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Lampiran 1 Kuesioner Penelitian 

KUESIONER 

 

 



Kepada Yth. 

Konsumen Cafe Warung Pinggiran Caringin 

Di Tempat 

 

Dengan Hormat, 

 Dalam rangka penulisan laporan penelitian dan kepentingan pemenuhan 

data tentang Pengaruh Produk, Harga, dan Lokasi Terhadap Keputusan Pembelian 

pada Cafe Warung Pinggiran Caringin. Saya Zannubha Fuzi Afifah, Mahasiswi 

Fakultas Ekonomi Jurusan Manajemen Universitas Djuanda Bogor memohon 

kesediaan Bapak/Ibu/Saudara/i untuk menjadi responden penelitian penulis. Untuk 

itu saya memohon bantuan untuk mengisi kuesioner ini berdasarkan kondisi 

Bapak/Ibu/Saudara/I sebagai konsumen Cafe Warung Pinggiran Caringin. Semua 

informasi yang didapatkan ini akan menjadi bahan penelitian secara akademis dan 

terjaga kerahasiaannya. 

 Atas perhatian, kesediaan dan kerja sama dalam meluangkan waktu untuk 

menjawab pernyataan-pernyataan dalam kuesioner ini, saya ucapkan terima kasih. 

 

        Bogor, Juni 2023 

        Hormat Saya, 

 

 

 

        Penulis 

 

 

 

 

PETUNJUK PENGISIAN 

 

1. Pilihlah salah satu jawaban yang memenuhi persepsi Saudara dengan cara 

memberi tanda centang ( ).  

2. Isilah data responden berikut berdasarkan kriteria yang Bapak/Ibu miliki.  

 



Identitas Responden 

Nama :  

Alamat :  

Jenis Kelamin         1. Laki-laki              2. Perempuan 

Usia 
 

1. 18 - 25 Tahun 

 
 

2. 26 - 35 Tahun 

 
 

3. 36 - 45 Tahun 

 
 

4. > 46 Tahun 

Pekerjaan  1. Pelajar 

  2. Mahasiswa 

  3. Pegawai Negeri 

  4. Pegawai Swasta 

  5. Wiraswasta 

Pendapatan/Uang Saku 
 

1. < Rp. 2.000.000 

 
 

2. Rp2.000.000,- s/d Rp3.000.000,- 

 
 

3. Rp3.100.000,- s/d Rp4.000.000,- 

 
 

4. Rp4.100.000,- s/d Rp6.000.000,- 

 
 

5. > Rp. 5.000.0000,- 

 

 

Berikan tanda centang ( ) pada kotak jawaban yang anda anggap paling sesuai.  

Keterangan: 

Produk X1 

No Pernyataan SS S CS TS STS 

          Kualitas Rasa 

a 



1. 
Produk yang ditawarkan oleh cafe memiliki 

kualitas rasa yang baik 

     

2.  
Dalam menawarkan produk, café memiliki 

kualitas rasa yang sesuai selera konsumen 

     

          Keragaman Rasa 

3.  
Cafe menawarkan produk dengan rasa yang 

beragam 

     

4.  
Cafe menawarkan produk dengan keragaman 

jenis produk 

     

          Kemenarikan Kemasan 

5. 
Produk yang ditawarkan oleh cafe disajikan 

dalam bentuk yang menarik 

     

6. 
Kemasan produk yang ditawarkan sudah 

sesuai dalam melindungi produk 

     

          Kemenarikan Merek 

7. 
Produk yang ditawarkan cafe memiliki nama 

produk yang menarik 

     

8. 
Nama produk yang ditawarkan mudah diingat 

oleh konsumen 

     

          Kepraktisan Kemasan 

9. 
Produk yang ditawarkan oleh cafe disajikan 

dengan praktis 

     

10. 

Konsumen menghemat usaha dalam 

memanfaatkan produk yang ditawarkan oleh 

café 

     

          Kecepatan Pelayanan 

11. 
Karyawan cafe melayani keinginan konsumen 

dengan cepat 

     



12. 
Karyawan cafe menangani keluhan konsumen 

dengan cepat 

     

          Keramahan Pelayanan 

13. 
Karyawan cafe melayani konsumen dengan 

ramah 

     

14. 
Karyawan cafe memberikan informasi dengan 

baik dan lengkap 

     

 

Harga X2  

No. Pernyataan SS S CS TS STS 

          Keterjangkauan Harga Produk      

15. 
Harga produk yang ditawarkan cafe 

terjangkau 

     

16. 
Harga produk yang ditawarkan cafe bervariasi 

sesuai dengan ukuran produk 

     

          Kesesuaian Harga Dengan Kualitas Produk 

17. 
Harga produk yang ditawarkan cafe sesuai 

dengan kualitas produk 

     

18. 
Harga produk yang ditawarkan cafe sesuai 

dengan spesifikasi produk 

     

          Kesesuaian Harga Dengan Manfaat 

19. 
Harga produk yang ditawarkan cafe sesuai 

dengan manfaat yang diberikan 

     

20. 
Manfaat yang diberikan produk sesuai dengan 

jumlah yang telah dikeluarkan 

     

          Daya Saing Harga 

21. 
Harga produk cafe lebih murah dari pesaing 

sejenisnya 

     



22. 
Harga produk cafe mampu bersaing dengan 

produk sejenisnya 

     

 

Lokasi X3 

No. Pernyataan SS S CS TS STS 

          Akses 

23. Tersedia transportasi menuju lokasi cafe      

24.  
Akses jalan menuju lokasi cafe dalam kondisi 

baik 

     

          Visibilitas 

25. 
Lokasi cafe dapat terlihat jelas dari jarak 

pandang normal 

     

26. Terdapat penanda arah lokasi cafe      

          Tempat Parkir yang Luas 

27. Lokasi cafe memiliki tempat parkir yang luas      

28. 
Tempat parkir cafe aman dan nyaman untuk 

kendaraan roda dua dan empat 

     

          Lalu Lintas 

29. Lokasi cafe dilalui orang banyak      

30. Lalu lintas menuju cafe lancar       

          Ekspansi 

31. 
Lokasi cafe memiliki lahan lain untuk 

membuka cabang café 

     

32. 
Adanya ekspansi dapat menambah 

pendapatan perusahaan 

     

          Lingkungan 

33. Lingkungan sekitar cafe dalam kondisi baik      



34. 
Lingkungan cafe berada di tengah masyarakat 

umum 

     

          Persaingan 

35. Lokasi cafe strategis      

36. Lokasi cafe banyak pesaing sejenis      

 

Keputusan Pembelian (Y) 

No. Pernyataan SS S CS TS STS 

          Pilihan Produk 

37. 
Konsumen membeli produk yang ditawarkan 

cafe berdasarkan kualitas 

     

38. 
Konsumen membeli produk karena 

keragaman produknya 

     

39. 
Konsumen merasa yakin saat ditawarkan 

membeli produk oleh café 

     

          Pilihan Merek 

40. 
Konsumen membeli produk yang ditawarkan 

cafe karena percaya terhadap produknya 

     

41. 
Konsumen membeli produk yang ditawarkan 

cafe berdasarkan reputasi café 

     

          Pilihan Tempat Penyalur 

42. 
Konsumen membeli produk yang ditawarkan 

cafe di lokasi yang mudah diakses 

     

43. 
Konsumen membeli produk yang ditawarkan 

cafe berdasarkan ketersediaan produk 

     

          Waktu Pembelian 

44. 
Konsumen membeli produk cafe berdasarkan 

kebutuhan 

     



45. 
Konsumen membeli produk cafe berdasarkan 

waktu yang tepat 

     

          Jumlah Pembelian 

46. 
Konsumen membeli jumlah produk cafe 

dipengaruhi keragaman produk cafe 

     

47. 
Konsumen merasa yakin saat membeli produk 

cafe berdasarkan jumlahnya 

     

          Metode Pembayaran 

48. 

Cafe memberikan alternatif metode 

pembayaran (seperti debet, ovo, qris, dan 

lainnya) 

     

49. 
Konsumen merasakan kemudahan dalam 

proses pembayaran saat membeli produk café 

     

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



X1.1 X1.2 X1.3 X1.4 X1.5 X1.6 X1.7 X1.8 X1.9 X1.10 X1.11 X1.12 X1.13 X1.14 X1

Pearson 

Correlatio

n

1 .262 .087 .251 .281 .301 .141 .241 .141 .215 .338 .386
* .315 .119 .482

**

Sig. (2-

tailed)
.162 .647 .181 .132 .106 .457 .199 .457 .253 .068 .035 .090 .531 .007

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30

Pearson 

Correlatio

n

.262 1 .691
** .106 .563

** .306 .369
*

.495
**

.653
**

.512
**

.468
** .014 .579

**
.454

*
.731

**

Sig. (2-

tailed)
.162 .000 .577 .001 .101 .045 .005 .000 .004 .009 .942 .001 .012 .000

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30

Pearson 

Correlatio

n

.087 .691
** 1 .309 .599

** .209 .410
*

.591
**

.492
** .236 .238 .079 .582

** .233 .660
**

Sig. (2-

tailed)
.647 .000 .097 .000 .269 .024 .001 .006 .210 .206 .678 .001 .216 .000

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30

Pearson 

Correlatio

n

.251 .106 .309 1 .229 .236 .293 .266 .138 .095 .244 .393
*

.374
* .232 .490

**

Sig. (2-

tailed)
.181 .577 .097 .223 .209 .116 .155 .466 .617 .194 .032 .042 .218 .006

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30

Pearson 

Correlatio

n

.281 .563
**

.599
** .229 1 .677

** .227 .556
**

.648
**

.414
*

.495
**

.498
**

.583
** .208 .794

**

Sig. (2-

tailed)
.132 .001 .000 .223 .000 .228 .001 .000 .023 .005 .005 .001 .269 .000

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30

Pearson 

Correlatio

n

.301 .306 .209 .236 .677
** 1 .199 .464

**
.657

** .252 .421
*

.414
*

.377
* .220 .655

**

Sig. (2-

tailed)
.106 .101 .269 .209 .000 .291 .010 .000 .178 .020 .023 .040 .242 .000

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30

Pearson 

Correlatio

n

.141 .369
*

.410
* .293 .227 .199 1 .221 .185 .049 .258 .046 .318 .446

*
.487

**

Sig. (2-

tailed)
.457 .045 .024 .116 .228 .291 .240 .328 .799 .168 .808 .087 .014 .006

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30

Pearson 

Correlatio

n

.241 .495
**

.591
** .266 .556

**
.464

** .221 1 .780
**

.386
*

.411
* .247 .256 .084 .685

**

Sig. (2-

tailed)
.199 .005 .001 .155 .001 .010 .240 .000 .035 .024 .188 .173 .659 .000

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30

Pearson 

Correlatio

n

.141 .653
**

.492
** .138 .648

**
.657

** .185 .780
** 1 .546

**
.424

* .294 .435
* .296 .751

**

Sig. (2-

tailed)
.457 .000 .006 .466 .000 .000 .328 .000 .002 .020 .115 .016 .112 .000

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30

Pearson 

Correlatio

n

.215 .512
** .236 .095 .414

* .252 .049 .386
*

.546
** 1 .415

* .058 .193 .338 .516
**

Sig. (2-

tailed)
.253 .004 .210 .617 .023 .178 .799 .035 .002 .023 .759 .307 .068 .004

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30

Pearson 

Correlatio

n

.338 .468
** .238 .244 .495

**
.421

* .258 .411
*

.424
*

.415
* 1 .504

**
.543

**
.656

**
.718

**

Sig. (2-

tailed)
.068 .009 .206 .194 .005 .020 .168 .024 .020 .023 .004 .002 .000 .000

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30

Pearson 

Correlatio

n

.386
* .014 .079 .393

*
.498

**
.414

* .046 .247 .294 .058 .504
** 1 .473

** .267 .529
**

Sig. (2-

tailed)
.035 .942 .678 .032 .005 .023 .808 .188 .115 .759 .004 .008 .153 .003

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30

Pearson 

Correlatio

n

.315 .579
**

.582
**

.374
*

.583
**

.377
* .318 .256 .435

* .193 .543
**

.473
** 1 .389

*
.734

**

Sig. (2-

tailed)
.090 .001 .001 .042 .001 .040 .087 .173 .016 .307 .002 .008 .034 .000

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30

Pearson 

Correlatio

n

.119 .454
* .233 .232 .208 .220 .446

* .084 .296 .338 .656
** .267 .389

* 1 .545
**

Sig. (2-

tailed)
.531 .012 .216 .218 .269 .242 .014 .659 .112 .068 .000 .153 .034 .002

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30

Pearson 

Correlatio

n

.482
**

.731
**

.660
**

.490
**

.794
**

.655
**

.487
**

.685
**

.751
**

.516
**

.718
**

.529
**

.734
**

.545
** 1

Sig. (2-

tailed)
.007 .000 .000 .006 .000 .000 .006 .000 .000 .004 .000 .003 .000 .002

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30

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

X1.11

X1.12

X1.13

X1.14

X1

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

X1.5

X1.6

X1.7

X1.8

X1.9

X1.10

Correlations

X1.1

X1.2

X1.3

X1.4

Lampiran 2.  Hasil Uji Validitas dan Reliabilitas Produk, Harga, Lokasi dan  

Keputusan Pembelian Cafe Warung Pinggiran Caringin 

 

a. Uji Validitas dan Reliabilitas Produk (X1) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

  

 

b. Uji Validitas dan Reliabilitas Harga (X2) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

N %

Valid 30 100.0

Excluded
a 0 .0

Total 30 100.0

Case Processing Summary

Cases

a. Listwise deletion based on all variables in the 

procedure.

Cronbach's 

Alpha
N of Items

.878 14

Reliability Statistics

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

Pearson 

Correlation
1 .655

**
.548

**
.420

*
.438

* .229 .291 .423
*

.688
**

Sig. (2-tailed) .000 .002 .021 .016 .223 .119 .020 .000

N 30 30 30 30 30 30 30 30 30

Pearson 

Correlation
.655

** 1 .599
**

.619
**

.464
**

.507
** .281 .622

**
.801

**

Sig. (2-tailed) .000 .000 .000 .010 .004 .133 .000 .000

N 30 30 30 30 30 30 30 30 30

Pearson 

Correlation
.548

**
.599

** 1 .384
* .345 .312 .077 .301 .593

**

Sig. (2-tailed) .002 .000 .036 .062 .093 .685 .106 .001

N 30 30 30 30 30 30 30 30 30

Pearson 

Correlation
.420

*
.619

**
.384

* 1 .724
**

.567
** .308 .635

**
.784

**

Sig. (2-tailed) .021 .000 .036 .000 .001 .097 .000 .000

N 30 30 30 30 30 30 30 30 30

Pearson 

Correlation
.438

*
.464

** .345 .724
** 1 .630

**
.605

**
.644

**
.833

**

Sig. (2-tailed) .016 .010 .062 .000 .000 .000 .000 .000

N 30 30 30 30 30 30 30 30 30

Pearson 

Correlation
.229 .507

** .312 .567
**

.630
** 1 .518

**
.529

**
.728

**

Sig. (2-tailed) .223 .004 .093 .001 .000 .003 .003 .000

N 30 30 30 30 30 30 30 30 30

Pearson 

Correlation
.291 .281 .077 .308 .605

**
.518

** 1 .544
**

.632
**

Sig. (2-tailed) .119 .133 .685 .097 .000 .003 .002 .000

N 30 30 30 30 30 30 30 30 30

Pearson 

Correlation
.423

*
.622

** .301 .635
**

.644
**

.529
**

.544
** 1 .808

**

Sig. (2-tailed) .020 .000 .106 .000 .000 .003 .002 .000

N 30 30 30 30 30 30 30 30 30

Pearson 

Correlation
.688

**
.801

**
.593

**
.784

**
.833

**
.728

**
.632

**
.808

** 1

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

N 30 30 30 30 30 30 30 30 30

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

X2.5

X2.6

X2.7

X2.8

X2

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

Correlations

X2.1

X2.2

X2.3

X2.4



 

 

c. Uji Validitas dan Reliabilitas Lokasi (X3) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

N %

Valid 30 100.0

Excluded
a 0 .0

Total 30 100.0

Case Processing Summary

Cases

a. Listwise deletion based on all variables in the 

procedure.

Cronbach's 

Alpha
N of Items

.876 8

Reliability Statistics

X3.1 X3.2 X3.3 X3.4 X3.5 X3.6 X3.7 X3.8 X3.9 X3.10 X3.11 X3.12 X3.13 X3.14 X3

Pearson 

Correlation
1 .615

** .242 .201 -.007 .085 .188 .268 .359 .572
**

.511
**

.407
* .135 .281 .547

**

Sig. (2-tailed) .000 .198 .287 .971 .657 .319 .152 .052 .001 .004 .026 .475 .133 .002

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30

Pearson 

Correlation
.615

** 1 .139 .438
* .130 .146 -.085 .313 .454

*
.417

*
.647

**
.483

** .202 .197 .569
**

Sig. (2-tailed) .000 .464 .016 .493 .441 .655 .093 .012 .022 .000 .007 .285 .296 .001

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30

Pearson 

Correlation
.242 .139 1 .655

** .299 .233 .220 .181 .424
*

.381
* .202 .255 .440

* -.066 .521
**

Sig. (2-tailed) .198 .464 .000 .108 .216 .243 .338 .019 .038 .284 .174 .015 .729 .003

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30

Pearson 

Correlation
.201 .438

*
.655

** 1 .621
**

.417
*

.372
*

.420
*

.672
**

.472
** .351 .390

*
.506

** .202 .759
**

Sig. (2-tailed) .287 .016 .000 .000 .022 .043 .021 .000 .008 .058 .033 .004 .284 .000

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30

Pearson 

Correlation
-.007 .130 .299 .621

** 1 .743
**

.519
** .254 .559

** .263 .316 .214 .475
**

.394
*

.654
**

Sig. (2-tailed) .971 .493 .108 .000 .000 .003 .176 .001 .160 .089 .256 .008 .031 .000

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30

Pearson 

Correlation
.085 .146 .233 .417

*
.743

** 1 .350 .146 .421
*

.517
**

.460
* .360 .394

*
.467

**
.646

**

Sig. (2-tailed) .657 .441 .216 .022 .000 .058 .441 .020 .003 .010 .051 .031 .009 .000

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30

Pearson 

Correlation
.188 -.085 .220 .372

*
.519

** .350 1 .622
**

.568
** .291 .155 .188 .147 .506

**
.580

**

Sig. (2-tailed) .319 .655 .243 .043 .003 .058 .000 .001 .119 .414 .320 .439 .004 .001

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30

Pearson 

Correlation
.268 .313 .181 .420

* .254 .146 .622
** 1 .608

** .256 .260 .149 .059 .611
**

.584
**

Sig. (2-tailed) .152 .093 .338 .021 .176 .441 .000 .000 .173 .165 .433 .755 .000 .001

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30

Pearson 

Correlation
.359 .454

*
.424

*
.672

**
.559

**
.421

*
.568

**
.608

** 1 .562
**

.630
**

.508
** .349 .440

*
.862

**

Sig. (2-tailed) .052 .012 .019 .000 .001 .020 .001 .000 .001 .000 .004 .059 .015 .000

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30

Pearson 

Correlation
.572

**
.417

*
.381

*
.472

** .263 .517
** .291 .256 .562

** 1 .607
**

.457
* .314 .305 .725

**

Sig. (2-tailed) .001 .022 .038 .008 .160 .003 .119 .173 .001 .000 .011 .091 .102 .000

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30

Pearson 

Correlation
.511

**
.647

** .202 .351 .316 .460
* .155 .260 .630

**
.607

** 1 .586
** .110 .251 .694

**

Sig. (2-tailed) .004 .000 .284 .058 .089 .010 .414 .165 .000 .000 .001 .563 .180 .000

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30

Pearson 

Correlation
.407

*
.483

** .255 .390
* .214 .360 .188 .149 .508

**
.457

*
.586

** 1 .270 .186 .625
**

Sig. (2-tailed) .026 .007 .174 .033 .256 .051 .320 .433 .004 .011 .001 .149 .325 .000

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30

Pearson 

Correlation
.135 .202 .440

*
.506

**
.475

**
.394

* .147 .059 .349 .314 .110 .270 1 .206 .509
**

Sig. (2-tailed) .475 .285 .015 .004 .008 .031 .439 .755 .059 .091 .563 .149 .275 .004

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30

Pearson 

Correlation
.281 .197 -.066 .202 .394

*
.467

**
.506

**
.611

**
.440

* .305 .251 .186 .206 1 .558
**

Sig. (2-tailed) .133 .296 .729 .284 .031 .009 .004 .000 .015 .102 .180 .325 .275 .001

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30

Pearson 

Correlation
.547

**
.569

**
.521

**
.759

**
.654

**
.646

**
.580

**
.584

**
.862

**
.725

**
.694

**
.625

**
.509

**
.558

** 1

Sig. (2-tailed) .002 .001 .003 .000 .000 .000 .001 .001 .000 .000 .000 .000 .004 .001

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30

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

X3.11

X3.12

X3.13

X3.14

X3

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

X3.5

X3.6

X3.7

X3.8

X3.9

X3.10

Correlations

X3.1

X3.2

X3.3

X3.4



 

 

d. Uji Validitas dan Reliabilitas Keputusan Pembelian (Y) 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

N %

Valid 30 100.0

Excluded
a 0 .0

Total 30 100.0

Case Processing Summary

Cases

a. Listwise deletion based on all variables in the 

procedure.

Cronbach's 

Alpha
N of Items

.885 14

Reliability Statistics

Y.1 Y.2 Y.3 Y.4 Y.5 Y.6 Y.7 Y.8 Y.9 Y.10 Y.11 Y.12 Y.13 Y

Pearson 

Correlation
1 .091 .141 .370

*
.416

* .258 .426
*

.427
*

.525
**

.491
**

.510
** .193 .141 .629

**

Sig. (2-tailed) .632 .457 .044 .022 .169 .019 .019 .003 .006 .004 .307 .458 .000

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30

Pearson 

Correlation
.091 1 .181 .284 .378

* .102 .085 .163 .259 .183 .084 .315 .401
*

.473
**

Sig. (2-tailed) .632 .337 .128 .039 .592 .656 .390 .168 .332 .659 .090 .028 .008

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30

Pearson 

Correlation
.141 .181 1 .225 .314 .131 .217 .371

*
.458

* .295 .016 .446
* .140 .516

**

Sig. (2-tailed) .457 .337 .232 .091 .491 .250 .043 .011 .114 .932 .013 .461 .004

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30

Pearson 

Correlation
.370

* .284 .225 1 .365
*

.481
**

.434
* .331 .334 .384

*
.623

** .255 .522
**

.709
**

Sig. (2-tailed) .044 .128 .232 .048 .007 .016 .074 .071 .036 .000 .174 .003 .000

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30

Pearson 

Correlation
.416

*
.378

* .314 .365
* 1 -.011 .183 .253 .424

*
.440

* .317 .345 .351 .624
**

Sig. (2-tailed) .022 .039 .091 .048 .953 .332 .178 .020 .015 .088 .062 .058 .000

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30

Pearson 

Correlation
.258 .102 .131 .481

** -.011 1 .457
* .201 .177 .076 .341 .333 .474

**
.507

**

Sig. (2-tailed) .169 .592 .491 .007 .953 .011 .286 .348 .691 .065 .072 .008 .004

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30

Pearson 

Correlation
.426

* .085 .217 .434
* .183 .457

* 1 .313 .272 .180 .444
* .202 .220 .555

**

Sig. (2-tailed) .019 .656 .250 .016 .332 .011 .092 .146 .340 .014 .285 .242 .001

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30

Pearson 

Correlation
.427

* .163 .371
* .331 .253 .201 .313 1 .509

**
.546

** .354 .359 -.077 .611
**

Sig. (2-tailed) .019 .390 .043 .074 .178 .286 .092 .004 .002 .055 .051 .685 .000

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30

Pearson 

Correlation
.525

** .259 .458
* .334 .424

* .177 .272 .509
** 1 .389

*
.482

** .325 .222 .699
**

Sig. (2-tailed) .003 .168 .011 .071 .020 .348 .146 .004 .034 .007 .080 .238 .000

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30

Pearson 

Correlation
.491

** .183 .295 .384
*

.440
* .076 .180 .546

**
.389

* 1 .391
* .211 .089 .601

**

Sig. (2-tailed) .006 .332 .114 .036 .015 .691 .340 .002 .034 .033 .264 .640 .000

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30

Pearson 

Correlation
.510

** .084 .016 .623
** .317 .341 .444

* .354 .482
**

.391
* 1 .132 .331 .637

**

Sig. (2-tailed) .004 .659 .932 .000 .088 .065 .014 .055 .007 .033 .486 .074 .000

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30

Pearson 

Correlation
.193 .315 .446

* .255 .345 .333 .202 .359 .325 .211 .132 1 .530
**

.618
**

Sig. (2-tailed) .307 .090 .013 .174 .062 .072 .285 .051 .080 .264 .486 .003 .000

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30

Pearson 

Correlation
.141 .401

* .140 .522
** .351 .474

** .220 -.077 .222 .089 .331 .530
** 1 .569

**

Sig. (2-tailed) .458 .028 .461 .003 .058 .008 .242 .685 .238 .640 .074 .003 .001

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30

Pearson 

Correlation
.629

**
.473

**
.516

**
.709

**
.624

**
.507

**
.555

**
.611

**
.699

**
.601

**
.637

**
.618

**
.569

** 1

Sig. (2-tailed) .000 .008 .004 .000 .000 .004 .001 .000 .000 .000 .000 .000 .001

N 30 30 30 30 30 30 30 30 30 30 30 30 30 30

Y.11

Y.12

Y.13

Y

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

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

Y.5

Y.6

Y.7

Y.8

Y.9

Y.10

Correlations

Y.1

Y.2

Y.3

Y.4



 

 

 

 

Lampiran 3. Hasil Hitungan Analisis Regresi Linear Berganda 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

 

 

 

 

 

  

 

 

Model Summaryb 

Model R R Square Adjusted R Square 

Std. Error of the 

Estimate 

1 .682a .465 .449 5.244 

a. Predictors: (Constant), Lokasi, Harga, Produk 

b. Dependent Variable: Keputusan Pembelian 

 

 

 

N %

Valid 30 100.0

Excluded
a 0 .0

Total 30 100.0

Case Processing Summary

Cases

a. Listwise deletion based on all variables in the 

procedure.

Cronbach's 

Alpha
N of Items

.846 13

Reliability Statistics

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 2299.477 3 766.492 27.869 .000b 

Residual 2640.363 96 27.504   

Total 4939.840 99    

a. Dependent Variable: Keputusan Pembelian 

b. Predictors: (Constant), Lokasi, Harga, Produk 

 

 

 

 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. 

Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) 12.827 4.315  2.973 .004   

Produk .352 .082 .402 4.295 .000 .635 1.574 

Harga .323 .132 .228 2.444 .016 .637 1.569 

Lokasi .182 .083 .192 2.194 .031 .724 1.381 

a. Dependent Variable: Keputusan Pembelian 

 



Lampiran 4. Surat Izin Penelitian 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Lampiran 5. Surat Penerimaan Izin Penelitian 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

DAFTAR RIWAYAT HIDUP 

 

 

Nama : Zannubha Fuzi Afifah 

NIM : C.1810138 

Jurusan : Manajemen 

Tempat, Tanggal Lahir : Bogor, 15 Januari 2000 

No. Telepon : 089666761952 

Email : zannubha99@gmail.com 

 

 

 

 

 

 

mailto:zannubha99@gmail.com

