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Lampiran 1 

Kuesioner Penelitian 

 

KUESIONER PENELITIAN 

Perkenalkan saya Indra Septian mahasiswa Universitas binaniaga Bogor Jurusan 

Manajemen, saat ini saya sedang mengadakan penelitian tentang “Promosi 

Melalui Sosial Media Instagram dan Brand Awareness Terhadap Keputusan 

Pembelian Konsumen Brightcare.id”. Terimakasih sebelumnya saya ucapkan 

kepada responden yang telah secara sukarela berpartisipasi menjawab pertanyaan 

dalam kuesioner ini. Saya menjamin kerahasiaan jawaban anda terkait kuesioner 

ini. Hasil Survey ini digunakan untuk menyelesaikan tugas akhir bukan untuk 

tujuan komersil. Atas kesediaan saudara-saudari saya ucapkan terimakasih. Semoga 

penelitian ini bermanfaat bagi kita semua. 

1. Identitas Responden 

Jenis Kelamin :  a. Laki-laki 

    b. Perempuan 

 

Usia  : a. 17 tahun – 21 tahun 

    b. 22 tahun – 29 tahun 

    c. 30 tahun – 45 tahun 

    d. >45 tahun 

 

Domisili  :  a. Jakarta 

   b. Bogor 

   c. Tangerang 

   d. Bekasi 

 

 Pekerjaan  : a. Pelajar/Mahasiswa 

     b. Karyawan 

     c. Wirausaha 

     d. Lainnya  
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 Apakah anda mengetahui produk Brightcare.id ? 

a. Ya, saya tahu 

b. Tidak, Saya tidak tahu 

 

 Apakah anda pernah melihat iklan produk Brightcare.id ? 

a. Ya, saya pernah 

b. Tidak, Saya tidak pernah 

 

II. Pilihlah jawaban dengan memberi tanda (√ ) pada kolom yang tersedia 

sesuai jawaban yang mewa kili anda. 

 Sangat Setuju (SS)   : 5 

 Setuju (S)    : 4 

 Netral (N)    : 3 

 Tidak Setuju (TS)   : 2 

 Sangat Tidak Setuju (STS)  : 1 

 

No 

Promosi Melalui Sosial Media Instagram 

Pernyataan 
Alternatif Jawaban 

SS S N TS STS 

 Follow      

1 Jumlah follower mempermudah 

mencari produk Brightcare.id. 

     

2 Jumlah follower memberikan daya 

Tarik dan kepercayaan terhadap 

produk Brightcare.id 

     

 Share      

3 Saya mengetahui produk 

Brightcare.id melaui tautan yang 

dibagikan.  
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4 Semakin sering produk Brightcare.id 

di share menambah daya tarik untuk 

membeli. 

     

 Hastag      

5 Penggunaan hastag memudahkan 

mencari produk Brightcare.id 

     

       

 

 

No 

Brand Awareness 

Pernyataan 
Alternatif Jawaban 

SS S N TS STS 

 Unware of Brand       

6 Saya mengetahui merek 

Brightcare.id. 

     

 Brand Recognition      

7 Saya dapat mengenali produk 

Brightcare.id dari disain 

kemasannya. 

     

 Brand Recall      

8 Brightcare.id adalah produk yang 

mudah di ingat kembali saat saya 

berbelanja shoe cleaner. 

     

 Top of Mind       

9 

 

Merek shoe cleaner yang pertama 

kali muncul dibenak  saya adalah 

Brightcare.id 

     

10 
Saya lebih memilih Brightcare.id 

dibanding merek shoe cleaner lain. 
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No 

Keputusan Pembelian 

Pernyataan 
Alternatif Jawaban 

SS S N TS STS 

 Pengenalan Masalah      

11 Saya membeli produk Brightcare.id 

karena sesuai kebutuhan saya. 

 

 

    

 Pencarian Informasi      

12 

Saya mencari informasi mengenai 

brand Brightcare.id sebelum 

membeli. 

     

 Evaluasi Alternatif      

13 

Saya membeli produk Brightcare.id 

berdasarkan pengalaman kerabat 

saya. 

     

 Keputusan Pembelian      

14 

 

Saya sudah membandingkan Produk 

Brightcare.id dengan produk shoe 

cleaner lainnya. 

     

 Setelah Pembelian      

15 

Saya yakin sudah mengambil 

keputusan yang tepat setelah 

membeli produk Brightcare.id 

     

16 

Saya akan merekomendasikan 

produk Brightcare.id ke kerabat 

saya. 
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Lampiran 22 

Hasil Jawaban Kuesioner 

N 
PROMOSI 

BRAND  

AWARENESS 

KEPUTUSAN  

PEMBELIAN 

P1 P2 P3 P4 P5 BA1 BA2 BA3 BA4 BA5 KP1 KP2 KP3 KP4 KP5 KP6 

1 3 3 4 4 3 3 3 3 3 3 4 3 2 3 3 3 

2 4 3 4 3 3 3 3 3 2 2 3 4 4 4 3 3 

3 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

4 4 4 4 4 4 4 3 4 4 3 4 4 3 4 4 4 

5 4 4 4 4 4 4 4 4 3 4 4 4 4 4 4 4 

6 4 4 4 5 5 4 4 4 4 4 4 5 4 4 4 4 

7 3 4 4 5 5 4 4 5 5 4 4 4 5 4 5 4 

8 5 3 5 3 5 3 3 3 4 4 5 4 5 5 4 5 

9 5 5 4 5 5 4 5 4 4 4 4 4 4 4 4 4 

10 4 5 4 5 5 4 3 3 3 3 4 4 4 4 4 4 

11 5 5 5 5 5 3 4 4 4 4 3 5 5 4 4 4 

12 5 5 4 5 4 4 4 4 4 4 3 4 3 3 4 4 

13 4 5 4 4 4 4 4 2 2 3 3 4 3 3 4 4 

14 4 3 5 3 5 4 4 3 4 5 4 3 3 3 4 4 

15 4 4 4 4 4 4 4 4 2 2 3 4 4 4 4 4 

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

17 4 4 4 5 4 4 4 4 3 4 4 4 3 4 5 4 

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

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

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

22 3 4 4 4 4 4 4 3 4 4 4 3 4 3 4 4 

23 5 5 3 4 4 3 3 3 3 2 3 4 4 3 3 3 

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

25 2 1 4 4 5 5 4 3 3 2 1 4 3 2 3 3 

26 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 

27 4 5 3 4 4 1 1 1 1 1 1 1 1 1 1 1 

28 5 5 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

29 5 5 5 5 5 1 3 3 3 3 3 5 3 1 4 4 

30 4 4 4 4 4 4 4 4 3 3 3 3 3 3 3 3 

31 5 5 4 5 5 5 3 5 5 4 3 5 3 1 3 3 

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

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

34 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 

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

36 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

37 5 5 4 4 3 5 4 5 4 3 3 4 4 4 3 4 

38 4 4 4 5 5 3 5 4 4 3 4 5 4 3 5 5 

39 4 4 3 4 4 5 5 3 4 4 3 4 4 3 4 4 

40 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 
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41 4 4 4 5 4 4 4 4 4 4 4 4 4 4 4 4 

42 4 3 4 4 3 4 4 4 4 3 3 4 3 4 4 4 

43 4 4 4 4 4 5 4 4 4 4 4 4 4 3 4 4 

44 4 5 4 5 5 4 4 5 4 4 4 4 4 4 4 4 

45 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

46 3 4 4 5 5 4 4 3 3 4 4 5 5 4 4 5 

47 4 5 4 5 5 4 4 4 4 5 4 5 4 4 5 5 

48 5 4 4 4 5 5 4 4 4 5 5 5 4 4 4 5 

49 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 

50 3 4 3 5 4 4 3 4 3 3 3 4 4 3 4 4 

51 4 5 3 4 5 5 4 3 5 4 4 5 3 4 4 5 

52 4 5 5 5 4 5 5 5 4 4 4 4 5 5 5 5 

53 2 3 2 4 4 2 3 3 3 3 4 4 2 2 3 3 

54 4 4 3 3 2 3 4 3 3 3 4 3 2 1 1 2 

55 5 5 4 3 4 5 4 4 4 5 5 5 4 4 4 5 

56 4 4 4 5 5 4 5 4 4 3 5 4 5 4 5 4 

57 2 3 3 3 2 3 1 2 1 1 3 3 2 1 2 2 

58 1 1 2 2 1 1 1 2 1 1 2 3 4 3 3 3 

59 4 3 5 3 5 4 4 3 4 5 4 3 3 3 4 4 

60 4 4 4 5 4 4 4 4 3 4 4 4 3 4 5 4 

61 4 4 4 5 4 4 3 3 3 3 5 4 4 4 4 5 

62 4 5 4 5 5 3 3 3 2 3 3 5 3 3 4 4 
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63 5 5 4 4 4 4 4 4 4 4 4 5 4 3 5 5 

64 4 5 4 4 5 2 4 4 3 3 4 5 4 2 3 4 

65 3 4 4 4 4 4 4 3 4 4 4 3 4 3 4 4 

66 5 5 3 4 4 3 3 3 3 2 3 4 4 3 3 3 

67 4 4 4 5 5 5 4 4 4 4 4 4 4 4 4 4 

68 2 1 4 4 5 5 4 3 3 2 1 4 3 2 3 3 

69 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 

70 4 5 3 4 4 1 1 1 1 1 1 1 1 1 1 1 

71 5 5 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

72 5 5 5 5 5 1 3 3 3 3 3 5 3 1 4 4 

73 4 4 4 4 4 4 4 4 3 3 3 3 3 3 3 3 

74 5 5 4 5 5 5 3 5 5 4 3 5 3 1 3 3 

75 4 4 4 4 4 4 4 4 4 5 4 4 4 4 4 4 

76 3 4 4 5 5 4 3 4 3 3 4 4 5 3 3 4 

77 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 

78 4 4 3 4 4 4 4 4 5 4 4 4 4 5 4 4 

79 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

80 5 5 4 4 3 5 4 5 4 3 3 4 4 4 3 4 

81 4 4 4 5 5 3 5 4 4 3 4 5 4 3 5 5 

82 4 4 3 4 4 5 5 3 4 4 3 4 4 3 4 4 

83 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 

84 4 4 4 5 4 4 4 4 4 4 4 4 4 4 4 4 
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85 4 3 4 4 3 4 4 4 4 3 3 4 3 4 4 4 

86 4 4 4 4 4 5 4 4 4 4 4 4 4 3 4 4 

87 4 5 4 5 5 4 4 5 4 4 4 4 4 4 4 4 

88 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

89 3 4 4 5 5 4 4 3 3 4 4 5 5 4 4 5 

90 4 5 4 5 5 4 4 4 4 5 4 5 4 4 5 5 

91 5 4 4 4 5 5 4 4 4 5 5 5 4 4 4 5 

92 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 

93 3 4 3 5 4 4 3 4 3 3 3 4 4 3 4 4 

94 4 5 3 4 5 5 4 3 5 4 4 5 3 4 4 5 

95 4 5 5 5 4 5 5 5 4 4 4 4 5 5 5 5 

96 2 3 2 4 4 2 3 3 3 3 4 4 2 2 3 3 

97 4 4 3 3 2 3 4 3 3 3 4 3 2 1 1 2 

98 5 5 4 3 4 5 4 4 4 5 5 5 4 4 4 5 

99 4 4 4 5 5 4 5 4 4 3 5 4 5 4 5 4 

100 4 5 4 5 5 4 3 3 3 3 4 4 4 4 4 4 

101 5 5 5 5 5 3 4 4 4 4 3 5 5 4 4 4 

102 5 5 4 5 4 4 4 4 4 4 3 4 3 3 4 4 

103 4 5 4 4 4 4 4 2 2 3 3 4 3 3 4 4 

104 4 3 5 3 5 4 4 3 4 5 4 3 3 3 4 4 

105 4 4 4 4 4 4 4 4 2 2 3 4 4 4 4 4 

106 4 3 5 3 5 4 4 3 4 5 4 3 3 3 4 4 
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107 4 4 4 5 4 4 4 4 3 4 4 4 3 4 5 4 

108 4 4 4 5 4 4 3 3 3 3 5 4 4 4 4 5 

109 4 5 4 5 5 3 3 3 2 3 3 5 3 3 4 4 

110 5 5 4 4 4 4 4 4 4 4 4 5 4 3 5 5 

111 4 5 4 4 5 2 4 4 3 3 4 5 4 2 3 4 

112 3 4 4 4 4 4 4 3 4 4 4 3 4 3 4 4 

113 5 5 3 4 4 3 3 3 3 2 3 4 4 3 3 3 

114 4 4 4 5 5 5 4 4 4 4 4 4 4 4 4 4 

115 2 1 4 4 5 5 4 3 3 2 1 4 3 2 3 3 

116 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 5 

117 4 5 3 4 4 1 1 1 1 1 1 1 1 1 1 1 

118 5 5 4 4 4 4 4 4 4 4 4 4 4 4 4 4 

119 5 5 5 5 5 1 3 3 3 3 3 5 3 1 4 4 

120 4 4 4 4 4 4 4 4 3 3 3 3 3 3 3 3 
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Lampiran 3 

Hasil Uji Validitas 

 

Correlations 

 P1 P2 P3 P4 P5 

PROMOS

I 

P1 Pearson 

Correlation 
1 ,732** ,768** ,395* ,686** ,815** 

Sig. (2-tailed)  ,000 ,000 ,031 ,000 ,000 

N 30 30 30 30 30 30 

P2 Pearson 

Correlation 
,732** 1 ,805** ,772** ,720** ,931** 

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

N 30 30 30 30 30 30 

P3 Pearson 

Correlation 
,768** ,805** 1 ,705** ,702** ,907** 

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

N 30 30 30 30 30 30 

P4 Pearson 

Correlation 
,395* ,772** ,705** 1 ,767** ,836** 

Sig. (2-tailed) ,031 ,000 ,000  ,000 ,000 

N 30 30 30 30 30 30 

P5 Pearson 

Correlation 
,686** ,720** ,702** ,767** 1 ,880** 

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

N 30 30 30 30 30 30 

PROMOS

I 

Pearson 

Correlation 
,815** ,931** ,907** ,836** ,880** 1 

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

N 30 30 30 30 30 30 

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

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

 P1 P2 P3 P4 P5 

PROMOS

I 

P1 Pearson 

Correlation 
1 ,732** ,768** ,395* ,686** ,815** 

Sig. (2-tailed)  ,000 ,000 ,031 ,000 ,000 

N 30 30 30 30 30 30 

P2 Pearson 

Correlation 
,732** 1 ,805** ,772** ,720** ,931** 

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

N 30 30 30 30 30 30 

P3 Pearson 

Correlation 
,768** ,805** 1 ,705** ,702** ,907** 

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

N 30 30 30 30 30 30 

P4 Pearson 

Correlation 
,395* ,772** ,705** 1 ,767** ,836** 

Sig. (2-tailed) ,031 ,000 ,000  ,000 ,000 

N 30 30 30 30 30 30 

P5 Pearson 

Correlation 
,686** ,720** ,702** ,767** 1 ,880** 

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

N 30 30 30 30 30 30 

PROMOS

I 

Pearson 

Correlation 
,815** ,931** ,907** ,836** ,880** 1 

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

N 30 30 30 30 30 30 

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

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

 P1 P2 P3 P4 P5 

PROMOS

I 

P1 Pearson 

Correlation 
1 ,732** ,768** ,395* ,686** ,815** 

Sig. (2-tailed)  ,000 ,000 ,031 ,000 ,000 

N 30 30 30 30 30 30 

P2 Pearson 

Correlation 
,732** 1 ,805** ,772** ,720** ,931** 

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

N 30 30 30 30 30 30 

P3 Pearson 

Correlation 
,768** ,805** 1 ,705** ,702** ,907** 

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

N 30 30 30 30 30 30 

P4 Pearson 

Correlation 
,395* ,772** ,705** 1 ,767** ,836** 

Sig. (2-tailed) ,031 ,000 ,000  ,000 ,000 

N 30 30 30 30 30 30 

P5 Pearson 

Correlation 
,686** ,720** ,702** ,767** 1 ,880** 

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

N 30 30 30 30 30 30 

PROMOS

I 

Pearson 

Correlation 
,815** ,931** ,907** ,836** ,880** 1 

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

N 30 30 30 30 30 30 

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

*. Correlation is significant at the 0.05 level (2-tailed). 
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Lampiran 4 

Hasil Uji Reliabilitas 

 

Promosi Melalui Sosial Media Instagram (X1) 

 

 

 

Brand Awareness (X2) 

 

 

 

Keputusan Pembelian (Y) 

Reliability Statistics 
Cronbach’s 

Alpha N of Items 

.914 6 

 

 

 

 

 

 

 

 

 

Reliability Statistics 
Cronbach’s 

Alpha N of Items 

.920 5 

Reliability Statistics 
Cronbach’s 

Alpha N of Items 

.914 5 
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Lampiran 5 

Hasil Uji Statistik Deskriptif 

 

Statistics 

 P1 P2 P3 P4 P5 
PROMOSI 

N Valid 120 120 120 120 120 120 

Missing 0 0 0 0 0 0 

Mean 4,1500 4,2583 4,0167 4,3500 4,3500 21,1250 

Median 4,0000 4,0000 4,0000 4,0000 4,0000 21,0000 

Mode 4,00 4,00 4,00 4,00 4,00 21,00 

Sum 498,00 511,00 482,00 522,00 522,00 2535,00 

 

 

P1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2,00 3 2,5 2,5 2,5 

3,00 13 10,8 10,8 13,3 

4,00 67 55,8 55,8 69,2 

5,00 37 30,8 30,8 100,0 

Total 120 100,0 100,0  

 
 

 



134 
 

 
 

 

P2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1,00 3 2,5 2,5 2,5 

3,00 9 7,5 7,5 10,0 

4,00 59 49,2 49,2 59,2 

5,00 49 40,8 40,8 100,0 

Total 120 100,0 100,0  

 

P3 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2,00 2 1,7 1,7 1,7 

3,00 16 13,3 13,3 15,0 

4,00 80 66,7 66,7 81,7 

5,00 22 18,3 18,3 100,0 

Total 120 100,0 100,0  

 

P4 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2,00 2 1,7 1,7 1,7 

3,00 8 6,7 6,7 8,3 

4,00 56 46,7 46,7 55,0 

5,00 54 45,0 45,0 100,0 

Total 120 100,0 100,0  

 

P5 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2,00 2 1,7 1,7 1,7 

3,00 6 5,0 5,0 6,7 

4,00 60 50,0 50,0 56,7 

5,00 52 43,3 43,3 100,0 

Total 120 100,0 100,0  
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Statistics 

 BA1 BA2 BA3 BA4 BA5 

BRAND_AWAR

ENESS 

N Valid 120 120 120 120 120 120 

Missing 0 0 0 0 0 0 

Mean 4,2833 3,9917 3,9250 3,8667 3,8667 19,9333 

Median 4,0000 4,0000 4,0000 4,0000 4,0000 20,0000 

Mode 4,00 4,00 4,00 4,00 4,00 21,00 

Sum 514,00 479,00 471,00 464,00 464,00 2392,00 

 

BA1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2,00 1 ,8 ,8 ,8 

3,00 5 4,2 4,2 5,0 

4,00 73 60,8 60,8 65,8 

5,00 41 34,2 34,2 100,0 

Total 120 100,0 100,0  

 

BA2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2,00 1 ,8 ,8 ,8 

3,00 20 16,7 16,7 17,5 

4,00 78 65,0 65,0 82,5 

5,00 21 17,5 17,5 100,0 

Total 120 100,0 100,0  

 

BA3 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2,00 2 1,7 1,7 1,7 

3,00 30 25,0 25,0 26,7 

4,00 63 52,5 52,5 79,2 

5,00 25 20,8 20,8 100,0 

Total 120 100,0 100,0  
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BA4 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2,00 4 3,3 3,3 3,3 

3,00 30 25,0 25,0 28,3 

4,00 64 53,3 53,3 81,7 

5,00 22 18,3 18,3 100,0 

Total 120 100,0 100,0  

 

BA5 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2,00 8 6,7 6,7 6,7 

3,00 28 23,3 23,3 30,0 

4,00 56 46,7 46,7 76,7 

5,00 28 23,3 23,3 100,0 

Total 120 100,0 100,0  
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Statistics 

 KP1 KP2 KP3 KP4 KP5 KP6 

KEPUTUSAN_P

EMBELIAN 

N Valid 120 120 120 120 120 120 120 

Missing 0 0 0 0 0 0 0 

Mean 3,8917 4,1833 3,9667 3,7500 4,0750 4,2000 24,0667 

Median 4,0000 4,0000 4,0000 4,0000 4,0000 4,0000 24,0000 

Mode 4,00 4,00 4,00 4,00 4,00 4,00 24,00 

Sum 467,00 502,00 476,00 450,00 489,00 504,00 2888,00 

 

KP1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1,00 3 2,5 2,5 2,5 

3,00 27 22,5 22,5 25,0 

4,00 67 55,8 55,8 80,8 

5,00 23 19,2 19,2 100,0 

Total 120 100,0 100,0  

 

KP2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 3,00 12 10,0 10,0 10,0 

4,00 74 61,7 61,7 71,7 

5,00 34 28,3 28,3 100,0 

Total 120 100,0 100,0  

 

KP3 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 3,00 29 24,2 24,2 24,2 

4,00 66 55,0 55,0 79,2 

5,00 25 20,8 20,8 100,0 

Total 120 100,0 100,0  
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KP4 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1,00 3 2,5 2,5 2,5 

2,00 3 2,5 2,5 5,0 

3,00 34 28,3 28,3 33,3 

4,00 61 50,8 50,8 84,2 

5,00 19 15,8 15,8 100,0 

Total 120 100,0 100,0  

 

KP5 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 3,00 19 15,8 15,8 15,8 

4,00 73 60,8 60,8 76,7 

5,00 28 23,3 23,3 100,0 

Total 120 100,0 100,0  

 

KP6 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 3,00 13 10,8 10,8 10,8 

4,00 70 58,3 58,3 69,2 

5,00 37 30,8 30,8 100,0 

Total 120 100,0 100,0  
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Lampiran 6 

Hasil Uji Asumsi Klasik, Uji Korelasi, Uji Regresi & Hasil Uji Hipotesis 
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One-Sample Kolmogorov-Smirnov Test 

 

Unstandardized 

Residual 

N 120 

Normal Parametersa,b Mean ,4829 

Std. Deviation ,22376 

Most Extreme Differences Absolute ,076 

Positive ,076 

Negative -,059 

Test Statistic ,076 

Asymp. Sig. (2-tailed) ,089c,d 

a. Test distribution is Normal. 

b. Calculated from data. 

c. Lilliefors Significance Correction. 

d. This is a lower bound of the true significance. 

 

Correlations 

 Promosi 

Brand 

Awareness 

Keputusan 

Pembelian 

Promosi Pearson Correlation 1 ,592** ,640** 

Sig. (2-tailed)  ,000 ,000 

N 120 120 120 

Brand 

Awareness 

Pearson Correlation ,592** 1 ,622** 

Sig. (2-tailed) ,000  ,000 

N 120 120 120 

Keputusan 

Pembelian 

Pearson Correlation ,640** ,622** 1 

Sig. (2-tailed) ,000 ,000  

N 120 120 120 

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

Model 

Collinearity Statistics 

Tolerance VIF 

1 (Constant)   

PROMOSI ,649 1,540 

BRAND_AWARENESS ,649 1,540 

a. Dependent Variable: KEPUTUSAN_PEMBELIAN 
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    Model Summaryb 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .707a .500 .492 .39071 

a. Predictors: (Constant), PROMOSI, BRAND_AWARENESS 

b. Dependent Variable: KEPUTUSAN_PEMBELIAN 

 

  ANOVAa 

Model Sum of Squares Df Mean Square F Sig. 

1 Regression 17.870 2 8.935 58.533 ,000b 

Residual 17.860 117 .153   

Total 35.730 119    

a. Dependent Variable: PROMOSI 

b. Predictors: (Constant), BRAND_AWARENESS, KEPUTUSAN_PEMBELIAN 

           Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

T Sig. B 

Std. 

Error Beta 

1 (Constant) .520 .327  1.589 .115 

PROMOSI .469 .091 .418 5.154 .000 

BRAND_AWARENESS .379 .082 .374 4.615 .000 

a. Dependent Variable: KEPUTUSAN_PEMBELIAN 

  ANOVAa 

Model Sum of Squares Df Mean Square F Sig. 

1 Regression 17.870 2 8.935 58.533 ,000b 

Residual 17.860 117 .153   

Total 35.730 119    

a. Dependent Variable: PROMOSI 

b. Predictors: (Constant), BRAND_AWARENESS, KEPUTUSAN_PEMBELIAN 
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Lampiran 7 

Tabel F 
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Lampiran 8 

Tabel T 
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Lampiran 9 

Tabel R 

 

 


