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A. Kuisioner

KUISIONER PENELITIAN

“Analisis Pengaruh Kepercayaan dan Citra Perusahaan Terhadap
Keputusan Pembelian Melalui Kepuasan Pelanggan Sebagai
(Variabel Intervening) pada IM3 Ooredoo Hutchison Jeneponto™”

A. IDENTITAS RESPONDEN
Nama
Jenis Kelamin
Usia
Pendidikan Terakhir
Nama Outlet

. PETUNJUK PENGISIAN

1. Mohon bantuan Bapak/ Ibu untuk menjawab seluruh pernyataan
yangada dengan jujur.

2. Beri jawaban atas pernyataan ini sesuai dengan pendapat
anda. Dengan cara memberi tanda ceklist (4') pada jawaban yang
Bapak/Ibu pilih di kolom jawaban yang telah disediakan. Adapun

keterangan dari singkatan jawaban sebagai berikut:

No. Jawaban Simbol Bobot
1 Sangat Sesuai SS 5
2 Sesuai S 4
3 Netral N 3
4 Tidak Sesuai TS 2
5 Sangat Tidak Sesuai  [STS 1
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Kuisioner Variabel Pengaruh Kepercayaan

No ||PERNYATAAN SS S N [TS [STS

Integritas

1 Indosat Ooredoo Hutchison (IOH), Lebih
Mengedepankan Kualitas Produk dan

Kekuatan Jaringan

2 Indosat Ooredoo Hutchison  (IOH),
Selalu bersedia di saat Pelanggan Butuh

Bantuan.

Konsistensi

3 Indosat Ooredoo Hutchison (IOH), Cepat

Tanggap Terhadap Komplenan Pelanggan

4 Indosat Ooredoo  Hutchison  (IOH),
Memberikan Respon yang Baik atas Segala|

Permasalahan.

Keterbukaan

5 Indosat Ooredoo Hutchison (IOH), Selalu
Memberikan  Ruang Informasi padal
Pelanggan.

6 Indosat Ooredoo Hutchison (IOH), Selalu

Mengutamakan Kepentingan Pelanggan.
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Kuisioner Variabel Citra Perusahaan

No

PERNYATAAN SS

S

N

TS

STS

Identitas Perusahaan

1 Indosat Ooredoo Hutchison (IOH), Adalah
Perusahaan Provider yangTerbaik Saat ini.
2 Indosat Ooredoo Hutchison (IOH), Merk

Sebuah Paket Data Internet yang Mudah

diingat oleh pengguna.

Reputasi Perusahaan

3 Indosat Ooredoo  Hutchison  (IOH),
memberikan Support Kesetiap Pelanggan
dan Memberikan apa yang Pelanggan
Harapkan.

4 Indosat Ooredoo Hutchison (IOH), Selalu

Bersikap Ramah dan Terbuka kepada para

pelanggan.

Kualitas Perusahaan

5 Indosat Ooredoo Hutchison (IOH), Terbaik
karena Kualitas Produk yang Unggul
6 Indosat Ooredoo Hutchison (IOH), Terbaik

dan di Kenal hingga Kepelosok.
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Kuisioner Variabel Kepuasan Pelanggan

No

IPERNYATAAN

SS

S

N

TS

STS

Kualitas Produk

1 Indosat Ooredoo Hutchison (IOH), memiliki
Jaringan Kuat dan Hemat Kuota
2 Indosat Ooredoo Hutchison (IOH), Hargal

Terjangkau dan muda Mengakses Jaringan.

Kualitas Layanan

3 Indosat Ooredoo Hutchison (IOH), Muda]
Merespon keinginan pelanggan
4 Indosat Ooredoo Hutchison (IOH),Menjamin

setiap Produk yang bermasalah.

Kemudahan Akses

5 Indosat Ooredoo  Hutchison  (IOH),
Sederhana dan Mudah Untuk di Jangkau
karena memiliki Kanal Pemasaran Yang
Luas.

6 Indosat Ooredoo Hutchison (IOH), Mudah

diPelajari dan mudah Di Pahami.
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Kuisiner Variabel Keputusan Pembelian

NO |PERNYATAAN

SS

S N

TS

STS

Kemantapan Membeli Setelah mengetahui Informasi Produk

1 Indosat Ooredoo Hutchison (IOH), adalah
Paket Data Internet berlaku 24 Jam Non
Stop.

2 Indosat Ooredoo Hutchison (IOH), adalah

paket Data Internet yang memiliki Kuota

Tanpa Batas.

Memutuskan Membeli Karena Merek yang Di Sukai

3 Indosat Ooredoo Hutchison (IOH), Memiliki
Desain Warna yang Unik, Serta sangat
Mencolok dan sangat cocok Untuk Outlet
Brandingan.

4 Indosat Ooredoo Hutchison (IOH), Sudah

terbukti dan tidak pernah mengecewakan

Pelanggan.

Membeli karena sesuai keinginan dan Kebutuhan

5 Indosat Ooredoo Hutchison (IOH), adalah
Paket data Internet Murah dan Kuota
Besar.

6 Indosat Ooredoo Hutchison (IOH), Sampai

kepolosok Jaringan Tetap Kencang dan
Kuat.
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Jenis Kelamin

Cumulative
Frequency |Percent Valid Percent Percent
laki-laki 44 58.7 58.7 58.7
Valid perempuan 31 41.3 41.3 100.0
Total 75 100.0 100.0
Umur
Cumulative
Frequency |Percent |Valid Percent Percent
Valid 21-30 Tahun 27 36.0 36.0 36.0
31-40 Tahun 35 46.7 46.7 82.7
41-50 Tahun 12 16.0 16.0 98.7
51-60 Tahun 1 1.3 1.3 100.0
Total 75 100.0 100.0
Pendidikan Terakhir
Cumulative
Frequency |Percent Nalid Percent Percent
\alid SMP 20 26.7 26.7 26.7
SMA 50 66.7 66.7 93.3
S1 5 6.7 6.7 100.0
Total 75 100.0 100.0
X1.1
umulative
Percent
Frequency|Percent [Valid Percent
\alid N 1 1.3 1.3 1.3
S 21 28.0 28.0 29.3
SS 53 70.7 70.7 100.0
Total 75 100.0 100.0
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X1.2

Valid '
Frequency Percent | validPercent C%r‘e"}‘c'gﬂ%’e
TS 1 1.3 1.3 1.3
N 10 13.3 13.3 14.7
S 34 45.3 45.3 60.0
SS 30 40.0 40.0 100.0
Total 75 100.0 100.0
X1.3
_ umulative
Frequency |Percent  |Valid Percentp, ant
\Valid TS 2 2.7 2.7 2.7
N 14 18.7 18.7 21.3
S 36 48.0 48.0 69.3
SS 23 30.7 30.7 100.0
Total 75 100.0 100.0
X1.4
_ umulative
Frequency |Percent  Valid Percentp, cant
\alid N 11 14.7 14.7 14.7
S 37 49.3 49.3 64.0
SS 27 36.0 36.0 100.0
Total 75 100.0 100.0
X1.5
Frequency | Percent | Valid Percent rumulativePercent
Valid TS 1 1.3 1.3 1.3
N 8 10.7 10.7 12.0
S 41 54.7 54.7 66.7
SS 25 33.3 33.3 100.0
Total 75 100.0 100.0
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X1.6

Cumulative
Frequency | Percent | Valid Percent Percent
Valid N 14 18.7 18.7 18.7
S 37 49.3 49.3 68.0
SS 24 32.0 32.0 100.0
Total 75 100.0 100.0
X2.1
Cumulative
Percent
Frequency | Percent | Valid Percent
Valid N 12 16.0 16.0 16.0
S 50 66.7 66.7 82.7
SS 13 17.3 17.3 100.0
Total 75 100.0 100.0
X2.2
Cumulative
Percent
Frequency | Percent | Valid Percent
Valid TS 1 1.3 1.3 1.3
N 6 8.0 8.0 9.3
S 39 52.0 52.0 61.3
SS 29 38.7 38.7 100.0
Total 75 100.0 100.0
X2.3
Cumulative
Percent
Frequency | Percent | Valid Percent
Valid N 15 20.0 20.0 20.0
S 39 52.0 52.0 72.0
SS 21 28.0 28.0 100.0
Total 75 100.0 100.0
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Cumulative

Percent
Frequency | Percent| Valid Percent
Valid N 6 8.0 8.0 8.0
S 38 50.7 50.7 58.7
SS 31 41.3 41.3 100.0
Total 75 100.0 100.0
X2.6
Cumulative
Percent
Frequency | Percent | Valid Percent
Valid N 4 5.3 5.3 5.3
S 44 58.7 58.7 64.0
=S 27 36.0 36.0 100.0
Total 75 100.0 100.0
71.1
Cumulative
Percent
Frequency | Percent | Valid Percent
Valid TS 1 1.3 1.3 1.3
N 8 10.7 10.7 12.0
S 43 57.3 57.3 69.3
SS 23 30.7 30.7 100.0
Total 75 100.0 100.0
72.2
umulative
_ ercent
Frequency | Percent | Valid Percent
Valid N 5 6.7 6.7 6.7
S 45 60.0 60.0 66.7
S5 25 33.3 33.3 100.0
Total 75 100.0 100.0
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Z3.3

Cumulative
Percent
Frequency | Percent | Valid Percent
Valid TS 1 1.3 1.3 1.3
N 15 20.0 20.0 21.3
S 38 50.7 50.7 72.0
SS 21 28.0 28.0 100.0
Total 75 100.0 100.0
74.4
Cumulative
Frequency | Percent| Valid Percent Percent
Valid TS 1 1.3 1.3 1.3
N 22 29.3 29.3 30.7
S 32 42.7 42.7 73.3
SS 20 26.7 26.7 100.0
Total 75 100.0 100.0
Z5.5
Cumulative
Frequency | Percent | Valid Percent Percent
Valid N 2 2.7 2.7 2.7
S 48 64.0 64.0 66.7
SS 25 33.3 33.3 100.0
Total 75 100.0 100.0
/6.6
Cumulative
Frequency | Percent | Valid Percent Percent
\Valid N 6 8.0 8.0 8.0
S 39 52.0 52.0 60.0
SS 30 40.0 40.0 100.0
Total 75 100.0 100.0
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Y1.1

Cumulative
Frequency | Percent | Valid Percent Percent
Valid TS 1 1.3 1.3 1.3
N 3 4.0 4.0 5.3
S 20 26.7 26.7 32.0
SS 51 68.0 68.0 100.0
Total 75 100.0 100.0
Y1.2
Cumulative
Frequency | Percent | Valid Percent Percent
Valid STS 6 8.0 8.0 8.0
TS 7 9.3 9.3 17.3
N 9 12.0 12.0 29.3
S 24 32.0 32.0 61.3
SS 29 38.7 38.7 100.0
Total 75 100.0 100.0
Y1.3
Cumulative
Percent
Frequency | Percent | Valid Percent
Valid N 1 1.3 1.3 1.3
S 38 50.7 50.7 52.0
SS 36 48.0 48.0 100.0
Total 75 100.0 100.0
Y1.4
Frequency | Percent| Valid Percent Cumulative
Percent
Valid TS 4 5.3 5.3 5.3
N 17 22.7 22.7 28.0
S 39 52.0 52.0 80.0
SS 15 20.0 20.0 100.0
Total 75 100.0 [100.0
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Y1.5

Cumulative
Percent
Frequency | Percent | Valid Percent
Valid TS 1 1.3 1.3 1.3
N 14 18.7 18.7 20.0
S 35 46.7 46.7 66.7
SS 25 33.3 33.3 100.0
Total 75 100.0 100.0
Y1.6
Cumulative
Frequency | Percent | Valid Percent Percent
Valid TS 1 1.3 1.3 1.3
N 4 5.3 5.3 6.7
S 45 60.0 60.0 66.7
SS 25 33.3 33.3 100.0
Total 75 100.0 100.0
Correlations
X1.1 X1.2 X1.3 X14 X15 X1.6 Kepercayaan (X1)
X1.1 Pearson 1 .416" 291" .354" 464" 277 604"
Correlation
Sig. (2-tailed) 000 .011 .002 .000 .016 .000
N 75 75 75 75 75 75 75
X1.2 Pearson 416" 1 .684" 517" 379" .409" 77"
Correlation
Sig. (2-tailed) .000 000 .000 .001 .000 .000
N 75 75 75 75 75 75 75
X1.3 Pearson 291" 684" 1 533" 484" 379" .780"
Correlation
Sig. (2-tailed) 011  .000 000 .000 .001 .000
N 75 75 75 75 75 75 75
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X1.4 Pearson 354" 517" 533" 1 .498" 474" 763"
Correlation
Sig. (2-tailed) .002 .000 .000 .000 .000 .000
N 75 75 75 75 75 75 75
X1.5 Pearson 4647 379" 484" .498™ 1 .617" 778"
Correlation
Sig. (2-tailed) .000 .001 .000 .000 .000 .000
N 75 75 75 75 75 75 75
X1.6 Pearson 277 409" 379" 474" 617" 1 716"
Correlation
Sig. (2-tailed) .016 .000 .001 .000 .000 .000
N 75 75 75 75 75 75 75
Kepercayaan Pearson .604" 777" 780" 763" 778" .716" 1
(X1) Correlation
Sig. (2-tailed) .000 .000 .000 .000 .000 .000
N 75 75 75 75 75 75 75
**_Correlation is significant at the 0.01 level (2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed).
Reliability Statistics
Cronbach's Alpha N of Iltems
.833 6
Correlations
Citra Perusahaan ( X2
X2.1 X2.2 X2.3 X2.4 X2.5 X2.6 )
X2.1 Pearson 1 562" 470" 548" 540" .495" 766"
Correlation
Sig. (2-tailed) .000 .000 .000 .000 .000 .000
N 75 75 75 75 75 75 75
X2.2 Pearson 562" 1 510" 577" 500" .371" 751"
Correlation
Sig. (2-tailed) .000 .000 .000 .000 .001 .000
N 75 75 75 75 75 75 75
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X2.3 Pearson 470" 510" 1 .628" .624" .368" 774"

Correlation

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

N 75 75 75 75 75 75 75
X2.4 Pearson 548" 577" .628™ 1 731" .489" .843"

Correlation

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

N 75 75 75 75 75 75 75
X2.5 Pearson 540" 500" .624" 731" 1 .635" .857"

Correlation

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

N 75 75 75 75 75 75 75
X2.6 Pearson 495" 371" 368" .489" .635" 1 710"

Correlation

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

N 75 75 75 75 75 75 75
Citra Pearson 766" 751" 774" 843" .857" 710" 1
Perusahaan Correlation
(X2) Sig. (2-tailed) 000 .000 .000 .000 .000 .000

N 75 75 75 75 75 75 75
**_Correlation is significant at the 0.01 level (2-tailed).

Reliability Statistics
Cronbach's Alpha N of Items
.873
Correlations
Kepuasan
Z.1 7.2 Z.3 Z.4 Z.5 Z.6 Pelanggan (2)

z1 Pearson 1 574" 489" 393" 285" .469" .700™

Correlation

Sig. (2-tailed) .000 .000 .000 .013 .000 .000

N 75 75 75 75 75 75 75
z.2 Pearson 574" 1 .649" 518" .446" 536" .802"

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

N 75 75 75 75 75 75 75
Z.3 Pearson 489" .649™ 1 .701” .335" .583" .833"

Correlation

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

N 75 75 75 75 75 75 75
Z4 Pearson .393”" 518" 701" 1 .483" 517" .804™

Correlation

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

N 75 75 75 75 75 75 75
Z5 Pearson 285" 446" 335" .483" 1 .603" .659™

Correlation

Sig. (2-tailed) .013 .000 .003 .000 .000 .000

N 75 75 75 75 75 75 75
Z.6 Pearson 469" 536" .583" 517" .603" 1 796"

Correlation

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

N 75 75 75 75 75 75 75
Kepuasan  Pearson 700" .802™ .833" .804" .659" .796" 1
Pelanggan Correlation
(2 Sig. (2-tailed) .000 .000 .000 .000 .000  .000

N 75 75 75 75 75 75 75
**_Correlation is significant at the 0.01 level (2-tailed).
*, Correlation is significant at the 0.05 level (2-tailed).

Reliability Statistics
Cronbach's Alpha N of Iltems
.858 6
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Correlations

Keputusan
Y.l Y.2 Y.3 Y.4 Y.5 Y.6 Pembelian (Y)
Y.1 Pearson 1 324" 638" 373" .085 .341" .618™
Correlation
Sig. (2-tailed) .005 .000 .001 470 .003 .000
N 75 75 75 75 75 75 75
Y.2 Pearson .324" 1 .410" 432" .343" 337" 718"
Correlation
Sig. (2-tailed) .005 .000 .000 .003 .003 .000
N 75 75 75 75 75 75 75
Y.3 Pearson .638" 410" 1 .296" .312" 456" .704™
Correlation
Sig. (2-tailed) .000 .000 .010 .006 .000 .000
N 75 75 75 75 75 75 75
Y.4 Pearson 373" 432" 296" 1 .536" .439" 757"
Correlation
Sig. (2-tailed) .001 .000 .010 .000 .000 .000
N 75 75 75 75 75 75 75
Y.5 Pearson .085 .343" 312" 536" 1 419" .670™
Correlation
Sig. (2-tailed) 470 .003 .006 .000 .000 .000
N 75 75 75 75 75 75 75
Y.6 Pearson 341" 337" 456" 439" 419" 1 .700™
Correlation
Sig. (2-tailed) .003 .003 .000 .000 .000 .000
N 75 75 75 75 75 75 75
Keputusan Pearson .618" 718" 704~ 757" .670" .700" 1
Pembelian Correlation
(Y) Sig. (2-tailed) .000 .000 .000 .000 .000 .000
N 75 75 75 75 75 75 75

**_Correlation is significant at the 0.01 level (2-tailed).
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Reliability Statistics
Cronbach's Alpha N of ltems
.780 6

Descriptive Statistics

N Minimum Maximum Mean Std. Deviation
Kepercayaan (X1) 75 16.00 30.00 25.4933 3.11220
Citra Perusahaan ( 75 14.00 30.00 25.4400 3.15475
X2)
Kepuasan 75 12.00 30.00 25.2800 3.19442
Pelanggan (2)
Keputusan 75 12.00 30.00 25.2933 3.05700
Pembelian (Y)
Valid N (listwise) 75
Model Summary®
Mod Adjusted R Std. Error of the
el R R Square Square Estimate
1 .7362 .542 .529 2.19281

a. Predictors: (Constant), Citra Perusahaan ( X2 ), Kepercayaan (X1)

b. Dependent Variable: Kepuasan Pelanggan (Z)

Model Summary®

Adjusted R Std. Error of the
Model R R Square Square Estimate
1 7422 .550 531 2.09391

a. Predictors: (Constant), Kepuasan Pelanggan (Z), Kepercayaan (X1), Citra
Perusahaan ( X2)

b. Dependent Variable: Keputusan Pembelian (Y)

ANOVA?
Model Sum of Squares df Mean Square F Sig.
1 Regression 408.914 2 204.457 42.521 .000"
Residual 346.206 72 4.808
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Total 755.120 74

a. Dependent Variable: Kepuasan Pelanggan (2Z)
b. Predictors: (Constant), Citra Perusahaan ( X2 ), Kepercayaan (X1)

ANOVA?
Model Sum of Squares df Mean Square F Sig.
1 Regression 380.250 3 126.750 28.909 .000°P
Residual 311.297 71 4.384
Total 691.547 74

a. Dependent Variable: Keputusan Pembelian (Y)

b. Predictors: (Constant), Kepuasan Pelanggan (Z), Kepercayaan (X1), Citra Perusahaan ( X2)

Coefficients®

Unstandardized Coefficients

Standardized

Coefficients

Model B Std. Error Beta T Sig.
1 (Constant) 3.829 2.359 1.623 .109
Kepercayaan (X1) .334 .099 .325 3.373 .001
Citra Perusahaan ( X2 ) .509 .098 .502 5.211 .000
a. Dependent Variable: Kepuasan Pelanggan (Z)
Coefficients?®
Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta T Sig.
1 (Constant) 4.234 2.293 1.846 .069
Kepercayaan (X1) 234 102 238 2304  .024
Citra Perusahaan ( X2 ) .319 .109 .329 2.916 .005
Kepuasan Pelanggan (Z2) .276 113 .288 2.451 .017

a. Dependent Variable: Keputusan Pembelian (Y)
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Input: Test statistic: Std. Error: p-value:
a Sobel test: (197842541  [[0.04659463  |[0.04788074 |
b Aroian test:|1.92375556  |(0.04791877  |{0.05438523 |
5.{0099  |Goodman test:|2.03803776  |(0.04523174  |{0.04154616 |
Sb|0-113 ” Reset all || Calculate |
Input: Test statistic: Std. Error: p-value:
a [0.509 Sobel test: |2.21027827 |0.06355942 | 0.02708586
b [0.276 Aroian test: |2.17747528 |0.06451692 | 0.02944512
55/0.098 Goodman test: |2.24460988 |0.06258727 ’ 0.02479319
55(0.113 Reset all Calculate
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