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LAMPIRAN KOUSIONER PENELITIAN 

PENGARUH BRAND IMAGE KOPI ROBUSTA DAN 

EFEKTIVITAS PEMASARAN TERHADAP MINAT 

BELI KONSUMEN DI KOTA BENGKULU: STUDI 

KASUS PADA KONSUMEN KOPI ROBUSTA DI 

KOTA BENGKULU 

Sehulbulngaln dengaln aldalnyal kegialtaln penelitialn yalng peneliti lalkulkaln, malkal 

dengaln ini peneliti memohon kesedialn Saluldalral/i algalr suldi kiralnyal melulalngkaln 

walktul ulntulk membalcal daln kemuldialn mengisi dalftalr pertalalnyalaln yalng peneliti 

lalmpirkaln. Dalftalr pertalnyalaln ini semaltal-maltal ulntulk keperlulaln penelitialn sebalgali 

sallalh saltul syalralt dallalm menyelesalikaln jenjalng Salrjalnal (S1), Julrulsaln Malnaljemen, 

Falkulltals Ekonomi Daln Bisnis, ULniversitals Mulhalmmaldiyalh Bengkullul.  

 Sehulbulngaln dengaln hall tersebult, malkal kebenalraln daln kelengkalpaln jalwalbaln yalng 

Saluldalral/i berikaln alkaln salngalt membalntul balgi peneliti, daln selalnjultnyal alkaln 

menjaldi malsulkaln yalng bermalnfalalt balgi halsil penelitialn yalng penullis lalkulkaln. 

Daltal-daltal yalng diperoleh kemuldialn alkaln peneliti gulnalkaln ulntulk keperlulaln 

penyulsulnaln skripsi, daln talnpal aldal tuljulaln lalin yalng dalpalt merulgikaln pihalk-pihalk 

tertentul. 

 ALtals palrtisipalsi, perhaltialn daln kesedialaln Saluldalral/i dallalm mengisi dalftalr 

pertalnyalaln kulesioner ini, peneliti mengulcalpkaln terimal kalsih. 

 Hormalt Salyal, 

 

 Ralihaln Riski Syalpultral 

 NPM: 226120117 

I. Identitals Peneliti 

Nalmal : Ralihaln Riski Syalpultral  

NPM : 2261201172 

Progralm Stuldi : Malnaljemen 

Falkulltals : Ekonomi daln Bisnis  

Pergulrulaln tinggi : ULniversitals Mulhalmmaldiyalh Bengkullul 



II. DENTITAS RESPONDEN  

1. Jenis Kelalmin 

 al. Lalki-lalki :  

 b. Perempulaln :  

2. ULmulr  

al. 16 – 25 Talhuln :  

b. 26 – 35 Talhuln :  

c. 36 – 45 Talhuln :  

3. Pekerjalaln  

al. Pelaljalr/Malhalsiswal :  

b. Pegalwali Negri/Swalstal :  

c. Wiralswalstal/Lalinnyal :  

4. Frekulensi Pembelialn  

al. 1 Kalli : 

b. 2 Kalli :  

c. 3 Kalli :  

d. ≥ 3 Kalli :  

 

III. PETUNJUK PENGISIAN JAWABAN  

Beri jalwalbaln altals pernyaltalaln berikult ini sesulali dengaln pendalpalt daln 

pengallalmaln alndal, dengaln calral memberi talndal (√) paldal kolom yalng tersedial. 

Keteralngaln: 

1. STS : Salngalt Tidalk Setuljul 

2. TS : Tidalk Setuljul 

3. N : Netrall  

4. S : Setuljul 

5. SS : Salngalt Setuljul 

 

 

 

 



DAFTAR PERNYATAAN 

1. Minat Beli Konsumen (Y) 

No PERTALNYALALN JALWALBALN 

STS TS N S SS 

Minalt tralnsalksionall  

 

1 Salyal bernialt membeli kopi 

robulstal dallalm walktul dekalt. 

     

2 Salyal bersedial membeli kopi 

robulstal yalng dijulall di Kotal 

Bengkullul 

     

⁠Minalt refrensiall 

 

3 Salyal bersedial 

merekomendalsikaln kopi robulstal 

kepaldal kelulalrgal altalul temaln. 

 

     

4 Salyal alkaln menyalralnkaln oralng 

lalin ulntulk mencobal kopi robulstal 

Bengkullul. 

     

⁠Minalt preferensiall 

 

5 Kopi robulstal menjaldi pilihaln 

ultalmal salyal dibalndingkaln jenis 

kopi lalin. 

     

6 Salyal lebih memilih kopi Robulstal 

Bengkullul dibalndingkaln kopi 

merek lalin. 

     

⁠Minalt eksploraltif 

 

7 Salyal tertalrik mencalri informalsi 

mengenali kulallitals kopi robulstal 

Bengkullul. 

     

8 Salyal tertalrik mengikulti 

perkembalngaln produlk kopi 

robulstal di Kotal Bengkullul. 

     

 

2. Brand Image (XI) 

No PERTALNYALALN JALWALBALN 

STS TS N S SS 

Dipercalyal sebalgali merek yalng terkenall 

1 Salyal mengenall merek kopi ini      



sebalgali merek yalng suldalh 

terkenall. 

Menalrik minalt pembeli 

2 Merek kopi ini malmpul menalrik 

minalt salyal ulntulk membeli 

produlknyal. 

     

Memiliki berbalgali valrialn yalng menalrik 

3 Merek kopi ini menyedialkaln 

berbalgali pilihaln valrialn ralsal. 

     

Merek yalng berkulallitals 

4 Salyal menilali kulallitals kopi dalri 

merek ini salngalt balik. 

     

Halrgal yalng bersaling 

5 Halrgal kopi dalri merek ini 

terjalngkalul balgi salyal. 

     

Memiliki kemalsaln yalng ulnik 

6 Kemalsaln kopi dalri merek ini 

memiliki desalin yalng menalrik. 

     

Memiliki alromal yalng ulnik 

7 ALromal kopi dalri merek ini 

memiliki ciri khals tersendiri. 

     

 

3. Efektivititas Pemasaran (X2) 

No PERTALNYALALN JALWALBALN 

STS TS N S SS 

Keterlibaltaln Konsulmen dengaln Kalmpalnye (Tingkalt Kesaldalraln Merek) 

1 Salyal sering melihalt promosi altalul 

kalmpalnye kopi robulstal lokall di 

Kotal Bengkullul. 

     

Tingkalt Pemalsalraln 

2 Straltegi pemalsalraln kopi robulstal 

di Kotal Bengkullul muldalh 

dipalhalmi oleh salyal sebalgali 

konsulmen. 

     

Tingkalt Konversi dalri Prospek menjaldi Pelalnggaln 

3 Setelalh melihalt promosi kopi 

robulstal di Kotal Bengkullul, salyal 

tertalrik ulntulk membeli produlk 

tersebult. 

     

 

 

 

 



TABULASI DATA: 

Minat Beli Konsumen (Y) 

Minat Beli Konsumen (Y) 

Responden Y1.1 Y1.2 Y1.3 Y1.4 Y1.5 Y1.6 Y1.7 Y1.8 JML 

1 4 5 4 4 4 4 5 4 34 

2 4 4 4 4 4 4 4 4 32 

3 3 3 3 3 4 4 3 3 26 

4 5 3 3 3 4 4 5 3 30 

5 5 4 4 4 3 3 5 5 33 

6 4 5 4 5 4 4 5 4 35 

7 4 4 4 4 4 5 4 4 33 

8 4 4 5 5 5 4 5 3 35 

9 4 4 4 4 4 4 4 4 32 

10 3 3 3 3 3 3 3 3 24 

11 4 4 5 5 3 4 3 4 32 

12 3 4 4 4 3 3 4 3 28 

13 4 4 4 3 4 3 3 4 29 

14 4 4 5 4 4 4 4 4 33 

15 5 5 5 4 3 4 5 5 36 

16 4 4 4 4 5 4 4 4 33 

17 4 5 4 4 4 3 3 3 30 

18 3 3 3 4 3 3 4 3 26 

19 3 3 4 4 3 3 3 3 26 

20 3 4 4 4 4 4 4 4 31 

21 5 5 5 5 5 5 5 5 40 

22 5 5 5 5 5 5 5 5 40 

23 4 4 3 3 4 4 4 4 30 

24 4 4 4 4 4 4 4 4 32 

25 4 4 5 5 5 5 5 5 38 

 



 Brand image X1 

Responden X1.1 X1.2 X1.3 X1.4 X1.5 X1.6 X1.7 JML 

1 4 5 4 4 4 5 4 30 

2 4 4 4 4 4 4 4 28 

3 3 4 3 3 3 3 3 22 

4 3 4 4 5 4 3 5 28 

5 4 5 4 4 3 5 3 28 

6 4 4 4 4 5 5 5 31 

7 4 5 4 4 5 4 5 31 

8 5 5 3 5 3 4 5 30 

9 4 4 4 4 4 4 4 28 

10 3 3 3 3 3 3 3 21 

11 4 4 4 4 4 4 5 29 

12 3 4 4 4 4 4 4 27 

13 3 4 3 4 3 3 4 24 

14 5 4 4 4 5 4 4 30 

15 4 5 5 5 4 4 5 32 

16 4 4 4 5 4 3 4 28 

17 4 4 4 5 4 4 4 29 

18 3 4 3 3 3 3 3 22 

19 3 4 3 3 3 3 3 22 

20 4 4 4 4 4 4 4 28 

21 5 5 5 5 5 5 5 35 

22 5 5 5 5 5 5 5 35 

23 3 4 3 3 3 3 3 22 

24 4 4 4 4 4 4 4 28 

25 4 4 4 4 4 4 4 28 

 

 

 

 

 

 



Efektivitas Pemasaran (X2) 

 Epektivitas Pemasaran X2 

Responden X2.1 X2.2 X2.3 JML 

1 4 5 4 13 

2 4 4 4 12 

3 4 3 3 10 

4 4 3 3 10 

5 4 4 5 13 

6 5 5 5 15 

7 4 5 4 13 

8 3 3 3 9 

9 4 4 4 12 

10 3 3 3 9 

11 3 4 4 11 

12 4 4 4 12 

13 4 4 3 11 

14 4 5 4 13 

15 4 5 5 14 

16 4 4 4 12 

17 4 5 3 12 

18 3 3 3 9 

19 3 3 3 9 

20 4 4 4 12 

21 5 5 5 15 

22 5 5 5 15 

23 4 3 3 10 

24 4 4 4 12 

25 4 4 4 12 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Lampiran 3. Uji Validitas 

Variabel Brand Image (X1) 

Correlations 

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

X1.1 

Pearson 

Correlation 
1 .575

**
 .617

**
 .631

**
 .628

**
 .711

**
 .584

**
 .840

**
 

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

N 25 25 25 25 25 25 25 25 

X1.2 

Pearson 

Correlation 
.575

**
 1 .505

**
 .513

**
 .299 .628

**
 .474

*
 .683

**
 

Sig. (2-tailed) .003  .010 .009 .147 .001 .017 .000 

N 25 25 25 25 25 25 25 25 

X1.3 

Pearson 

Correlation 
.617

**
 .505

**
 1 .695

**
 .783

**
 .691

**
 .643

**
 .873

**
 

Sig. (2-tailed) .001 .010  .000 .000 .000 .001 .000 

N 25 25 25 25 25 25 25 25 

X1.4 

Pearson 

Correlation 
.631

**
 .513

**
 .695

**
 1 .510

**
 .428

*
 .769

**
 .807

**
 

Sig. (2-tailed) .001 .009 .000  .009 .033 .000 .000 

N 25 25 25 25 25 25 25 25 

X1.5 

Pearson 

Correlation 
.628

**
 .299 .783

**
 .510

**
 1 .604

**
 .699

**
 .813

**
 

Sig. (2-tailed) .001 .147 .000 .009  .001 .000 .000 

N 25 25 25 25 25 25 25 25 

X1.6 

Pearson 

Correlation 
.711

**
 .628

**
 .691

**
 .428

*
 .604

**
 1 .472

*
 .799

**
 

Sig. (2-tailed) .000 .001 .000 .033 .001  .017 .000 

N 25 25 25 25 25 25 25 25 

X1.7 

Pearson 

Correlation 
.584

**
 .474

*
 .643

**
 .769

**
 .699

**
 .472

*
 1 .832

**
 

Sig. (2-tailed) .002 .017 .001 .000 .000 .017  .000 

N 25 25 25 25 25 25 25 25 

JML 

Pearson 

Correlation 
.840

**
 .683

**
 .873

**
 .807

**
 .813

**
 .799

**
 .832

**
 1 

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

N 25 25 25 25 25 25 25 25 

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

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

 

 



Variabel Kepercayaan (X2) 

 

Correlations 

 X2.1 X2.2 X2.3 TTL 

X2.1 

Pealrson Correlaltion 1 .654
**

 .653
**

 .842
**

 

Sig. (2-taliled)  .000 .000 .000 

N 25 25 25 25 

X2.2 

Pealrson Correlaltion .654
**

 1 .719
**

 .908
**

 

Sig. (2-taliled) .000  .000 .000 

N 25 25 25 25 

X2.3 

Pealrson Correlaltion .653
**

 .719
**

 1 .901
**

 

Sig. (2-taliled) .000 .000  .000 

N 25 25 25 25 

TTL 

Pealrson Correlaltion .842
**

 .908
**

 .901
**

 1 

Sig. (2-taliled) .000 .000 .000  

N 25 25 25 25 

**. Correlaltion is significalnt alt the 0.01 level (2-taliled). 

 

Variabel Minat Beli Konsumen (Y) 
Correlations 

 yp1 yp2 yp3 yp4 yp5 yp6 yp7 yp8 totalY 

yp1 

Pearson 

Correlation 
1 .551** .446* .277 .344 .452* .641** .669** .739** 

Sig. (2-tailed)  .004 .025 .179 .092 .023 .001 .000 .000 

N 25 25 25 25 25 25 25 25 25 

yp2 

Pearson 

Correlation 
.551** 1 .607** .544** .358 .382 .464* .605** .757** 

Sig. (2-tailed) .004  .001 .005 .079 .060 .019 .001 .000 

N 25 25 25 25 25 25 25 25 25 

yp3 

Pearson 

Correlation 
.446* .607** 1 .783** .351 .467* .362 .592** .772** 

Sig. (2-tailed) .025 .001  .000 .085 .019 .076 .002 .000 

N 25 25 25 25 25 25 25 25 25 

yp4 

Pearson 

Correlation 
.277 .544** .783** 1 .358 .474* .464* .435* .727** 

Sig. (2-tailed) .179 .005 .000  .079 .017 .019 .030 .000 

N 25 25 25 25 25 25 25 25 25 

yp5 

Pearson 

Correlation 
.344 .358 .351 .358 1 .691** .398* .307 .639** 

Sig. (2-tailed) .092 .079 .085 .079  .000 .049 .135 .001 

N 25 25 25 25 25 25 25 25 25 



yp6 

Pearson 

Correlation 
.452* .382 .467* .474* .691** 1 .510** .573** .763** 

Sig. (2-tailed) .023 .060 .019 .017 .000  .009 .003 .000 

N 25 25 25 25 25 25 25 25 25 

yp7 

Pearson 

Correlation 
.641** .464* .362 .464* .398* .510** 1 .541** .746** 

Sig. (2-tailed) .001 .019 .076 .019 .049 .009  .005 .000 

N 25 25 25 25 25 25 25 25 25 

yp8 

Pearson 

Correlation 
.669** .605** .592** .435* .307 .573** .541** 1 .797** 

Sig. (2-tailed) .000 .001 .002 .030 .135 .003 .005  .000 

N 25 25 25 25 25 25 25 25 25 

totalY 

Pearson 

Correlation 
.739** .757** .772** .727** .639** .763** .746** .797** 1 

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

N 25 25 25 25 25 25 25 25 25 

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

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

 

Tabel 3.3 

Hasil Uji Validitas 

 

Variabel Pernyataan Rhitung Rtabel Kesimpulan 

 

Brand Image (X1) 

 

 

Efektivitas 

Pemasaran (X2) 

 

 

 

Minat Beli 

Konsumen 

(Y) 

1 0,840 0,396 Valid 

2 0,683 0,396 Valid 
3 0,873 0,396 Valid 
4 0,807 0,396 Valid 
5 0,813 0,396 Valid 

6 0,799 0,396 Valid 
7 0,832 0,396 Valid 
1 0,842 0,396 Valid 
2 0,908 0,396 Valid 
3 0,901 0,396 Valid 
1 0,739 0,396 Valid 

2 0,757 0,396 Valid 

3 0,772 0,396 Valid 
4 0,727 0,396 Valid 

5 0,639 0,396 Valid 

6 0,763 0,396 Valid 
7 0,746 0,396 Valid 
8 0,797 0,396 Valid 

Sulmber: Halsil penelitialn daln daltal diolalh, 2026 

Berdalsalrkaln talbel 3.3 yalkni halsil ulji valliditals dengaln menggulnalkaln 

corelalsion produlcts moment malkal dalri 28 bultir pernyaltalaln yalng diulji daln n=25 



(Palral Konsulmen Kopi Robulstal di Kotal Bengkullul), ternyaltal semulal item 

pernyaltalaln salh (vallid), sebalb memilki nilali korelalsi lebih dalri altalul jikal nilali r hitulng 

≥ r talbel , malkal bultir instrulmen dinyaltalkaln vallid. Oleh kalrenal itul, semulal item 

pernyaltalaln kulesioner dalpalt digulnalkaln dallalm penelitialn ini.  

ALdalpuln halsil ulji realbilitals aldallalh sebalgali berikult: 

Lampiran 3. Uji Reliabilitas 

Varibel Brand Image (X1) 

Reliability Statistics 

Cronbach's 

Alpha 

N of Items 

.910 7 

 

Variabel Efektivitas Pemasaran (X2) 

Reliability Statistics 

Cronbach's 

Alpha 

N of Items 

.854 3 

 

Variabel Minat Beli Konsumen (Y) 

Reliability Statistics 

Cronbalch's 

ALlphal 

N of Items 

.883 8 

 

 

 



Tabel 3. 

Hasil Uji Reliabilitas 

No Variabel Cronbanch’S Alpha Keterangan 

1 Brand image (X1) 0,961 Reliabel 

2 Epektivitas Pemasaran (X2) 0,908 Reliabel 

3 Minat Beli Konsumen (Y) 0,883 Reliabel 

 Sumber: Oultpult SPSS 20, 2026 

 Dalri halsil ulji relialbilitals yalng dilalkulkaln dengaln menggulnalkaln progralm staltistik 

SPSS malkal diperoleh cronbalch’s allphal lebih besalr dalri 0,60. Malkal semulal item 

pernyaltalaln kulesioner dikaltalkaln relialbel daln dalpalt digulnalkaln dallalm penelitialn ini. 

 

 

 

 

  



Lampiran Tabulasi Data 96 Responden  

PENGARUH BRAND IMAGE KOPI ROBUSTA DAN EFEKTIVITAS PEMASARAN TERHADAP MINAT BELI 

KONSUMEN DI KOTA BENGKULU 

 (Studi Kasus Pada Konsumen Kopi Robusta Di Kota Bengkulu) 

RSP  
Brand Image X1 Epektivitas Pemasaran X2 

Minat Beli Konsumen (Y) 

 

X1.1 X1.2 X1.3 X1.4 X1.5 X1.6 X1.7 JML X2.1 X2.2 X2.3 JML Y1.1 Y1.2 Y1.3 Y1.4 Y1.5 Y1.6 Y1.7 Y1.8 JML 

1 4 5 4 4 4 5 4 30 4 5 4 13 4 5 4 4 4 4 5 4 34 

2 4 4 4 4 4 4 4 28 4 4 4 12 4 4 4 4 4 4 4 4 32 

3 3 4 3 3 3 3 3 22 4 3 3 10 3 3 3 3 4 4 3 3 26 

4 3 4 4 5 4 3 5 28 4 3 3 10 5 3 3 3 4 4 5 3 30 

5 4 5 4 4 3 5 3 28 4 4 5 13 5 4 4 4 3 3 5 5 33 

6 4 4 4 4 5 5 5 31 5 5 5 15 4 5 4 5 4 4 5 4 35 

7 4 5 4 4 5 4 5 31 4 5 4 13 4 4 4 4 4 5 4 4 33 

8 5 5 3 5 3 4 5 30 3 3 3 9 4 4 5 5 5 4 5 3 35 

9 4 4 4 4 4 4 4 28 4 4 4 12 4 4 4 4 4 4 4 4 32 

10 3 3 3 3 3 3 3 21 3 3 3 9 3 3 3 3 3 3 3 3 24 

11 4 4 4 4 4 4 5 29 3 4 4 11 4 4 5 5 3 4 3 4 32 

12 3 4 4 4 4 4 4 27 4 4 4 12 3 4 4 4 3 3 4 3 28 

13 3 4 3 4 3 3 4 24 4 4 3 11 4 4 4 3 4 3 3 4 29 

14 5 4 4 4 5 4 4 30 4 5 4 13 4 4 5 4 4 4 4 4 33 

15 4 5 5 5 4 4 5 32 4 5 5 14 5 5 5 4 3 4 5 5 36 

16 4 4 4 5 4 3 4 28 4 4 4 12 4 4 4 4 5 4 4 4 33 



17 4 4 4 5 4 4 4 29 4 5 3 12 4 5 4 4 4 3 3 3 30 

18 3 4 3 3 3 3 3 22 3 3 3 9 3 3 3 4 3 3 4 3 26 

19 3 4 3 3 3 3 3 22 3 3 3 9 3 3 4 4 3 3 3 3 26 

20 4 4 4 4 4 4 4 28 4 4 4 12 3 4 4 4 4 4 4 4 31 

21 5 5 5 5 5 5 5 35 5 5 5 15 5 5 5 5 5 5 5 5 40 

22 5 5 5 5 5 5 5 35 5 5 5 15 5 5 5 5 5 5 5 5 40 

23 3 4 3 3 3 3 3 22 4 3 3 10 4 4 3 3 4 4 4 4 30 

24 3 3 3 3 3 3 3 21 3 3 3 9 3 3 3 3 3 3 3 3 24 

25 4 4 4 4 4 4 4 28 4 4 4 12 4 4 4 4 4 4 4 4 32 

26 4 4 4 4 4 4 4 28 4 4 4 12 4 4 5 5 5 5 5 5 38 

27 3 4 3 4 4 4 3 25 3 3 4 10 4 4 4 5 3 3 3 3 29 

28 5 5 4 4 5 4 4 31 5 5 5 15 4 5 4 4 5 5 5 5 37 

29 4 4 4 4 3 4 4 27 4 4 5 13 4 4 4 4 4 5 3 4 32 

30 3 5 5 4 5 4 4 30 4 4 5 13 3 4 4 4 4 4 4 3 30 

31 5 5 5 5 5 5 5 35 5 5 5 15 5 5 5 5 5 5 5 5 40 

32 4 4 4 4 4 4 4 28 4 4 4 12 4 4 4 4 4 4 4 4 32 

33 4 4 5 5 5 4 4 31 4 5 5 14 5 5 5 4 4 4 4 5 36 

34 4 5 5 5 5 5 4 33 4 4 5 13 5 5 4 4 5 5 5 4 37 

35 5 5 5 5 5 5 5 35 5 5 5 15 5 5 5 5 5 5 5 5 40 

36 5 5 5 5 5 5 5 35 5 4 4 13 5 4 4 5 4 5 5 4 36 

37 4 5 5 5 5 5 5 34 5 5 5 15 4 4 4 5 5 4 4 4 34 

38 5 4 4 4 5 5 4 31 4 4 5 13 5 4 4 4 4 5 5 4 35 

39 4 5 5 5 4 5 5 33 4 4 4 12 5 5 5 4 5 5 4 5 38 



40 5 5 5 5 5 4 4 33 4 5 5 14 4 5 5 4 5 4 5 5 37 

41 5 4 4 5 5 5 4 32 4 5 5 14 4 3 4 4 3 5 5 3 31 

42 4 4 5 5 5 5 5 33 4 5 5 14 5 5 5 5 4 4 4 5 37 

43 3 3 3 3 3 3 3 21 3 3 3 9 3 4 3 3 3 3 3 3 25 

44 3 3 3 3 4 4 4 24 4 3 3 10 4 4 3 3 3 3 3 3 26 

45 5 5 4 4 4 5 5 32 5 5 4 14 4 5 5 4 5 4 4 5 36 

46 5 4 4 4 4 3 4 28 4 4 3 11 3 4 4 5 3 4 5 5 33 

47 4 4 4 5 4 4 4 29 4 4 5 13 4 4 4 4 4 4 4 4 32 

48 5 4 4 5 5 5 5 33 4 5 5 14 4 4 5 5 5 4 5 4 36 

49 5 5 4 5 4 4 5 32 5 4 5 14 5 4 4 5 4 5 4 5 36 

50 5 4 5 a5 5 5 5 34 4 4 5 13 5 4 5 5 5 4 4 4 36 

51 5 5 5 5 5 5 5 35 5 5 5 15 5 5 5 5 5 5 5 5 40 

52 3 3 3 3 3 3 4 22 3 3 3 9 3 3 3 4 3 3 3 3 25 

53 5 4 5 4 4 5 4 31 5 4 4 13 5 4 5 4 5 5 5 4 37 

54 5 4 4 5 5 5 4 32 5 4 5 14 4 5 4 5 4 4 5 4 35 

55 4 5 4 4 4 4 4 29 4 4 4 12 5 4 4 5 4 5 4 5 36 

56 5 4 4 4 4 5 4 30 5 4 4 13 4 4 5 4 4 4 5 5 35 

57 4 5 4 4 5 4 4 30 4 4 5 13 4 4 5 4 4 4 5 4 34 

58 4 4 5 4 4 4 4 29 4 4 5 13 4 4 4 4 4 4 4 4 32 

59 4 4 4 5 4 4 4 29 4 4 5 13 4 4 4 4 3 4 4 5 32 

60 4 4 3 4 3 4 5 27 5 5 4 14 4 4 4 4 4 4 4 4 32 

61 5 5 5 5 5 5 5 35 5 5 5 15 5 5 5 5 5 5 5 5 40 

62 4 4 5 5 5 4 4 31 5 5 5 15 5 4 4 5 5 5 4 5 37 



63 5 5 5 5 5 5 5 35 5 4 5 14 4 4 5 5 5 5 5 5 38 

64 4 4 4 4 5 5 4 30 5 5 5 15 4 4 5 4 4 5 5 4 35 

65 4 4 4 4 4 4 4 28 4 3 4 11 4 5 5 5 4 5 5 4 37 

66 5 5 4 4 4 4 4 30 4 4 5 13 4 3 3 4 4 3 3 5 29 

67 4 5 5 5 4 4 5 32 5 4 4 13 4 4 5 5 4 5 5 4 36 

68 5 3 4 3 5 4 3 27 4 5 4 13 4 5 5 4 4 4 4 5 35 

69 4 4 3 5 5 4 4 29 4 4 5 13 4 5 4 3 5 5 4 5 35 

70 5 4 4 4 5 4 4 30 4 5 5 14 5 4 4 5 5 4 4 5 36 

71 5 4 5 5 5 5 4 33 4 4 5 13 5 4 4 4 5 5 5 5 37 

72 4 5 4 5 4 5 5 32 4 3 5 12 4 5 5 4 4 4 5 5 36 

73 3 4 5 4 4 5 5 30 5 5 4 14 5 5 4 5 4 3 3 4 33 

74 4 3 4 4 5 5 4 29 4 4 4 12 4 4 4 3 4 5 4 4 32 

75 4 4 4 4 4 5 3 28 4 4 5 13 4 5 4 3 4 4 4 4 32 

76 4 5 4 5 4 4 4 30 4 4 4 12 4 4 4 5 4 4 4 4 33 

77 5 4 4 5 4 4 4 30 4 4 5 13 4 4 4 4 4 4 4 4 32 

78 4 4 4 4 4 5 5 30 3 4 4 11 4 5 4 4 4 4 4 4 33 

79 5 4 4 4 4 4 5 30 4 4 4 12 5 4 3 4 4 4 4 3 31 

80 4 5 4 3 4 5 4 29 4 4 4 12 4 4 5 3 4 5 4 4 33 

81 4 4 5 4 4 4 5 30 4 3 5 12 4 4 4 5 4 4 3 4 32 

82 4 4 4 5 4 4 4 29 3 5 4 12 4 4 5 4 4 3 4 5 33 

83 4 4 4 4 4 4 4 28 5 4 4 13 4 4 4 4 4 4 4 5 33 

84 5 4 4 5 4 4 5 31 4 4 4 12 4 4 5 4 4 4 4 4 33 

85 5 5 5 4 5 4 5 33 5 4 5 14 4 5 5 5 4 5 4 4 36 



86 5 4 4 4 4 4 4 29 4 4 4 12 4 4 4 4 4 4 4 4 32 

87 5 5 4 4 5 5 5 33 5 5 5 15 5 4 4 5 5 5 4 5 37 

88 4 4 5 4 4 4 4 29 5 4 4 13 4 4 5 4 4 4 4 4 33 

89 5 5 4 5 5 4 5 33 5 4 4 13 4 5 5 5 5 5 5 5 39 

90 4 5 4 5 4 4 4 30 4 4 4 12 4 5 4 4 4 3 4 4 32 

91 5 5 5 5 5 5 5 35 5 5 5 15 5 4 5 5 5 5 5 5 39 

92 5 5 4 4 4 4 5 31 4 4 4 12 4 4 4 4 4 4 4 3 31 

93 5 5 4 4 4 4 4 30 4 4 5 13 3 5 4 5 5 5 4 5 36 

94 5 4 4 4 4 4 4 29 4 4 4 12 4 4 4 4 4 4 4 4 32 

95 3 4 5 5 5 5 5 32 5 4 5 14 5 5 4 5 5 4 4 4 36 

96 5 5 4 5 5 5 5 34 4 5 5 14 5 5 5 5 4 4 4 5 37 

 406 413 398 413 408 407 409 2854 401 399 414 1214 400 406 408 407 397 400 402 402 3222 

 

 

 

 

 

 

 

 



 

Lampiran Uji Normalitas 

 

 

 

 

 

 

 



Lampiran Uji Multikolinearitas 

Tabel 4.8 

Halsil ULji Mulltikolinieritals 

No Variabel Tolerance VIF Keterangan 

1 Brand Image ,336 2,973 Non Multikolinieritas 

2 Efektivitas Pemasaran ,336 2,973 Non Multikolinieritas 

 

Lampiran Uji Heteroskedastisitas 

 

Lampiran Regresi Linier Berganda 

Coefficients
a
 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 4,893 1,639  2,986 ,004 

Brand Image  ,789 ,093 ,725 8,445 ,000 

Efektivitas Pembelian ,413 ,198 ,179 2,086 ,040 

a. Dependent Variable: Minat Beli Konsumen  

 

 

 

 

 

 

 



Lampiran Nilai Koefisien Determinasi 

Nilali Koefisien Determinalsi (R2) 

Model Summary
b
 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 ,877
a
 ,769 ,764 1,83601 

a. Predictors: (Constant), Efektivitas Pemasaran, Brand Image 

b. Dependent Variable: Minat Beli Konsumen  

 

Lampiran Uji t 

Coefficients
a
 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 4,893 1,639  2,986 ,004 

Brand Image  ,789 ,093 ,725 8,445 ,000 

Efektivitas Pembelian ,413 ,198 ,179 2,086 ,040 

a. Dependent Variable: Minat Beli Konsumen  

 

Lampiran Uji F 

ANOVA
a
 

Model Sum of Squares Df Mean Square F Sig. 

1 Regression 1046,127 2 523,063 155,168 ,000
b
 

Residual 313,498 93 3,371   

Total 1359,625 95    

a. Dependent Variable: Minat Beli Konsumen  

b. Predictors: (Constant), Efektivitas Pemasaran, Brand Image  

 

 

 

 

 

 

 

 



Lampiran T Tabel 25 Resonden 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Lampiran T Tabel 96  

(n-k-1) = 113-2-1 = 110 (1.981) 

 

 

 

 

 



Lampiran F Tabel 

 

 

 

 

 


