli

Pizza hut sering memberikan
penawaran khusus dalam jangka
waktu tertentu

Hadiah barang/ produk

Produk yang dijadikan promosi
oleh tenaga penjual Pizza Hut
sesuai dengan kualitas produk
yang dijual

Hadiah promo yang diberikan

menarik

Iklan Bersama

Program kerja sama dengan produk
lain yang di lakukan pizzahut
menarik perhatian

Adanya event kerja sama dengan
produk lain membuat pizza hut
semakin ramai

Variabel Personal Selling (X3)

No.

Pernyataan- Pernyataan

Jawaban

STS (1)

TS (2)

N (3)

S (4)

SS (5)

F| %

F| %

F| %

F| %

F| %

Pendekatan pendahuluan

pernah ditawari langsung oleh
tenaga pemasaran untuk membeli
Pizza Hut.




Informasi yang di sampaikan
tenaga pemasaran pizzahut dapat
dimengerti.

Tindak lanjut Pemeliharaan

Tenaga pemasaran Pizza Hut yang
langsung berhubungan dengan
konsumen meningkatkan minat
beli.

Tenaga pemasaran Memberikan
Pelayanan Yang Memuaskan

Kepada Konsumen Pizza hut.

Mengatasi keberatan

Untuk memperhatikan
kustomernya pizza hut
menyediakan tangapan / feedback
mengenai pelayanan yang mereka
berikan

Untuk mengatasi masalah yang
dialami pelanggan, pizza
memberikan kompensasi

Variabel Direct Marketing (X,)

No.

Pernyataan- Pernyataan

Jawaban

STS (1)

TS (2)

N (3)

S (4)

SS (5)

F| %

F| %

F | %

F| %

F| %

Pesan online

Saya sering mndapat pesan
langsung di media online atau
SMS dari Pizza Hut

Customers service bersifat reaktif
begitu ada pembelian di aplikasi

Pemasaran Katalog

Banyak menu-menu baru Pizza
Hut yang di promosikan di media
online dan sering di jumpai




Menu-menu yang di tampilkan
pada media online sangat
membantu

Media lain berbasis data

Media online dan Artikel berita
yang digunakan mengenai produk
yang dijual di Pizza Hut yang saya
baca tidak dibuat-buat atau sesuai
dengan kenyataannya

Pizza hut dalam memasarkan
produknya menggunakan media
online dan artike berita yang sama
seperti kita gunakan

Variabel Keputusan Pembelian (YY)

No.

Pernyataan- Pernyataan

Jawaban
STS@)| TS@) [ N@) | S@ [ss(5)
F % |F|% |F|% |F|%|F|%

Pemlilihan produk

Dari banyaknya pilihan penjual
Pizza, saya dan keluarga lebih
tertarik dengan Pizza Hut.

Saat kumpul bersama teman lebih
memilih untuk membeli pizzahut
karena promo yang di tawarkannya

Pemilihan saluran pembelian

Saya dan keluarga juga suka
membeli Pizza Hut menggunakan
aplikasi gojek dan grab.

Pembelian pizzahut dengan gojek
dan grab memiliki promo
tambahan

Pemilihan metode pembayaran

Di tengah pandemi saya dan
keluarga senang dengan adanya
pembelanjaan melalui aplikasi, dan
dengan adanya banyak metode




pembayaran

Pembayaran secara digital sangat

membantu

6.

Lampiran 2

Hasil Jawaban Responden
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20

15
16
12
15
14
15
14
16
16
16
16
14
18
18
15
16
13
16
15
17
16
17
15
16
14
16
16

A4

A3

A2

Al




17
18
17
16
15
16
18
16
14
12
15
20
18
18
18
20
16
19
17
17
18
16
16
13
17
14
17
18
15
17
14
18
14
15
15

13
15
16
15
15




17
16
14
18
15
14
18
17
13
19

16
14
16
13
20
14
12
15
15
10
16
16
15
16
10
18
15
20
17
19
12
16
18
14
20
16
12
15
11
16




15
16
16
17
14
11
16
12
18
16
13
17
15
16
16
16
16
15
18
20
18
17
12
15
14
18
12
15
15
17

Sales Promotion (X3)

totalx2

22
25
24
22
23
21

SP6

SP5

SP4

SP3

SP2

SP1




26
21

23
23
23
24
25
26
25
22
23
23
25

23
26
27
26
23
25
24
26
25

25

23
24
22
21

22
21

25
24
19
24
25
24
25
27
30
24
24
25




23
24

25

25
22
23
21

22
23
25

24
26
25

19
18
24
17
19
23
22
23
22
26
24
24
26
23
21

23
22
15
28
19
26
23
21

25
25
22
22
20




21

22
24
25
24
23
18
26
20
27
22
19
18
19
23
21

28
24
19
24
28
24
20
16
27
26
24
22
20
23
27
25

22
21

28
27
25
27
21

24
25




24
22
27
16
25
27
30
18
23
23
23

Personal Selling (X3)

totalx3

22
26
24
23
23
19
25
25
22
22
25

21

23
28
26
25

27
26
29
19
24
25
27
25

29

PS6

PS5

PS4

PS3

PS2

PS1




27
24
24
26
26
24
21

22
25
24
26
28
22
27
27
25
25
25
30
25

28
27
26
21

23
25
22
26
23
23
25

24
26
25
24
22
22
26
18
22
27




23
26
24
27
22
27
26
26
22
26
29
24
28
26
28
24
27
25
24
26
21

28
25

24
24
21

20
23
20
28
24
25

23
26
18
21

25
25
26
24
20




26
21

28
25
20
26
27
20
21

24
26
27
26
20
25
24
29
28
22
28
24
24
26
18
25

17
27
24
19
18
25

23
25

Direct Marketing (X4)

total

24
22
26

DM6

DM5

DM4

DM3

DM2

DM1




24
24
20
27
26
24
24
26
23
24
26
25

25

24
25
26
27
26
24
26
26
27
24
27
23
27
26
26
25
25
22
29
27
27
19
27
29
24
24
22
30




24
27
26
27
22
25
26
25
22
23
26
25

25

26
24
22
24
25
24
16
22
26
24
23
24
23
22
21

26
23
25

25

20
24
23
20
27
21

26
23
25




24
18
27
25
25
24
20
22
22
18
21

29
23
27
22
18
19
25
25
29
24
19
25

25

23
22
20
24
25
24
18
24
21

27
24
18
24
29
28
26
24




26
24
27
23
18
24
18
25
30
27
18
26
22
25

Keputusan Pembelian ()

totall

24
21

26
25
21

23
22
22
19
24
24
22
25

26
25
24
19
20
23
23
24
25

KP6

KP5

KP4

KP3

KP2

KP1




24
27
29
27
27
26
27
26
23
26
22
27
18
27
24
19
27
28
25
22
24
30
27
28
26
27
25
27
23
23
24
23
25

28
24
27
28
22
24
27
24




25

21

23
27
27
24
27
25
28
23
27
27
24
24
24
27
26
26
25
22
25

27
25

20
26
23
26
24
24
25
26
22
26
29
28
25
24
18
26
27
24




30
24
29
23
24
30
30
29
27
25

23
28
24
28
29
30
28
25
28
28
30
26
24
29
26
30
20
28
18
25
26
25

18
27
20
29




Lampiran 3

Jenis Kelamin

Cumulative
Frequency Percent Valid Percent Percent
Valid Laki-Laki 57 40.7 40.7 40.7
Perempuan 83 59.3 59.3 100.0
Total 140 100.0 100.0
Usia
Cumulative
Frequency Percent Valid Percent Percent
Valid 13-19 8 5.7 5.7 5.7
20-26 90 64.3 64.3 70.0
27-33 28 20.0 20.0 90.0
34-40 6 4.3 4.3 94.3
41-50 8 5.7 5.7 100.0
Total 140 100.0 100.0
Pendidikan Terakhir
Cumulative
Frequency Percent Valid Percent Percent
Valid SMP 2 1.4 1.4 1.4
SMA 50 35.7 35.7 37.1
DIPLOMA 10 7.1 7.1 44.3
S1 78 55.7 55.7 100.0
Total 140 100.0 100.0




Lampiran 4

Deskripsi Jawaban Responden Mengenai Advertising

Advertising 1

Cumulative
Frequency Percent Valid Percent Percent
Valid 1 1 v v T
2 3 2.1 2.1 29
3 20 14.3 14.3 17.1
4 72 514 51.4 68.6
5 44 314 314 100.0
Total 140 100.0 100.0
Advertising 2
Cumulative
Frequency Percent Valid Percent Percent
Valid 1 2 1.4 1.4 1.4
3 36 25.7 25.7 27.1
4 75 53.6 53.6 80.7
5 27 19.3 19.3 100.0
Total 140 100.0 100.0
Advertising 3
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 4 2.9 2.9 2.9
3 48 34.3 34.3 37.1
4 59 42.1 42.1 79.3
5 29 20.7 20.7 100.0
Total 140 100.0 100.0




Advertising 4

Cumulative
Frequency Percent Valid Percent Percent
Valid 2 7 5.0 5.0 5.0
3 46 32.9 32.9 37.9
4 56 40.0 40.0 77.9
5 31 22.1 22.1 100.0
Total 140 100.0 100.0
Total Advertising
Cumulative
Frequency Percent Valid Percent Percent
Valid 7 1 7 7 T
8 1 7 7 1.4
10 2 1.4 1.4 2.9
11 2 14 14 4.3
12 8 5.7 5.7 10.0
13 6 4.3 4.3 14.3
14 15 10.7 10.7 25.0
15 26 18.6 18.6 43.6
16 35 25.0 25.0 68.6
17 16 11.4 11.4 80.0
18 18 12.9 12.9 92.9
19 3 2.1 2.1 95.0
20 7 5.0 5.0 100.0
Total 140 100.0 100.0

Deskripsi Jawaban Responden Mengenai Sales Promotion

Sales promotion 1

Cumulative
Frequency Percent Valid Percent Percent
Valid 2 3 2.1 2.1 21
3 35 25.0 25.0 27.1




4 76 54.3 54.3 81.4
5 26 18.6 18.6 100.0
Total 140 100.0 100.0
Sales promotion 2
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 4 2.9 2.9 29
3 40 28.6 28.6 31.4
4 68 48.6 48.6 80.0
5 28 20.0 20.0 100.0
Total 140 100.0 100.0
Sales promotion 3
Cumulative
Frequency Percent Valid Percent Percent
Valid 3 14 10.0 10.0 10.0
4 90 64.3 64.3 74.3
5 36 25.7 25.7 100.0
Total 140 100.0 100.0
Sales promotion 4
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 2 1.4 1.4 1.4
3 36 25.7 25.7 27.1
4 72 51.4 51.4 78.6
5 30 21.4 21.4 100.0
Total 140 100.0 100.0
Sales promotion 5
Cumulative
Frequency Percent Valid Percent Percent




Valid 2 4 2.9 2.9 2.9
3 54 38.6 38.6 41.4
4 62 44.3 44.3 85.7
5 20 14.3 14.3 100.0
Total 140 100.0 100.0

Sales promotion 6
Cumulative
Frequency Percent Valid Percent Percent

Valid 2 7 5.0 5.0 5.0
3 38 27.1 27.1 32.1
4 76 54.3 54.3 86.4
5 19 13.6 13.6 100.0
Total 140 100.0 100.0

Total Sales Promotion
Cumulative
Frequency Percent Valid Percent Percent

Valid 15 1 v v T
16 2 1.4 1.4 21
17 1 v v 29
18 4 29 29 5.7
19 7 5.0 5.0 10.7
20 4 29 29 13.6
21 11 7.9 7.9 21.4
22 17 12.1 12.1 33.6
23 23 16.4 16.4 50.0
24 22 15.7 15.7 65.7
25 22 15.7 15.7 81.4
26 11 7.9 7.9 89.3
27 9 6.4 6.4 95.7
28 4 29 29 98.6
30 2 1.4 1.4 100.0
Total 140 100.0 100.0




Deskripsi Jawaban Responden Mengenai Personal Selling

Personal Selling 1

Cumulative
Frequency Percent Valid Percent Percent
Valid 2 4 2.9 2.9 29
3 40 28.6 28.6 31.4
4 55 39.3 39.3 70.7
5 41 29.3 29.3 100.0
Total 140 100.0 100.0
Personal Selling 2
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 2 1.4 1.4 1.4
3 25 17.9 17.9 19.3
4 92 65.7 65.7 85.0
5 21 15.0 15.0 100.0
Total 140 100.0 100.0
Personal Selling 3
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 8 5.7 5.7 5.7
3 34 24.3 24.3 30.0
4 83 59.3 59.3 89.3
5 15 10.7 10.7 100.0
Total 140 100.0 100.0
Personal Selling 4
Cumulative
Frequency Percent Valid Percent Percent




Valid 3 30 214 21.4 21.4
4 87 62.1 62.1 83.6
5 23 16.4 16.4 100.0
Total 140 100.0 100.0
Personal Selling 5
Cumulative
Frequency Percent Valid Percent Percent
Valid 3 17 12.1 12.1 12.1
4 54 38.6 38.6 50.7
5 69 49.3 49.3 100.0
Total 140 100.0 100.0
Personal Selling 6
Cumulative
Frequency Percent Valid Percent Percent
Valid 3 17 12.1 12.1 12.1
4 54 38.6 38.6 50.7
5 69 49.3 49.3 100.0
Total 140 100.0 100.0
Total Personal Selling
Cumulative
Frequency Percent Valid Percent Percent
Valid 17 1 v v T
18 4 29 29 3.6
19 3 2.1 2.1 5.7
20 6 4.3 4.3 10.0
21 8 5.7 5.7 15.7
22 12 8.6 8.6 24.3
23 10 7.1 7.1 31.4
24 21 15.0 15.0 46.4




25 24 17.1 17.1 63.6
26 23 16.4 16.4 80.0
27 13 9.3 9.3 89.3
28 10 7.1 7.1 96.4
29 4 2.9 2.9 99.3
30 1 T T 100.0
Total 140 100.0 100.0
Deskripsi Jawaban Responden Mengenai Direct Marketing
Direct Marketing 1
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 14 10.0 10.0 10.0
3 42 30.0 30.0 40.0
4 58 41.4 41.4 81.4
5 26 18.6 18.6 100.0
Total 140 100.0 100.0
Direct Marketing 2
Cumulative
Frequency Percent Valid Percent Percent
Valid 3 30 214 21.4 21.4
4 88 62.9 62.9 84.3
5 22 15.7 15.7 100.0
Total 140 100.0 100.0
Direct Marketing 3
Cumulative
Frequency Percent Valid Percent Percent
Valid 3 17 12.1 12.1 12.1
4 89 63.6 63.6 75.7
5 34 24.3 24.3 100.0
Total 140 100.0 100.0




Direct Marketing 4

Cumulative
Frequency Percent Valid Percent Percent
Valid 2 1 v v T
3 22 15.7 15.7 16.4
4 74 52.9 52.9 69.3
5 43 30.7 30.7 100.0
Total 140 100.0 100.0
Direct Marketing 5
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 2 1.4 1.4 1.4
3 20 14.3 14.3 15.7
4 78 55.7 55.7 71.4
5 40 28.6 28.6 100.0
Total 140 100.0 100.0
Direct Marketing 6
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 3 2.1 2.1 2.1
3 21 15.0 15.0 17.1
4 78 55.7 55.7 72.9
5 38 27.1 27.1 100.0
Total 140 100.0 100.0
Total Direct Marketing
Cumulative
Frequency Percent Valid Percent Percent
Valid 16 1 v v T
18 8 5.7 5.7 6.4
19 3 2.1 2.1 8.6




20
21
22
23
24
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26
27
28
29
30

Total

13
11
29
22
20
16

N Ol

140

3.6
2.9
9.3
7.9
20.7
15.7
14.3
11.4

3.6
1.4
100.0

3.6
2.9
9.3
7.9
20.7
15.7
14.3
11.4

3.6
1.4
100.0

12.1
15.0
24.3
32.1
52.9
68.6
82.9
94.3
95.0
98.6
100.0

Deskripsi Jawaban Responden Mengenai Keputusan Pembelian

Keputusan Pembelian 1

Cumulative
Frequency Percent Valid Percent Percent
Valid 2 1 7 7 T
3 23 16.4 16.4 17.1
4 74 52.9 52.9 70.0
5 42 30.0 30.0 100.0
Total 140 100.0 100.0
Keputusan Pembelian 2
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 8 5.7 5.7 5.7
3 33 23.6 23.6 29.3
4 67 47.9 47.9 77.1
5 32 22.9 22.9 100.0
Total 140 100.0 100.0




Keputusan Pembelian 3

Cumulative
Frequency Percent Valid Percent Percent
Valid 3 20 14.3 14.3 14.3
4 78 55.7 55.7 70.0
5 42 30.0 30.0 100.0
Total 140 100.0 100.0
Keputusan Pembelian 4
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 3 2.1 2.1 21
3 41 29.3 29.3 31.4
4 70 50.0 50.0 81.4
5 26 18.6 18.6 100.0
Total 140 100.0 100.0
Keputusan Pembelian 5
Cumulative
Frequency Percent Valid Percent Percent
Valid 3 6 4.3 4.3 4.3
4 41 29.3 29.3 33.6
5 93 66.4 66.4 100.0
Total 140 100.0 100.0
Keputusan Pembelian 6
Cumulative
Frequency Percent Valid Percent Percent
Valid 3 9 6.4 6.4 6.4
4 61 43.6 43.6 50.0
5 70 50.0 50.0 100.0




Total 140 100.0 100.0
Total Keputusan Pembelian
Cumulative
Frequency Percent Valid Percent Percent
Valid 18 4 2.9 2.9 2.9
19 3 2.1 2.1 5.0
20 4 2.9 2.9 7.9
21 3 2.1 2.1 10.0
22 8 5.7 5.7 15.7
23 12 8.6 8.6 24.3
24 24 17.1 17.1 41.4
25 18 12.9 12.9 54.3
26 16 11.4 11.4 65.7
27 22 15.7 15.7 81.4
28 12 8.6 8.6 90.0
29 7 5.0 5.0 95.0
30 7 5.0 5.0 100.0
Total 140 100.0 100.0




Lampiran 5
Hasil Uji Validitas Kuisioner Advertising

Correlations

x1.1 x1.2 x1.3 x1.4 totalxl
x1.1 Pearson Correlation 1 722" 287 415 816"
Sig. (2-tailed) .000 221 .069 .000
N 20 20 20 20 20
x1.2 Pearson Correlation 7227 1 178 .209 700"
Sig. (2-tailed) .000 453 377 .001
N 20 20 20 20 20
x1.3 Pearson Correlation 287 178 1 564" 675"
Sig. (2-tailed) 221 453 .010 .001
N 20 20 20 20 20
x1.4 Pearson Correlation 415 .209 564" 1 764"
Sig. (2-tailed) .069 377 .010 .000
N 20 20 20 20 20
totalxl  Pearson Correlation 816" 700" 675" 764" 1
Sig. (2-tailed) .000 .001 .001 .000
N 20 20 20 20 20

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




Hasil Uji Validitas Kuisioner Sales Promotion

Correlations

x2.1 X2.2 x2.3 x2.4 X2.5 X2.6 totalx2

Pearson Correlation 1 .276 .361 .057 .228 172 530
Sig. (2-tailed) 238 118 810 .333 468 .016
N

20 20 20 20 20 20 20
Pearson Correlation 276 1 124 295 246 295 592"
Sig. (2-tailed) .238 .604 207 295 207 .006
N

20 20 20 20 20 20 20
Pearson Correlation 361 124 1 334 555" 334 697"
Sig. (2-tailed) .118 .604 151 011 151 .001
N

20 20 20 20 20 20 20
Pearson Correlation .057 .295 .334 1 .153 .082 509"
Sig. (2-tailed) .810 207 151 519 732 .022
N

20 20 20 20 20 20 20
Pearson Correlation 228 246 555" .153 1 604" 762"
Sig. (2-tailed) .333 295 011 519 .005 .000
N

20 20 20 20 20 20 20
Pearson Correlation 172 295 .334 .082 604" 1 678"
Sig. (2-tailed) 468 207 151 732 .005 .001
N

20 20 20 20 20 20 20
Pearson Correlation 530" 592" 697" 509" 762" 678" 1
Sig. (2-tailed) 016 .006 .001 022 .000 .001
N

20 20 20 20 20 20 20

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

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




Hasil Uji Validitas Kuisioner Personal Selling

Correlations

x3.1 x3.2 x3.3 Xx3.4 x3.5 X3.6 totalx3

Pearson Correlation 1 497 .366 171 141 318 652"
Sig. (2-tailed) .026 113 472 552 171 .002
N

20 20 20 20 20 20 20
Pearson Correlation 497 1 531 .304 391 .289 750"
Sig. (2-tailed) .026 .016 .193 .088 216 .000
N

20 20 20 20 20 20 20
Pearson Correlation .366 531 1 .286 6327 461 815"
Sig. (2-tailed) 113 016 221 .003 .041 .000
N

20 20 20 20 20 20 20
Pearson Correlation 171 .304 .286 1 331 .000 506"
Sig. (2-tailed) 472 .193 221 154 1.000 .023
N

20 20 20 20 20 20 20
Pearson Correlation 141 .391 6327 331 1 262 662"
Sig. (2-tailed) 552 .088 .003 .154 264 .001
N

20 20 20 20 20 20 20
Pearson Correlation 318 .289 461 .000 262 1 606"
Sig. (2-tailed) 171 216 041 1.000 264 .005
N

20 20 20 20 20 20 20
Pearson Correlation 652" 750" 815" 506" 662" .606" 1
Sig. (2-tailed) .002 .000 .000 .023 .001 .005
N

20 20 20 20 20 20 20

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

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




Hasil Uji Validitas Kuisioner Direct Marketing

Correlations

x4.1 x4.2 x4.3 x4.4 x4.5 X4.6 totalx4

Pearson Correlation 1 478" 423 .240 -.183 .325 566"
Sig. (2-tailed) .033 .063 .309 441 162 .009
N

20 20 20 20 20 20 20
Pearson Correlation 478" 1 566" 171 423 504" 783"
Sig. (2-tailed) .033 .009 A71 .063 .023 .000
N

20 20 20 20 20 20 20
Pearson Correlation 423 566 1 .283 .393 506" 784"
Sig. (2-tailed) .063 .009 226 .087 .023 .000
N

20 20 20 20 20 20 20
Pearson Correlation .240 171 .283 1 297 153 572"
Sig. (2-tailed) .309 471 226 .203 519 .008
N

20 20 20 20 20 20 20
Pearson Correlation -.183 423 .393 297 1 .215 556"
Sig. (2-tailed) 441 .063 .087 .203 .363 011
N

20 20 20 20 20 20 20
Pearson Correlation .325 504 506 .153 215 1 683"
Sig. (2-tailed) .162 .023 .023 519 .363 .001
N

20 20 20 20 20 20 20
Pearson Correlation 566 783" 784" 572" 556 683" 1
Sig. (2-tailed) .009 .000 .000 .008 011 .001
N

20 20 20 20 20 20 20

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

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




Hasil Uji Validitas Kuisioner Keputusan Pembelian

Correlations

yl.1 yl.2 y1.3 yl.4 y1.5 y1.6 totally

Pearson Correlation 1 391 491" 211 630" 6517 745"
Sig. (2-tailed) .089 .028 372 .003 .002 .000
N

20 20 20 20 20 20 20
Pearson Correlation 391 1 .163 529" .399 .380 667"
Sig. (2-tailed) .089 .493 017 .081 .099 .001
N

20 20 20 20 20 20 20
Pearson Correlation 491 .163 1 404 432 .385 631"
Sig. (2-tailed) .028 .493 .078 .057 .093 .003
N

20 20 20 20 20 20 20
Pearson Correlation 211 529" 404 1 478" 442 7127
Sig. (2-tailed) 372 017 .078 .033 .051 .000
N

20 20 20 20 20 20 20
Pearson Correlation 630" .399 432 478 1 899" 853"
Sig. (2-tailed) .003 .081 .057 .033 .000 .000
N

20 20 20 20 20 20 20
Pearson Correlation 651" .380 .385 442 899" 1 834"
Sig. (2-tailed) .002 .099 .093 .051 .000 .000
N

20 20 20 20 20 20 20
Pearson Correlation 745" 667" 631" 712" .853" 834" 1
Sig. (2-tailed) .000 .001 .003 .000 .000 .000
N

20 20 20 20 20 20 20

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

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




Lampira

Hasil Uji Reliabilitas Variabel

Case Processing Summary

no6

N %
Cases Valid 140 100.0
Excluded® 0 .0
Total 140 100.0

a. Listwise deletion based on all Variabels in the

procedure.

Reliability Statistics

Cronbach's
Alpha

N of Items

.790

5

Reliability Statistics

Cronbach's
Alpha

N of Items

.756

7

Reliability Statistics

Cronbach's
Alpha

N of ltems

757

7

Reliability Statistics

Cronbach's
Alpha

N of Items

762

7

Reliability Statistics

Cronbach's
Alpha

N of Items

770

7




Lampiran 7

One-Sample Kolmogorov-Smirnov Test

Unstandardize

Unstandardize

Unstandardize

Unstandardize

d Residual d Residual d Residual d Residual
N 140 140 140 140
Normal Parameters®” Mean .0000000 .0000000 .0000000 .0000000
Std. Deviation 2.72111171 2.66106568 2.59876367 2.70686602
Most Extreme Absolute .055 .059 .067 .051
Differences Positive .033 .044 .033 .034
Negative -.055 -.059 -.067 -.051
Test Statistic .055 .059 .067 .051
Asymp. Sig. (2-tailed) .200%¢ .200%¢ .200°° .200%°

a. Test distribution is Normal.

b. Calculated from data.

c. Lilliefors Significance Correction.

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




Lampiran 8

Hasil Uji Linieritas Advertising(X;) Terhadap Keputusan Pembelian

ANOVA Table
Sum of Mean
Squares df Square F Sig.
TotalKeput Between (Combined
usan Groups ) 190.750 12 15.896| 2.234 .014
PEmbelian Linearity 65.203 1 65.203| 9.163| .003
* total Deviation
Advertisin from 125.547 11 11.413| 1.604| .105
9 Linearity
Within Groups 903.671 127 7.116
Total 1094.421 139

Hasil Uji Linieritas Sales Promotion(X;) Terhadap Keputusan Pembelian

ANOVA Table

Sum of Mean

Squares df Square F Sig.
Total Between (Combined) 216.048 14 154321 2.196( .011
Keputusan Groups Linearity 110.125 1| 110.125| 15.672| .000
PEmbelian Deviation from
* Total L 105.923 13 8.148| 1.160| .317

Linearity

Sales \within Groups 878.374| 125 7.027
Promotion

Total 1094.421 139




Hasil Uji Linieritas Personal Selling(X3) Terhadap Keputusan Pembelian

ANOVA Table

Sum of Mean

Squares df Square F Sig.
Total Between (Combined) 267.416 13 20.570( 3.134| .000
Keputusan Groups Linearity 155.675 1| 155.675]| 23.718 .000
Pembelian Deviation from
* Total Linearity 111.741 12 9.312( 1.419 .166
Personal \vithin Groups 827.006| 126|  6.564
Selling

Total 1094.421 139
Hasil Uji Linieritas Direct Marketing(X,) Terhadap Keputusan Pembelian
ANOVA Table

Sum of Mean

Squares df Square F Sig.
Total Between (Combined) 208.327 13 16.025( 2.279( .010
Keputusan Groups Linearity 75.951 1| 75.951|10.800( .001
Pembelian Deviation from
* Total Linearity 132.375 12 11.031] 1.569 109
Direct — \within Groups 886.095| 126 7.032
Marketing

Total 1094.421 139




Lampiran 9
Hasil Uji Multikolinieritas

Coefficients?®

Collinearity Statistics

Model t Sig. Tolerance VIF

1 (Constant) 5.327 .000
Total Advertising 512 .610 .693 1.444
Total Sales Promotion 1.686 .094 .646 1.548
Total Personal Selling 2.910 .004 671 1.491
Total Direct Marketing .165 .869 .617 1.621

a. Dependent Variabel: totally




Lampiran 10
Hasil Uji Regresi Linier Berganda
Variabels Entered/Removed®

Variabels
Model Variabels Entered Removed Method
1 Total Direct Marketing,
total Advertising, total
. .| Enter
Personal Selling, total
Sales promotion®

a. Dependent Variabel: Keputusan Pembelian
b. All requested Variabels entered.

Model Summary®

Adjusted R Std. Error of
Model R R Square Square the Estimate
1 416° 173 149 2.589

a. Predictors: (Constant), totalx4, totalx1, totalx3, totalx2
b. Dependent Variabel: Keputusan Pembelian

ANOVA?
Model Sum of Squares df Mean Square F Sig.
1 Regression 189.412 4 47.353 7.064 .000°
Residual 905.010 135 6.704
Total 1094.421 139
a. Dependent Variabel: Keputusan Pembelian
b. Predictors: (Constant), totalx4, totalx1, totalx3, totalx2
Coefficients®
Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 12.779 2.399 5.327 .000
totalx1 .059 114 .048 512 .610
totalx2 .168 .100 .164 1.686 .094
totalx3 .290 .100 278 2.910 .004




totalx4 .017 101 .016 .165 .869 |
a. Dependent Variabel: Keputusan Pembelian

Lampiran 11

Hasil Uji T ( Parsial )

Coefficients?

Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 12.779 2.399 5.327 .000
totalx1 .059 114 .048 512 .610
totalx2 .168 .100 164 1.686 .094
totalx3 .290 .100 278 2.910 .004
totalx4 .017 101 .016 .165 .869

a. Dependent Variabel: Keputusan Pembelian



Lampiran 12

Hasil Uji F (Simultan)

ANOVA?®
Sum of
Model Squares df Mean Square F Sig.
1 Regression 189.412 4 47.353 7.064 .000°
Residual 905.010 135 6.704
Total 1094.421 139

a. Dependent Variabel: Keputusan Pembelian

b. Predictors: (Constant), total Direct Marketing, total Advertising, total Personal

selling, total Sales Promotion




Lampiran 13

Tabel R

103 0.1614 0.1918 0.2268 0.2504 03166
104 0. 1606 01909 0.2257 0.2492 3152
105 0.1599 01900 0.2247 0.2480 03137
106 0.1591 01891 01.2236 0.2469 03123
107 0. 1584 (L1882 0.2226 0.2458 03109
108 0.1576 0.1874 02216 0.2446 1.3095
109 0.1569 0. 18635 1.2206 0.2436 0.3082
110 0.1562 01857 0.2196 0.2425 03068
111 0.1555 O 1848 0.2186 0.2414 0.3055
112 0.1548 O 1840 0.2177 0.2403 0.3042
113 0.1541 0.1832 0.2167 0.2393 0.3029
114 0.1535 01824 02158 0.2383 03016
115 0.1528 01816 1.214% 0.2373 03004
116 0.1522 O 1809 0.213% 0.2363 0.2991
117 0.1515 01801 0.2131 0.2353 02979
118 0.150%9 01793 02122 0.2343 0.2967
119 0.1502 0. 1786 0.2113 0.2333 01.2955
120 0.1496 0.1779 0.2104 0.2324 0.2943
121 0.1490 01771 0.2096 0.2315 0.2931
122 0.1484 01764 0.2087 0.2305 0.2920
123 0.1478 01757 02079 0.2296 0.2908
124 0.1472 0.1750 0.2071 0.2287 02897
125 0.1466 01743 0.2062 0.2278 0.2886
126 0. 1460 01736 1.2054 0.2269 0.2875
127 0.1455 01729 01.2046 0.2260 1.2864
128 0.1449 0.1723 02039 0.2252 02853
129 0.1443 1716 0.2031 0.2243 0.2843
130 0.1438 01710 0.2023 0.2235 0.2832
131 0.1432 0.1703 0.2015 0.2226 0.2822
132 0.1427 0.1697 0.2008 0.2218 0.2811
133 0.1422 01690 02001 0.2210 02801
134 0.1416 0. 1684 11993 0.2202 02791
135 0.1411 0.1678 L1986 0.2194 02781
136 0. 1406 01672 01979 0.2186 0.2771
137 0.1401 0. 1666 01972 0.2178 0.2761
138 0.1396 0. 1660 01963 0.2170 0.2752
139 0.1391 1654 01958 0.2163 0.2742
140 0.1386 O lad4s 0.1951 0.2155 0.2733
141 0.1381 0.1642 0.1944 0.2148 0.2723
142 0.1376 0.1637 0.1937 0.2140 02714
143 0.1371 01631 1.1930 0.2133 0.2705
144 0.1367 01625 0.1924 0.2126 01.2696
145 0.1362 01620 01917 0.2118 02687
146 0.1357 0.1614 1911 0.2111 02678
147 0.1353 01609 (1904 0.2104 12669
148 0.1348 0. 1603 0. 1898 0.2097 02660
149 0.1344 0.1598 0.1892 0.2090 0.2652
150 0.1339 0.1593 (11886 0.2083 0.2643




Lampiran 14

Tabel T

Titik Persentase Distribusi t (df = 121 -160)

“ 0.5 040 0.05 0.025 0.01 0.005 0.001
df 0.50 020 040 | 0.050 002  oot0|  oom
12| 067652 | 128850 | 185754 | 197976 | 235756 | 261707 | 315685
122 067651 | 128853 | 165744 | 197960 | 235730 | 261673 | 315638
12| 067649 | 128847 | 165734 | 1.97944 | 235705 | 261639 | 315781
124 | 067647 | 128842 | 165723 | 197928 | 235680 | 261606 | 315726
125| 067646 | 128836 | 165714 | 197912 | 235655 | 261573 | 315671
126 | 067644 | 128831 | 165704 | 197807 | 235631 | 261541 | 345617
127 067643 | 128825| 185634 | 197882 | 235607 | 261510 | 315565
128 | 067641 | 128820 | 185685 | 197867 | 235583 | 261478 | 345512
129 | 067640 | 128815 | 165675 | 1.97852 | 235560 | 261448 | 315461
130 | 067638 | 128810 | 165666 | 1.97838 | 235537 | 261418 | 315411
13| 067637 | 128805 | 165657 | 1.97824 | 235515 | 261388 | 315361
132 | 067635 | 128300 | 165648 | 197810 | 235493 | 261359 | 345312
193 067634 | 128705 | 185630 | 107706 | 235471 | 261330 | 3.15284
13| 067633 | 126790 | 165630 | 197783 | 235450 | 2561302 | 345217
195 | 067631 | 126785 | 185622 | 197768 | 235428 | 261274 | 345170
136 | 067630 | 126781| 185613 | 197756 | 235408 | 261246 | 315124
137 | 067628 | 128776 | 185605 | 1.97743 | 235387 | 261219 | 345079
138 | 087627 | 128772 | 185507 | 197730 | 235367 | 261193 | 34504
1399 | 067626 | 126767 | 165569 | 197718 | 235347 | 261166 | 314990
140 | 067625 | 126763 | 185581 | 1.97705| 235328 | 261140 | 314947
11| 067623 | 126758 | 165573 | 197693 | 235308 | 261115 | 314904
142 | 067622 | 126754 | 165566 | 1.97661 | 235289 | 261090 | 314862
143 | 067621 | 126750 | 165558 | 197669 | 235271 | 261065 | 314820
144 | OB7620 | 128746 | 165550 | 1.07658 | 235252 | 261040 | 344779
145 | 087610 | 128742 | 185503 | 1.07646 | 235234 | 261016 | 344730
146 | 067617 | 126738 | 165536 | 197635 | 235215 | 260992 | 314699
147 | 067616 | 126734 | 165529 | 197623 | 235198 | 2.60969 | 314660
148 | 067615 | 126730 | 165521 | 1.97612 | 235181 | 260946 | 314621
149 | 087614 | 128726 | 185504 | 197601 | 235163 | 2.60023 | 314583
150 | 087613 | 128722 | 165508 | 1.97501 | 235146 | 260000 | 314545
151 067612 | 126718 | 185501 | 197580 | 235130 | 2.60878 | 314508
152 | 067611 | 126715 | 165404 | 197569 | 235113 | 260856 | 314471
153 | 067610 | 126711 | 165487 | 197558 | 235007 | 2060834 | 314435
154 | 067609 | 126707 | 165481 | 197548 | 235081 | 206013 | 314400
155 | 067608 | 126704 | 185474 | 197539 | 235065 | 2060792 | 314364
186 | OB7607 | 128700 | 165468 | 197520 | 235048 | 260771 | 344330
167 | 067606 | 128607 | 165462 | 1.07519| 235033 | 260751 | 314285
158 | 067605 | 128693 | 165455 | 1.97509 | 235018 | 260730 | 314261
159 | 067604 | 128600 | 165M9 | 197500 | 235003 | 260710 | 344228
160 | 067603 | 128687 | 165M3 | 197400 | 234988 | 2060691 | 344185




Lampiran 15

Tabel F

Titik Persentase Distribusi F untuk Probabilita = 0,05

df untuk

penyebut
(N2)

df untuk pembilang (N1)

10

11

14

15

136
137
138
139
140
14
142
143
144
145
146
147
148
149
150
151
152
153
154
155
156
157
158
159
160
161
162
163
164
165
166
167
168
169
170
im
172
173
174
175
176
177
178
179
180

39
s
im
391
3s
s
39
39
3s
im
391
39
s
380
3.90
3.90
380
3.90
3.90
3.90
380
3.90
380
380
380
3.90
3.90
380
3.90
3.90
3.90
380
3.90
3.90
380
380
3.90
3.90
380
3.90
3.80
389
389
3.89
3.89

3.06
3.06
3.06
3.06
3.06
3.06
3.06
3.06
3.06
3.06
3.06
3.06
3.06
3.06
3.06
3.06
3.06
3.06
3.05
3.05
3.05
3.05
3.05
3.05
3.05
3.05
3.05
3.05
3.05
3.05
3.05
3.05
3.05
3.05
3.05
3.05
3.05
3.05
3.05
3.05
3.05
3.05
3.05
3.05
3.05

267
287
2867
267
287
287
267
267
287
2867
267
267
287
2867
266
266
266
266
2.66
266
266
266
266
266
266
2.66
266
266
266
2.66
266
266
266
266
266
266
2.66
266
266
266
2.66
266
266
266
265

244
2.44
2.44
2.44
2.44
2.44
2.44
243
243
243
243
243
243
243
243
243
243
243
243
243
243
243
243
243
243
243
243
243
243
243
243
243
243
243
242
242
242
242
242
242
242
242
242
242
2.42

228
228
228
228
228
228
228
228
228
228
228
228
228
227
227
227
227
227
227
227
227
227
227
227
227
227
227
227
227
227
227
227
227
227
227
227
227
227
227
227
227
227
226
226
226

217 | 208 | 2.01 | 1.95
217 | 208 | 201 | 195
216 | 208 | 201 | 185
216 | 208 | 201 | 195
216 | 208 | 201 | 195
216 | 208 | 200 | 195
216 | 207 | 200 | 185
216 | 207 | 2.00 | 1.95
216 | 207 | 200 | 195
216 | 207 | 200 | 154
216 | 207 | 200 | 1.94
216 | 207 | 2.00 | 1.94
216 | 207 | 200 | 154
216 | 207 | 200 | 154
216 | 207 | 200 | 1.94
216 | 207 | 200 | 194
216 | 207 | 200 | 154
216 | 207 | 200 | 1.94
216 | 207 | 2.00 | 1.94
216 | 207 | 200 | 194
216 | 207 | 200 | 154
216 | 207 | 200 | 1.94
216 | 207 | 200 | 194
216 | 207 | 200 | 154
216 | 207 | 200 | 154
216 | 207 | 2.00 | 1.94
215 | 207 | 200 | 194
215 | 207 | 200 | 154
215 | 207 | 200 | 194
215 207 | 1.99 | 1.94
215 | 207 | 185 | 154
215|206 | 185 | 154
215|206 | 198 | 194
215 | 206 | 195 | 194
215 | 206 | 185 | 154
215|206 | 188 | 183
215 | 206 | 1.99 | 1.93
215|206 | 199 | 193
215|206 | 189 | 193
215|206 | 198 | 183
215 | 206 | 1.99 | 1.93
215|206 | 189 | 193
215|206 | 188 | 183
215|206 | 198 | 183
215206 | 199 | 1.93

1.80
1.80
1.80
1.80
1.80
1.80
1.80
1.80
1.80
1.80
1.80
1.80
1.80
1.89
1.89
1.89
1.89
1.89
1.89
1.89
1.89
1.89
1.89
1.89
1.89
1.89
1.89
1.89
1.89
1.89
1.89
1.89
1.89
1.89
1.89
1.89
1.89
1.89
1.89
1.89
1.88
1.88
1.88
1.88
1.88

1.86
1.88
1.86
1.86
1.86
1.88
1.86
1.86
1.86
1.86
1.85
1.85
185
185
1.85
185
185
1.85
1.85
185
185
1.85
1.85
185
185
1.85
185
185
1.85
1.85
185
185
1.85
185
185
185
1.84
1.84
184
1.84
1.84
1.84
184
1.84
1.84

1.82
1.82
182
1.82
1.82
1.82
1.82
1.82
1.82
182
1.82
1.82
1.82
182
1.82
1.82
1.82
1.82
1.82
1.82
181
1.81
1.81
181
181
1.81
1.81
181
1.81
1.81
1.81
181
1.81
1.81
181
181
1.81
1.81
181
1.81
1.81
181
181
1.81
1.81

1.79
178
178
178
178
178
1.78
1.79
178
178
178
1.79
178
178
178
178
178
1.78
1.78
178
178
1.78
178
178
178
1.78
178
178
1.78
1.78
178
178
1.78
178
178
178
1.78
178
178
1.78
1.78
178
178
1.78
1.77

1.77
1.76
1.76
1.76
1.76
1.76
1.76
1.76
1.76
1.76
1.76
1.76
1.76
1.76
1.76
1.76
1.76
1.76
1.76
1.76
1.76
1.76
1.75
1.75
1.75
1.75
1.75
1.75
1.75
1.75
1.75
1.75
1.75
1.75
1.75
1.75
1.75
1.75
1.75
1.75
1.75
1.75
1.75
1.75
1.75

1.74
1.74
1.74
1.74
1.74
1.74
1.74
1.74
1.74
1.74
1.74
1.73
173
173
1.73
173
173
1.73
1.73
173
173
1.73
173
173
173
1.73
173
173
1.73
1.73
173
173
1.73
173
173
173
1.72
172
172
1.72
1.72
172
172
1.72
1.72







