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1. Petunjuk Pengisian  

a. Klik pada salah satu pilihan jawaban yang tersedia. 

b. Ada 5 alternatif jawaban yang disiapkan, dimana kelima alternative 

tersebut dikembangkan atas dasar kategori skala likert, yaitu : 

Simbol  Kategori Nilai Bobot 

SS Sangat Setuju 5 

S Setuju 4 

KS Kurang Setuju 3 

TS Tidak Setuju 2 

STS Sangat Tidak Setuju 1 

c. Klik  pilihan jawaban sesuai dengan pendapat anda. 

 

2. Identitas Responden 

a. Nama Responden  : 

b. Usia     

 15-20 th  21 – 30 th   >30 th 

c. Jenis Kelamin 

 Laki – Laki    Perempuan 

d. Pekerjaan  

 Pelajar/Mahasiswa  PNS   Karyawan 

Swasta  Wirausaha  

 Lainnya 

e. Berapa kali Anda melakukan pembelian produk Minuman Yotta 

 2 kali  5 kali  8 Kali  >8 kali  

f. Daerah tempat tinggal (Kecamatan di Kota Palopo) 

 Wara    Wara Timur    Wara Utara    Wara Selatan    

 Mungkajang    Bara    Sendana 

 

 

 

 

 

 

 



 
 

95 
 

 

No. Kualitas Produk (X1) 
Alternatif Jawaban 

SS S CS TS STS 

Keistimewaan 

1 

Yotta adalah minuman kekinian 

berbagai rasa dengan harga yang 

sangat terjangkau. 

     

2 

Pearl/boba merupakan toping 

tambahan yang paling banyak diminati 

pada minuman Yotta. 

     

Kesesuaian  

3 

Kualitas minuman Yotta memenuhi 

standar/sesuai dengan keterangan 

yang tertera pada daftar menu 

     

4 
Harga minuman Yotta sesuai dengan 

kualitas produk yang diberikan. 

     

Daya Tahan 

5 
Kemasan minuman Yotta tidak mudah 

tumpah dan bocor. 

     

6 
Yotta selalu menyajikan minuman 

yang masih baru dan segar. 

     

Estetika  

7 

Kemasan minuman Yotta sangat 

menarik dan petunjuk konsumen 

mudah dipahami 

     

 

No. Brand Image (X2) 
Alternatif Jawaban 

SS S CS TS STS 

Pengenalan  

1 
Saya mengenal dengan baik produk 

minuman Yotta. 
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2 

Minuman Yotta sudah terkenal 

dikalangan masyarakat khususnya di 

Sulsel.  

     

Reputasi  

3 

Yotta terkenal sebagai pelopor 

minuman kekinian dengan bahan 

dasar susu dan teh. 

     

4 
Kebersihan lingkungan outlet Yotta 

sangat terjamin. 

     

Daya Tarik  

5 

Saya selalu mengunjungi Outlet Yotta 

ketika ingin berkumpul bersama teman 

karena tempat yang nyaman dan 

kekinian. 

     

6 

Minuman Yotta sangat terjangkau dan 

cukup kompetitif  dengan produk 

pesaingnya. 

     

7 
Yotta menyediakan free wifi bagi 

konsumen yang melakukan dine in. 

     

 

No. Loyalitas Pelanggan (Y) 
Alternatif Jawaban 

SS S CS TS STS 

Pembelian Ulang 

1 
Saya merasa puas dengan minuman 

Yotta. 

     

2 
Saya selalu membeli ulang minuman 

Yotta. 

     

Merekomendasikan  

3 

Saya akan merekomendasikan 

pembelian minuman Yotta kepada 

orang lain. 
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4 
Saya akan mengajak orang lain untuk 

berkunjung ke outlet Yotta. 

     

Tidak pindah 

5 

Saya akan menjadikan minuman Yotta 

menjadi plihan pertama ketika ingin 

membeli minuman sejenisnya. 

     

 

No. Kepuasan Konsumen (Z) 
Alternatif Jawaban 

SS S CS TS STS 

Terpenuhnya Harapan Konsumen 

1 
Kualitas minuman Yotta sesuai 

dengan harapan saya 

     

2 
Saya sangat menikmati berbelanja 

pada Outlet Yotta 

     

Pelayanan yang Baik 

3 
Pelayanan yang diberikan karyawan 

Yotta sangat ramah 

     

4 
System pembayaran yang digunakan 

tepat dan cepat. 

     

Cenderung Ingin Membeli 

5 

Saya sering mengunjungi oulet Yotta 

untuk melakukan take away (bungkus) 

atau dine in (minum di tempat) 
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KUALITAS PRODUK (X1) TOTAL 
X1 

BRAND IMAGE (X2) TOTAL 
X2 X1.1 X1.2 X1.3 X1.4 X1.5 X1.6 X1.7 X2.1 X2.2 X2.3 X2.4 X2.5 X2.6 X2.7 

4 4 3 4 5 3 5 28 4 4 5 3 5 4 4 29 

5 5 5 4 4 4 4 31 4 4 4 4 4 4 4 28 

4 4 4 4 4 4 4 28 4 4 4 4 4 4 4 28 

4 4 4 5 5 4 4 30 4 4 3 4 4 4 4 27 

5 5 5 5 4 5 5 34 4 5 5 5 5 5 5 34 

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

5 5 4 5 4 5 4 32 5 5 4 5 5 5 4 33 

5 5 5 5 5 5 5 35 5 5 5 5 5 5 5 35 

4 4 5 5 4 5 5 32 4 5 4 4 5 5 4 31 

2 2 4 3 5 5 4 25 3 4 4 5 4 3 4 27 

5 4 5 5 5 5 5 34 3 4 4 4 5 4 4 28 

4 5 4 4 4 4 3 28 4 5 2 4 4 2 4 25 

5 3 5 5 5 5 5 33 4 4 3 5 4 4 5 29 

4 4 4 4 4 4 4 28 3 3 2 4 4 3 4 23 

3 4 4 4 3 4 4 26 4 5 3 4 5 3 4 28 

4 5 5 5 4 5 5 33 4 3 4 5 5 4 5 30 

4 4 5 4 5 4 3 29 4 4 4 5 4 5 4 30 

4 4 4 5 4 4 4 29 4 5 5 4 3 4 5 30 

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

4 4 5 4 5 4 5 31 3 4 5 5 5 4 4 30 

4 5 4 5 4 4 4 30 4 5 5 4 4 4 4 30 

5 4 4 5 5 5 5 33 4 5 5 5 4 3 3 29 

5 4 4 4 5 5 4 31 3 4 3 5 4 4 4 27 

3 3 3 4 5 5 5 28 1 3 3 3 4 4 4 22 

5 5 5 5 4 4 5 33 5 5 5 5 4 4 5 33 

4 5 5 4 5 4 4 31 5 4 5 4 5 4 5 32 

5 4 5 5 5 5 5 34 4 4 4 4 4 5 5 30 

5 4 4 5 3 4 3 28 3 4 2 4 4 3 5 25 

4 4 3 4 4 3 4 26 4 4 4 4 3 5 3 27 

5 3 5 4 5 5 5 32 5 5 5 5 5 5 5 35 

4 3 5 5 4 5 3 29 5 5 3 5 4 3 5 30 

4 5 4 4 5 4 5 31 4 4 4 4 4 4 5 29 

3 3 4 3 4 4 3 24 3 4 4 3 4 3 3 24 

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

4 3 5 4 4 5 4 29 3 5 4 5 5 2 4 28 

4 2 3 3 4 3 4 23 4 4 2 4 3 3 4 24 

4 5 5 5 4 5 5 33 3 5 4 5 4 2 3 26 

3 5 3 5 3 3 4 26 3 3 5 3 4 3 3 24 

4 4 5 4 4 5 5 31 4 4 4 4 5 4 5 30 

5 4 4 4 4 5 5 31 4 4 4 5 5 5 5 32 

3 2 4 3 5 5 5 27 3 4 5 4 4 3 4 27 
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4 1 5 3 2 3 2 20 4 3 3 2 2 4 3 21 

4 4 5 4 4 5 4 30 4 3 3 4 4 3 3 24 

4 4 4 4 5 5 5 31 5 4 4 4 5 4 4 30 

4 3 2 4 4 4 3 24 4 5 4 4 3 3 4 27 

5 5 4 4 4 5 5 32 4 5 5 5 4 3 4 30 

3 4 4 4 2 4 3 24 3 4 3 4 4 3 4 25 

4 5 5 5 4 5 5 33 4 5 5 5 5 4 3 31 

5 4 4 5 5 5 5 33 5 4 4 5 5 4 5 32 

4 4 4 4 4 4 5 29 4 5 3 4 4 3 5 28 

3 3 3 3 2 4 3 21 1 3 4 4 4 3 3 22 

4 3 5 5 4 5 4 30 4 3 4 5 5 4 4 29 

4 5 4 3 4 4 3 27 5 4 3 4 4 3 4 27 

5 5 5 5 5 5 5 35 5 5 5 5 5 5 5 35 

3 4 4 3 3 4 4 25 4 5 4 4 4 2 2 25 

2 3 3 2 3 1 2 16 2 2 2 2 2 3 3 16 

3 3 3 3 3 3 3 21 3 3 3 3 3 3 4 22 

4 4 4 4 4 4 4 28 4 5 3 4 5 4 4 29 

1 1 2 2 2 2 2 12 2 2 2 2 2 2 2 14 

4 4 4 4 4 4 4 28 4 4 4 4 4 4 4 28 

4 4 5 4 5 4 5 31 4 4 5 5 5 5 5 33 

3 4 5 5 5 5 4 31 3 5 3 4 5 3 4 27 

5 5 5 5 5 5 5 35 5 5 5 5 5 5 5 35 

5 4 4 3 5 5 5 31 4 5 4 4 5 3 4 29 

3 4 3 3 4 4 4 25 3 4 3 4 4 2 3 23 

4 4 4 4 3 4 4 27 3 5 4 5 4 5 4 30 

4 4 4 4 4 4 4 28 4 4 4 4 4 4 4 28 

5 5 4 4 4 4 4 30 4 4 4 5 5 4 4 30 

4 4 5 5 4 4 4 30 3 4 3 4 4 2 4 24 

4 4 4 5 4 4 5 30 3 5 4 4 4 4 5 29 

5 5 5 5 4 5 5 34 5 3 1 3 4 2 3 21 

4 3 5 4 4 5 3 28 5 5 5 5 4 3 4 31 

5 5 5 5 5 5 4 34 4 4 4 4 5 4 5 30 

4 4 4 4 4 4 4 28 5 4 4 5 4 4 4 30 

5 4 5 5 5 5 5 34 5 4 5 4 5 5 5 33 

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

5 5 5 4 5 5 5 34 5 5 5 4 5 5 5 34 

3 4 5 5 4 3 3 27 4 5 5 4 3 3 4 28 

5 4 4 4 5 5 5 32 3 4 4 5 5 5 5 31 

4 4 5 5 4 5 5 32 4 4 4 5 5 4 4 30 

5 4 4 4 4 4 5 30 2 4 4 4 4 2 4 24 

4 5 4 5 4 5 5 32 4 5 5 4 4 5 4 31 

1 3 2 3 2 4 2 17 1 3 2 2 2 1 3 14 

4 4 4 4 4 4 4 28 2 3 3 3 5 3 3 22 
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4 4 4 4 5 5 4 30 3 3 5 4 4 3 4 26 

5 5 5 5 5 5 5 35 5 5 4 5 5 5 5 34 

3 3 3 3 4 3 3 22 3 3 3 3 3 3 3 21 

4 4 4 4 4 4 4 28 4 4 4 4 4 4 4 28 

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

5 5 4 5 4 4 5 32 3 4 5 4 5 4 5 30 

2 5 4 4 4 4 4 27 4 3 4 4 2 4 4 25 

4 4 3 4 5 4 5 29 4 5 5 5 5 5 5 34 

4 5 4 4 4 5 5 31 4 4 4 5 5 5 5 32 

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

4 4 5 4 5 5 4 31 5 4 5 4 4 5 5 32 

4 5 4 5 4 5 4 31 5 5 5 5 5 4 5 34 

3 3 4 5 5 5 4 29 4 5 5 4 5 3 4 30 

4 5 5 4 5 5 4 32 5 4 5 4 5 5 4 32 

4 4 5 5 4 4 4 30 4 4 4 5 5 5 5 32 

5 4 4 5 5 4 5 32 4 5 4 5 4 4 4 30 

LOYALITAS PELANGGAN (Y) 
TOTAL Y 

KEPUASAN PELANGGAN (Z) 
TOTAL Z 

Y.1 Y.2 Y.3 Y.4 Y.5 Z.1 Z.2 Z.3 Z.4 Z.5 

5 4 5 4 5 23 4 3 4 4 5 20 

4 4 4 4 4 20 4 4 4 4 4 20 

4 4 4 4 4 20 4 4 4 4 4 20 

4 5 3 5 4 21 4 4 5 4 4 21 

5 5 4 5 5 24 5 4 5 5 5 24 

3 4 2 5 5 19 5 5 5 5 4 24 

5 4 5 4 5 23 5 5 5 5 5 25 

5 5 5 5 5 25 5 5 5 5 5 25 

5 4 5 4 3 21 4 5 4 4 3 20 

3 4 5 4 5 21 5 4 5 5 4 23 

4 4 4 4 4 20 5 5 5 5 5 25 

2 4 3 5 4 18 4 5 4 4 3 20 

4 5 3 5 5 22 5 5 5 5 5 25 

3 4 3 5 4 19 4 4 4 4 4 20 

3 4 5 4 4 20 4 5 3 3 3 18 

4 5 4 5 5 23 4 5 4 5 4 22 

5 4 5 4 5 23 4 4 5 5 5 23 

4 5 5 4 4 22 5 5 5 5 4 24 

3 4 5 4 4 20 3 4 4 4 5 20 

4 4 5 4 5 22 5 4 4 5 4 22 

4 4 5 5 4 22 4 4 4 5 4 21 

4 3 3 5 4 19 5 5 5 5 5 25 

5 4 3 4 4 20 4 5 4 4 4 21 

4 4 4 5 3 20 4 4 4 4 5 21 

4 5 4 5 5 23 5 5 5 5 4 24 
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4 5 4 5 4 22 5 4 4 5 4 22 

5 5 5 5 5 25 5 5 5 5 5 25 

3 5 4 4 4 20 4 4 4 5 3 20 

5 4 3 4 3 19 5 3 3 4 5 20 

5 5 5 5 5 25 5 5 5 5 5 25 

3 5 3 5 5 21 5 5 4 5 4 23 

4 5 4 5 5 23 5 4 4 4 4 21 

3 3 3 2 3 14 4 4 4 4 4 20 

4 4 4 4 4 20 4 4 4 4 4 20 

2 4 5 3 4 18 4 4 4 4 4 20 

3 4 3 4 4 18 4 5 3 3 4 19 

2 3 4 3 4 16 4 4 4 5 4 21 

3 5 3 4 3 18 3 3 4 3 3 16 

4 5 5 5 4 23 4 4 4 4 4 20 

5 5 5 5 5 25 5 5 5 5 5 25 

3 4 5 3 4 19 4 4 5 5 4 22 

4 3 3 2 5 17 2 4 2 3 4 15 

3 3 4 4 4 18 4 4 4 4 4 20 

4 4 5 4 4 21 5 4 4 4 4 21 

3 4 3 3 5 18 5 4 4 3 3 19 

3 4 4 4 3 18 4 5 5 5 4 23 

3 4 4 4 4 19 4 4 3 4 4 19 

4 3 5 4 4 20 5 5 5 5 5 25 

4 5 5 5 5 24 5 5 5 5 5 25 

3 5 5 4 4 21 4 4 5 4 5 22 

3 3 4 3 4 17 4 4 4 4 4 20 

4 4 3 5 3 19 5 5 4 4 3 21 

3 4 3 4 4 18 5 4 5 5 5 24 

5 5 5 5 5 25 5 5 5 5 5 25 

2 2 3 3 3 13 3 3 3 3 4 16 

3 4 3 5 4 19 3 1 3 3 2 12 

3 4 4 5 5 21 5 5 5 5 5 25 

4 4 4 4 4 20 4 4 4 4 4 20 

2 5 3 5 5 20 2 2 2 2 2 10 

4 4 4 4 4 20 4 4 4 4 4 20 

5 5 5 5 4 24 5 5 4 4 5 23 

3 4 5 5 4 21 5 5 5 4 5 24 

5 5 5 5 5 25 5 5 5 5 5 25 

3 4 5 4 4 20 4 5 4 5 5 23 

2 4 4 3 5 18 3 3 3 4 4 17 

5 4 5 4 4 22 5 5 5 5 4 24 

4 4 4 4 4 20 3 3 3 3 3 15 

4 4 4 4 4 20 4 4 4 4 4 20 



 
 

102 
 

2 4 4 5 4 19 4 4 4 4 5 21 

4 5 4 5 5 23 4 4 4 4 5 21 

5 3 3 5 4 20 3 3 5 5 5 21 

3 4 4 4 5 20 5 4 4 4 4 21 

4 5 4 5 5 23 5 5 4 5 5 24 

4 4 3 4 4 19 4 4 4 4 4 20 

5 5 5 5 4 24 5 5 5 5 5 25 

4 4 3 4 4 19 5 4 5 5 4 23 

5 5 5 5 5 25 5 5 5 5 5 25 

3 3 4 5 4 19 3 3 4 5 2 17 

5 5 5 3 5 23 5 4 5 5 5 24 

4 4 4 5 5 22 5 4 4 5 4 22 

2 4 4 4 4 18 5 4 4 4 4 21 

5 4 5 5 4 23 5 5 5 5 5 25 

4 3 5 2 5 19 5 2 4 4 3 18 

3 3 4 4 3 17 4 4 4 4 3 19 

3 4 5 5 5 22 4 5 5 5 3 22 

5 5 5 5 5 25 5 5 5 5 5 25 

3 3 4 3 4 17 4 4 2 3 4 17 

4 4 4 4 4 20 5 5 5 5 5 25 

5 5 5 4 5 24 5 5 5 4 4 23 

4 5 4 5 4 22 5 5 4 4 5 23 

4 4 3 4 4 19 4 4 4 3 4 19 

5 5 4 4 4 22 5 4 5 4 4 22 

5 5 5 4 5 24 4 5 4 4 4 21 

5 5 5 4 4 23 4 5 5 5 5 24 

5 5 4 5 4 23 5 4 5 5 5 24 

4 5 4 5 4 22 5 4 4 4 4 21 

3 4 5 5 4 21 4 4 4 4 4 20 

5 4 5 4 5 23 4 5 4 5 5 23 

5 5 5 5 4 24 5 5 5 5 5 25 

4 4 4 4 5 21 4 5 5 5 5 24 

 

 



Frequency Table 
X1.1 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid STS 2 2.0 2.0 2.0 

TS 3 3.0 3.0 5.0 

CS 16 16.0 16.0 21.0 

S 50 50.0 50.0 71.0 

SS 29 29.0 29.0 100.0 

Total 100 100.0 100.0  

 
X1.2 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid STS 2 2.0 2.0 2.0 

TS 3 3.0 3.0 5.0 

CS 17 17.0 17.0 22.0 

S 49 49.0 49.0 71.0 

SS 29 29.0 29.0 100.0 

Total 100 100.0 100.0  

 
X1.3 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid TS 3 3.0 3.0 3.0 

CS 11 11.0 11.0 14.0 

S 46 46.0 46.0 60.0 

SS 40 40.0 40.0 100.0 

Total 100 100.0 100.0  

 
X1.4 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid TS 2 2.0 2.0 2.0 

CS 14 14.0 14.0 16.0 

S 44 44.0 44.0 60.0 

SS 40 40.0 40.0 100.0 

Total 100 100.0 100.0  

 
X1.5 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid TS 5 5.0 5.0 5.0 

CS 7 7.0 7.0 12.0 

S 51 51.0 51.0 63.0 

SS 37 37.0 37.0 100.0 

Total 100 100.0 100.0  

 
X1.6 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid STS 1 1.0 1.0 1.0 

TS 1 1.0 1.0 2.0 

CS 8 8.0 8.0 10.0 

S 45 45.0 45.0 55.0 

SS 45 45.0 45.0 100.0 

Total 100 100.0 100.0  

 



X1.7 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid TS 4 4.0 4.0 4.0 

CS 13 13.0 13.0 17.0 

S 42 42.0 42.0 59.0 

SS 41 41.0 41.0 100.0 

Total 100 100.0 100.0  

 
X2.1 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid STS 3 3.0 3.0 3.0 

TS 4 4.0 4.0 7.0 

CS 24 24.0 24.0 31.0 

S 47 47.0 47.0 78.0 

SS 22 22.0 22.0 100.0 

Total 100 100.0 100.0  

 
X2.2 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid TS 2 2.0 2.0 2.0 

CS 15 15.0 15.0 17.0 

S 46 46.0 46.0 63.0 

SS 37 37.0 37.0 100.0 

Total 100 100.0 100.0  

 
X2.3 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid STS 1 1.0 1.0 1.0 

TS 7 7.0 7.0 8.0 

CS 19 19.0 19.0 27.0 

S 42 42.0 42.0 69.0 

SS 31 31.0 31.0 100.0 

Total 100 100.0 100.0  

 
X2.4 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid TS 4 4.0 4.0 4.0 

CS 8 8.0 8.0 12.0 

S 52 52.0 52.0 64.0 

SS 36 36.0 36.0 100.0 

Total 100 100.0 100.0  

 
X2.5 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid TS 5 5.0 5.0 5.0 

CS 7 7.0 7.0 12.0 

S 46 46.0 46.0 58.0 

SS 42 42.0 42.0 100.0 

Total 100 100.0 100.0  

 
 
 



X2.6 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid STS 1 1.0 1.0 1.0 

TS 9 9.0 9.0 10.0 

CS 29 29.0 29.0 39.0 

S 36 36.0 36.0 75.0 

SS 25 25.0 25.0 100.0 

Total 100 100.0 100.0  

 
X2.7 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid TS 2 2.0 2.0 2.0 

CS 15 15.0 15.0 17.0 

S 50 50.0 50.0 67.0 

SS 33 33.0 33.0 100.0 

Total 100 100.0 100.0  

 
Y.1 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid TS 8 8.0 8.0 8.0 

CS 28 28.0 28.0 36.0 

S 36 36.0 36.0 72.0 

SS 28 28.0 28.0 100.0 

Total 100 100.0 100.0  

 
Y.2 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid TS 1 1.0 1.0 1.0 

CS 12 12.0 12.0 13.0 

S 51 51.0 51.0 64.0 

SS 36 36.0 36.0 100.0 

Total 100 100.0 100.0  

 
Y.3 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid TS 1 1.0 1.0 1.0 

CS 22 22.0 22.0 23.0 

S 37 37.0 37.0 60.0 

SS 40 40.0 40.0 100.0 

Total 100 100.0 100.0  

 
Y.4 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid TS 3 3.0 3.0 3.0 

CS 9 9.0 9.0 12.0 

S 44 44.0 44.0 56.0 

SS 44 44.0 44.0 100.0 

Total 100 100.0 100.0  

 
Y.5 

 Frequency Percent Valid Percent 
Cumulative 

Percent 



Valid CS 9 9.0 9.0 9.0 

S 54 54.0 54.0 63.0 

SS 37 37.0 37.0 100.0 

Total 100 100.0 100.0  

 
Z.1 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid TS 2 2.0 2.0 2.0 

CS 8 8.0 8.0 10.0 

S 42 42.0 42.0 52.0 

SS 48 48.0 48.0 100.0 

Total 100 100.0 100.0  

 
Z.2 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid STS 1 1.0 1.0 1.0 

TS 2 2.0 2.0 3.0 

CS 8 8.0 8.0 11.0 

S 46 46.0 46.0 57.0 

SS 43 43.0 43.0 100.0 

Total 100 100.0 100.0  

 
Z.3 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid TS 3 3.0 3.0 3.0 

CS 8 8.0 8.0 11.0 

S 48 48.0 48.0 59.0 

SS 41 41.0 41.0 100.0 

Total 100 100.0 100.0  

 
Z.4 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid TS 1 1.0 1.0 1.0 

CS 10 10.0 10.0 11.0 

S 41 41.0 41.0 52.0 

SS 48 48.0 48.0 100.0 

Total 100 100.0 100.0  

 
Z.5 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid TS 3 3.0 3.0 3.0 

CS 11 11.0 11.0 14.0 

S 46 46.0 46.0 60.0 

SS 40 40.0 40.0 100.0 

Total 100 100.0 100.0  

 
Correlations 

 
Correlations 

 X1.1 X1.2 X1.3 X1.4 X1.5 

X1.1 Pearson 
Correlation 

1 .490
**
 .483

**
 .547

**
 .489

**
 

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



N 100 100 100 100 100 

X1.2 Pearson 
Correlation 

.490
**
 1 .317

**
 .501

**
 .267

**
 

Sig. (2-tailed) .000  .001 .000 .007 

N 100 100 100 100 100 

X1.3 Pearson 
Correlation 

.483
**
 .317

**
 1 .504

**
 .398

**
 

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

N 100 100 100 100 100 

X1.4 Pearson 
Correlation 

.547
**
 .501

**
 .504

**
 1 .369

**
 

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

N 100 100 100 100 100 

X1.5 Pearson 
Correlation 

.489
**
 .267

**
 .398

**
 .369

**
 1 

Sig. (2-tailed) .000 .007 .000 .000  

N 100 100 100 100 100 

X1.6 Pearson 
Correlation 

.459
**
 .307

**
 .540

**
 .460

**
 .494

**
 

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

N 100 100 100 100 100 

X1.7 Pearson 
Correlation 

.566
**
 .438

**
 .363

**
 .498

**
 .604

**
 

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

N 100 100 100 100 100 

KUALITAS 
PRDUK 

Pearson 
Correlation 

.795
**
 .661

**
 .694

**
 .753

**
 .701

**
 

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

N 100 100 100 100 100 

 
Correlations 

 X1.6 X1.7 KUALITAS PRDUK 

X1.1 Pearson Correlation .459
**
 .566

**
 .795

**
 

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

N 100 100 100 

X1.2 Pearson Correlation .307
**
 .438

**
 .661

**
 

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

N 100 100 100 

X1.3 Pearson Correlation .540
**
 .363

**
 .694

**
 

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

N 100 100 100 

X1.4 Pearson Correlation .460
**
 .498

**
 .753

**
 

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

N 100 100 100 

X1.5 Pearson Correlation .494
**
 .604

**
 .701

**
 

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

N 100 100 100 

X1.6 Pearson Correlation 1 .570
**
 .737

**
 

Sig. (2-tailed)  .000 .000 

N 100 100 100 

X1.7 Pearson Correlation .570
**
 1 .789

**
 

Sig. (2-tailed) .000  .000 

N 100 100 100 

KUALITAS PRDUK Pearson Correlation .737
**
 .789

**
 1 

Sig. (2-tailed) .000 .000  

N 100 100 100 

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



 
 
 
Correlations 

 X2.1 X2.2 X2.3 X2.4 X2.5 

X2.1 Pearson 
Correlation 

1 .480
**
 .361

**
 .445

**
 .365

**
 

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

N 100 100 100 100 100 

X2.2 Pearson 
Correlation 

.480
**
 1 .440

**
 .575

**
 .411

**
 

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

N 100 100 100 100 100 

X2.3 Pearson 
Correlation 

.361
**
 .440

**
 1 .445

**
 .410

**
 

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

N 100 100 100 100 100 

X2.4 Pearson 
Correlation 

.445
**
 .575

**
 .445

**
 1 .574

**
 

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

N 100 100 100 100 100 

X2.5 Pearson 
Correlation 

.365
**
 .411

**
 .410

**
 .574

**
 1 

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

N 100 100 100 100 100 

X2.6 Pearson 
Correlation 

.464
**
 .200

*
 .499

**
 .402

**
 .436

**
 

Sig. (2-tailed) .000 .046 .000 .000 .000 

N 100 100 100 100 100 

X2.7 Pearson 
Correlation 

.451
**
 .352

**
 .346

**
 .494

**
 .489

**
 

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

N 100 100 100 100 100 

BRAND 
IMAGE 

Pearson 
Correlation 

.718
**
 .668

**
 .710

**
 .763

**
 .719

**
 

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

N 100 100 100 100 100 

 
Correlations 

 X2.6 X2.7 BRAND IMAGE 

X2.1 Pearson Correlation .464
**
 .451

**
 .718

**
 

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

N 100 100 100 

X2.2 Pearson Correlation .200
*
 .352

**
 .668

**
 

Sig. (2-tailed) .046 .000 .000 

N 100 100 100 

X2.3 Pearson Correlation .499
**
 .346

**
 .710

**
 

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

N 100 100 100 

X2.4 Pearson Correlation .402
**
 .494

**
 .763

**
 

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

N 100 100 100 

X2.5 Pearson Correlation .436
**
 .489

**
 .719

**
 

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

N 100 100 100 

X2.6 Pearson Correlation 1 .600
**
 .735

**
 

Sig. (2-tailed)  .000 .000 

N 100 100 100 

X2.7 Pearson Correlation .600
**
 1 .730

**
 

Sig. (2-tailed) .000  .000 

N 100 100 100 



BRAND IMAGE Pearson Correlation .735
**
 .730

**
 1 

Sig. (2-tailed) .000 .000  

N 100 100 100 

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

 
Correlations 

 Y.1 Y.2 Y.3 Y.4 

Y.1 Pearson 
Correlation 

1 .418
**
 .361

**
 .254

*
 

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

N 100 100 100 100 

Y.2 Pearson 
Correlation 

.418
**
 1 .265

**
 .535

**
 

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

N 100 100 100 100 

Y.3 Pearson 
Correlation 

.361
**
 .265

**
 1 .039 

Sig. (2-tailed) .000 .008  .697 

N 100 100 100 100 

Y.4 Pearson 
Correlation 

.254
*
 .535

**
 .039 1 

Sig. (2-tailed) .011 .000 .697  

N 100 100 100 100 

Y.5 Pearson 
Correlation 

.236
*
 .373

**
 .254

*
 .170 

Sig. (2-tailed) .018 .000 .011 .092 

N 100 100 100 100 

LOYALITAS 
PELANGGAN 

Pearson 
Correlation 

.737
**
 .769

**
 .602

**
 .598

**
 

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

N 100 100 100 100 

 
Correlations 

 Y.5 
LOYALITAS 

PELANGGAN 

Y.1 Pearson Correlation .236
*
 .737

**
 

Sig. (2-tailed) .018 .000 

N 100 100 

Y.2 Pearson Correlation .373
**
 .769

**
 

Sig. (2-tailed) .000 .000 

N 100 100 

Y.3 Pearson Correlation .254
*
 .602

**
 

Sig. (2-tailed) .011 .000 

N 100 100 

Y.4 Pearson Correlation .170 .598
**
 

Sig. (2-tailed) .092 .000 

N 100 100 

Y.5 Pearson Correlation 1 .571
**
 

Sig. (2-tailed)  .000 

N 100 100 

LOYALITAS PELANGGAN Pearson Correlation .571
**
 1 

Sig. (2-tailed) .000  

N 100 100 

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

 
 



 
Correlations 

 Z.1 Z.2 Z.3 Z.4 

Z.1 Pearson 
Correlation 

1 .540
**
 .617

**
 .560

**
 

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

N 100 100 100 100 

Z.2 Pearson 
Correlation 

.540
**
 1 .518

**
 .514

**
 

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

N 100 100 100 100 

Z.3 Pearson 
Correlation 

.617
**
 .518

**
 1 .765

**
 

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

N 100 100 100 100 

Z.4 Pearson 
Correlation 

.560
**
 .514

**
 .765

**
 1 

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

N 100 100 100 100 

Z.5 Pearson 
Correlation 

.455
**
 .485

**
 .517

**
 .521

**
 

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

N 100 100 100 100 

KEPUASAN 
KONSUMEN 

Pearson 
Correlation 

.790
**
 .772

**
 .851

**
 .835

**
 

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

N 100 100 100 100 

 
Correlations 

 Z.5 
KEPUASAN 
KONSUMEN 

Z.1 Pearson Correlation .455
**
 .790

**
 

Sig. (2-tailed) .000 .000 

N 100 100 

Z.2 Pearson Correlation .485
**
 .772

**
 

Sig. (2-tailed) .000 .000 

N 100 100 

Z.3 Pearson Correlation .517
**
 .851

**
 

Sig. (2-tailed) .000 .000 

N 100 100 

Z.4 Pearson Correlation .521
**
 .835

**
 

Sig. (2-tailed) .000 .000 

N 100 100 

Z.5 Pearson Correlation 1 .750
**
 

Sig. (2-tailed)  .000 

N 100 100 

KEPUASAN KONSUMEN Pearson Correlation .750
**
 1 

Sig. (2-tailed) .000  

N 100 100 

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

Scale: KUALITAS PRODUK 

 
Case Processing Summary 

 N % 

Cases Valid 100 100.0 

Excluded
a
 0 .0 

Total 100 100.0 

 
a. Listwise deletion based on all variables in the 
procedure. 



 
Reliability Statistic/s 

Cronbach's 
Alpha N of Items 

.855 7 

 
Scale: BRAND IMAGE 

Case Processing Summary 

 N % 

Cases Valid 100 100.0 

Excluded
a
 0 .0 

Total 100 100.0 

 
a. Listwise deletion based on all variables in the 
procedure. 

 
Reliability Statistics 

Cronbach's 
Alpha N of Items 

.842 7 

 
 
Scale: LOYALITAS PELANGGAN 

Case Processing Summary 

 N % 

Cases Valid 100 100.0 

Excluded
a
 0 .0 

Total 100 100.0 

 
a. Listwise deletion based on all variables in the 
procedure. 

 
Reliability Statistics 

Cronbach's 
Alpha N of Items 

.664 5 

 
Scale: KEPUASAN KONSUMEN 
Case Processing Summary 

 N % 

Cases Valid 100 100.0 

Excluded
a
 0 .0 

Total 100 100.0 

 
a. Listwise deletion based on all variables in the 
procedure. 

 
Reliability Statistics 

Cronbach's 
Alpha N of Items 

.857 5 

 
Variables Entered/Removed

a
 

Model 
Variables 
Entered 

Variables 
Removed Method 

1 X2, X1
b
 . Enter 

 
a. Dependent Variable: Z 
b. All requested variables entered. 

 
 



Model Summary 

Model R R Square 
Adjusted R 

Square 
Std. Error of the 

Estimate 

1 .759
a
 .576 .568 1.943 

 
a. Predictors: (Constant), X2, X1 

 
ANOVA

a
 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 498.619 2 249.309 66.005 .000
b
 

Residual 366.381 97 3.777   

Total 865.000 99    

 
a. Dependent Variable: Z 
b. Predictors: (Constant), X2, X1 

 
Coefficients

a
 

Model 

Unstandardized Coefficients 
Standardized 
Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 5.079 1.443  3.520 .001 

X1 .333 .076 .463 4.366 .000 

X2 .238 .074 .340 3.208 .002 

 
a. Dependent Variable: Z 

 
Variables Entered/Removed

a
 

Model 
Variables 
Entered 

Variables 
Removed Method 

1 Z, X2, X1
b
 . Enter 

 
a. Dependent Variable: Y 
b. All requested variables entered. 

 
Model Summary 

Model R R Square 
Adjusted R 

Square 
Std. Error of the 

Estimate 

1 .707
a
 .499 .484 1.799 

 
a. Predictors: (Constant), Z, X2, X1 

 
ANOVA

a
 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 309.976 3 103.325 31.934 .000
b
 

Residual 310.614 96 3.236   

Total 620.590 99    

 
a. Dependent Variable: Y 
b. Predictors: (Constant), Z, X2, X1 

 
Coefficients

a
 

Model 

Unstandardized Coefficients 
Standardized 
Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 8.097 1.418  5.709 .000 

X1 -.060 .077 -.099 -.782 .436 

X2 .344 .072 .581 4.767 .000 

Z .220 .094 .260 2.344 .021 

 
a. Dependent Variable: Y 

  


