
65 
 

 
 

REFERENCES 

 
Kaplan and Haenlein., Tuten and Solomon., Schiffman and Kanuk., Anggraeni., 

Siregar and Mapadeceng., & Kotler and Armstrong. (2016). The influence 

of e-customer satisfaction, e-trust and perceived value on consumer's 

repurchase intention in B2C e-commerce segment. Asia Pacific Journal of 

Marketing and Logistics, 34(10), 2184-2206. 

 
Rohwiyati, R., & Praptiestrini, P. (2019). The effect of shopee e-service quality and 

price perception on repurchase intention: Customer satisfaction as 

mediation variable. Indonesian Journal of Contemporary Management 

Research, 1(1), 47-54. 

 
RANDI, R. (2021). FAKTOR-FAKTOR YANG MEMPENGARUHI KONSUMEN 

DALAM PENGAMBILAN KEPUTUSAN PEMBELIAN PRODUK UNIQLO 

DI KOTA MAKASSAR (Doctoral dissertation, Universitas Hasanuddin). 

 
 

Marcelina, P. S., Teyseran, Y. J., & Hellyani, C. A. (2023). PENGARUH BRAND 

IMAGE, KUALITAS PRODUK, DAN HARGA TERHADAP KEPUTUSAN 

PEMBELIAN PRODUK FASHION PADA KONSUMEN INDONESIA. Jurnal 

Ilmu Manajemen, Ekonomi dan Kewirausahaan, 3(2), 252-262. 

 
 

Kusuma, S. S., Wijayanto, A., & Listyorini, S. (2022). Pengaruh Brand Image, 

Kualitas Produk dan Harga terhadap Keputusan Pembelian pada Merek 

Uniqlo (Studi pada Konsumen Uniqlo Dp Mall Semarang). Jurnal Ilmu 

Administrasi Bisnis, 11(4), 807-813. 



66 
 

 
 
 

Purnamawati, N. L. A., Mitariani, N. W. E., & Anggraini, N. P. N. (2020). Pengaruh 

kualitas pelayanan, kualitas produk dan persepsi harga terhadap minat beli 

ulang di Bandung Collection Kecamatan Kuta Utara, badung. Values, 1(3). 

 
Mendur, M. E., Tawas, H. N., & Arie, F. V. (2021). Pengaruh Persepsi Harga, 

Kualitas Produk Dan Atmosfer Toko Terhadap Keputusan Pembelian Pada 

Toko Immanuel Sonder. Jurnal EMBA: Jurnal Riset Ekonomi, Manajemen, 

Bisnis Dan Akuntansi, 9(3), 1077-1086. 

 
Darma, Y. (2020). Pengaruh Persepsi Harga, Kualitas Produk, dan Kepuasan 

Pelanggan Terhadap Minat Pembelian Ulang. Jurnal Manajemen Bisnis 

dan Kewirausahaan, 4(4), 133-138. 

 
Mailindra, Wiyan, and Muhammad Amali. "Pengaruh Persepsi Konsumen 

terhadap Keputusan Pembelian Ulang pada Indomaret Kecamatan Sungai 

Bahar." Ekonomis: Journal of Economics and Business 2.2 (2018): 235- 

244. 

 
Lotulung, P. V., Mandey, S. L., & Lintong, D. C. A. (2023). Pengaruh Persepsi 

Konsumen dan Kualitas Produk terhadap Keputusan Pembelian Baju 

Bekas Impor pada Masyarakat Kelurahan Karombasan Utara Lingkungan 

8 Kecamatan Wanea. Jurnal EMBA: Jurnal Riset Ekonomi, Manajemen, 

Bisnis dan Akuntansi, 11(02), 561-572. 



67 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

APPEN 

DIX 



68 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

a. Appendix 1 
 

BIOGRAPHY 
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Gender : Male 
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b. Appendix 2 
 

RESEARCH QUESTIONAIRE 

 
 

"THE INFLUENCE OF MARKETING STRATEGY ON THE SALES 
EFFECTIVENESS OF FOOD AND BEVERAGE SMES IN MAKASSAR CITY" 

 
Respectfully, 

 
Introducing me Fajrian Rizqulloh Riandana Student of FEB Hasanuddin 

University. Requesting your willingness to fill out the questionnaire that I 

submitted. Completing this questionnaire aims to develop science and is only used 

for the purposes of this thesis research. The researcher guarantees the 

confidentiality of your personal identity and the answers you have given. For that 

I hope that all questions are answered honestly. I as a researcher would like to 

thank you for your willingness and cooperation in taking the time to fill out this 

questionnaire. 



70 
 

 
 
 

Respondent Identity 
 

Name : 
 

Give a check mark (√) to the answer that is considered most appropriate 

according to your brother's/sister's answer, following the instructions 

below. 

 

1. Gender 

a. Female  

b. Male  

 

2. Age 

a. 15-25 Year  

b. 26-35 Year  

c. 36-45 Year  

d. >46  

 

II. LIst of Question 
 

Give a check mark (√) to the answer that is considered most appropriate according to 

your brother's/sister's answer, following the instructions below. 
 

Information: 
 

SA = Strongly Agree 

A = Agree 

N = Neutral 

D = Disagree 

SD = Strongly Disagree 

 

1. Consumer Perception (X1) 
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Num. List of Question SA S N D SD 

1. I have a high interest in learning more 

about Uniqlo products. 

     

2. I believe Uniqlo products will provide 

added value according to my 

expectations. 

     

3. I feel that having access to Uniqlo 

products is crucial as a clothing necessity. 

     

 
 
 
 

2. Product Quality (X2) 
 
 

 

Num. List of Question SA S N D SD 

1. What is your opinion on the comfort of 

Uniqlo products during usage? 

     

2. How well do the features provided by 

Uniqlo products meet your needs? 

     

3. How reliable are Uniqlo products for long- 

term usage? 

     

 
 
 
 

3. Price (X3) 
 
 

 

Num. List of Question SA S N D SD 

1. In your opinion, does Uniqlo offer 

competitive prices compared to other 

similar brands? 

     

2. Do you believe that the price of Uniqlo 

products aligns with the promised quality? 
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3. Does Uniqlo have a competitive 

advantage in pricing compared to its 

competitors? 

     

 
 
 

 

4. Purchasing Decision (Y) 
 
 

 

Num. List of Question SA S N D SD 

1. The ability of Uniqlo products to meet my 

fashion preferences and needs. 

     

2. I believe that Uniqlo consistently 

produces quality products. 

     

3. Positive reviews from Uniqlo product 

users enhance my trust in this brand. 
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c. Appendix 3 

 
DATA TABULATION 

 

Respondents Answers Regarding Consumer Perception 

Responden 
t 

X1.1 X1.2 X1.3 
Total 

X1 

1 3 3 3 9 

2 4 4 4 12 

3 3 3 3 9 

4 4 4 4 12 

5 3 4 3 10 

6 4 4 4 12 

7 4 4 4 12 

8 3 3 3 9 

9 4 4 4 12 

10 4 4 4 12 

11 3 3 3 9 

12 3 3 3 9 

13 4 4 4 12 

14 4 3 3 10 

15 3 3 3 9 

16 4 3 4 11 

17 3 3 3 9 

18 3 3 3 9 

19 4 4 4 12 

20 3 3 3 9 

21 3 4 4 11 

22 3 3 4 10 

23 3 4 4 11 

24 4 3 4 11 

25 3 4 3 10 

26 3 3 4 10 

27 3 3 3 9 

28 3 3 3 9 

29 4 4 3 11 

30 3 3 4 10 

31 3 4 3 10 

32 3 3 3 9 

33 3 3 3 9 

34 3 3 3 9 
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35 4 3 4 11 

36 4 4 3 11 

37 3 4 4 11 

38 4 4 4 12 

39 4 4 4 12 

40 3 3 3 9 

41 3 4 4 11 

42 4 4 4 12 

43 4 4 3 11 

44 3 3 4 10 

45 4 4 4 12 

46 3 3 3 9 

47 4 3 4 11 

48 3 4 3 10 

49 4 4 3 11 

50 3 3 3 9 

51 4 3 3 10 

52 4 3 4 11 

53 3 4 4 11 

54 4 4 4 12 

55 4 3 4 11 

56 4 4 4 12 

57 3 3 3 9 

58 3 4 4 11 

59 3 3 3 9 

60 4 4 4 12 

61 3 3 3 9 

62 3 3 3 9 

63 3 4 3 10 

64 4 4 4 12 

65 4 4 4 12 

66 3 3 3 9 

67 3 3 3 9 

68 4 4 4 12 

69 4 4 3 11 

70 3 3 3 9 

71 3 3 3 9 

72 3 3 3 9 

73 4 4 4 12 

74 3 3 3 9 
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75 4 4 4 12 

76 4 4 4 12 

77 4 3 3 10 

78 3 3 3 9 

79 3 3 4 10 

80 4 4 4 12 

81 3 4 4 11 

82 4 4 3 11 

83 4 3 4 11 

84 3 4 3 10 

85 4 4 4 12 

86 4 4 4 12 

87 4 4 4 12 

88 3 4 3 10 

89 4 4 4 12 

90 4 4 4 12 

91 4 4 4 12 

92 3 3 3 9 

93 4 3 3 10 

94 3 3 4 10 

95 3 3 4 10 

96 3 4 3 10 

97 3 3 4 10 

98 4 4 3 11 

99 4 4 4 12 

100 3 3 4 10 

101 4 4 4 12 

102 3 3 3 9 

103 4 3 4 11 

104 3 3 3 9 

105 3 3 4 10 

106 4 4 4 12 

107 3 3 3 9 

108 4 4 4 12 

109 4 4 4 12 

110 3 3 3 9 

111 3 3 4 10 

112 3 3 3 9 

113 3 3 3 9 

114 3 3 3 9 
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115 3 3 3 9 

116 3 4 4 11 

117 4 3 4 11 

118 4 3 4 11 

119 4 3 3 10 

120 4 3 3 10 

121 4 4 4 12 

122 3 3 3 9 

123 3 3 3 9 

124 3 3 4 10 

125 4 3 4 11 

126 4 4 3 11 

127 3 4 4 11 

128 4 3 4 11 

129 4 3 3 10 

130 4 3 4 11 

131 3 3 3 9 

132 3 3 3 9 

133 4 4 4 12 

134 3 3 4 10 

135 3 3 3 9 

136 4 4 4 12 

137 3 4 4 11 

138 3 4 4 11 

139 3 4 4 11 

140 3 4 4 11 

141 3 3 3 9 

142 4 4 3 11 

143 3 4 4 11 

144 4 4 4 12 

145 3 4 4 11 

146 3 4 3 10 

147 3 3 3 9 

148 3 3 3 9 

149 4 4 4 12 

150 3 3 4 10 

151 4 4 4 12 

152 3 3 3 9 

153 3 3 3 9 

154 3 3 3 9 
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155 3 3 3 9 

156 4 4 4 12 

157 3 4 4 11 

158 4 4 3 11 

159 4 4 3 11 

160 4 4 3 11 

161 4 3 4 11 

162 4 3 3 10 

163 4 4 4 12 

164 4 4 4 12 

165 4 4 4 12 

166 3 3 3 9 

167 4 4 3 11 

168 3 3 3 9 

169 3 3 3 9 

170 3 3 3 9 

171 4 4 4 12 

172 3 3 3 9 

173 3 3 3 9 

174 3 3 3 9 

175 4 4 4 12 

176 4 4 4 12 

177 3 3 3 9 

178 3 3 3 9 

179 4 4 3 11 

180 3 3 3 9 

181 4 3 3 10 

 

 
Respondents Answers Regarding Product Quality 

Responden 
t 

X2.1 X2.2 X2.3 
Total 

X2 

1 4 4 4 12 

2 4 4 5 13 

3 5 5 5 15 

4 5 4 5 14 

5 4 4 4 12 

6 4 4 4 12 

7 4 4 4 12 

8 4 4 4 12 
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9 4 4 4 12 

10 4 4 5 13 

11 4 4 4 12 

12 5 5 4 14 

13 4 5 4 13 

14 4 4 5 13 

15 5 5 5 15 

16 4 4 5 13 

17 5 4 5 14 

18 4 5 5 14 

19 4 4 4 12 

20 5 5 4 14 

21 4 5 5 14 

22 5 5 5 15 

23 5 5 5 15 

24 5 5 5 15 

25 5 4 5 14 

26 5 4 4 13 

27 5 4 5 14 

28 5 5 5 15 

29 4 4 4 12 

30 5 5 5 15 

31 5 5 5 15 

32 5 5 4 14 

33 5 5 5 15 

34 4 4 4 12 

35 5 5 5 15 

36 4 4 4 12 

37 4 4 4 12 

38 4 4 4 12 

39 5 5 5 15 

40 4 4 4 12 

41 4 4 4 12 

42 5 5 5 15 

43 4 4 4 12 

44 4 4 4 12 

45 4 4 4 12 

46 5 5 5 15 

47 5 5 5 15 

48 4 4 4 12 
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49 4 4 4 12 

50 4 4 4 12 

51 4 4 4 12 

52 4 4 4 12 

53 5 5 5 15 

54 5 5 5 15 

55 4 4 4 12 

56 5 4 4 13 

57 4 4 4 12 

58 4 5 5 14 

59 4 4 5 13 

60 4 4 4 12 

61 4 4 4 12 

62 4 4 4 12 

63 5 5 5 15 

64 4 4 4 12 

65 5 5 4 14 

66 5 5 4 14 

67 5 5 5 15 

68 4 4 5 13 

69 4 5 5 14 

70 5 5 5 15 

71 4 4 4 12 

72 4 4 4 12 

73 5 5 4 14 

74 5 5 4 14 

75 5 5 5 15 

76 5 5 5 15 

77 4 4 4 12 

78 4 4 4 12 

79 5 5 4 14 

80 5 5 4 14 

81 4 4 4 12 

82 5 5 5 15 

83 4 4 4 12 

84 4 4 4 12 

85 4 4 5 13 

86 5 5 5 15 

87 4 5 4 13 

88 4 4 5 13 
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89 4 4 4 12 

90 5 5 5 15 

91 4 4 5 13 

92 5 5 5 15 

93 4 5 5 14 

94 4 4 5 13 

95 4 5 5 14 

96 4 4 4 12 

97 4 5 4 13 

98 4 5 5 14 

99 5 4 5 14 

100 5 5 5 15 

101 4 4 4 12 

102 4 5 4 13 

103 4 5 5 14 

104 4 4 4 12 

105 4 4 4 12 

106 5 5 5 15 

107 4 4 4 12 

108 5 5 5 15 

109 5 5 5 15 

110 5 5 5 15 

111 4 4 4 12 

112 5 5 5 15 

113 4 4 5 13 

114 5 4 4 13 

115 5 4 4 13 

116 4 5 5 14 

117 5 5 5 15 

118 4 5 4 13 

119 4 4 4 12 

120 4 5 4 13 

121 5 5 4 14 

122 5 5 5 15 

123 4 4 4 12 

124 4 4 4 12 

125 4 4 4 12 

126 4 4 4 12 

127 5 5 5 15 

128 4 4 4 12 
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129 5 4 5 14 

130 5 5 5 15 

131 5 4 4 13 

132 4 5 4 13 

133 4 4 4 12 

134 5 5 4 14 

135 4 4 4 12 

136 4 5 4 13 

137 5 4 5 14 

138 5 4 4 13 

139 5 5 5 15 

140 5 5 5 15 

141 4 4 4 12 

142 4 4 4 12 

143 5 5 5 15 

144 4 4 4 12 

145 4 4 4 12 

146 5 5 5 15 

147 4 5 5 14 

148 4 5 4 13 

149 5 4 5 14 

150 4 4 4 12 

151 4 4 5 13 

152 5 5 5 15 

153 5 5 5 15 

154 4 4 4 12 

155 5 5 5 15 

156 5 5 5 15 

157 4 5 4 13 

158 4 5 4 13 

159 5 5 5 15 

160 4 5 5 14 

161 4 4 4 12 

162 4 4 4 12 

163 5 5 5 15 

164 4 4 5 13 

165 5 5 5 15 

166 4 5 5 14 

167 4 5 4 13 

168 5 4 5 14 
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169 4 5 5 14 

170 5 5 4 14 

171 5 4 4 13 

172 5 5 4 14 

173 5 4 5 14 

174 5 4 4 13 

175 5 5 5 15 

176 4 4 4 12 

177 4 4 4 12 

178 4 4 5 13 

179 5 5 5 15 

180 4 4 4 12 

181 5 5 5 15 

 
 

Respondents Answers Regarding Price 

Responden 
t 

X3.1 X3.2 X3.3 
Total 

X3 

1 4 4 4 12 

2 4 4 4 12 

3 5 5 5 15 

4 4 4 4 12 

5 4 4 4 12 

6 4 4 4 12 

7 4 4 4 12 

8 5 5 5 15 

9 4 4 4 12 

10 4 5 5 14 

11 4 4 4 12 

12 5 5 5 15 

13 4 4 4 12 

14 5 5 4 14 

15 5 4 4 13 

16 4 4 5 13 

17 4 4 4 12 

18 4 4 4 12 

19 5 5 5 15 

20 5 5 5 15 

21 4 5 5 14 

22 5 4 5 14 

23 4 4 4 12 
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24 4 4 4 12 

25 5 5 5 15 

26 5 5 5 15 

27 5 5 5 15 

28 5 5 5 15 

29 4 4 4 12 

30 5 5 5 15 

31 4 4 4 12 

32 5 5 5 15 

33 4 4 4 12 

34 4 4 5 13 

35 4 4 5 13 

36 5 4 4 13 

37 5 4 4 13 

38 4 5 5 14 

39 4 4 4 12 

40 5 5 5 15 

41 5 5 5 15 

42 5 5 5 15 

43 4 4 4 12 

44 4 4 4 12 

45 4 4 4 12 

46 5 5 4 14 

47 4 5 5 14 

48 4  5 9 

49 4 4 4 12 

50 4 4 4 12 

51 4 4 4 12 

52 4 4 4 12 

53 4 4 4 12 

54 4 4 4 12 

55 4 4 4 12 

56 4 4 4 12 

57 5 4 4 13 

58 4 5 4 13 

59 4 4 4 12 

60 5 4 5 14 

61 4 5 5 14 

62 4 4 4 12 

63 4 4 4 12 
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64 4 5 5 14 

65 5 5 4 14 

66 4 5 4 13 

67 5 4 5 14 

68 4 4 4 12 

69 4 4 4 12 

70 4 4 5 13 

71 4 5 4 13 

72 4 4 5 13 

73 4 5 4 13 

74 5 5 4 14 

75 5 4 5 14 

76 4 4 5 13 

77 4 5 4 13 

78 4 5 5 14 

79 4 5 4 13 

80 4 4 4 12 

81 4 4 4 12 

82 5 4 5 14 

83 4 5 5 14 

84 4 5 4 13 

85 4 4 5 13 

86 4 4 5 13 

87 5 4 5 14 

88 5 5 5 15 

89 4 5 5 14 

90 5 5 5 15 

91 4 5 5 14 

92 5 5 5 15 

93 4 4 4 12 

94 4 4 4 12 

95 5 4 5 14 

96 4 4 4 12 

97 5 4 5 14 

98 5 5 4 14 

99 4 4 4 12 

100 4 4 4 12 

101 5 5 4 14 

102 4 4 5 13 

103 4 5 4 13 
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104 4 4 4 12 

105 5 5 5 15 

106 4 5 5 14 

107 4 4 5 13 

108 4 5 4 13 

109 5 5 5 15 

110 5 5 5 15 

111 4 4 5 13 

112 5 4 5 14 

113 4 4 4 12 

114 4 4 5 13 

115 4 4 4 12 

116 5 5 5 15 

117 4 4 4 12 

118 4 4 4 12 

119 4 4 4 12 

120 4 4 5 13 

121 5 5 4 14 

122 4 5 5 14 

123 4 4 4 12 

124 5 5 5 15 

125 4 4 4 12 

126 4 4 4 12 

127 4 4 4 12 

128 5 5 5 15 

129 5 4 5 14 

130 4 4 4 12 

131 5 5 5 15 

132 5 5 5 15 

133 4 4 4 12 

134 5 5 5 15 

135 4 4 5 13 

136 4 4 5 13 

137 5 5 5 15 

138 4 4 4 12 

139 5 5 5 15 

140 4 4 4 12 

141 5 5 5 15 

142 5 5 5 15 

143 5 4 5 14 
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144 4 5 4 13 

145 4 5 4 13 

146 4 4 4 12 

147 5 4 4 13 

148 4 4 4 12 

149 5 5 4 14 

150 4 5 4 13 

151 4 5 5 14 

152 4 5 5 14 

153 4 4 4 12 

154 4 4 4 12 

155 5 5 4 14 

156 4 4 5 13 

157 5 5 4 14 

158 4 4 4 12 

159 4 5 4 13 

160 4 4 4 12 

161 4 4 4 12 

162 4 4 4 12 

163 5 5 5 15 

164 5 5 5 15 

165 5 5 5 15 

166 4 4 4 12 

167 4 4 4 12 

168 5 5 5 15 

169 4 4 4 12 

170 5 5 5 15 

171 4 4 4 12 

172 4 4 4 12 

173 4 4 4 12 

174 5 5 5 15 

175 4 4 5 13 

176 4 5 4 13 

177 5 5 5 15 

178 4 4 4 12 

179 4 4 4 12 

180 5 5 5 15 

181 4 4 4 12 
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Respondents Answers Regarding Purchasing Decision 

Responden 
t 

Y1 Y2 Y3 Total Y 

1 4 4 4 12 

2 5 5 5 15 

3 4 4 4 12 

4 5 5 5 15 

5 5 5 5 15 

6 5 5 5 15 

7 4 4 4 12 

8 5 4 5 14 

9 5 4 5 14 

10 4 5 4 13 

11 5 4 5 14 

12 5 5 5 15 

13 4 4 5 13 

14 4 4 4 12 

15 5 5 5 15 

16 5 4 5 14 

17 4 5 4 13 

18 5 5 5 15 

19 4 5 4 13 

20 5 5 4 14 

21 4 5 4 13 

22 5 4 4 13 

23 5 4 4 13 

24 4 4 5 13 

25 5 5 4 14 

26 5 4 5 14 

27 5 5 4 14 

28 5 5 5 15 

29 5 5 5 15 

30 4 4 4 12 

31 4 4 5 13 

32 4 4 4 12 

33 5 5 5 15 

34 5 5 5 15 

35 4 4 4 12 

36 5 4 4 13 

37 4 4 4 12 
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38 4 4 4 12 

39 5 5 5 15 

40 4 5 5 14 

41 4 5 4 13 

42 5 4 5 14 

43 4 4 4 12 

44 5 5 5 15 

45 4 5 4 13 

46 4 4 4 12 

47 5 4 4 13 

48 5 4 5 14 

49 4 4 4 12 

50 4 4 4 12 

51 4 4 4 12 

52 4 4 4 12 

53 4 4 5 13 

54 5 4 5 14 

55 4 4 5 13 

56 4 5 5 14 

57 4 5 5 14 

58 4 5 4 13 

59 4 5 4 13 

60 5 4 4 13 

61 4 5 5 14 

62 4 5 4 13 

63 5 5 5 15 

64 4 4 4 12 

65 4 4 4 12 

66 4 4 4 12 

67 5 5 5 15 

68 4 4 4 12 

69 4 5 4 13 

70 4 5 5 14 

71 4 5 4 13 

72 5 5 5 15 

73 4 5 5 14 

74 5 5 4 14 

75 5 5 4 14 

76 4 5 4 13 

77 4 4 4 12 
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78 5 5 5 15 

79 5 5 5 15 

80 5 5 5 15 

81 4 5 4 13 

82 4 5 4 13 

83 5 5 5 15 

84 5 5 5 15 

85 5 5 4 14 

86 5 4 4 13 

87 4 4 4 12 

88 4 5 5 14 

89 5 4 4 13 

90 4 5 4 13 

91 4 4 4 12 

92 4 4 4 12 

93 4 4 4 12 

94 5 4 4 13 

95 4 4 4 12 

96 4 4 5 13 

97 4 5 4 13 

98 4 4 4 12 

99 4 4 4 12 

100 4 4 4 12 

101 5 5 5 15 

102 4 4 5 13 

103 4 4 4 12 

104 5 5 5 15 

105 5 5 5 15 

106 4 4 4 12 

107 5 5 5 15 

108 4 4 5 13 

109 4 5 5 14 

110 4 4 4 12 

111 4 4 5 13 

112 5 5 5 15 

113 4 4 4 12 

114 5 5 5 15 

115 5 5 5 15 

116 4 4 4 12 

117 5 5 5 15 
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118 5 5 5 15 

119 5 5 5 15 

120 4 4 4 12 

121 5 5 5 15 

122 5 5 5 15 

123 4 4 4 12 

124 4 4 4 12 

125 5 5 5 15 

126 5 5 5 15 

127 4 4 4 12 

128 5 5 5 15 

129 4 4 4 12 

130 5 5 5 15 

131 4 4 4 12 

132 4 4 4 12 

133 5 5 5 15 

134 4 4 4 12 

135 5 5 5 15 

136 4 4 4 12 

137 5 5 4 14 

138 5 5 5 15 

139 5 5 5 15 

140 5 5 5 15 

141 5 5 5 15 

142 5 5 5 15 

143 4 4 5 13 

144 4 5 5 14 

145 5 4 5 14 

146 4 5 5 14 

147 5 4 4 13 

148 4 5 5 14 

149 4 4 4 12 

150 4 4 4 12 

151 4 4 4 12 

152 4 4 5 13 

153 4 4 4 12 

154 4 4 4 12 

155 5 5 5 15 

156 5 4 5 14 

157 4 4 5 13 
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158 4 5 4 13 

159 5 4 5 14 

160 4 4 4 12 

161 4 5 4 13 

162 5 4 5 14 

163 5 5 4 14 

164 4 4 5 13 

165 5 5 4 14 

166 4 4 5 13 

167 5 5 5 15 

168 4 4 4 12 

169 5 5 5 15 

170 5 5 5 15 

171 5 5 5 15 

172 5 5 5 15 

173 5 5 5 15 

174 5 4 5 14 

175 4 4 4 12 

176 5 5 5 15 

177 5 5 5 15 

178 5 5 5 15 

179 4 4 4 12 

180 5 5 5 15 

181 4 4 4 12 
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d. Appendix 4 

 
 
 

Validity Test Consumer Perception (X1) 
 
 

 
Validity Test Product Quality (X2) 

 
 

 
Validity Test Price (X3) 
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Validity Test Digital Purchasing Decision (Y) 
 
 

 
 

 
Reliability Test Consumer Perception (X1) 
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Reliability Test Product Quality (X2) 
 
 

 
Reliability Test Price (X3) 

 
 

 
Reliability Test Purchasing Decision (Y) 
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e. Appendix 5 

 
 
 

Multiple Linear Regression 
 
 

Coefficientsa 

 

Unstandardized 

Coefficients 

Standardize 

d 

Coefficients 

 

 

 
t 

 

 

 
Sig. Model  B Std. Error Beta 

1 (Constant) 16.332 .306  53.374 <.001 

Consumer 

Peception 

.110 .015 .446 7.328 <.001 

Product Quality .067 .015 .278 4.539 <.001 

Price .059 .015 .243 3.950 <.001 

a. Dependent Variable: Y11 
 

 

 

ANOVAa 

 
Model 

 Sum of 

Squares 

 
df 

Mean 

Square 

 
F 

 
Sig. 

1 Regression 5.436 3 1.812 31.589 <.001b 

Residual 10.153 177 .057   

Total 15.588 180    

a. Dependent Variable: Y11 

b. Predictors: (Constant), Price, Consumer Peception, Product Quality 

 

 

 
Model Summary 

 
Model 

 
R 

 
R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .591a .349 .338 .23950 

a. Predictors: (Constant), Price, Consumer Peception, Product 

Quality 
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