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Identitas Responden
Nama L e e
Jenis kelamin  : Laki-laki/Perempuan
Usia ... Tahun
Tingkatan level ...
Pendapatan perbulan

a. <Rp 1.000.000

b. Rp 1.000.000 — Rp 5.000.000

c. Rp 5.000.000 — Rp 10.000.000

d. >Rp 10.000.000

Sudah berapa lama menjadi member Orflame : ...... Bulan / Tahun

Petunjuk Pengisian
Pilihlah jawaban yang sesuai dengan pilihan Anda dengan cara
memberikan tanda (V) pada kolom yang tersedia. Penilaian dapat Anda lakukan

berdasarkan skala berikut:

Sangat Setuju (SS) 5
Setuju (S) 4
Netral (N) 03
Tidak Setuju (TS) 2
Sangat Tidak Setuju (STS) : 1



DAFTAR PERTANYAAN

KUALITAS PRODUK (X;)
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No

Pertanyaan

STS

1.

Menurut Anda, hasil produk
Oriflame yang digunakan cocok
pada kulit Anda

Menurut Anda produk Oriflame
menyediakan beberapa produk
yang dibutuhkan konsumen

Menurut Anda, produk Oriflame
memiliki kandungan yang baik
bagi kulit Anda dibanding produk
lain

Menurut Anda,produk Oriflame
memiliki beberapa macam
produk sesuai dengan jenis kulit

Menurut Anda, produk Oriflame
dikemas dengan baik sehingga
dapat menjaga daya tahan
produk

Menurut Anda, Oriflame
memberikan pelayanan dengan
baik dalam memberikan
penjelasan tentang produk
kepada konsumen

Menurut Anda, produk Oriflame
memiliki variasi warna yang
dapat menarik konsumen

Menurut Anda, persepsi terhadap
kualitas produk Oriflame baik

HARGA (X»)

No

Pertanyaan

STS

TS

SS

Menurut Anda, produk Oriflame
memiliki harga yang terjangkau
dibanding produk yang lain

10.

Menurut Anda, harga produk
Oriflame sesuai dengan kualitas
produk

11.

Menurut Anda, harga sesuai
dengan manfaat dari produk
Oriflame

12.

Menurut Anda, harga produk
Oriflame memiliki daya saing
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dengan produk lain

13. | Menurut Anda, harga produk
Oriflame dapat mempengaruhi
daya beli konsumen

14.| Menurut Anda, harga dapat
mempengaruhi konsumen dalam
mengambil keputusan untuk
membeli produk Oriflame

CITRA MEREK (X3)

No Pertanyaan STS TS SS
1 2 5
15. | Menurut Anda, produk Oriflame
adalah salah satu merek
kosmetik terbaik dan mudah
dikenal banyak orang
16. | Menurut Anda, produk Oriflame
memberikan kesan positif
kepada konsumen
17.| Menurut Anda, produk Oriflame
dikembangkan di pabrik yang
berteknologi tinggi
18. | Menurut Anda, merek Oriflame
mempunyai ciri khas di setiap
produk
KEPUTUSAN PEMBELIAN (Y)
No Pertanyaan STS TS SS
1 2 5

19. | Anda memutuskan membeli
produk Oriflame karena produk
Oriflame terpercaya

20. | Anda memutuskan membeli
karena produknya banyak
diminati oleh semua kalangan

21. | Anda memutuskan membeli
produk Oriflame karena produk
yang dijual sesuai dengan
keinginan dan kebutuhan Anda

22. | Anda memutuskan membeli
produk Oriflame karena
mendapat rekomendasi dari
orang terdekat




Lampiran 3: Tabulasi Data

F,{\jg; Kualitas Produk (X;) Harga (X3) Citra Merek (Xs3) PnggléTiuasna?Y)
Fom | Xt| Xz Xas | Xua|Xos | Xuo|Xor | Xus | TR | Xs [ Xoz |Xos | Xoa [Xos | Xeo| T | Xor Koz Xos | Xaa| T [ Yo Yao| Vaa | Yaa T/
1 4 5 5 5 5 4 4 51| 37 5 41 4 3 4| 41 24 41 4 5 5| 18 3 5 4 51 17
2 5 5 5 5 5 5 4 5| 39 3 4 5 3 4| 41 23 5 5 5 5| 20 5 5 5 5| 20
3 5 5 5 5 4 5 5 5| 39 2 41 4 4 4 4| 22 5 5 5 41 19 5 5 5 3] 18
4 5 5 5 5 5 5 5 5| 40 3 41 4 4 4| 41 23 5 5 5 41 19 5 5 5 41 19
5 5 5 5 5 5 5 5 5| 40 3 4 5 4 4 41 24 5 5 5 5| 20 5 5 5 5| 20
6 5 5 5 5 5 5 5 5| 40 3 4 5 4 4 41 24 5 5 5 5| 20 5 5 5 5| 20
7 4 5 5 5 5 5 4 5| 38 2 4 5 3 4 4| 22 5 5 5 41 19 5 4 5 3| 17
8 5 5 4 5 5 5 5 5| 39 3 41 4 4 41 41| 23 5 4 5 51 19 5 5 41 41| 18
9 5 5 5 5 5 5 5 41 39 3 4 5 3 4 3| 22 4 5 5 5| 19 5 4 5 3| 17
10 5 5 5 5 5 5 5 5| 40 4 4 5 4 4 5| 26 5 5 5 5| 20 5 5 5 5| 20
11 5 5 5 5 5 5 5 5| 40 3 41 4 4 4 5] 24 4 5 5 51 19 4 4 5 41 17
12 5 4 5 4 5 5 5 4| 37 4 5 5 3 4 5| 26 5 5 5 41 19 5 4 5 41 18
13 5 5 5 4 5 4 4| 41 36 1 5 4 3 4 41 21 41 4 5 4| 17 4 5 4 5| 18
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Lampiran 4: Data Hasil Uji Validitas dan Reliabilitas SPSS Versi 20
Uji Validitas

1) Kualitas Produk (X,)

Correlations

X1.1 | X1.2 | X1.3 | x1.4 | x1.5 | X1.6 | X1.7 | X1.8 | Total (X1)
Pearson Correlation 1| 4257 .6407| .240"| .187| .496"| .4637| .290” 728"
X1.1 Sig. (2-tailed) .000| .000| .016| .062| .000| .000| .003 .000
N 100 100 100 100 100| 100| 100| 100 100
Pearson Correlation | 425 1| .4987| 3527 366 | .7097| .4627| 377" 774"
X1.2 Sig. (2-tailed) .000 .000| .000[ .000| .000| .000| .000 .000
N 100 100 100 100 100| 100| 100| 100 100
Pearson Correlation | .6407| .498” 1| .4057| .3407| .4637| .3407| .413” 757"
X1.3 Sig. (2-tailed) .000| .000 .000| .001| .000| .001| .000 .000
N 100 100 100 100 100| 100| 100| 100 100
Pearson Correlation 240" 3527 | .405" 1| 5017| .3207| .140| .460" 571"
X1.4 Sig. (2-tailed) .016| .000| .000 .000| .001| .164| .000 .000
N 100 100 100 100 100| 100| 100| 100 100
Pearson Correlation 187| .3667| .3407| .501” 1| .3107| .229"| 371" 544"
X1.5 Sig. (2-tailed) 062 .000| .001| .000 002 .022( .000 .000
N 100 100 100 100 100| 100| 100| 100 100
Pearson Correlation | .496" [ .709”| .463"| .3207| .310" 1| 4547 4797 790"
X1.6 Sig. (2-tailed) .000| .000| .000| .001| .002 .000| .000 .000
N 100 100 100 100 100| 100| 100| 100 100
Pearson Correlation | 4637 .462" [ .3407| .140| .229"| .454" 1| .252° 649"
X1.7 Sig. (2-tailed) .000| .000| .001| .164| .022| .000 011 .000
N 100 100 100 100 100| 100| 100| 100 100
Pearson Correlation | 2907 377" | .413"| .460"| .3717| .479"| .252° 1 634"
X1.8 Sig. (2-tailed) .003| .000| .000| .000| .000| .000| .011 .000
N 100 100 100 100 100| 100| 100| 100 100
Pearson Correlation | .7287| .774”| .7577| 5717| .5447| 790" | 6497 | .634" 1

Total X1 Sig. (2-tailed) .000| .000| .000| .o00| .000| .000| .000| .000
N 100/ 100 100 100| 100] 100] 100]| 100 100

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

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

Correlations

x2.1 | x2.2 | x2.3 | x2.4 | x2.5 | x2.6 [Total X2
Pearson Correlation 1| .199°| .085| .3707| -.038| -.073| .7407
X2.1 Sig. (2-tailed) .047| .401| .000| .706| .470 .000
N 100 100 100 100| 100| 100 100
Pearson Correlation 199" 1| .162| .o76| .216| .139| 503"
X2.2 Sig. (2-tailed) 047 106| .450( .031| .169 .000
N 100 100 100 100| 100| 100 100
Pearson Correlation 085 .162 1| .o78| .114| .041| 401"
X2.3 Sig. (2-tailed) 401| 106 441| 258 .685 .000
N 100 100 100 100| 100| 100 100
Pearson Correlation | .370"| .076| .078 1| .010| .079| .583"
X2.4 Sig. (2-tailed) .000| 450 441 920 .433 .000
N 100 100 100 100| 100| 100 100
Pearson Correlation -038| .216°| .114| .010 1| .087| 3107
X2.5 Sig. (2-tailed) 706| .031| .258| .920 387 .002
N 100 100 100 100| 100| 100 100
Pearson Correlation | -.073| .139| .041| .079| .087 1| .338"
X2.6 Sig. (2-tailed) 470| .169| .685| .433| .387 .001
N 100 100 100 100| 100| 100 100
Pearson Correlation | .7407| .503"| .401"| .583"| .310"| .338" 1

Harga X2  Sig. (2-tailed) .000| .000| .000| .000| .002| .001
N 100 100| 100| 100] 100| 100 100

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

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

3) Citra Merek (Xs)

Correlations

X3.1 X3.2 X3.3 X3.4 | Total X3

Pearson Correlation 1| .5047| .3047| .098| .740"

X3.1 Sig. (2-tailed) .000 .002 332 .000
N 100 100 100 100 100

Pearson Correlation 504" 1| 3257 o077 7627

X3.2  Sig. (2-tailed) .000 oo1| .449| 000
N 100 100 100 100 100

Pearson Correlation 3047 3257 1| .114| 6257

X33  Sig. (2-tailed) 002| 001 257 .000
N 100 100 100 100 100




Pearson Correlation 098 077 .114 1| .4827
X3.4 Sig. (2-tailed) 332 449 257 .000
N 100 100 100 100 100
Pearson Correlation 7407 | 7627 | 6257 | .482" 1
Total X3 Sig. (2-tailed) .000| .o00| .ooof .000
N 100 100 100 100 100
**_Correlation is significant at the 0.01 level (2-tailed).
4) Keputusan Pembelian (Y)
Correlations
Y.l Y.2 Y.3 Y.4 Total Y
Pearson Correlation 1| .e66| .3887| .003| 521"
Y.1 Sig. (2-tailed) .098| .000| .975 .000
N 100 100 100 100 100
Pearson Correlation .166 1| 3877 3957 711"
Y.2 Sig. (2-tailed) .098 .000| .000 .000
N 100 100 100 100 100
Pearson Correlation 388" .387" 1| .207"| 687"
Y.3 Sig. (2-tailed) .000| .000 .039 .000
N 100 100 100 100 100
Pearson Correlation .003| 3957 207 1| 7157
Y.4 Sig. (2-tailed) 975| .000| .039 .000
N 100 100 100 100 100
Pearson Correlation 5217 7117| 687" .715” 1
Total Y  Sig. (2-tailed) .000| .000| .000| .000
N 100 100 100 100 100

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

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

Uji Reliabilitas

1) Kualitas Produk (X,)

Case Processing Summary

N

%

Valid
Cases  Excluded?®

Total

100
0
100

100.0

100.0

.0

a. Listwise deletion based on all variables in the

procedure.
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Reliability Statistics

Cronbach's Cronbach's N of ltems
Alpha Alpha Based on
Standardized
Items
.835 .838 8

Iltem-Total Statistics
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Scale Mean if | Scale Variance | Corrected Item- | Squared Multiple Cronbach's
Item Deleted | if Item Deleted | Total Correlation Correlation Alpha if ltem
Deleted

X1.1 32.92 7.488 591 .510 .814
X1.2 32.76 7.740 .680 572 .800
X1.3 32.87 7.811 .658 .528 .803
X1.4 32.72 8.870 460 375 .828
X1.5 32.64 9.101 444 317 .831
X1.6 3281 7.489 .693 .593 .798
X1.7 32.86 7.960 496 .322 .828
X1.8 32.85 8.573 .525 .361 .821

2) Harga (Xy)

Case Processing Summary

N

%

Valid
Cases

Total

Excluded?®

100
0
100

100.0
.0
100.0

a. Listwise deletion based on all variables in the

procedure.

Reliability Statistics

Cronbach's
Alpha

Cronbach's
Alpha Based on
Standardized

Iltems

N of Items

.366

408




Item-Total Statistics
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Scale Mean if | Scale Variance | Corrected ltem- | Squared Multiple Cronbach's
Item Deleted | if Item Deleted | Total Correlation Correlation Alpha if Item
Deleted
X2.1 20.73 2.017 .216 .189 .340
X2.2 19.26 3.487 .299 122 273
X2.3 18.95 3.664 161 .039 .334
X2.4 19.84 3.146 .328 151 .229
X2.5 19.38 3.874 .089 .063 .366
X2.6 19.39 3.776 .046 .045 .394
3) Citra Merek (X3)
Case Processing Summary
N %
Valid 100 100.0
Cases  Excluded® 0 .0
Total 100 100.0
a. Listwise deletion based on all variables in the
procedure.
Reliability Statistics
Cronbach's Cronbach's N of Items
Alpha Alpha Based on
Standardized
ltems
.557 .554 4
Item-Total Statistics
Scale Mean if | Scale Variance | Corrected Item- | Squared Multiple Cronbach's
Item Deleted | if Item Deleted | Total Correlation Correlation Alpha if Item
Deleted
X3.1 14.08 1.004 466 .278 374
X3.2 14.18 917 453 .287 .376
X3.3 13.93 1.217 .360 .138 476
X3.4 14.09 1.355 123 .018 .648




4) Keputusan Pembelian (Y)

Case Processing Summary

N %
Valid 100 100.0
Cases  Excluded® 0 .0
Total 100 100.0

a. Listwise deletion based on all variables in the
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procedure.
Reliability Statistics
Cronbach's Cronbach's N of Items
Alpha Alpha Based on
Standardized
ltems
541 .581 4
Item-Total Statistics
Scale Mean if | Scale Variance | Corrected Item- Squared Cronbach's
Item Deleted if Item Deleted Total Multiple Alpha if Item
Correlation Correlation Deleted
Y.l 13.16 2.701 .207 .159 .558
Y.2 13.34 2.287 482 .256 .362
Y.3 13.24 2.346 449 .264 .388
Y.4 13.69 1.873 .270 .168 .576
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Lampiran 5: Data Hasil Analisis Regresi Linear Berganda SPSS Versi 20

Uji Regresi Berganda

Descriptive Statistics

Mean Std. Deviation N
Keputusan Pembelian (Y) 17.81 1.884 100
Kualitas Produk (X1) 37.49 3.221 100
Harga (X2) 2351 2.062 100
Citra Merek (X3) 18.76 1.319 100
Correlations
Keputusan | Kualitas | Harga Citra
Pembelian | Produk | (X2) Merek
9] X1 X3)
Keputusan Pembelian (Y) 1.000 .523| -.071 .620
Kualitas Produk (X1) .523 1.000 .106 .637
Pearson Correlation
Harga (X2) -.071 .106| 1.000 .034
Citra Merek (X3) .620 .637 .034 1.000
Keputusan Pembelian (Y) .000 .241 .000
Sig. (1-tailed) Kualitas Produk (X1) .000 .146 .000
Harga (X2) 241 146 .367
Citra Merek (X3) .000 .000 .367
Keputusan Pembelian (Y) 100 100 100 100
Kualitas Produk (X1) 100 100 100 100
N Harga (X2) 100 100 100 100
Citra Merek (X3) 100 100 100 100
Variables Entered/Removed®
Model Variables Variables Method
Entered Removed
Citra Merek
1 (X3), Harga Enter
(X2), Kualitas
Produk (X1)°

a. Dependent Variable: Keputusan Pembelian (Y)

b. All requested variables entered.



1) Uji Koefisien Determinasi R?

Model Summary

Model R R Square Adjusted R Std. Error of the
Square Estimate
1 .651° 424 .406 1.452

a. Predictors: (Constant), Citra Merek (X3), Harga (X2), Kualitas
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Produk (X1)
2) Uji F
ANOVA?
Model Sum of Squares df Mean Square F Sig.
Regression 149.062 3 49.687 23.576 .000°
1 Residual 202.328 96 2.108
Total 351.390 99
a. Dependent Variable: Keputusan Pembelian (Y)
b. Predictors: (Constant), Citra Merek (X3), Harga (X2), Kualitas Produk (X1)
3) Ujit
Coefficients®
Model Unstandardized Coefficients Standardized t Sig.
Coefficients
B Std. Error Beta
(Constant) 2.379 2.639 .901 .370
Kualitas Produk (X1) .136 .059 .232 2.300 .024
! Harga (X2) -.102 .071 -.112 -1.437 154
Citra Merek (X3) .679 .144 476 4.730 .000

a. Dependent Variable: Keputusan Pembelian (Y)




